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OPERATIONAL DEFINITIONS

Corporate strategy forms the corporation’s long-term course and latitude that it seeks to complete directed towards attaining economic and service superiority (Muteshi and Kariuki, 2020). Corporate strategies in public aviation agencies refer to the range of long-term courses public agencies pursue towards the achievement of economic, development, and service delivery targets (Muteshi and Kariuki, 2020; and Feldman, 2020).
An Expansion strategy refers to a course of action aimed at increasing primary demand or increasing the market potential of an organisation’s product or service offering (Bang and Joshi, 2008; and Shaw, 2021).
 A contract management strategy is the approach to ensuring that the performance of the contractor is properly managed during the execution of the contract. It involves organizing resources and committing to the management of risk, establishing key performance indicators and establishment of clear communication lines with the contractor during contract execution (Asian Development Bank, 2018). 

Social responsibility strategy is a company/organisational means or approach that encompasses activities demonstrating a ‘corporate culture’ and social consciousness of prioritizing social issues (Vallentin and Spence, 2018; and Khan et al., 2012). 

Organisational reputation refers to the stakeholder perception of the corporation and how well its responses meet the expectations and demands of other organisational stakeholders (Taghian et al., 2012 and Lange et al., 2011).

ABSTRACT

From the modern academic and practice point of view in business management, corporate strategy and organisational reputation are aspects of significance and paramount importance (Feldman, 2020). They set the foundation and success drivers for basic company or business processes, operations and the manner in which they coordinated to achieve sought out goals (Bogomyagko and Machulskyi, 2012). However, Feldman (2020) notes that, for decades, it has been the concern for scholars to obtaining an understanding of how corporate structures and the managers overseeing them promote or damage corporate reputation in their businesses. Corporate strategy research seeks to address a different core question: how do managers set and oversee the scope of their firms. Implementing corporate strategies, Muteshi and Kariuki (2020) note that it entails configuration of capabilities inside the existing surrounding, realize the desires of the world market and to achieve stakeholder expectations. The study sought to examine the relationship between corporate strategies and organisational reputation in the aviation sector with a case study of Uganda Civil Aviation Authority (UCAA). It examined the influence of the expansion strategy, contract management strategy, and social responsibility strategy on the reputation of Uganda Civil Aviation Authority. The study drew its theoretical base from the Dynamic Capabilities Theory by Teece and Pisano (1994), relational view of resources based theory by Dyer and Singh (1998), and the Agency Theory by Eisenhardt (1985). The study used a sample of 162 out of a population of 287. It registered a 53.7% response rate that is, 87 respondents. Both qualitative and quantitative methods were used combining descriptive and inferential statistics. Data was collected using self administered questionnaires, interview guides, and document reviews. Data was analysed using frequencies, means, standard deviations, and Pearson’s correlation coefficients in a bivariate and multivariate regression analysis of corporate strategies; expansion strategy, contract management strategy, social responsibility strategy and the reputation of UCAA.  It was established that corporate strategies have a moderately strong positive influence on the reputation of Uganda Civil Aviation Authority with a coefficient r = 0.606 at significance levels less than 0.01. The most influential corporate strategy is the contract management strategy given a β value = 0.324 greater than the β values 0.215 and 0.166 of the social responsibility strategy and expansion strategy respectively. The study recommends that organisational focus should be on best practice contract management so as to improve the reputation of civil aviation agencies.
CHAPTER ONE

INTRODUCTION

1.1 Background to the study

The study sought to examine the relationship between corporate strategies and organisational reputation in the aviation sector with a case study of Uganda Civil Aviation Authority (UCAA). From the modern academic and practice point of view in business management, corporate strategy and organisational reputation are aspects of significance and paramount importance (Feldman, 2020). They set the foundation and success drivers for basic company or business processes, operations and the manner in which they coordinated to achieve sought out goals. Thus, managers and scholars recognize the two basic levels at which main strategy subsists in the company’s governance structure that is, corporate strategy and business-unit strategy (Bogomyagko and Machulskyi, 2012). However, Feldman (2020) notes that, for decades, it has been the concern for scholars to obtaining an understanding of how corporate structures and the managers overseeing them promote or damage corporate reputation in their businesses. 

For sectors where the success of corporations in measured on global standards like in the aviation industry, current research on how organisational reputation is impacted upon by corporate strategies is undoubtedly significant. According to Bogomyagko and Machulskyi (2012, p.8), the global concept and its impact on industry, competition, strategies and corporations has drawn major attention. To this, Money et al (2017) observe that, since stakeholder reaction to the same organisational stimuli is often unpredictable and different, understanding organisational reputation is irrefutably important to countering competitive pressure. Thus, from Walker (2010), it is observed that corporate strategies that transcend the stakeholder relationships and attitude towards the corporation are thus a core management concern for aviation agencies that seek to derive improved organisational reputation from them.   

As a corporation transversing several global business parties and linkages, Uganda Civil Aviation Authority (UCAA) is significant in the study of corporate strategies and organisational reputation in the aviation sector of Uganda. Feldman (2020) notes that, there is an immense level of management activity that seeks to integrate the various business operations of the corporation.  For aviation agencies like UCAA, Bogomyagko and Machulskyi (2012, p.13) observes that pursuing corporate strategy that meets global standards is necessary to become more efficient and competitive. However, Feldman (2020, p.182) notes that, such corporate level decisions have the potential to enhance or destroy corporate image.

The recent trends in damage to its reputation, place Uganda Civil Aviation Authority in a significant position as case study to the current analysis of the relationship between corporate strategies and organisational reputation in the aviation sector in Uganda. According to Wasajja (2021), UCAA’s image has been dented by alleged mismanagement of the shs.700 billion Entebbe International Airport upgrade and expansion project. Driven by the increase in passenger numbers and volumes of cargo handled at the airport coupled with the need for improved customer experience, compliance with regulations, safety and security (Sekanjako, 2021), pursuit of an expansion strategy by UCAA was imminent. However, execution of contracts has been marred by unethical practice that questions the effectiveness of UCAA’s contract management and social responsibility strategies.

