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 Introduction:
The QNBKuwait is a subsidiary of Qatar National Bank (QNB) and it is being operated in Kuwait. It is located/based in the Kuwait capital and was created in the year 2007. The bank provides a state-of-the-art banking technology together with a comprehensive array of banking services and products to both business and personal segments. It is a branch or a division of the QNB Group which was founded in the year 1964 as the 1st Qatari-owned commercial bank. The structure for ownership was split in half between the Qatar Investment Authority and the public members. QNB Group has subsequently expanded to be the largest bank in Qatar as well as the biggest financial institution in the GCC.  

1. Existing Vision, Mission, Objectives and Strategies: 

[image: image1.png]Vision
To become a leading bank in MEASEA by 2020.




[image: image2.png]Mission

« To bellhs institution of choice for customers, employees, investors and
suppliers

« To be the dominant market player

« Maintain the highest credit ratings

« Have strong brand recognition and high brand value

« Achieve sustainable ble growth

« Enhance shareholder value





From the above, it is clear that the firm vision is to be a leading bank in the entire MEASEA by the year 2020. On the other hand, the firms is pursuing various missions. The first one being to be that institution of choice for employees, supplier, investors and customers. Another mission of the bank is to maintain the highest credit ratings and also to have the strongest band recognition in GCC and high brand value. The bank also has a mission to achieving sustainable profitable growth and also to enhance the value of the shareholder. 

Objectives:

Strategies: 

The bank uses four strategies including personal banking, QNB First, Business and investor relations.

QNB Personal Banking: 


Through this strategy, the bank offers a banking experiences which guarantees customer a services that is tailored to individual international needs. To run this strategy, QNBKuwait offer a range of account, loans, and deposits in major currencies. The bank offers current, salary, savings and fixed deposit accounts. In respect of loans, the bank offers consumer loan and installment loans and even loan calculator. The bank also offer cards which are safety-guaranteed.  It also provide property financing with rates of interest which stay competitive. Also, the bank offer transfers and payment, e-banking, and foreign exchange services. The bank thus drives this strategy by providing its valued clients and customer a detailed suite of its services. 

QNB First: 


The bank has ushered in a QNB First. This is a premium service it has established to offer clients a unique, extraordinary priority banking experience. It provides an array of services and products specially- designed to meet the needs of the clients and surpass their expectations. It is a premium banking services forming a long-run and enduring association with its elite customers on the basis of both mutual trust and comprehensive understanding of clients’ particular lifestyle. The bank works hard through this to earn the trust of its clients and for the coming generation by placing the client at the heart of its service. The bank’s committed and devoted team of Customer Relationship Managers (CRMs) is working closely with its customers to help shape-up as well as create a customized, affordable as well as flexible strategy, purely designed to address the future requirement of the clients to achieve the goals of the clients. As the client of QNB First, the bank offers a range of benefits through innovative products and services generated by its unrivaled network spanning over thirty nations globally (Alhemoud 2010). This strategy help the bank ensure exclusive, stable as well as outstanding products and services customized only for its clients. 
Business:  
QNB remains the biggest financial institution in GCC region. It has upheld its dominant stance in the business segment. This is achieving through a strategy that delivers corporate financial services alongside value added innovative commodities which truly meets its business commercial objectives and that of its corporate clients. This is further achieved through its trained and qualified professional workforce that always anticipated the needs of the clients in a proactive manner and assisting them make the potential utilization of each opportunity to generate capital, effectively manage treasury bills as well as risk exposure, and pursuit of possibilities for merger and acquisitions. The bank aims at helping its clients to accomplish their business goals. Banking with QNB attracts an enthusiastic relationship managers’ team as well as product specialists spearheaded by a leading banker who work collaboratively from first day to meet every financial requirements and product and service needs of the client.  
2. Developing Vision and Mission Statements: 

Vision: 

To shape-up and develop customized, affordable and flexible strategy specially-designed to address the future needs of the clients and customers 
Mission: 

 
To work hard to earn the trust of customers and clients for generations to come by placing their interest at the heart of the bank’s services
3 (a). External Opportunities and Threats in Kuwait 

Opportunities: 

