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Abstract 

Many Ethiopian business firms are nowadays observed adorning their entrance 

lobbies, annual reports and promotional materials with their 'vision' and 'mission' 

statements~ 'Do such statements of strategic intent, business purpose and values have 

any meaningful impact on organizational performance?';s the central question of this 

research project. 

The research has compiled and analyzed the mission statements and performance 

records of some ten Ethiopian business firms in the financial service sector. Various 

statistical inference techniques have been used 10 estimate whether there are any 

significant differences in peljormance among groups of firms with and without 

articulated mission statements, as well as among those with mission statements of 

different strategic orientations. 

The study has shown that there are no significant differences in performance between 

the sample enterprises with mission statements and those without as well as among 

those with mission statements of different strategic orientations. The reason is 

probably due to the low strategic values of the articulated mission statements that are 

not well supported by strategic management processes with in the organizations. 



Sec 

1 

2 

3 

3.1 

3.2 

3.3 

3.4 

4 

5 

5.1 

5.2 

5.3 

6 

7 

7. 1 

7.2 

8 

Table of Contents 

Introduction and background 

The Research Objectives 

Review of the Literature and Previous Studies 

Miss ion statements and organ izationa l purpose 

Characteri stics of effective mission statements 

Strategic orientat ion of mi ssion statements 

The relati onship between mission statements and 
performance 

Formulation of the Research Problem 

The Research Design and Methodology 

Procedures for statistical inference through hypothesis 
testing 

Lim itations of tests of significance 

Tests of s ignifica nce used in this research 

Collection of Data and Information 

Analyses and Interpretations 

Analys is of perform ance data with and without mission 
statements 

Ana lys is of sample miss ion statements 

Conclusions and Recommendations 

References 

Append ices: 

I - Data collection questionnaire 

11 - Detail significance test computati ons 

Page No 

1 

3 

3 

3 

6 

7 

8 

10 

13 

14 

17 

17 

23 

27 

27 

31 

35 

38 

i - ii 

i- iii 



List of Tables 

Table Title Page No 
No 
1 List of Respondent Enterprises 21 

2 Mission Statements of Respondent Enterprises 22 

3 Performance Indicators of respondent Enterprises 24 

4 Comparison of Performance Indicators 27 

5 Results of Significance Tests - growth in sales revenue 28 

6 Results of Significance Tests - growth in gross profits 28 

7 Content Composition Analysis of Mission Statements 30 

8 Strategic Orientation and Performance 31 

9 ANOVA table 35 

List of Figures 

Figure Description Page 
No 

1 Research model 11 



1. Introduction & Background 

It can be observed, especially these days, that quite a few business enterpri ses and 

non-business organizations in the Country, both in the public and private domains, 

are seen adorning the wa lls of their entrance lobbies, promotiona l literature, 

annual reports and web-sites with boldly written vision and miss ion statements. 

' Does the disclosu re of such well crafted statements of organizat ional purpose and 

va lues have any meaningful impact on organizational performance? ' is the central 

questi on of this research project. 

Proper mission statements attempt to define the purpose and values of the 

organization to serve as a basis for the development of further organizational 

objectives, strategies, and plans of action whose implementation is believed to 

bring about better performance and changes to the organization. No meaningful 

strategies can be developed without first knowing the central purpose of the 

organization. (Lynch, 2003). It is a lso widely agreed that we ll crafted and 

communicated vision and miss ion statements promote a common understanding of .,. .~ 

.,/ 
organizational purpose and direction thus motivating and inspiring management & /," <"Il 

'i!/.. , 
employees towards the achievement of organizational goals. 

If so, do such vIsIon and mISSIon statements actually serve their fundamental 

purpose in bringing about better performance and effectiveness to organizations? 

Are they worth the t ime and effOlt spent upon them? These are the kinds of 

questions some have pondered to answer in the literature also. (e.g. Arii ll , et al 

2005; Rarick and Vitton, 1995) Such studies have used various approaches to 
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investigate the relationships between financial performance and mission 

statements. Some have concluded positive relationships wh ile others have 

indicated negative or no relationships between mission statements and 

organi zational performance. Thi s study has also attempted to investigate whether 

or not articu lations of miss ion statements have actua lly contributed in any 

signifi cant way towards the improvement of organizational performance in 

Ethiopian firms. 

In order to carry out this study, the required data and information have been 

co llected from a sample of some 10 Ethiopian business firm s in the financial 

sector by means of a prepared questionnaire. Almost all of the respondents have 

indicated that they have articu lated mission statements. However, on ly those 

firms that have publi shed their mission statements before or at least towards the 

beginning of the period for which the performance indicators have been co llected 

are taken as firms having mission statements with some poss ible impact on 

perform ance. The others are considered as hav ing no miss ion statements within 

the relevant period of evaluation. 

Suitable significance tests have then been used to check whether those with 

publi shed miss ion statements have significantly different or better performance 

results as compared to those that do not have such articulated vi sion/mission 

statements. It is a lso attempted to analyze the contents of the mission statements 

and whether certain strategic orientations of miss ion statements have been more 

effecti ve than the others. 
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2. The Research Objectives: 

2.1 . The basic objective of thi s research project was to empirica lly evaluate 

whether there have been any significant relationships or not between 

articu lations of mission statements and improved organizational performance 

in Ethiopian business enterprises. 

2.2. The other secondary objectives were to evaluate how Ethiopian business firms 

have been formulating their mission statements, and to study the genera l 

contents and strategic orientations of the mission statements. 

3. Review of the Literature and Previous Studies: 

3.1. Mission statements and organizational purpose 

Mission statements are articulated to define organizational purpose and direction . 

Organizational purpose is a complex and multifaceted concept, unique to every 

organization . A firm 's mission statement defines ' the unique purpose that sets 

apart the firm from others and identifies the scope of its operation. It describes the 

product, market, technical areas of emphasis, reflecting values and priorities of 

strategic decis ion makers. (Pearce II and Robinson, 1997). It embodies why the 

organization exists, who it is meant to serve and how its value added is to be 

generated and distributed. (Lynch, 2003) 

There are varied views and perspectives in the literature on what organizational 

purpose is and how it should be shaped and defined. Some believe in simple 
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definition of the most essent ial requirements of the organization like profit 

maximization, surv ival, or growth. (Porter, 1980; Wi lliamson, 1991) Others 

recommend a more structured analysis of organ izationa l roles to embody a ll 

important aspects of the organization in relation to its environment and 

stakeholders. (Lynch, 2003) Sti ll others like Col lins and Porras advocate for more 

abstract core values and core purpose that should be more enduring and long 

lasting, gu iding the organization to success within the turbulent env ironment. 