Corporate strategy traces its history in the business realm right from the industrial revolution where external markets had not yet developed because not until contracting was not identified as integral part of business strategy (Rundquist, 2007). In 1800s to the early 1900s, only a few firms, if any, considered contracting of some of their processes as part of corporate strategy. Bogomyagko and Machulskyi (2012, p.11) observe corporate strategy became a major aspect of strategic management study and research around the 1950s. Unlike before when management functions were less coordinated and more separated, in 1962, Chandler expressed the need to have unified view of all management aspects. In this, Chandler sought to define corporate strategy as a long-term sought-after action of management defining its direction, and focus of the companies’ operations.
The origin of organisational reputation as a subject is traced in public relations studies of the late 1940s within the United States of America (Money et al., 2017). During this period, large corporations in the US expressed interest in having local community views integrated their business decisions. Money et al (2017) further observe that, the 1990s and onwards saw the spread of corporate reputation significance from USA to Europe. However, in the recent decades, Lange et al (2011, p.154) observes that organizations have had complications in their operations which have drawn management and research attention to their damage on organisational reputation. As observed by Wasajja (2021) and Tenywa (2021), the current study recognizes that the reputation of civil aviation agencies, in particular Uganda Civil Aviation Authority. 

Muteshi and Kariuki (2020, p.140) observe that corporate strategy forms the corporation’s long-term course and latitude that it seeks to complete directed towards attaining  economic and service superiority. Feldman (2020, p.186) however notes that, corporate strategy research seeks to address a different core question: how do managers set and oversee the scope of their firms. Implementing corporate strategies, Muteshi and Kariuki (2020) note that it entails configuration of capabilities inside the existing surrounding, realize the desires of the world market and to achieve stakeholder expectations (Aosa, et al., 2012, pp.25-41). Specific to the current study therefore, corporate strategies in public aviation agencies refer to the range of long-term courses public agencies pursue towards the achievement of economic, development, and service delivery targets.

According to Feldman (2020, p.181), the framework setting and overseeing the corporation’s is viewed in three contexts: intra-organisational, inter-organisational, and extra-organisational. These three contexts affirm the expansion strategy, the contract management strategy that is the spine of inter-organisational or business-to-business relationships, and social responsibility strategy. This corresponds with the operation of corporate strategy by Muteshi and Kariuki (2020, p.140), along diversification, outsourcing, restructuring, strategic alliance, product and market development. The premise of evaluating contract management strategy, expansion strategy, and social responsibility strategy is based on the need to outsource, develop markets, and meaningful alliance with stakeholders.

Organisational reputation according to Taghian et al (2012) refers to managers’ perception of the corporation and how they believe the public or consumers view the company.  It is the aggregate perception of the individual stakeholder of how well organisational responses meet the expectations and demands of other organisational stakeholders. On the other hand, Lange et al (2011, p.155) conceptualizes organizational reputation as ‘being known, being know for something, and how is one [the individual/organisation] favored generally. Hence, from the perspectives of Taghian et al (2012) and Lange et al (2011), this study conceptualizes organisational reputation as the stakeholder perception of corporation and how well its responses meet the expectations and demands of other organisational stakeholders.

The study drew its theoretical base from the Dynamic Capabilities Theory by Teece and Pisano (1994), relational view of resources based theory by Dyer and Singh (1998), and the Agency Theory by Eisenhardt (1985). The dynamic capabilities theory applies to the current study of the expansion strategy pursued by aviation authorities as one course through which organisations develop unique capabilities and renew competences in response to environmental changes. Wong (2011, p.35) observes that, relational view of resources-based theory by Dyer and Singh (1998) sets the base for analysis of contract management strategy of Uganda Civil aviation Authority as an inter-firm cooperation to generate competitive advantage. While, the Agency Theory by Eisenhardt (1985) according to Bendickson et al. (2016) sets the base for analysis of social responsibility strategy for UCAA’s extra-organisational actions.

Globally, civil aviation agencies have realized the importance of building onto their reputation to gain entry in a global aviation industry as reputable corporations. Organizations choose to enter new geographical markets and introduce new products (Bogomyagko and Machulskyi (2012, p.8). As organizations engage into new businesses and becoming more and more diversified into the global market, their strategies are no longer concerned just with the business-level but with the corporate-level decisions, required to unite different businesses within one company (Johnson, Scholes, Whittington, 2009), that is able to compete on a global scale. Similarly, civil aviation agencies are expanding operations and capitalizing on building a positive image to gain acceptability in the competitive aviation industry.

In Africa, there are no many significant empirical studies organisational reputation in the aviation industry and the public sector. However, in Zambabwe, its significance has been noted in the National Social Security Authority. In revamping its strategic course, NSSA is moving from corporate image management to an integrated corporate reputation management strategy by harnessing and enhancing existing strategies in order to improve the public’s confidence in it (Munyoro, 2016). In Nigeria, though not identified as an asset in the balance sheet, corporate reputation has been envisaged to affect the confidence of those formulating corporate strategies, staff recruitment, supplier attitudes and a myriad of other stakeholders in its capacity as relationship capital (Adeosun and Ganiyu, 2013). It therefore, represents a principal risk to any business and as such falls within the strategic issue that companies must give top priority, particularly as marketing oriented organizations.