· Financing SSI sector will greatly boost both export and Kuwait economy 

· Finance will power airlines and companies

· Infrastructure leasing finance 

· Margin realization aligned to assumed risks

· Anti-cyclical investment management activities expansion 

· New client relationships’ building

· Various novel initiatives to boost the range of products will generate more cross-selling 

· Expansion of advisory as well as additional services provided to clients and investors 

Threats: 

· Continued unrest in the GCC region is not good for the bank 

· Stiff competition from the international banks

· Products from petroleum industry currently account for more than ninety of the revenue from export, and approximately eighty percent of the income of the government, thus economy of Kuwait remains extremely vulnerable to global oil markets alongside the United States’ policies 

· Absentia of placement options for huge amounts of liquidity presently in the hands of many banks 

· Timely statistics unavailability on the entire market

· Structural weaknesses 

· Volatility of oil price 

· Unexpected increase and decline of the United States dollar against the Euro 

· The Greek debt crisis impact in Europe

· High levels of re-payments alongside prepayments adversely affect the net interest margin 

· Money and capital market distortions  

3(b). Pestle Analysis
PESTLE Analysis remains an important strategic tool or technique employed by strategists as well as marketers to establish as well as analyze the macro-environmental factors which might have negative or positive effects on the organization.  This section provides an analysis of PESTLE of Kuwait Banking Industry to highlight the factors that affects the QNBKuwait. Kuwait borders Irag and KSA and the capital is Kuwait. This is the biggest city in the country where the QNB is based. The main natural resource of Kuwait is oil and this is the money-generating engine for its economy hence oil price volatility have great impacts on the banking operations. Kuwait was captured by Saddam Hussain and subsequently made Kuwait share of Iraq as 19th state. In the year 2011, Kuwait became freed from Irag. Kuwait is the only nation globally without supply from natural water. Kuwait’s national bird is Falcon since they fly everywhere in the country. Rainfall in the country is twice a year making it the hottest nation globally in summer. Nevertheless, sandstorms rarely appear. Islam remains the highly dominant as well as Kuwait’s official religion. 


The economy of Kuwait is marred with industrial segment that contributes about 75 percent of its GDP. Quarrying and mining remains a major contributor to the GDP at about 58 percent. The country has a novel Development Plan that offers direction to prioritize capital spending, and encourage investment in private sector and create jobs for Kuwait citizens in the private sector. The government of Kuwait has diversified its economy to non-oil from the initially oil-dominated sector. The former sector like residential housing, retail, education, banking, and financial segments is anticipated to be the primary driver of its economic growth. 


The PESTLE Analysis undertaken by a top global management consulting and market research firm, Lucintel provides an examination of the economy of the country from the past, present and future viewpoints. The report highlighted a range of challenges and drivers to the development decisions in Kuwait economy. It considered Kuwait as the most liberal and democratic nation of all the GCC. The county stays politically stable and adheres to constitutional monarchy. It has the 6th biggest oil reserve and the twentieth biggest natural gas reserve in a global perspective. Kuwait is the 4th largest exporter of petroleum globally. It boasts a well-educated labor force, top notch skilled workforce pool which remains beneficial to its techno-oriented industries like telecom and banking industry, business services, automobile, and IT. The main sector in Kuwait is the industrial segment that is accountable for its economic growth. Kuwait, nonetheless, faces social challenges including rising rate of crimes that is increasing the corruption levels and this negatively affects the bank. It is an extremely oil revenue-dependent and this is a major problems to the bank due to price volatility. Thus, a plunge in the prices of oil have a direct impact on the GDP of Kuwait. The low R&D investment is another major problem in the country. 
Political: 

Kuwait is in alliance with the United States following its freedom from Iraq in 2011. The economy faced certain political disturbance in year 2011 when the Prime Minister made it a closed economy. However, a liberal economy was preferred by the opponent to allow them gain from overseas activities. KSA’s tactics in the recent past of outstripping high cost oil-producing destinations out of business inflicted various problems to Kuwait. Kuwait’s economy is never as vibrant as KSA’s (Khamis, Al-Hassan and Oulidi 2010). Because it is highly reliant on the oil export, a fluctuation in the prices of oil brings severe blow to Kuwait’s economy. All Muslims and specifically Middle Eastern firms face a challenge due to lack of business law with Israel. This even saw Kuwait Airlines sued for failure to issue a ticket to Israel citizen.  