(Collins and Porras, 1996) 

According to Lynch, organizational purpose is developed within the context of the 

organizational environment and its stakeholders. A number of factors influence 

the development of organ izational purpose and hence the articu lation of vision and 

mission statements: 

• The opportuniti es and threats in the general and immediate organ izational 

environment 

• Internal abi li t ies and resources to create value 

• Organizational cu lture 

• Vis ion, knowledge, leadership style and ethical standards of strategic 

decision makers (owners, board of directors, CEO' s and sen ior managers). 

• Relative importance of shareholders and other stakeholders in the 

organ ization, etc. 

A s imple definition of organizational purpose may fai l to capture the full range of 

roles of the organ ization. However, Lynch, agrees that simple definitions may be 
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more helpful in providing a means for communication of organizational and 

va lues and a forum for focusing on its fut ure direction. (Lynch, 2003) 

Pearson and Robinson (1997) assert that the mission statement shou ld set ' the 

fundamenta l purpose that sets the firm apart from others of its type and should 

identify its operations in prod uct and market terms. It is a broadly framed but 

enduring statement of the finn 's intent, business philosophy and the primary 

customer needs the fi rm will attempt to satisfy. 

There are two major schoo ls or approaches in strategy theory. The prescriptive 

approach, backed by rational decision theory and strategic choice perspectives, 

stipu lates that organ izations can and should, through careful ana lyses of their 

externa l environment and internal competencies and resources, deve lop c lear 

mIss Ion statements of long term organ izational purpose based upon wh ich 

corresponding objectives and strateg ies can rationally be chosen and pursued. In 

the more recent emergent approaches, however, the relevance of long term 

strategic planning is strongly crit ic ized by citing the unpred ictable and ever 

changing nature of the environment. Instead, these emergent theorists advise for 

more fl ex ible and contingent approaches that can adapt with the ever changing 

environment and the complex behavior of people. (Lynch, 2003) 

Despite all the above different views and perspectives on how organizational 

purpose should be shaped and vision and mission statements art iculated, many 

agree that a clear defin ition of the purpose of the organ ization has to be made first 
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in order to formulate any meaningful long term or short term business objectives 

and strategies that have to be pursued for better organ izational performance. 

3.2. Characteristics of effective mission statements 

Since the mi SS ion statement is expected to define the ultimate purpose and 

philosophy ofa firm being in .a particu lar industry, it is of utm ost importance that 

it should be we ll composed and clear to all stakeholders in side and outside the 

organ izati on. Only then can it provide a basis for increased organ izational 

perfo rmance and effectiveness. Different authors have somewhat di ffe rent views 

regarding the content of mission statements. Ackoff, ( 1986) has identified fi ve 

pertinent characteri stics of a good mission statement: 

• Defi nition of the business area the firm is or wishes to be in 

• It should differentiate the firm from its rivals 

• Shou ld enable th e formulation of obj ecti ves 

• Should be exciting and motivating 

• Shou ld be re levant and clear to all stakeholders inside and outs ide the 

organ ization. 

Lynch (2003) identifies the following essential e lements of a good miss ion 

statement: 

• Consideration about the nature of the firm ' s business 

• Responses to customer needs 

• Bas ic values and be liefs of the organ ization 

• Means of sustainab le compet itive adva ntage 
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• Main reasons for choice of approach. 

Pearce II & Robinson (1997) have identified the following essential and non­

essential components: 

• Business activity defined by product or serv ice, primary market, 

principal technology; 

• Company goals of survival, growth and profitability 

• Company philosophy - beliefs, values and aspirations 

• Good public image 

• Company self concept 

In recent trends of development of vision and mission statements, sensitivity to 

customer needs and concern for quality have become prominent. Prescriptive 

strategi sts like Collins and Porras (1996) have emphasized company philosophy 

and se lf concept when they recommended for articulation of combined vision and 

mission statements in terms of 'core ideology' and 'envisioned future ' . Core 

ideology is to be composed of 'core values' and 'core purpose ' while the 

'envisioned future' is composed of one 'B ig, Hairy, Audacious Goal (BHAG)' 

for 10-30 years with a vivid description of what it would be like in achieving such 

a goal. The core values are 3-5 fundamental, deeply held and shared values while 

the core purpose represents the company's fundamental reason for being, 

reflecting the peoples idealistic motivation for working for the company. The two 

authors emphasize that core ideology is to be discovered while the envisioned 

future should be created. 
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3.3. Strategic orientation o/mission statements. 

The content of a miss ion statement can give indications to a firm ' s basic va lues 

and strategies. A number of empirical studies that have investigated contents of 

miss ion statements have noted variations or strategic orientations in the mission 

statements. For example O 'Gorman and Doran (1999) have found that the miss ion 

statements of small and med ium size enterprises tend to place more emphasis on 

concern for surv ival, product and services than concern for customers and the 

market. Pearce and David (1987), on the other hand, found that specifications of 

target customers and markets are more prominent as opposed to concern for pub lic 

Image. Artill et al (2005) have identified 48 enterpri ses (from among 143 UK 

firms) that are oriented to general stakeholders (customers, employees, 

shareholders, etc.) and comparable numbers of about 30-33 firms that are more 

oriented to customers, shareholders, or the market. 

3.4. The relationship between mission statements and organizational peljormance : 

Desp ite the plethora of articles and texts concerning organizational purpose and 

vision/ miss ion statements, the empirical evidence on the relat ionship between 

articu lation of mission statements and performance is rather sparse. 

Few studies have cons ide red the relat ionship between miss ion statements and 

financial performance. These studies have used various approaches and measures 

of financia l performance and have often reached at conflicting resu lts. 
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Some studies have tried to compare profitability in com panies with and without 

mi ss ion statements. For example, Rarick and Vitton (1 995) have fo und that return 

on in vestment within 500 small and medium size firms is s igni fica ntly higher for 

those businesses with mi ssion statements than for those that do not have such 

statements. Kl emm et al ( 199 1) and Coats et a l ( 199 1) have on the other hand 

conc luded earli er that there is no significant difference in profi ts between similar 

groups of businesses. 

Pea rce and Dav id (1 987) had ana lyzed the mi ss ion statements of large US 

businesses and fo un d that bus inesses with more comprehens ive mIssIon 

statements have significantly higher profit margi ns. O 'Gorman and Doran ( 1999) 

on the other hand stud ied sma ll scale Iri sh businesses and found no significant 

re lationships between sa les growth and the use of comprehens ive mission 

statements. 

Some authors have questioned the value relevance of mi ssion statements 

a ltogether. For example Piercy and Morgan ( 1994), Sim pson (1994) say that many 

miss ion statements are empty publ ic relation initiati ves, with no relationships with 

important stakeholders like employees. They say good companies actually li ve 

the ir missions and need not compress them into vague statements. 

BaIt and Baetz ( 1998) have a lso come up with a surprisi ng resul t through a study 

of Canadi an bus inesses. They have found that inclusion of financial goal s in 

mission statements is negat ively related wi th performance. T he a uthors have 

surm ised to expla in th is fi nd ing by stating that probably low performi ng 
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businesses have tended to include fina ncia l goa ls in their mission statements as a 

means of emphasizing management concern, or the financial goals have tended to 

detract the main motivational purpose of the miss ion statements. 