In East Africa, corporate reputation has demonstrated significance in the manufacturing and vehicle assembly industries. It sets the foundation for long-lasting economic frameworks in manufacturing and the automotive industries in particular. Practices that promote fairness, equality, diversity and dignity in the workplace have been found so important at all level of the firms in order to project a good image in the market place (Muthoni and Kinyua, 2020). While in Uganda, the civil aviation sector lacks empirical studies on corporate strategy and corporate reputation. However, anecdotal evidence exists on the damage of corporate reputation of the main civil aviation agency due to the mismanagement of its pursued strategies to expand, manage contracts, and be socially responsive (Auditor General’s Report, 2020; UCAA Internal Audit Report, 2016; UCAA Stakeholders Review Report, 2018; and The New Vision, 2021).

Uganda Civil Aviation Authority created by an Act of Parliament in 1994 then called Civil Aviation Authority, is the national civil aviation agency and the administrative supervision of the Ministry Works and Transport. Its mandate is coordinate, license, monitor, regulate and oversee civil aviation matters in Uganda (Tajuba, 2015). In July 2019, the CAA Amendment Act 2019 that changed the name of the agency Civil Aviation Authority, Uganda to Uganda Civil Aviation Authority was signed by the President of Uganda (Nakaweesi, 2019). Corporate strategy of UCAA is driven by the core objective of promoting the safe, secure, regular and efficient use and development of civil aviation inside and outside Uganda.” This sets the pace for its pursuit of the expansion strategy, contract management strategy, and social responsibility strategy.
As laid down in its 2017-2022 Master Plan, Uganda Civil Aviation Authority in executing its mandate is guided by the following medium term objectives: To enhance safety in the Aviation Industry; To enhance security in the aviation industry,; To improve capacity utilization of the airport infrastructure; To promote competitiveness of the Uganda Aviation industry; To enhance the sustainability and revenue growth of UCAA; To promote quality management and assurance; To enhance the management and growth of UCAA’s Human Resource; and To ensure regulatory and statutory compliance. However, this study on corporate strategies and the reputation of Uganda Civil Aviation Authority centered on the objectives of;

i. Improving capacity utilization of the airport infrastructure; 

ii. Promoting competitiveness of the Uganda Aviation industry; and 

iii. Enhancing the sustainability and revenue growth of UCAA.
It is against these objectives that evaluating the influence of the sought expansion strategy of UCAA, the contract management strategy, and social responsibility strategy on its reputation was based. 
1.2 Statement of the problem

The pursuit of corporate strategy characterized by ethical decision making reinforces good corporate image (Le Roux, 2003). Reputable organisations always focused on protecting their corporate image by committing to the maintenance of high standards of practice in the various aspects of strategy (Bolesh, 2002). Muteshi, and Kariuki (2020, p.139) note that, if corporate strategies are well-executed, organizations efforts to manage external variations face limited or no challenge. However, Feldman (2018, p.2) observes that, often times, organisations have fallen short of their expectations because of corporate strategy outcomes or failing to provide solutions to the problems for which they were formulated which undermines their reputation. 

In Uganda Civil Aviation Authority, the Entebbe Airport Expansion project has been marred by gross mismanagement and inappropriate decision-making corporate level that has dented its image. The Auditor General’s Report (2019) cited illegal project variations for the passenger terminal building worth over shs.6 billion, lack of specific design details, and lack of documentary evidence support to actions and decisions made. Corruption involving UCAA Board members and managers with contractors – Vanderlande and Prime Media Ltd is cited in the USD $4,800,000 Supply and Installation of Baggage Handling System (BHS) project, and revenue collection loss of $4,575,000 respectively (UCAA Internal Audit Report, 2020). These cases are indicative of inadequacies in the expansion and contract management strategies as aspects of corporate strategy that have brought the image of UCAA under disrepute.

The Civil Aviation Authority Report (2018) notes tougher demands placed on local operators than foreign operators, lack of commitment to non-disclosure agreements, use of obsolete economic regulations, and unfair remuneration of lower staff compared to managers and executives. These raise deficiencies in the social responsibility strategy of UCAA that have brought the agency into disrepute. Review of past studies indicates no single study has been on corporate strategies and organisational reputation of Uganda Civil Aviation Authority. This prompted and motivated the need to examine the influence of corporate strategies on the reputation in the civil aviation sector.

1.3 Purpose of the study

The purpose of the study sought to examine the influence of corporate strategies on the reputation of civil aviation agencies focusing on Uganda Civil Aviation Authority. 

1.4 Objectives of the study

i. To examine the influence of the expansion strategy on the reputation of Uganda Civil Aviation Authority.

ii. To evaluate the influence of the contract management strategy on the reputation of Uganda Civil Aviation Authority.

iii. To assess the influence of the social responsibility strategy on the reputation of Uganda Civil Aviation Authority.
1.5 Research Questions

i. What is the influence of the expansion strategy on the reputation of Uganda Civil Aviation Authority?

ii. How has the contract management strategy influenced the reputation of Uganda Civil Aviation Authority?

iii. What is the influence of the social responsibility strategy on the reputation of Uganda Civil Aviation Authority?

1.6 Study hypotheses

HO:
Corporate strategies do not have a significant influence on the reputation of Civil Aviation Agencies.

H1: 
Corporate strategies have a significant influence on the reputation of Civil Aviation Agencies.

1.7 Scope of the study

The scope of the study sets the limits within which the study operated in regard to content, geography, and time.

1.7.1 Content scope

The study centered on examining corporate strategies and organisational reputation as the independent variable and dependent variable respectively. Corporate strategies were limited to the constructs of expansion strategy, contract management strategy, and social responsibility strategy. Organisational reputation was measured by; employee demonstration of skill and knowledge, quality and reliability of service, visionary and strong leadership, cost effective and profitable service provision, credible financial management, management quality and practices, social and environmental responsibility, and service delivery innovations.

1.7.2 Time scope

The study covered the period 2016-2021. This is period in which Uganda Civil Aviation Authority has had significant damage to its reputation as result of the execution of its corporate strategies. The study focused on collecting data and review documents that span over this period.