Economic Factors 

In early 1990s, Kuwait’s economy was dependent on the pearls and hides’ exports. However, following the 1940s, the country discovered oil and after exploration, oil contributes almost half of the country’s GDP thereby accounting for about 95 percent of total exports and the income of the government. Nevertheless, Kuwait needs to do more to diversify the oil dependency to make it an open economy which will be boost to the QNBKuwait. The government has since supported the lifestyle enhancement via the investments in the infrastructure and salary increments which is a plus to the bank (Edgar, Azhar and Duncan 2016). This was done at the point prices of oil seemed stable and proved to being excellent revenue source for the economy. However, the government must revisit this and make rational decisions for long-term benefit through policies that will diversify the economy. The economy of Kuwait is not currently doing well since its surplus in DDP has plunged and this is bad news to banks. However, in the years to come, the economy will improved and rate of growth will sure leading to new opportunities for QNBKuwait profitability.  

Social Factors:
Kuwait remains the expatriates’ hub from overseas who earn their respective living in the GCC region since there are better salaries relative to other regions.  Kuwait is a small nation with solely a single natural resource, oil playing a fundamental role in the growth in GDP. However, the country has attracted a huge number of workforce coming from other developing nations who not relatively as rich as Kuwait (Gheeraert 2014). The utmost significant social matter that they Kuwait national face is to ensure that the expatriates enter the country legally and accorded work permits to monitor their activities. In the recent past, the Kuwait authorities have deported several illegal workers to their respective nations for various activities linked to breach of laws of the country (Al-Eisa and Alhemoud 2009). The government of Kuwait stays under pressure from its national to restrain the immigrants’ number and employment opportunity’s distribution among the nationals first. This will negatively affect the operation of the QNBKuwait banks. However, with the increased influx of expatriates in Kuwait, the bank has an opportunity of growth since it will have professionals to help drive its strategies. 

Technological Factors: 

The Kuwait’s Central Bank acts both as custodian of its wealth and financial intermediary finances various projects in the country for fast technological transfer promotion thereby helping the country to advance quickly in industrial diversification. This remains a lucrative opportunity for the QNBKuwait since it will benefit from these projects in term of sales and revenue volumes. The formation National Investment Authority by Kuwait National Assembly further ensures that mining and exploring oil projects are undertaken with the help of most advanced technology drawn from the West. The government has also availed some incentives to set up industries in the fields suggested by government like ease of financing (a benefit to the QNBKuwait), tax holidays, security investment (benefit to the bank) and the free import duties. These incentives have a direct impact on the growth of the QNBKuwait since they will serve to cut down the cost of operation and hence increased profitability to the bank. 

Environmental Factors: 


The exploration and drilling of oil in Kuwait is a major contributor of the environmental mess both in terms of air pollution and water pollution via oil spillages in the course of oil export. The Gulf War, for instance, remained a big environmental law trespassing especially where Saddam Hussain gave orders to his troops that saw them allowed to fire any oil well as they were retreating from Kuwait. Between three and five million barrels a day on average were estimated to have gotten burnt in the process. Indeed, a danger of nuclear rain or acid also resulted from such a violation on environment. In financial terms, such a violation cost loss of millions (Dalwai, Basiruddin and Abdul Rasid 2015). More damages were witnessed on the health perspective. The firing blocked sun rays partially due to the emerging black smoke from the burning oil hence culminating in key alterations in temperature and climate at large. This condition will have far-reaching effects hazardously for many generations to come in the same manner the Hiroshima Nagasaki did whereby the kids born following the bombing remained disabled as well as abnormal as a result of radiation traces in the course of pregnancy.  