Artill et al (2005) after analyzing the I111SSl0n orientations of 143 UK listed 

compa ni es have found that there is no signi ficant relat ionsh ip between miss ion 

ori entations and return on equity in the service sector, wh ile return on equity over 

three years was associated with companies having shareholder orientated miss ion 

statements in the non-service sector. Stock returns were a lso influenced by 

shareholder orientation of mission statements. 

Review of the findings of the above studies c learly shows that the empirical 

research on mission/performance relationship has still a long way to go before any 

conclus ive convergence is established. 

4. Formulation of the Research Problem: j ~~L~"l;"!lfl ~~~t.!C ·~. ' 
~'!- 0; ";1o~~ 
ADAB.>\ UNIVEr.:.IlRWI'l I 

The co nceptua l framework or model of the research has been formul ~"* Ii!. A ~'U B II 

below (Fig. 1) based on the linkages of the various variables that go into the 

fo rmul ation of strategic mission statements and the causal relationship between 

mission statements and organizational performance. 

As per strategic management theory, mi ss ion statements must be formulated or 

approved by the strategic decision makers of the organization through in depth 

analysis of both the internal and external env ironment of the organ ization. The 

0ppOItunities and threats in the externa l environment and the strengths and 
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weaknesses of internal organizational resources must be considered together in 

li ght of the vis ions of the strategic decision makers and owners to formulate the 

mi ss ion statement. The miss ion statement is then the bas is for the formulation and 

implementation of major business objectives and strategies. Hence, the research 

model shows that vis ion and mission statements do not actually impact 

organizational performance directly but through the moderation of general 

business objectives and strategies . It can also be noted that it is not the 

vis ion/miss ion statements themse lves that are important but their content and 

strategic ori entation that influences the formulation and implementation of general 

business objecti ves and strategies that actually impact performance in the end . 

Strategic Strategic analysis 
decision makers of the 

(Owners, Environment 
Board, CEO, etc (external/internal) 

Vision/Mission Statements 
(composition/orientation) 

i 
Business Objecti ves & 
Strategies 
(form u lation & 
implementation) 

~ 
~ Performance/effectiven 

ess (Is the mission 
being ach ieved or not?) 

In vi ew of the above conceptual framework, it can be assumed that there is a 

causa l relationship between the use of a properly formulated mission statement 

and better organizationa l performance. That means Eth iopian bus in esses that have 
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used such Il li ssion statements for consolidating and directing the efforts and 

resources of I heir organizations should have achieved better performance than 

their counteJ I'arts that have not done so. This research attempts to empiricall y 

evaluate whL'l her this assumption is true by testing the following propositions 

about the im pact of mission statements on business performance in a sample of 

Ethiopian bU Si ness enterprises: 

HI : Ethiopi·tn business enterprises that have publicized and used well crafted 

missio n statements should generally perform significantly better than those 

who h" "e not formulated and used such mission statements. 

H2: Ethiop li ll business enterprises with distinctly different mission statements in 

terms l Ji' compositions and strategic orientation should have significantly 

differe nl performance results. 

The converse l)r negative of the above statements shall be the null hypotheses. 

Organizatio/lul performance is a construct of a concept that can be interpreted in 

many ways. III this study it shall be operationalized through measurement of the 

following sp'Tific quantities related to organizational performance: 

• Annu growth of sales revenue or income as measured in percentage of 

the prc' vious year for the last three relevant years , 

• Annu.d growth in gross profit measured in percentage of the previous year 

for th., last three relevant years , 

Strategic ori, 'lItation of mission statements is also a vague concept that can be 

interpreted b\ different views differently. In this study, the mission statements of 
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sample firms shall be class ified into one or the other of the following three 

categories: 

o Profit/owner oriented: if the mission statement emphasized the 

financial goa ls of profitability and shareholder value. 

o Stakeholders oriented: if the mi ssion statement is geared to 

satisfaction of multiple stakeholders like employees, suppliers, 

society, etc in addition to shareholders. 

o Marketicustomer oriented: if the mission statement emphasizes 

customer value and market requirements like cost leadership, 

differentiation, etc. 

5. The Research Strategy & Methodology 

The major objective of this research exercise is to eva luate empirically whether 

there are any meaningful relationships between articu lation of mission statements 

and enhanced improvements in performance in Ethiopian business enterprises. 

For this purpose, the required data and information have been co llected from a 

small sample of 10 formal business enterprises in Addis Ababa. The criteria for 

se lection of these enterprises were that they are fa irly big formal business belonged 

to the same industrial sector to avoid influences of possible inter-sectoral 

differences, they are all private ly owned and there is a re latively good level of 

competition amongst them . The number of enterprises also constituted more than 

60% the number of companies in the sector. 
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The data and information, collected by means of a prepared questionnaire 

(Appendix I), consisted of information about the formulation , publication and use 

of mission statements as well as performance indicators operationa lized in terms of 

growth and/or dec line percentages in annual sales and gross profits for the last three 

recent years of 2004 - 06 with in which the mission statements are thought to have 

been applied. 

Some of the enterprises of the above sample of enterprises have not yet formulated 

and published formal miss ion statements. Others have on ly formulated their 

mi ssion statements only recently so that the mission statements have not influenced 

performance in the relevant years of operation considered. The enterprises in these 

two groups are considered as enterprises with no formal and publicized mission 

statements. The data re lating to performance indicators of these enterpri ses is then 

compared with the enterpri ses that have had formal and publicized mission 

statements effective in the operational years considered . 

Appropriate tests of significance applicable for sma ll samples were then used to 

discover whether there are any statistically sign ificant differences between the 

performance data of the enterprises with and without mission statements and 

between mission statements of different strategic orientations. 

The mission statements of the enterprises were also analyzed with respect to their 

strategic composition and orientation to identi fy any di stinct groups with respect to 
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strategic orientation, and to see whether there are any significant differences in 

performance among these groups. 

5. 1. Proceduresfor statistical inference through hypothesis testing 

In hypothesis testi ng one wishes to test some assumption or expectation about 

a population parameter based on stati stics obta ined from samples taken from 

the population. The first step is to formu late the hypothesis about the 

population parameter. Sample data are then collected to produce sample 

statistics and use the information to dec ide how likely the hypothesis about the 

population parameter is correct. 

The conventional approach for hypothesis testing is to construct two 

hypotheses in such a way that if one is accepted the other is rej ected . Such 

dual hypotheses are referred to as the ' null ' hypothesis and the 'alternative' 

hypotheses. The null hypothesis is very useful in testing the significance of 

difference. In its simplest form the hypothesis asserts that there is no 

difference between the sample and the population (or a larger sample) in the 

particular parameter under consideration. The assumption is that the difference 

found is not signifi cant but only accidental, arising on ly due to fluctuations of 

sampl ing. 