1.7.3 Geographical scope

The study was conducted at the Head Offices of Uganda Civil Aviation Authority located at Airport Road-Entebbe P.O. Box 5536 Kampala, Uganda with coordinates of: 0°02'23.0"N, 32°26'53.0"E. It is approximately 40 kilometers (25 mi), by road, south of Kampala-the capital and largest city in Uganda. 
1.8 Significance of the study

The study on corporate strategies and organisational reputation is beneficial to several stakeholders including; Uganda Civil Aviation Authority, future research and academia, the Ministry of Works and Transport, and the communities within which government projects of works are undertaken. To UCAA, the findings of the study may be of use in guiding the development of works programmes with the input of contractors and affected communities. Thus the formulation of contact management and social responsibility strategy, would address their concerns the implementation of such projects. 

To other public entities, the study provides an insight into the framework of business-socio focused strategies operational in manner that integrates the concern for improved corporate reputation. Future research and academics, the study opens the avenues for tapping into new research opportunities and sectors like the aviation sector that facilitates the development of new knowledge. The study identifies new research gaps that the future research may be built upon.

1.9 Organisation of the study

The study is organized in eight chapters as;

Chapter One: This is titled as the ‘Introduction’ giving a the introductory aspects of the study including the background to the study, the statement of the problem, the purpose of the study, the research objectives, research questions, study hypotheses, scope of the study, and significance of the study.

Chapter Two: This covers the Study Literature highlighting; the introduction, literature survey, theoretical review, literature review, and conceptual framework of the study.

Chapter Three: This is centered on the Research Methodology covering the research design, study population, sample size, sampling methods and techniques, data collection methods and instruments, validity and reliability checks, data collection procedures, data processing and analysis, data presentation and interpretation, ethical considerations, and study limitations.

Chapter Four: This presents the findings on the influence of the expansion strategy on the reputation of Uganda Civil Aviation Authority. 

Chapter Five: This presents the findings on the influence of the contract management strategy on the reputation of Uganda Civil Aviation Authority. 

Chapter Six: This presents the findings on the influence of the social responsibility strategy on the reputation of Uganda Civil Aviation Authority. 

Chapter Seven: This presents the harmonization of the findings of the study with the literature on the corporate strategies of; expansion, contract management, and social responsibility and organisational reputation. 

Chapter Eight: This presents the summary, conclusions and recommendations on the study of the influence of corporate strategies of; expansion, contract management, and social responsibility on organisational reputation in Uganda Civil Aviation Authority. It also provides for the suggestions of future research related to the current study areas.

CHAPTER TWO

STUDY LITERATURE

2.1 Introduction

This chapter entails the literature on corporate strategies and organisational reputation in the context of civil aviation agencies. It includes literature survey, theoretical review, conceptual review, and literature review based on study objectives. This incorporates concepts, theories, models and views on corporate strategies and organisational reputation. It also establishes the gaps that this study intended to fill based on the review or survey of previous research work on the main variables of the study. These are advanced following a conceptual framework/model (Figure 2.4) which is the basis of expanding the theory used in the research. Basically this chapter is focuses on the review of views of different researchers, scholars, and other authorities that informed the path for this study.

2.2 Literature Survey

Surveying literature relating to past studies on phenomena that is the focus of current study is necessary to establish gaps. Literature survey refers to the process of analyzing, summarizing, organizing, and presenting novel conclusions from the results of technical review of large number of recently published scholarly articles on the area and phenomena being studied (Spanta, 2020). Though a number of related studies have been carried out on the concepts of corporate strategy and organisational reputation, no holistic study of these variables was found to be done in Uganda Civil Aviation Authority. However, studies relating to some constructs of corporate strategies and reputation were found to be existent for example, the work of Kenyi and Barasa (2021).

Kenyi and Barasa (2021) conducted a study in Uganda Civil Aviation Authority that examined the influence of contract management practices on service delivery in the public sector with focus on Uganda Civil Aviation Authority. It focused on examining the influence of contract mobilization practice, contract monitoring practice, and relationship management practice on service delivery in the public sector with focus on Uganda Civil Aviation Authority. Relationship management practice was found to have a stronger positive influence on service delivery compared to contract Mobilization practice and contract monitoring practice. 

The study recommends greater focus on relationship management practice as key practice of Contract management as the best guide in the attainment of better levels of service delivery in the public sector. However, his study left several gaps that the current sought to fill. He focused on the broader public sector whereas this study was limited to civil aviation agencies. Adopting contract management, his study was centered on practices whereas the current study centered on strategy and not the practice. Kenyi’s study focused on service delivery as dependent on contract management practices. The study however, focused on organisational reputation as the dependent variable and corporate strategies as the independent variable.  

2.3 Theoretical review

Several theories relate to corporate strategies and reputation of corporations. The current study drew its theoretical base from the intra, inter, and extra-organisational reach of corporate strategy and reputation to adopt three theories. These include the Dynamic Capabilities Theory by Teece and Pisano (1994), the relational view of resources-based theory by Dyer and Singh (1998), and the Agency Theory by Eisenhardt (1985) that link to an organisation’s pursuit of the expansion strategy, contract management strategy, and social responsibility strategy. Hence, the current study was founded on these theories to explore the influence of corporate strategies on the reputation of Uganda Civil Aviation Authority. 