Legal/Law Factors: 

It is amazing and astonishing that a low has been enforced in the country that bars salary and wage’s taxation. Nevertheless, Kuwait has stringent laws in place that must be adhered to properly. For example, a citizen will only have his exit permit issued to leave Kuwait without clearing all his past debts, financial claims and bills to his property. This makes the nation to enjoy a rating of a safe as well as a secure destination to live in by the United States’ researchers (Rajha 2016). This is good for the banking business since it discourages loan defaulters and hence making the bank to remain secure and sustainable. Moreover, there is a low threat for crimes in the country compared to other GCC members. This is also good for the bank since it remains secure and hence can operate without threats of losing the business to criminals (Karjaluoto, Mattila and Pento 2002). The existence of sudden atmosphere alongside weather changes such as heavy rainfall and sandstorms offer great risk to the Kuwaiti when driving. However, the government has enacted and implemented laws on proper safety signs posted on roads as guides to its citizens thereby immensely reducing fatalities.   

4. Competitve Profile Matrix 

	Competitive Profile Matrix

	
	
	QNBKuwait
	Commercial Bank of Kuwait

	Critical Success Factors
	Weight 
	Score 
	W/score
	Score 
	W/Score

	Marketing 
	0.25
	4
	1.00
	4
	1.00

	Brand Reputation
	0.25
	3
	0.75
	4
	1.00

	Location 
	0.05
	2
	0.10
	1
	0.05

	Product Quality 
	0.1
	1
	0.10
	4
	0.40

	 Customer service 
	0.2
	1
	 0.20
	4
	0.80

	Customer loyalty 
	0.05
	1
	0.05
	3
	0.15

	Product range 
	0.1
	3
	0.30
	1
	0.10

	                   Total score 
	1
	
	2.50
	
	3.50


Score’s Key: 
4=Major Strength/industry leader
3= Minor strength 
2= Minor weakness 
1= Major Weakness/Industry laggard 

From the above CPM, the critical success factors (CSF) were: marketing; brand reputation, location, product quality, customer service, customer loyalty, and product range. A score of 4 denoted major strength or industry leader, while a score of 1 denoted major weakness or industry laggard. A score of 3 and 2 denoted minor strengths and minor weakness in that order. 

From the CPM chart above, industry leaders included, marketing, brand reputation, product quality and customer service. Comparing the QNBKuwait and Commercial Bank of Kuwait, it is noted that Commercial Bank of Kuwait had a competitive advantage over the QNBKuwait. The value of this competitive advantage is got by the difference between the total scores at the bottom; 3.5-2.5=1.0. In respect of marketing, both banks had equal strength (major score) of 4. However, Commercial Bank of Kuwait was industry leader in terms of brand reputation, product quality and customer service where it score 4 each.  

QNBKuwait was laggard in terms of customer loyalty, customer service, product quality whereas Commercial Bank of Kuwait laggard in terms of product range and location. In terms of brand reputation and product, QNBKuwait showed minor strength scoring 3 each whereas it showed minor weakness in terms of location (Stephen 2016). The Commercial Bank of Kuwait had minor strength in terms of customer loyalty with laggard in both product range and location (Lemon 2016). The total score for QNBKuwait for all the critical success factors was 2.50 whereas that of Commercial Bank of Kuwait was 3.50. This gave a competitive advantage of 1.0 in favor of Commercial Bank of Kuwait. The conclusion is that Commercial Bank of Kuwait has a competitive edge over QNBKuwait (Cummings, Ryan and Schaper 2018).   
5. External Factor Evaluation Matrix (EFE) 
	External Factor Evaluation Matrix (EFE)
	 
	 
	 

	Opportunities
	Weight
	Rating
	Weighted Score

	High opportunity to expand in Africa via M&A
	9.00
	4
	36.00

	Demand for bond market in MENA and Qatar
	8.00
	4
	32.00

	Islamic banking growth help in growth of bank
	7.00
	3
	21.00

	Government initiative on advanced technology
	7.00
	3
	21.00

	Building new client relationships
	6.00
	3
	18.00

	Advisory expansion and service provision to clients
	5.00
	2
	10.00

	Initiatives to boost product range
	5.00
	2
	10.00

	Nice labor contract
	3.00
	1
	3.00

	Anti-cyclical investment management activities expansion
	0.00
	0
	0.00

	No taxation on salaries and wages
	0.00
	0
	0.00

	
	
	
	