Against the null hypothesis, the alternative hypothesis specifies the 

expectations the researcher believes to be true, and of course hopes that the 

sample data shall lead to acceptance of this hypothes is. However, it is often 
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eas ier to prove somethin g is fa lse rather than prove it is true. Hence the null 

hypothesis is often used for significance testing in order to lead to the 

acceptance of the a lternative hypothesis when it is proved fal se or rejected. 

Once the hypothesis is set up, the next step is to test the va li dity of the nu ll 

hypothesis agai nst the alternative hypothesis at a certain leve l of significance. 

The confidence with which the experimenter/researcher rejects or accepts a 

null hypothesis depends upon this level of s ign ificance. The level of 

significance represents the probabil ity of rejecting a true hypothesis, that is 

mak ing a Type I error, often denoted by the Greek letter a (alpha). A low 

probabili ty level of 0.05 or 0.0 I is usua lly acceptable for this leve l of 

s ignificance, which means that the probabil ity of making a Type I error 

(rejecting a true nu ll hypothes is) is only 5% or l %. Type II error is committed 

by accept ing a null hypothes is when it is false. The probab ility of committing 

Type II error is denoted by ~ (beta). 

While testing hypothesis the a im is to minimize both types of error. However, 

it is often not poss ible to control both types of error simultaneously. Actually, 

there is a trade off between the two types of error (a = I - B). Managers decide 

the appropriate leve l of s ign ificance by examining the costs and penalties 

attached to both types of errors. It is often more dangerous to accept a false 

hypothesis (Type II error) than rej ecting a correct one (Type I error). Hence, 

one tries to keep the probability of making the Type I error, which is the leve l 

of s ignificance, as low as poss ible. It is usually fixed at 5% level wh ich means 

that the probab ility of accepting a true hypothesis is 95%. 
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After sett ing the required level of significance, an appropriate probability 

distribution is selected to serve as a test criterion for the particular test. 

Se lection of the probabi lity distribut ion suitable for a particula r test depends 

upon the nature of the d istr ibution of the population, sample s ize and the data 

type . For example, the tests of significance for attr ibutes (nominal sca le) use 

the binomial probabi lity d istribution, while tests of significance involving 

variables that can be measured at the interval and rat io scale levels use the 

continuous norm al di stribut ion or one of its variations. The sampling 

distributions of large samples can be assumed to approximate the normal 

distr ibution while smaller samples « 30) use test statistics based on the 

Student 's t-d istribution, and other specia l techniques like the Z-test and the F­

test wh ich are used to test the signi ficance of differences in certain parameters 

of small samples. 

Once a complete stati stical test is designed go ing th rough the above mentioned 

steps, various com putations are then carried on the random samples taken 

fro m the popu lation as per a sampl ing plan. These calculations include the 

determinati on of the test statistic and the standard error of the test statistic. 

Based on these results, stati stical decisions can then be made by rejecting or 

accepting the nu ll hypothesis. 

5.2. Limitations of tests of significance: 

Tests of s ignificance can serve only as one input to make in ferential dec isions. 

There may be situat ions where rea l differences exist but the samples do not 
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produce (', idence that there are any statist ically significant differences or the 

other way I"ound. 

The concilisions drawn should be given in terms of probabilities instead of 

certaintie" When a test shows a statistically significant difference, it means 

that the di Ilerence is probably not due to variations by chance. 

The tests do not tell why the difference exists. It is up to the interpreter that 

should id L' ll tify the probable causes. Good judgment and knowledge of the 

subject must be combined to draw any definitive conclusions. 

5.3. Tests ofsi,t: l/ificance used in this research: 

i. The Student's t-test for testing the significance of the mean of a small 

samflle: 

In determining whether the mean of a sample drawn from a normal 

population deviates significantly from an assumed or hypothetical mean 

of t Ire population, when the variance of the population is unknown, the 

t-still istic is calculated as follows : (Gupta, 1982) 

X : mean of the sample, 

I-! : il d ual or hypothetical mean of population 

n: sil lnple size 

s: the standard deviation of the sample 
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II. Th" Student's t-test for testing the difference between the means of the 

two independent small samples: 

Gi ven two independent samples of size n, and n2, with means XI and 

X ". standard deviations SI and S2, the hypothesis that the means of the 

two samples are significantly different or come from the same normal 

population can be tested by the t-statistic below: (Gupta, 1982) 

t . XI - X, X mm 
S nl+m 

~ I· .. 
t" 

Y"I : mean of first sample 

X2 : mean of the second sample 

Il l: number of observations in the first sample 

"2: number of observations in the second sample 

S : combined standard deviation of the two samples 

I' he value of S is calculated using the formula below: 

s= 

Whl' ll the actual means are in fraction, the deviations should be taken 

froll l assumed means. In such a case, the combined standard deviation 

can he obtained as follows: 
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11 ,+/1> - 2 

Al = assumed mean of first sample 

A2 = assumed mean of second sample 

X, = actual mean of first sample 

X 2 = actual mean of second sample 

When the standards of deviation of the two samples (S I and S2) are 

known the following formula can be used to calculate the combined 

standard deviation S: 

s= (n,-l)s, ' +(n,-I)S22 

n,+n, -2 

If the calculated value of the t-statistic is greater than the table value at a 

selected significance level, the difference between the sample means is 

said to be significant at the given significance level. Other wise the data 

is said to be consistent with the null hypothesis, i.e. there IS no 

significant difference between the sample means other than those 

attributable to chance variations in random sampling. 

Ill. The Variance Ratio Test - F-test: The objective of the F-test is to see 

whether two independent estimates of population variance differ 
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significantly, or whether the two samples can be regarded as drawn from 

two normal populations of the same variance. 

The ratio , where 

, 
and, S , 

where n l and n, refer to the number of observations in sample I and 

sample 1I respective ly. 

If the ca lcu lated value of F exceeds the table va lue for F at certain 

significance leve l, say 0.05 , and (nl - 1), (n, -I) degrees of freedom, one 

conc ludes the ratio is s ignificant at the 5% level. If it is less than the 

tab le value, the two samples could have come from two normal 

popu lations with the same variance. The numerator should be always 

the greater variance. (Gupta, 1982) 

I V. Analysis a/variance (ANOVA) : In a si tuation where one has more than 

two samples to be compared, an a lternative procedure is requi red to test 

the null hypothesis that states a ll samples could likely be drawn fro m the 

same popu lation. Th is procedure or technique developed by R. A. 

Fisher is ca ll ed the analysis of variance or ANOV A. Basically, it 

consists of class ifY ing and cross-classifYing stati stical results and test ing 
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whether the means of a spec ifi ed c lassification differ s ign ificantly. In 

thi s way, it is determined whether a given c lass ification or treatment is 

important in affecting the results. 