2.3.1 The Dynamic Capabilities Theory

The study adopted the dynamic capabilities theory by Teece and Pisano (1994) in relation to the pursuit of the expansion strategy. The theory specifically focuses on how organisations develop unique capabilities and renew competences in response to environmental changes. These capabilities are intimately tied to the organisation's business processes, market positions, and expansion paths. The concept of dynamic capabilities draws its theoretical basis from two classic traditions within the strategy field – the resource based view of the firm (Wernerfelt, 1984) and market positioning by Porter (1996) (Collis and Anand, 2019: p.3). More pragmatically, Collis and Anand (2019: p.4) making the commitments necessary to pursue any dynamic capability like expansion involves making choices that are subject to the same tradeoffs as any traditional product market strategy would involve. 
Basing on the dynamic capabilities theory, Collis and Anand (2019, p.6) observe that organisations/firms make a strategic choice about where to position themselves in a market by adopting a unique combination of activities that delivers a distinctive value proposition to customers. Linking to the current study, pursuing the expansion strategy by Uganda Civil Aviation Authority is viewed as a dynamic approach to positioning itself as a global civil aviation agency. However, Collis and Anand (2019) further observe that having chosen expansion as a competitive position, the first challenge for UCAA is to deliver this in the most efficient way currently possible so that her financial performance does not bring her disrepute. Feldman (2020, p.184) asserts that, it is against the dynamic capabilities of a corporation/firm and its ability to redeploy resources that the managers of UCAA pursued an expansion strategy by aviation agencies. 

2.3.2 The Relational view theory

The “relational view of resources-based theory by Dyer and Singh (1998) as cited in  Wong (2011) was adopted by the study because it explains the basis of pursuing the contract management strategy which is hinged on the economic view of relationships between UCAA and other stakeholders to deliver sustainable competitive advantage over other agencies in the aviation industry. Feldman (2020, p.187) notes that , the two theoretical perspectives that are useful in conceptualizing how managers make inter-organisational decisions are the relational view and network theory. The main assumption of relational view of resources-based theory that forms the link to UCAA’s contract management strategy is that the resources generating competitive advantage can span firm boundaries and embedded in inter-firm relations (Wong, 2011, p.35). Hence, this forms the basis of contracting resources that sets in inter-firm relations that have to be managed efficiently to boost the reputation of the authority. 
The relational view of resources-based theory argues that an individual firm is often unable to cope with the challenges from global competition by its own resources and capabilities. Therefore, except for enhancing their own core competencies, enterprises also have to seek out cooperations with other firms to establish relational networks for mobilizing external resources (Wong, 2011, p.34). This assumption is the basis of UCAA’s pursuit of the contract management strategy in seeking to outsource firms to enable improvement as a global civil aviation service provider. Brüning and Bendul (2017, p.450) also hold that, effective dispute resolution in contract is hinged on relational view theory. Long-term effects of disruptions are negative stock market reactions, damaged brand image and decreased customer service levels (Bello and Bovell, 2012; Craighead et al., 2007; Hendricks and Singhal, 2005). In face of the tandem of disputes with its contractors or service providers, the relational –based view theory offers the test bed for dispute resolution mechanisms adopted by it.

2.3.3 Agency Theory

The agency theory by Eisenhardt (1985) was adopted by the study because it offers the lens that hinges around either the principal-agent problem or governance mechanisms (Bendickson et al., 2016) built on the social contract that Uganda Civil Aviation Authority. Pursuing a social responsibility strategy demands the commitment of managers in UCAA to UCAA’s responsibilities embedded in the social contract it has with society and its clientele. However, Feldman (2020, p.184) observes that, because managers can choose to advance their own self-interests in making intra-organizational resource allocation decision, it erodes the extra-organisation duty to act in the interest of the society within they operate or do business. The managers’ choice to prioritize their own interests over those of the organisation is thus the main source of damage to the reputation of Uganda Civil Aviation Authority. 

Hence, from the social contract perspective, Neidleman (2012) observes that, the agency theory informs managers of actions and decisions that are rational or reasonable. They should thus recognize and create a self-awareness that, understanding their own interests and the interests of others is useful in adhering to the just or moral principles that ought to govern their pursuit of those interests. From the positivist point of view, Bendickson et al. (2016) observes that the agency theory informs organisations and managers of the need to focus on those critical governance mechanisms that limit their self-serving behaviour (Eisenhardt, 1989). It is on this ground that, this study envisaged the pursuit of the social responsibility strategy by Uganda Civil Aviation Authority to be successful if UCAA and its top managers limited their self-serving behavior and prioritize social interests.  

2.4 Literature review

A literature review is a review or discussion of the current published material available on a particular topic. It attempts to synthesize and evaluate the material and information according to the research question(s), thesis, and central theme(s) (Cantero (2019). In this study, review of the corporate strategies and reputation as core concepts is done. Also, review is done following research objectives of how expansion strategy, contract management strategy, and social responsibility strategy influence the reputation of civil aviation agencies.

2.4.1 Conceptual review

Bogomyagko and Machulskyi (2012), corporate strategy sets the base for company or firm processes, operations, and the manner in which coordination of its array of businesses is done to achieve set goals. Based on how organisations are governed, managers recognize two basic forms of organisational strategy that is, corporate and business-unit levels of strategy. According to Feldman (2020, p.6), the framework within which managers set and oversee the corporation’s scope incorporates actions ranging from intra-organizational to inter-organizational to extra-organizational. In the current study context, Uganda Civil Aviation Authority has demonstrated commitment to this framework through its expansion strategy, contract management strategy, and social responsibility strategy. The impact these strategies have had on the reputation of the civil aviation agencies is worth evaluating.

Through good reputation, corporations and firms are able to reap benefits pursued by different corporate strategies. Improving their financial performance and subscription by the customers, corporations or firms need to effectively coordinate resources within the boundaries of the firm as well as their relationships with other firms (Feldman (2020). This is the premise that sets the need for effective execution of the expansion strategy and contract management strategies of aviation agencies in enhancing a formidable reputation. Money et al (2017) observe that, winning stakeholder loyalty and commitment, advocacy or word of mouth, intentions to invest or seek employment, and improving the purchase intentions among customers/clients, is dependent on how well such corporations commit to effectiveness in their corporate social responsibility aspirations.