	Threats
	Weight
	Rating
	Weighted Score

	Stiff competition
	9.00
	4
	36.00

	Continued unrest in GCC region 
	8.00
	4
	32.00

	Volatility of oil prices
	8.00
	3
	24.00

	Lack of placement options
	7.00
	3
	21.00

	Structural weakness 
	6.00
	3
	18.00

	Unexpected rise and decline in US dollar vs. Euro
	5.00
	2
	10.00

	High salaries and wages 
	4.00
	2
	8.00

	Vulnerable economy to global markets 
	3.00
	1
	3.00

	Unavailability of statistics
	0.00
	0
	0.00

	Money and market distortions
	0.00
	0
	0.00

	TOTALS
	100.00
	 
	303.00


From the EFE chart above, it is clear that QNBKuwait scored 3.0 above the average figure of 2.50. This is a demonstration that the bank has a lower reaction to the external factors which prevents it from accomplishing its potential hinged on threats. 6. SWOT: Strengths and Weaknesses

The following are the strengths and the weaknesses of QNBKuwait from the SWOT analysis of the QNBKuwait in Kuwait: 

Strengths: 

· Its mother bank, the QNB has many offices and presence in more than fifteen countries

· It mother bank, QNB is the highest rated bank globally 

· It is the largest bank in Qatar which gives its full support required to thrive in Kuwait in terms of market share, number of branches and customer base 

· It has a strong presence not only in the GCC, but also in the Middle East

· It is mother bank is the largest bank in the MENA based on total assets, and net profits 

Weaknesses: 

· It lacks much presence in the African southern parts, Europe and America
· Its operations are affected by the slow-down in bank deposits 
7. Internal Factor Evaluation Matrix (EFE)

	Internal Factor Evaluation Matrix (IFE)
	 
	 
	 

	Strengths
	Weight
	Rating
	Weighted Score

	Many offices and presence in over 15 countries
	9.00
	4
	36.00

	Mother bank largest in MENA
	8.00
	4
	32.00

	Strong presence in GCC and MENA
	9.00
	3
	27.00

	Effective E-banking
	3.00
	3
	9.00

	development of strategic plan
	5.00
	3
	15.00

	hiring of skilled workforce 
	3.00
	3
	9.00

	Strong market share 
	7.00
	4
	28.00

	establishing new QNB first 
	3.00
	3
	9.00

	Effective personal banking
	3.00
	3
	9.00

	Highly rated bank
	7.00
	3
	21.00

	
	
	
	

	Weaknesses
	Weight
	Rating
	Weighted Score

	Lack of much presence in Europe, Southern Africa
	8.00
	1
	8.00

	Slow-down in bank deposits 
	7.00
	2
	14.00

	increased default rates
	5.00
	1
	5.00

	scarcity of the merchandise
	7.00
	1
	7.00

	loss of many customers
	3.00
	1
	3.00

	total company overhaul
	3.00
	1
	3.00

	Low speed to address complaints
	4.00
	2
	8.00

	Few advertisement
	3.00
	1
	3.00

	Ineffective promotion
	3.00
	2
	6.00

	Ineffective teamwork
	0.00
	2
	0.00

	TOTALS
	100.00
	 
	252.00

	
	
	
	


From the IFE matrix, it is clear that the QNBKuwait scored above 2.520 that is nearly the normal sector average requirement of 2.5. This implies that the internal position of the bank is never good since it needed to have been beyond the industry average. 

8. Long-term Objective and Specific Strategies

In recommending a long-term objective and specific strategies to accomplish it effectively, it is imperative that what the company has done is understood and what it can do to improve its current success.   For now, QNBKuwait has implemented three stages including personal banking, business banking and QNB First. On the retail banking side, the business a strategy whereby clients and customers have a diverse array of innovative commodities via a range of channels (remote and physical) for all the segments (mass affluent, mass retail and affluent). The bank has kicked off its provision of targeted as well as customized solutions for expatriate workforce across the segments. The banks services now focus on tailored investment solutions, remittances, alongside bespoke management services to wealth (Gheeraert 2014). The bank is also focusing on the provision of a broad array of high-ROE businesses including transaction banking, management of asset, brokerage, baking and investment services. 
Suggested Objective: 