ANO YA methods ca n be used to analyze data c lass ified based on one or 

more criteri a. If there is only one c lassification criter ion, the 

classificat ion is said to be one-way, and if there are two classification 

criteria, the class ifi cation is two-way and so on. For our purpose we use 

only the one-way classi fication technique described as follows: 

Calculate the variance between samples: 

o Calcu late the sum of squares (SSC) of the deviations 

between sample means and the grand mean for all 

observations. 

o Ca lculate the mean square (MSC) between sam ples (the 

variance) by dividing the above sum of squares (SSC) 

by the degrees of freedom between the samples (k-l ) 

sse 
MSC = 

k-l k- l 
, where, 

Xi : the mean of the ith sample 

Ni : the number of elements (observations) in the ith sample 

I d f 
Xt+X,+ ...... +X. 

X : t 1e gran mean 0 k samples = ------­
k 

k - I : is the degree o f freedom between k samples 

Calculate the variance within samples: 
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o Ca lculate the sum of squares (SSE) of the dev iations 

betwee n the sa mple observations and the sample means 

for a ll samp les 

o Ca lculate the mean square (MSE) within the samples 

(variance) by dividing the above sum of squares (SSE) by 

the degree of freedom N-k, where N is tota l number of 

observations in all samples and k is the number of 

samples : 

NJ ,k 

SSE I (Xij -J'V )' 
MSE =-- = I , where, 

N-k N-k 

Xij : the i'h observation of the j 'h sample 

J'V : mean of the jth sa mple 

Nj : number of observations in the j 'h sample 

Calculate the variance rat io F as fo ll ows: 

F = MSC 
MSE 

The calculated value of F is fina lly compared with the table va lue 

at degrees of freedom V, = k - I and V2 = N - k. If the calculated 

value is found to be less than the crit ica l va lue of the table, the 

difference in the mean value of the samples is not significant, 

wh ich means that the samples could have come from the sa me 

source or uni ve rse. (Gupta, 1982) 
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6. Collection of Data and Information 

Data and information was co ll ected through a prepared questionnaire (Appendix-

I) di stributed to the concerned offi c ials (mostly managers of corporate planning 

and business deve lopment) of the foll owing bus iness enterprises: 

Table 1. List of Respondent Enterprises 

Year of Paid up capital 

Name of the Enterprise Establishment (million Birr) 

I Dashen Bank 1995 280 

2 Nya la Insurance 1995 35 

3 Bank of Abyss inia 1996 265 

4 United Bank 1994 31 

5 United Insurance 1995 26.95 

6 Awas h Internati ona l Bank 1995 200 

7 Wogagen Bank 1997 230.5 

8 Afr ica Insurance 1994 30 

9 Ni b International Bank 1999 297 

10 N ib Insurance 2002 28 

The ava il able mission statements and performance indicators fo r the ten 

respondent enterpri ses are tabulated as below: 
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Table 2. Mission Statements of Respondent Enterprises 

Year of Analysis of 
Name of Organization Mission Statement form ulation/pu blicat composition/o rientation 

ion 
I Dashen Bank To provide efficient and customer focused As revised 2002 -Efficiency, 

domestic and international banking services, -Customer focus 
overcoming the continuous challenges for - Product!market 
excellence through the application of appropriate -Continuous improvement 
technology. -Appropriate technology 

2 Nyala Insurance Guarantee care and protection. Formulated since -Customers (indirect) 
1995 

3 Bank of Abyssinia To provide domestic and international banking Formulated in 2004 -Product! market 
services through innovative utilization of -Innovation, 
technology, human and other resources and be -Resources (human, etc.) 
recognized as quality focused, result oriented, -Quality, result orientation, 
financially sound and socially responsible bank. -Financial soundness 

-Social responsibility 
4 Un ited Bank To render quality commercial banking serv ices to As revised in 2006 -Product 

the best satisfaction of its customers; to enhance -Quality 
shareholder value; to be one of, if not the best, -Customers 
employers in the industry, to discharge its -Shareholder value 
corporate responsibilities to both the community in -employees 
which it operates and the environment which it -Corporate governance 
shares with the world. 

5 United insurance Continue to strive to be the best insurance As revised in 2006 -Product 
company in the country: the most professional, -Industrial leadership 
commercial and responsible to best satisfy its -All stakeholders 
constituencies. 
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Year of Analysis of 
Name of Enterprise Mission Statement formulation/publicat Com positio n/ orie n ta tion 

ion 
6 Awash Bank None - -

7 Wogagen Bank Sh. Co. To provide a wide range of quality banking As revised 2005 -Product range, 
serv ices through a dynamic workforce and up to -Quality 
date IT solutions to satisty the desires of all -Employees, 
stakeholders. -IT 

-All stakeholders 
8 Africa Insurance -To provide quality insurance services and reliable Formulated in 2006 -Product 

security at a reasonable price in the best interests -Quality, 
of our existing and potential customers -Reasonable price 
-To put customers at the center of decision -Customer sat isfaction & focus 
making; -Profitability 
- To be productive, profitable and competitive -Financial liquidity 
-To generate adequate and reasonable return -Social responsibility 
- To be economically strong, socially responsible, -Ethical standard 
environmentally conscious and fina ncially liquid. 
- To develop profess ionalism and outstanding use 
of modern technology 
- To develop high ethical standards 

9 Nib bank None - -
10 Nib Insurance Nib Insurance strives to make business in the Formulated recently -Product/market 

country more productive by meeting the growing in 2007 -Sustainable profitabi li ty 
needs insurance service needs and effectively -Growth 
utilizing public and private funds for sustainable 
profitability and growth 
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Table 3: Performance Indicators of Respondent Enterprises; 

Name of Enterprise % Ann ual Growth in Sales Reven ue/lncome % Annual Growth in Gross Profits 

2004 2005 2006 2004 2005 2006 

1 Dashen Bank 43 22 56 113 29 90 

2 Nya la Insurance (17) 44 (2) (7) 3 19 

3 Bank of Abyssinia 77 26 51 612 51 50 

4 United Bank 45 103 39 27 357 43.7 

5 United Insurance (8) 44 70 (133) 75 1900 

6 Awash International Bank 20.3 33.8 56.9 119 30.9 112.5 

7 Wogagen Bank 81.9 40.1 45.3 193.4 41.9 49 

8 Africa Insurance 8.9 19.3 (3) (44.8) 7.8 59.4 

9 N ib International Bank 41.1 45.8 16.4 151.9 34.8 21.2 

10 Nib Insurance 40 22 15 NA NA NA 
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7. Analysis and Interpretations 

7.1. Analysis of performance data of enterprises with and without mission 
statements: 

The following Table 4 (page 30) presents the performance indicators of the two 

groups of enterprises. It can be seen that 60% of the respondents have utilized 

formally formulated and published mission statements while 40% have not as 

indicated here in above. 

The mean, median and standard deviation values are calculated as shown in the 

table for the three years performance data for all sample observations relating to 

both growth in sales revenue and growth in gross profits. 