Corporate reputation is an irrefutably significant aspect of organisations since the pursuit of different corporate strategies evokes different reactions from stakeholders. Money et al, (2017) note that, to the present day, the focus of corporation managers has been on a deep exploration of stakeholder perceptions, emotions, beliefs and thoughts of those involved in the implementation of particular corporate strategies. From a multidimensional perspective, Lange et al., (2011, p.161) centrally observe that corporate reputations differ in visibility, strategic character, favorability and esteem.” These dimensions map onto the framework of being known aligning closely with “visibility.” This questions the fundamental visibility of aviation agencies in seeking to expand, management of contracts, and operate responsibly towards the public.

Corporate reputation is the aggregation of a single stakeholder’s perceptions of how well organisational responses are meeting the demands and expectations of many organisational stakeholders’ (Money et al., 2017, p.161). It is a ‘perceptual representation of a company’s past actions and future prospects that describes the firm’s overall appeal to all of its key constituents when compared with other leading rivals’ (Dowling, 2016, p.72). Corporate reputation is a strategic intangible asset that can contribute to current and future profitability and competitive advantage (Money et al., 2017). It is the outcome that occurs when stakeholders compare the elements such as identity and image with the reality of a businesses’ behaviour and capabilities (Ajder and Ross, 2020). The mechanisms for success are often explained through the signals that corporate sends about a company’s attractiveness and capability.

Bogomyagko and Machulskyi (2012, p.12) assert that corporate strategy represents the choices, which company select in order to grow, and among them are: product development strategies, market penetration strategies, horizontal and vertical integration and diversification strategies. These should always be analyzed in line with Porte’s concept of the 5 forces. However, for these strategies to fit the reputational interests of the corporation, Money et al., (2017) observe that it is important to address the processes that underpin relationships and attitude development of individuals. This involves unpacking the underlying (often psychological) mechanisms by which organisational reputation leads to stakeholder behavior. 
2.4.2 Expansion Strategy and Organisational Reputation

In developing countries, pursuing the expansion strategy as a strategic growth option is common phenomenon because of very low product penetration and consumption levels (Bang and Joshi, 2008, p.1). To stabilize their earnings and subsequent corporate reputation from the intra-organizational standpoint, companies use different methods and techniques (Feldman, 2020, p.189). It’s also one of their specific goals of civil aviation agencies to grow their operations and become more reputable. They call it expansion (Shaw, 2021). 

In a more specific context, expansion strategies may be classified according to the scope of the business and activities involved. This spans from concentrated growth, vertical integration, and horizontal integration to diversification. Expansion strategy may also be classified according to their process of implementation (Moreira, 2014, p.61). An expansion strategy refers to a course of action aimed at increasing primary demand or increasing the market potential of an organisation’s product or service offering (Bang and Joshi, 2008; and Shaw, 2021).
In the aviation, the evolution of the sector is dependent upon many economic factors, and on the way in which the markets participants respond to those factors. Although airlines are the main actors, the airports are by no means passive, and their strategies will also have an impact on airline behaviour and route development (Badanik et al., 2010). This incumbent responsibility upon civil aviation agencies that run and oversee the functioning of airports to streamline and effectively implement the strategies they chose to pursue. The pursuit of the expansion strategy is a result of the decisions made mainly by internal structures of agencies. According to Moreira (2014, p.65), it should thus be conceived as internal growth in which sales growth, production capacity and the labor force are critical elements to be observed. This perspective gives a clear path to the preservation of organisational culture, efficiency, quality and image.

According to Shaw (2021), a corporate establishment or company pursues the expansion strategy when it wants to achieve a certain high growth level compared to the previous performance. With the aim of achieving certain growth levels, corporations take on strategies that increase their operations targeting a more significant customer market and technological tools. Responding to the global need and boosting passenger travel, pursuit of the expansion strategy by civil aviation agencies is imminent. Yajid et al., (2020, p.762) observe that, apart from complying with the regulation, the potential of the aviation industry is driven by the policies of the government in term of the liberalization of bilateral aviation agreement with other countries, relaxation of travel permit, and developing of new airport capacity to accommodate the increasing demand. Hence, taking on the strategy to expand became inevitable for Uganda Civil Aviation Authority.  
Expansion as a strategy involves increasing primary demand for a product category by converting noncustomers into customers of an industry and/ or by increasing the usage rate of industry’s existing customers (Bang and Joshi, 2008, p.3). Hence, it can be concluded that pursuing an expansion strategy means increasing primary demand or increasing the market potential of an organisation’s product or service offering. This may come by a route or a mix of routes to expansion that includes; concentration, integration, diversification, cooperation, and internationalization as different routes to expansion. However, in closely related perspective, Shaw (2021) advances routes to the expansion strategy to include; concentration, internationalization, transnational, global, and multi-domestication of the product/service offering (figure 2.1). The latter perspective links the essence applicable to the aviation industry. 

Figure 1: Routes of the expansion strategy



Source: Shaw (2021)
According to Shaw (2021), there are varying reasons as to why firms pursue the expansion strategy. It could be increasing the social benefits, increasing the market share, achieving economies of scale, prestige, and higher profit. According to the Uganda Civil Aviation Report (2014), the pursuit of the expansion strategy by UCAA is aimed at increasing revenue collection through increased passenger travel and improvement of aeronautical services. However, for more improved corporate reputation, the pursuit of the expansion requires that cost-structure and needs for local responsive are critically evaluated. Badanik et al (2010, p.1) in regard to airport/aviation infrastructure, investing in construction and establishment of low-cost terminals enables achievement of service quality and maximize returns or revenues. 