The bank needs to improve its financial efficiency in the coming years. To do this, the following long-term strategic objective is vital: 
· To redesign and enhance its digital experience

Specific Strategies: 


The best way for a bank to be committed to the customer experience is by improving its digital customer experience. The consumer are growingly making decisions on the basis of ease with which customer can interact with the bank. This makes the competition in the sector to revolve around enhancing consumer experience (Lone and Bhat 2018). This has led to novels roles as well as titles in the banking sector. Many banks thus face the challenge since while a great number of banks are undergoing through the expansion of CX projects, particularly as it links to both mobile and digital engagement, difficulties persist in acquiring resources for new projects’ pursuit. Besides the application of resources to enhancing customer experience, the QNBKuwait must determine how it will measure its success (Metle 2001). This will give it a competitive edge since there is a broad variance in the used methods, like measurements around retention, satisfaction, revenue metric forms, engagement as well as loyalty. 
The bank will thus need to keep pace with the major challenges and trends to respond to: 
· Digital UX Improvement: There is going to a shift to digital quality from digital quantity because this applies to the aesthetics improvement as well as simplicity in the present digital offerings

· Digital Onboarding Improvement: Whereas digital capabilities have improved overall, the ability to effectively sell as well as onboard consumers on digital channels remained lagged 

· Response to novel technologies improvement: Bank will have to get ready to deliver an enhanced customer experience across the novel technological devices through the use of novel data insight capabilities. The bank must improve its ability to leverage Open APIs, IoT and AI. 
All these will be achieved through the following specific strategies:

· Combining IoT with AI

· Creating seamless multichannel experience

· Delivering next generation customer support

· Enhancing mobile selling 

· Future-proofing the bank

· Increasing the customer value using open banking 

· Moving to design quality from functional quantity 

· Providing end-to-end digital onboarding 

· Removing internal silos

· Using insights to meet the needs unmet 

9.  Two Matrix
BCG Matrix Analysis: 
The BCG matrix describes a product portfolio matrix. It is a planning tool for business and useful in the evaluation of the firms’ brand portfolio strategic position. It remains the most popularly used tool to analyze portfolio and categorizes the product or service of the firm into the 2X2 matrix. Each of the four quadrants is categorized as high or low performance based on the relative share of the market and growth.  The horizontal axis of denotes the market share amount of the firms products and strengths in a given market. The use of relative market share assist the firm to measure its competitiveness. 
The vertical axis, on the other hand, denotes the rate of growth of the firm’s products alongside its growth potential in a specific market. The top-left quadrant represents where the products with high growth in the market and low share of market are found. The top-right quadrant harbours those products with high growth in the market with a high share of the market. The bottom left quadrant contains products with low growth in the market, but with low share of the market. The bottom-right quadrant comprises of the products with low growth in the market but with high market share. 
The fundamental assumption in BCG matrix is that a rise in relative share of market shall lead to a rise in flow of cash; and this is gainful to the firm when the use economies of scale and acquires a cost advantage comparative to rivals firms.
	Brands 
	Revenues 
	% of corporate revenues
	Largest competitor’s (banking)market share
	QNBKuwait market share
	Relative market share
	Market growth rate

	QNB First
	650,000
	54%
	25%
	25%
	1
	3%

	Business
	500,000
	38%
	30%
	5%
	0.17
	12%

	E-Banking
	200,0000
	6%
	45%
	30%
	0.67
	13%

	Personal banking
	170,000
	2%
	10%
	1%
	0.1
	10%
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The rate of growth in the market from a sector to another varies, but often displays a ten percent cut-off point-rates of growth above ten percent are regarded high whereas those beneath ten percent are low.  From the above BCG Matrix table, it can be noted that QNBKuwait is doing exceedingly well in terms of business, personal banking and e-banking. They all have a value above the ten percent cut-off point in terms of growth in the market. This means that the firm is doing well. However, its new service, the QNB First, is still new and being introduced in the market. This is why it has a below-10% value and hence considered to be a low growth rate. However, with marketing and promotional campaigns, this brand will also do well and bring a lot of competitive edge to the firm relative to its rivals. 
Strategic Position and Action Evaluation (SPACE) Matrix 

It is an analytical tool employed by firm’s strategic management and planning. It enables the analyst to come with an idea of the suitable strategy for the business. Both internal and external environment are assessed thereby allowing the analyst to design the best relevant strategy for adoption. The Matrix explains external environment in two ways: The environmental stability is dictated by such factors as change in technology, rate of inflation, volatility of demand, range of price for competitive commodities, price elasticity of demand, and substitutes-derived pressure. The Industry attractiveness is shaped by such sub-factors as potential for growth, financial stability, and utilization of resources, complexity to enter an industry, productivity of labor, capacity utilization, and manufacturers bargaining power (Moran, Muzellec and Nolan 2014).   