There are a number of univariate and multivariate statistical techniques used for 

analyzing relationships between variables depending upon the data type, 

measurement scales, number of measurements per sample, number of samples, 

and independence/dependence of samples. With the detail calculations shown in 

Appendix II , the following significance tests are carried out to accept or reject the 

nu ll hypothesis (HIO) that 'there is no significant difference in performance 

between Ethiopian businesses with published mission statements and those 

without such published mission statements' : 

o t-test for the significance of the mean of a sample - the three year 

mean performance data for the enterprises with mission statements 

as compared with the three year mean performance data of the 

whole sample of respondent enterprises. 
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o I-test for significance of difference between means of two 

independent samples - three year mean performance data for the 

sample of enterpri ses with miss ion statements and those without 

miss ion statements; 

o The variance ralio test (F-test) for significance of differences 

between the variances of the mean of the three year mean 

perfo rm ance data for the two independent samples of enterpri ses 

with and without miss ion statements. 

The res ults of the above tests re lati ng to both performance data groups of three 

years average performance in terms of percentage growths in sa les revenue and 

gross profi ts are shown in the foll ow ing Table 5 and Table 6 below: 

--
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Table 4: C fPerf, Ind· _ .... -- "- - -- -" - -- "-- -------- _ .. _._-----
Category / % rowth/decline/ of sales revenue/income % growth/decline/ of gross profit 

E nterprise name 2004 200S 2006 mean median S. dev. 2004 200S 2006 mean median S. dev. 
With M ission Statements: 

I Dashen Bank 43 22 56 40.3 43 17.2 11 3 29 90 75.7 90 46.2 

2 Nya la Insurance (17) 44 (2) 8.3 -2 3 1. 8 (7) 3 19 5 3 \3.1 

3 Bank of Abyssinia 77 26 51 51.3 51 25 .5 6 12 5 1 50 237.7 5 1 324.2 

4 United Bank 45 103 39 62.3 45 35.4 27 357 43.7 142.6 43.7 185 .9 

5 United Insurance (8) 44 70 35.3 44 39.7 (133) 75 1900 614 75 1118.6 

6 Wogagen Bank 81.9 40.1 45.3 55.8 45.3 22.8 193.4 4 1.9 49 94.8 49 85.5 

With out Mission 
statements : 

7 Awash International Bank 20.3 33.8 56.9 37 33.8 18.5 119 30.9 112.5 87.5 112.5 49.1 

8 A frica Insurance 8.9 19.3 (3) 8.4 8.9 11.2 (44.8) 7.8 59.4 7.5 7.8 52 

9 N ib International Bank 41.1 45.8 16.4 34.4 41.1 15.8 15 1.9 34.8 2 1.2 69.3 34.9 71.8 

10 N ib Insurance 40 22 15 25 .7 22 12.9 NA NA NA NA NA NA 

-
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Table 5: Results of Significance Tests (based on sample data for three year average % growth in annual sales revenue) 

Test type Sample enterprise Sample Sample Standard Test statistic values 
groups sizes means deviations Calculated Table value 

~5% s.l. 
I t-test of significance of the With miss ion 6 42.2 19.3 0.8 2.6 

sample mean With and without 10 35.9 18.2 
2 t-test of significance between With miss ion 6 42.2 19.3 1.43 2.31 

sample means Without miss ion 4 26.4 12.9 
3 The variance ratio (F-test) With miss ion 6 42.2 19.3 2.66 9.12 

Without mission 4 26.4 12.9 

Table 6 Results of Significance Tests (based on sample data for three years average % growth in gross profits) 

Test type Sample enterprise Sample Sample Standard Test statistic value 
groups sizes means deviations Calculated Table value 

\al 5% s.l. 
I t-test of significance of the With mission 6 194.9 219.3 0.52 2.6 

sample mean With and without 9 148.2 188.2 
2 t-test of significance between With miss ion 6 194.9 219.3 0.72 2.36 

sample means Without miss ion 3 54.8 41.9 
3 The variance ratio (F-test) With miss ion 6 194.9 219.3 27.4 19.3 

Without mission 3 54.8 41.9 

3 1 
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The above analysis shows that the data does not produce any ev idence against the null 

hypothesis except for the case of the variance ratio test re lated to three year average 

percentage growths of gross profi ts. This result is again not very reliable because of a 

strong bias by the presence of data anomalies re lat ing to the gross pro fit performances 

of two enterpri ses, namely Bank of Abyss inia and Uni ted Insurance. Hence, the 

analyses o f the samples imply that there is no significant difference in performance 

between the enterprises that have pub li shed miss ion statements and those that have 

not. 

7.2. Analysis of mission statements: 

As indicated in Table 2 here in above, eight out of ten of the respondent enterprises 

have some kinds of formulated and published mission statements. Two of these 

enterpri ses, however, have formulated the ir mission statements only recently, in 

wh ich case one can deduce that the performance results of these enterpri ses in the last 

three years could not be directly im pacted by their mission statements. Hence, these 

miss ion statements were not considered in the above analysis fo r the direct impact of 

mi ssion statements on perfo rmance. They are inc luded in thi s part of the analysis, 

however, because of their genera l re levance in indicating the genera l strategic 

ori entations of the respective organizations. 

The indicated miss ion statements are qui te varied both in content and form at as we ll 

as strategic orientation. With regard to content, the fo llowing observations (Table 7) 

can be made: 
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Table 7: Content composition analysis of sample mission statements 

Number of mission 
Identified content constructs and concepts statements (out of eight) 

that have included the 
contents 

I Basic products/services or range 7 

2 Primary market area 2 

3 Technology (IT, appropriate technology) 2 

4 Survi va l goa l none 

5 Growth goa l I 

6 Profitab ili ty goal 2 

7 Shareholder value goal I 

8 Financial soundness, liquidity 2 

9 Customer foc us 3 

10 Customer satisfaction 3 

I I Employees 2 

12 General stakeholders 2 

13 Reasonable price (cost advantage or lower I 

margin?) 

14 Qua li ty 4 

IS Efficiency I 

16 Innovation I 

17 Continuous improvement I 

18 Industrial leadership I 

19 Social responsibility and corporate governance 3 

33 



One can see from the above table that many of the mi sSion statements of the 

respondent enterpri ses are far from being comprehensive, mostl y not even including 

the most basic and essenti al elements of content that effective mission statements 

should have. With respect to fo rmat, most (6 out of 8) are written in the form of a 

s ingle fairl y short paragraph or one long sentence. Only one is written re latively 

longe r in a bulleted style, while another one is simply a four word motto. 