Pursuing a global expansion strategy requires the agency assess the international environment first, and then also evaluate its own capabilities and plan the strategies accordingly to enter into the foreign markets. While expansion through internationalization, is the strategy followed by an organization when it aims to expand beyond the national market. The need for the Expansion through internationalization arises when an organization has explored all the potential to expand domestically and look for the expansion opportunities beyond the national boundaries (Shaw, 2021). It is the goal of UCAA to have expanded global reach of the tourism sector in Uganda (UCAA Report, 2014). So, as observed by Yajidet al. (2020, p.762-4), airport expansion and marketing services to stimulate air travel  is a component of good tourism infrastructure and close proximity to take advantage of the fast expanding global economy.

Under the transnational strategy, corporations adopt to the combined approach of multi-domestic and global strategy. The firms rely on both the low-cost structure and the local responsiveness i.e., according to the local conditions (Shaw, 2021). Thus, a firm offers its standardized products and services and at the same time makes sure that it is in line with the local conditions prevailing in the country, where it is operating. Concerning cost effective pursuit of expansion of civil aviation operations, Badanik et al., (2010, p.1) identify infrastructural focus, including;  Increased runway capacity,  extension of the current  runway and/or building a new runway and/or investing in all other aeronautical infrastructure (for instance taxiways, car parks)  inter alia. It also involves increasing passenger terminal capacity, and low-cost investment to aid the differentiation of airport service quality.   

Central to corporate reputation is financial performance. To improve revenue collections, civil aviation authorities pursue diversified expansion strategies aimed at improving the financial results by increasing non-aeronautical revenues with the development of commercial activities (Badanik et al., 2010, p.3). They further observe that, in order to grow, an airport should have spare capacity, to accommodate more flights and/or more passengers, but it would be to no avail if there is no demand. Indicators of the potential for growth of the airport in terms of demand are based on passenger numbers on incoming/outgoing segments of the market. Yajid et al., (2020, p.763) add that, such expansion strategy integrates technology adoption to both domestic and global distribution systems requirements (Moreira, 2014, p.53). Through this, corporate reputation is enhanced through reduced cost, increased competitiveness and revenues. 

2.4.3 Contract Management Strategy and Organisational Reputation

Turning next to the intra-organizational standpoint, a second answer to the question of “how do managers set and oversee the scope of their firms?” is that they must coordinate relationships with other companies across the boundaries of their firms (Feldman, 2020, p.189). This, too, can encompass a number of different actions, especially developing inter-organizational routines with (Dyer and Singh, 1998; Kale, Dyer, and Singh, 2002; Lavie, 2006) and learning from other firms (Cohen and Levinthal, 1990; March, 1991; Lane and Lubatkin, 1998). The Asian Development Bank (2018, p.7) defines a contract management strategy as the approach to ensuring that the performance of the contractor is properly managed during the execution of the contract. It involves organizing resources and committing to the management of risk, establishing key performance indicators and establishment of clear communication lines with the contractor during contract execution. 

Birkett (2019, p.11) observes that, performance should be discussed regularly and reviewed periodically based on the Key Performance Indicators set out in the contract. Elsey (2007, p.10) notes that successful contract management should give consideration to the recognition management ability to persuade boards towards making decisions beneficial to the contract relationship. A contract management strategy should provide for appropriate access to key decision makers by the contract manager and team. This is critical to achieving prompt decision making and reduced cost arising from potential delays (Asian Development Bank, 2018, p.7). 

According to Birkett (2019, p.11), contract management strategy spans beyond meeting contractual obligations by parties. It embraces a commitment to the management of risk and continuous improvement throughout the contract life cycle so as to achieve savings. Similarly, the Asian Development Bank (2018) observes that, contract management strategy entails all those activities including both pre-contract award and post-contract award aiming at attaining sought contract outcomes. Thus, the notion of Polat and Korkmaz (2018, p.124) that outsourcing is a long-term management strategy raises concern over the effect on organisational reputation by corporate level decisions of aviation agencies in seeking to guide the management their contracts with contractors.

Polat and Korkmaz (2018, p.119) observes that, the recent years have seen the constant growth and development of the aviation sector together with globalization and advancements in technology. According to the Asian Development Bank (2018), effective response to these market dynamics requires a clear contract management strategy so as to achieve efficiency, risk reduction, and value for money. Polat and Korkmaz (2018) further observes that, responding to aviation sectoral demands is usually a difficult, costly, and should be a disciplined undertaking. This is because of the need for safety and security, service quality maximization, and reduction of risk arising while responding to such demands. Proper contract management should part of corporate strategy if meeting such outcomes in the aviation sector is to be achieved. 

The Asian Development Bank (2018, p.7) notes that, the employing organisation should establish right size and well constituted contract management teams basing on the project complexity and requirements. This incorporates appropriate technical issues such skills, contract management expertise, and administration of records and documents. To imminently meet reputational targets of corporations, Elsey (2007, p.5) also observes that assembly of the contract management team should be based on the nature, scale, significance and complexity of the contract requirement and the skills and experience. Its appropriateness and the need to comply with the organisational policy requirement of involving stakeholders should also be considered. It is thus assumed that, the contract management strategy of civil aviation authority should involve proper development contract management teams whilst involving stakeholders.

According to the Asian Development Bank (2018, p.7), effective monitoring of performance and ensuring that sought outcomes are successfully achieved, key performance indicators should form part of the contract management strategy. Alignment of such performance indicators with the expected performance from the contractor is an essential aspect of strategy. Elsey (2007, p.6) advances that, consideration should be given to utilization of service level agreements in establishment of contract management strategy. They are designed to enable the common understanding of priorities and responsibilities by parties in a given contract. Elsey (2007, p.7) further observes that, SLAs serve as a performance monitoring and control tool against standards agreed upon by parties.  