Similarly, internal environment is explained in two ways: the competitive advantage is shaped by such sub-factors as share of market, quality of products, lifecycle of products, cycle of innovation, loyalty of customer and integration vertically. Financial strength is influenced such sub-factors as ROI, debt ratio, available vs. required capital, turnover of inventory and flow of cash. 

Every sub-factor in every criterion, analyst assigns a value between zero and six (while 0 to -6 is assigned for competitive advantage and environmental stability). The total factor value is for each criterion is expressed as the average of individual factors. Relevant axes are used to plot the values in a matrix. The quadrant where the biggest part of surface of resultant quadrilateral is, lies an appropriate option of business behavior. 
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The company’s strategic position alongside the options/substitutes of strategic behavior include; aggressive- competitive-, conservative- and defensive position. The aggressive position remains the appealing and comparatively stable industry. The firm has a competitive edge and can safeguard it. The critical factor here is the feasible entrance of novel rivals into the industry. It is regarded the novel acquisition, raising market share as well as emphasis on competitive commodities (Platonova, Asutay, Dixon and Mohammad 2018). The competitive position remains appealing and comparatively unstable surrounding. The firm has certain competitive edge with the critical factor being the financial strength of the firm. The firm needs to pursue means of attachment. The feasibility of joining another firm, raising efficiency in production and cash flow strengthening are the solutions. Conservative position remains a stable industry and has low rate of growth and stable financially. Product competitiveness is the critical factor (Tarawneh 2006). The firm need to safeguard its successful commodities as well as develop novel ones while thinking about the feasibilities of penetrating into a more attractive industry and decrease costs. The defensive position stays unappealing industry. The firm neither has competitive products nor financial resources. Competitiveness remains the critical factor and the firm has to decrease costs and investment, as well as think of exiting the industry.     
Explanation to Dimensions: 

	Internal Position

Financial Strength (FS)

Risk involved in business

Debt to equity ratio

Working capital condition

Leverage

Liquidity 

Ease of exit 

Cash flow statement 

Return on investment
	External Position

Environmental Stability (ES) 

Technological impact

Price elasticity of demand

Political situation 

Demand variability 

Price range of competing products 

Rate of inflation 

Competitive pressure 

	
	

	Competitive Advantage (CA)

Access to market 

Market share 

Quality of products and services 

Product life cycle 

Customer loyalty 

Capacity, location and layout 

Technological know-how 

Backward and forward integration 
	Industry Strength (IS)
Demand and supply factors

Resource utilization 

Growth potential 

Profit potential 

Financial stability 

Technological know-how

Productivity-capacity utilization 

Capital intensity

Ease of entry into market

	
	

	Selected Variables

	Financial Strength
	Ratings

	High ROI

Large amount of capital 

Consistently increasing revenue 

Working Capital condition 
	3

2

4

1

	Financial Strength average: (3+2+4+1)/4=2.5

	
	

	

	Industry Strength
	Ratings

	Demand and supply factors 
Resource utilization 

Profit potential 

Technological know-how
	5
3

3

6

	Average: 
	3.8

	
	


SPACE) Matrix

[image: image5.png]Is





From the chart, the QNBKuwait will embrace an aggressive strategy. 

10. Implementation of Recommendations and Expected Results 

The bank will move from the functional quantity to design quality by launching a brand novel online and or mobile application. The bank can also do this by having a newly designed functionality in separate applications. The bank can also come up with novel navigation alongside interaction tools like voice and chatbot. 

The bank will create seamless multichannel experience by going past getting optimal channel mix to establishing what is working best for every customer. The bank also need to seamlessly integrate between its touch points. 