With regard to strateg ic orientation, the categories indicated earlier in Section 4 can 

somehow be ident i fied from the contents of the mission statements of the various 

sample enterprises as indicated in Table 2 (page 25) above. The enterprises with 

miss ion statements c lassifi ed into the three categories of strategic orientati ons are /}:;r;.i ~:"1 
shown below along with the respective performance indicators : 

, • t:l!; 

~ ~ 
'~ I is 

l'\iirfi .:J 
-- '-. •. ~~ 4 Table 8: Strategic orientation & performance 

Orientation Category/ E nterprise Average 3 yrs % Average 3 yrs 
Name annual sales annual % growth 

growth in gross profit 
I Profit oriented: 

Nib Insurance 25 .7 NA 

United Bank 62.3 142.6 

Average 44 142.6 

2 Stakeholder oriented: 

Wogagen Bank 55.8 94.8 

United Insurance 35 .3 614 

Average 45.6 354.4 

I , 
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3 ,\;Iarke! or, !lted: 

I 
Dashen ank 40.3 75.7 

I 
Nyala I I urance 8.3 5 

Africa I :urance 8.4 7.5 

Bank or \ byssinia 51.3 237.7 

Average 27 81.5 

verall (grand) average 38.9 192.8 

It (an be ob :rved that four out of eight enterprises in the above Table 8 are 

market orien l, d while two are profit oriented, and the other two are stakeholder 

oriented. If ( 1 0 carries out ANOV A tests on the performance data of three years 

average sale growth shown for six of the enterprises (leaving out Africa 

Insurance an, 13ank of Abyssinia from the market oriented group to make the data 

symmetrical ) one finds the following results to test the second null hypotheses 

(H20) that Sll !,ulates 'there is no significant difference in performance among 

Ethiopian btl . messes with mission statements that are distinctly different in 

strategic orie l" ation ' (details shown in Appendix II): 

T:lblc 9: ANOV, \ Tablc - Tcst of significancc on salcs growth performancc 
among hrec stratcgic oricntations of mission statemcnts 

Sourcc of 
variation 

Between samples 

Within samples 

Total 

f '" 280.7/464 = 11 .6 

Sum of squares 

561.4 

1392 

1953.4 

Dcgrees of Mcan squarc 
frccdom 

2 280.7 

3 464 

5 744.7 
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The table value " FF at 5% significance level and degrees of freedom 2 and 3 is 9.55. 

Hence, again, 1 1"~ re is no significant difference in performance between the three 

groups of strate!'IG orientation. 

8. Conclusions : Id Recommendations 

Strategic managl' lnent is the set of decisions and actions that result in the formulation 

and implement: , Ion of plans designed to achieve organizational objectives. The 

mission statemell is at the apex of the strategic management model. It defines the 

unique and fund.llnental purpose of the firm that sets it apart from firms of its type 

and also identifi ('s the scope of its operations. (pearce and Robinson, 1997) This brief 

research attemp on the performance impact of mission statements in Ethiopian 

enterprises, with , [I its limitations, has produced some interesting results : 

o Eight ou l of ten of the sample enterprises have some kinds formulated and 

publi shed of mission statements. This may give an impression at first glance 

that stral ('gic management is being practiced by many Ethiopian business 

enterpris(, ,; 

o Looking II lerely at the sample three year average performance data, it seems as 

if those I'. ith mission statements have performed better, both in terms of 

percentagl' growths in sales revenue and gross profits. However, all the tests of 

significance carried out on the relevant sample data have indicated that the 

differenc(' .': are not statistically significant even at 5% level, and hence could 

have hap[ " ned as a result of simple chance fluctuations in sampling. Hence, 
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one canll I deduce fo r sure that articu lation of mission statements has brought 

about bell ;r performance results in Ethiopian enterprises. 

o In additi , I, most of the mission statements in the sample business enterprises 

do not e' ,'n mention some of the most important strategic issues an effect ive 

mission , I ltement should include or address. For example, customers, primary 

markets 'Ild employees have been mentioned only by two or three mission 

statemell out of the total eight that have publi shed mi ssion statements. 

o The misSl ' >n statements have been mostly formulated, in a somewhat generic 

fashion, >1 outside consultants and/or ad-hoc committees, not involving the 

participal >n of important strategic decision makers, management and genera l 

employet .'. of the organizations. Hence, they do not seem to reflect or define 

the ' rai s, 1 d 'etre ' of the enterpri ses vis-a-vis the existing and potential 

competiti 11 as well as the visions and aspirations of top management and the 

shareholt rs. As a result, they have not served much their primary function s 

of unifyil I'. efforts in the organizations and in being used as a basis for further 

strategic I " anning and implementation process. 

o In additi , '", though a number of the respondent authorities of the sample 

enterprisl have indicated that the publications of their mission statements 

have ver' much contributed to changes in organizational behavior towards 

better pel >rmance, informal interviews of downstream employees has shown 

that mall' organizational members are neither much impressed nor know 

much ab(\ ,t the importance of the mi ss ion statements. The mission statements 
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are hene probably formulated to actually serve a PR purpose of showing off, 

mostly ) the external audience, that some kind of modern strategic 

managel :nt is being practiced . 

Hence, it can be ;oncluded that a lot remains yet to be done before the procedures of 

strategic manag ' nent are etfectively understood and utilized in Ethiopian business 

firms. Strategic Ill anagement can be practiced at various levels of formality. In small 

and medium siz, I firms, the entrepreneurial and adaptive modes can be used, where 

by a single 0 \\ ner manager and his close aides attend to the planning and 

implementation " f strategies, often employing more intuitive approaches. In bigger 

sized, more con 'l dex organizations however, the more formal strategic planning and 

implementation IS a must, and should be organized and practiced at all the corporate, 

business and fu l I ional levels. 

Finally, it can I , stated that the articulation and publication of mission statements 

does very little. if not worse, by itself. It must be supported by a well designed 

strategic manag ment process. The mission statement can then serve its basic 

funct ions of ensil ring unanimity of purpose within the organization and guiding the 

translation of th " purpose into well defined goals in such a way that cost, time and 

performance pal ,meters can be assessed and controlled. Only then can an enhanced 

performance be ,'xpected as a direct impact of mission statements and the strategic 

management pn' ess. 
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Appendix I 

Addis Ababa University 
Faculty of Business & Economics 

Questionnaire for an MBA Research Project 

Research Topic: "Performance impact of mission statements in Ethiopian 
business enterprises: an empirical evaluation" 

The data and information collected by means of this questionnaire shall be used 
strictly for academic purposes only. 

1. Full name of your organization and address: 

2. Year of establishment: _______ _ 

3. Paid up cap ital: _ _______ _ 

4. Current Net wOlth: _ ________ _ 

5. Do you have a publi shed miss ion statement for your business organization? 

DYes 

D No 

6. If you have a publi shed mission statement, please state it fully along with the 
dates /years of its first publication and revision(s), if any. Attach papers if 
required. 

7. How was your miss ion statement initially formulated , before its approval by 
top management? 

a. DBy the CEO him/herself; 
b. DBy the planning/business development department; 
c. DBy an ad hoc committee of senior managers/experts; 
d. DBy an external consultant; 
e. DBy the contribution/participation of all or most employees. 

8. Why did you formulate and publish your mission statement? State your maj or 
reasons .: ________________ __________ _ 



I 
2 
3 
4 

9. Do you think publishing the mi ssion statement has better geared 
o rgani zational behavio rs toward s the achievement business goals? 

a. DYes, very much, 
b. DYes, appreciably, 
c. DYes, a littl e, 
d. oNo, not at a ll. 

10. What factors/components of the foll owing do you think should be included in 
your miss ion statement? Number the ones you would include in their order 
starting with # I for the most important. 

a. Spec i fications of basic products/services, primary markets and 
princ ipal technologies 

b. Goa ls of survival and profitabi li ty for growth 
c. Company (bus iness) philosophy (basic beliefs, va lues, aspirations and 

priori ties) 
d. Company self-concept 
e. Company public image 
f. Comm itments to customers 
g. Commitments to qua lity 
h. Commitments to other company stakeholders (shareholders, 

employees, suppli ers, comm uniti es, etc.) 
I. Commitments to soc ial respons ibili ty 

II. Please indicate as here be low the actual performance indicators of your 
business organization in the last three years: 

Description Growth/fall as % of previous year 
Year 1 Year 2 Year 3 

Production va lue 
Sales revenue 
Gross profit 
Addit ional investment! 
capita l expend iture 

Respondent's Name: _______________________ _ 

Position in the organization: ___________________ _ 

Date: ______ _ 

Please affix the official seal of yo ur organization: _______ _ 
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Appe ndix II - Microsoft Excel computation sheets - Tests of significance 

Page i - Raw data sheet 

% growth in s ales revenue % growth in g ros s profits 

2004 2005 200& Mean Median S. Dev. 2004 2005 200& Mean Median S. dev 

1 Da shen Bank 43 22 56 40.33 43 17.1& 11 3 24 90 75.&7 90 4& .2 
2 Bank of Abyssinia 77 26 5' 51 .33 5' 25.50 612 5' 50 237.67 5' 324.1 
3 Hibrel Bank 45 ' 03 39 62.33 45 35.35 27 357 43.7 142.57 43 .7 185.8 
4 Hibre l lnsurance ·8 44 70 35.33 44 39.72 -133 75 1900 614.00 75 1118.5 
5 N ala Insurance ·17 44 ·2 8.33 ·2 31.79 ·7 3 ' 9 5.00 3 13.1 
6 Wo a en Ba nk 81 .9 40.1 45.3 55.77 45 .3 22.78 193.4 41.9 49 94.77 49 85.4 

Mean 36.98 46.52 43 .2 42.2 37.7 28.7 134.2 92.0 358.6 194.9 52.0 295. 
Median 44 42 .05 48.15 45.8 44.5 28.6 70.0 46.5 49.5 118.7 50 135. 
S. Dev 41 .61 29.21 24.53 19.34 19.66 8.41 258 .87 132.10 755.46 219 .33 29.84 418.6 

7 Africa Insurance 8 .9 19.3 ·3 8.40 8.90 11.16 -44 .8 7.8 59.4 7.47 7.8 52.1 
8 Awash Ban k 20 .3 33.8 56.9 37.00 33.80 18.51 11 9 30.9 112.5 87 .47 112.5 49.1 
9 Nib Intern ational 41 .1 45.8 16.4 34.43 41 .10 15.79 151 .9 34.9 21.2 69 .33 34.9 71 .8 

10 Nib Ins urance 40 22 15 25.67 22.00 12.90 
Mean 27 .6 30.2 21 .3 26.4 26 .5 14.6 75.4 24.5 64 .4 5·U 51.7 57 . 

Med ian 30.15 27.9 15.7 30.05 27.9 14.35 119.0 30.9 59.4 69 .3 34.9 52. 
S. Dev 15.7 12.1 25.3 12.9 14.1 3.2 105.4 14.6 45 .9 41 .9 54.3 12. 



Appendicx II- Page I[ - Student 's t-est computations 
Diffe rence between means of samples (Three years mean growth in sales revenue) x, X,-X, (X,_X,)2 X, Xr X2 (X2-XZ)2 n1 n2 S t2 

40.3 -2 4 8.4 -18 323 6 4 17.22 1.43 

51 .3 9 83 62.3 20 404 37.0 11 113 35.3 -7 48 34.4 8 65 
8.3 -34 1150 25 .7 -1 a 55.8 14 183 Tota l 253.4 0.0 1871 105.5 a 501 

Mean 42.2 
26 .4 

Diffe re nce between means of sam les Three ears mean rowth In ross rofit X, X,-X, (X,_X,)2 X, Xz-Xz (X _X2)2 n, n, S t, 6 3 186 .71 0.7 2 

75.7 -119 .26 14223.3 7.47 -47 .3 2236 .03 
237.70 42.74 1826.6 87.47 32.7 1070.16 
142.57 -52 .39 2744.9 69 .33 14.6 212.38 
614.00 419 .04 175593.1 5.00 -189 .96 36085.4 94 .80 -100.16 10032.4 Total 1169.77 0.00 240505.7 164.27 0.0 3518.57 

Mean 194.96 
54.8 

Difference between t he sub sample and t he whole sample (population) 
... , ......... '" "'''' .. , .... , .. ..... .. .. ... ............ ... ....... - ...... -X1 X2 

X1 X2 40.3 40.3 
75 .7 75 .7 51 .3 51 .3 

5 5 62.3 62.3 237 .7 237 .7 35.3 35.3 
142.6 142.6 8.3 8.3 

614 614 55.8 55.8 
94.8 94.8 8.4 

7.5 37.0 
B7 .5 34.4 
69 .3 25 .7 

Mean 42.23 35.89 
194.97 148.23 

STDEV 19.34 18.18 219.32 188.1 9 
t1 

0.80 
0.52 



SSE 
MSE 

sse 
Mse 

F 

G" 

Appendicx 11- Page iii - ANOVA computations 

Observations 
1 
2 

Total 
Mean Xm 

Id mean X m 

Total 

Total 

1391 .9 
464.0 

561 .4 
280.7 

0.60 

Comparison performamce between firms of different strategiC orientations (Three year average "10 growth in sales revenue) 

Categories : 
Profit Market Stakeholders 

25.7 40 .3 55.8 
62.3 8 .3 35.3 

88 .0 48 .6 91.1 
44.0 24.3 45.6 

38.0 

Xl'X,,,, (X t -X t ",)2 X2-Xl ,.. (XrXZm)2 X3-X3m (X3 - X3m)2 -18.3 334 .89 16.0 256 10.3 105.1 18.3 334 .89 -16.0 256 .00 - '0.3 105.1 

0 66 9.78 0.0 512.000 0 210.1 

(X,m _Xgm)2 (X2m - X m)2 (X3",-X ", ) 2 

36.6 186.3 57.8 
36 .6 186.3 57.8 
73 .2 372.6 115.6 
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