The bank will provide end-to-end digital onboarding by applying for a novel account or service and proceed till customer is fully engaged with such a relationship to eliminate its broken processes. It can use the global examples like video identification options at N26 and Fidor. 

The bank will enhance mobile selling by moving from physical to its digital channels by delivery personalized product sales messages as well as making it feasible for customers and prospects to buy on digital channels. This will be achieved by having a more contextualized strategy for bank sales, going past “pushing products” on the various devices to integrating services’ sales within PFM techniques as a share of tailored advisory processes. Use of advanced analytics will help the bank to ensure needs-oriented sales (Rajha 2016). 

The bank will be able to use insights to meet the unmet customer needs by delivering and using Personal Financial Management (PFM) techniques. However, this is a need for the bank to merge account aggregation. 

Delivering next generation customer support will be achieved by moving past FAQs to interactive contents (videos) and chatbots. These two techniques will be combined with AI together with machine learning to enhance service delivery while decreasing costs. The bank will also integrate voice banking to improve customer experience by combining IoT technology with both customer services and transactional capabilities (Grigorian 2005).     
Customer value increase with open banking will be achieved when customers are enabled to create a network of techniques and tools that assist them reach financial objectives. This will be realized by having the bank combining insights from diverse financial organizations. Thus bank will achieve it by creating an open ecosystem to allow customers to decide what particular services they connect together which need not be necessarily financial. 

AI and IoT combination will be achieved when it makes it possible to undertake banking and even receive advice by communicating or by simple VR engagement. 

Expected Results: If the bank implements the strategies recommended well, the result of best feasible digital experience for consumers’ delivery will not solely be a decline in costs, but also, an increase in bank revenues. The bank will be able to deliver what its consumers are asking for by ensuring that it “future-proof” both in respect of digital proposition as well as organizational structure (Atyeh, Yasin and Khatib 2015).   
What Issues: It is, however, expected that the implementation will face serious issues like management, and research and development. With management, some change resistance elements will ensue as old-style management team might not accept to go digital in feat of loss of position, power, and authority. Nevertheless, this issue can be best solved by having an engaged employee culture to enable the change management process to have a blessing of everyone. There is a need to proactively explain the need for change, challenges to be met, and the strategies to use, the benefits to the stakeholders and the entire outcome for the organization at large before implementing the strategy.  The R&D will also be affected as this strategy will need much money to do the R&D. The bank must be ready to spend a lot in coming with a solid and working digital consumer experience to gain in the future from the implementation (Abduh and Issa 2018). 
11. Recommendation of Procedures for Review and Evaluating Strategy
While there are many metrics used to measure the success of the implementation of this strategy, there has never been a straight forward way to review and evaluate the consumer experience-based strategies. However, it is recommended that the bank use such metrics as retention, satisfaction, revenue metric forms, engagement as well as loyalty when evaluating and reviewing the strategy in respect of consumers. To the banks, such metrics of increase in revenue and cost reduction after the implementation would help review and evaluate the success or failure of the strategy implementation. The bank will identify success if the consumers feel satisfied, cost are reduced, revenues are increased, more customer retention rate and increased loyalty base. The feedback from the consumers in term of repeat sales and even how they frequently they are engaged will further be indicators of success. 

Conclusion

To sum up, the analysis of QNBKuwait provides a clear outside and inside picture of the ability of the firm to thrive in this competitive industry. Various analytical tools have been used including BCG, SWOT, PESTLE, SPACE, EFE, and IFE which have all pointed at strengths and opportunities that will help the bank to prosper. The result is that QNBKuwait stands at a better position to fairly compete and benefit from its operation in Kuwait and in the entire GCC and MENA region. However, a long-term objective has been recommended with corresponding strategies to accomplish based on clear procedures of its implementation. QNBKuwait stands to benefit from implementing this strategy not only through cost reduction but also through increase sales. This will make the company “future-proof” itself and create a sustained competitive edge relative to its peers. 
Recommendation 
QNBKuwait must implement the strategy recommended in the discussion and continuously seek to improve its digital consumer experience to create a sustained competitive advantage. 
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