The Asian Development Bank (2018, p.8) observes that proper communication management should form part of a well-structured contract management strategy. The successful management of relationships is based on the creation of an environment that is open and constructive, building mutual trust and understanding, and the getting the execution of contract management activities done by the right people and resources. Transparent communication and information sharing at all levels and ensuring ethical practices during contract management among others, promotes constructive and beneficial interactions between contract stakeholders. Similarly, the World Bank (2018, p.4) observes that good contract relationships are essential to promotion corporate reputation. This requires, developing good communication and understanding between parties in order to ensure accountability, openness and trust.

Birkett (2019, p.9) observes that a contract management strategy should provide for negotiation mechanisms so as to achieve savings and fit-for-purpose delivery.  With negotiations setting in, variation and non-compliance issues are dealt with appropriately. Elsey (2007, p.22) notes that, it is worth reiterating that any post tender negotiations should uphold trust and confidence of the competitive system. This is possible commitment is made to ethical practices, appropriate use of political and buying power, and adherence to organisational and CIPS codes of practice. Similarly, the Asian Development Bank (2018, p.8) observes that as good practice based on key performance indicators, any organisation’s contract management strategy should provide for a ‘contractor performance management system’. This system facilitates proper tracking of parameters and open discussions with contractors for appropriate corrective action. 

2.4.4 Social Responsibility Strategy and Organisational Reputation

From an extra-organizational view, pursuing social responsibility is an integral part of the business array that corporations decide to pursue. The primary actions that this encompasses are undertaking and then implementing (Feldman, 2020, p.190). Corporate social responsiveness refers to the capacities of companies to respond to social pressures. Strategic CSR, in contrast, is a means of prioritizing social issues (Vallentin and Spence (2018). The latter view forms the perspective upon which the current study’s interest in the social responsibility strategy in pursued. Therefore, from Vallentin and Spence (2018); and Khan et al., (2012), social responsibility strategy therefore is a company/organisational means or approach that encompasses activities demonstrating a ‘corporate culture’ and social consciousness of prioritizing social issues. 

The purpose of prioritizing issues is “to create an explicit and affirmative corporate social agenda” Khan et al. (2012, p.41) CSR refers to one process by which an organization expresses and develops its ‘corporate culture’ and social consciousness (Rupp et al, 2006 and Calderon, 2011). Khan et al. (2012, p.42) observes that, no longer can state agencies  continue to act as independent entities regardless of the interest of the general public. The evolution of the relationship between entities and society has been one of slow transformation from a philanthropic coexistence to one where the mutual interest of all the stakeholders is gaining paramount importance.

Corporate social responsibility whatever form it takes serves corporate interest and goals – and has been intended to do so since its inception around the turn of the 20th century”. The starting point of the classical literature on corporate social responsibility was thus liberal capitalism and the free enterprise system (Vallentin and Spence, 2018). The fundamental idea was that businesses within such a system, apart from their economic, technical and legal responsibilities, have an obligation to work for social betterment, and that it is in their own best interest to do so – on a voluntary basis. Gutterman (2020) asserts that, one of the driving factors for the pursuit of social responsibility strategy is reputation of organisations developing them. It should be focused on the credibility and integrity of the organisation. 

Khan et al. (2012) observe that corporate social responsibility is a very common term in the corporate and social sectors these days. CSR has become so important that many organizations have re-branded their core values to include social responsibility. CSR is broadly grounded in an understanding of business being part of society. It has important effects on environmental issues, eradication of poverty, employment creation and labor practices, environmental protection, education and human development. Adapting to the current study, Khan et al. (2012) provides the justification achieving organisational reputation through strategy based on corporate social responsibility when they assert that social responsibility forms part of a corporation’s branding strategy. Similarly, Vallentin and Spence (2018) advance that reputation, moral obligation, operating license, and sustainability are prevailing justifications for corporate social responsibility. 

Pursuing a social responsibility strategy helps organisations to show they are socially responsible and environmentally sustainable. To be considered as socially responsible, a company's activities should benefit society (Marine Management Organisation, 2014). To be considered environmentally sustainable, a company's activities should not harm the environment. These raise a fundamental concern for both the expansion and contract management strategies embrace elements of social benefits and environmental responsibility that reinforces UCAA’s reputation. Khan et al. (2012, p.43) note that, the social responsibility strategy embraces a wide range of behaviors, such as being employee friendly, environment friendly, mindful of ethics, respectful of communities where the firm’s plants are located and even investor friendly. How these have been embraced influencing the reputation of UCAA, is what the study sought to examined by the current study. 

Everyone agrees that firms should obey the law (Khan et al., 2012, p.41). But beyond full compliance with environmental regulations do firms have additional moral or social responsibilities to voluntarily commit resources to environmental protection (Reinhardt et al 2008). Gutterman (2020) notes that compliance with laws and regulations are a fundamental principle for achieving social and environmental responsibility. Though he notes that, commitments social responsibility go beyond to embrace standards and principles that exceed the approved regulatory and legislative procedures. Vallentin and Spence (2018), Keith Davis, argued that a firm “is not being socially responsible if it merely complies with the minimum requirements of the law, because this is what any good citizen would do”. Therefore, promising prospects of corporation action are beyond our realm.

The Marine Management Organisation (2014) voluntarism is driving change advocates for giving something back to the community. Marine Management Organisation (2014) further advances that, equality and diversity equality and diversity are themes that are strongly represented within the values and MMO's code of conduct. All MMO staff members are expected to complete equality and diversity training, and have an objective related to equality and diversity in their personal development plans. Gutterman (2020) observes that commitment to corporate social responsibility should exhibit governance that is multi-stakeholder, open, transparent, and accessible procedures.

Social responsibility strategy assures that the organization can grow on sustainable basis (Sharma et al. 2009). There are also societal pressures with respect to social issues such as human rights and the environment on the corporations and CSR is widely regarded as the response of corporations to this pressure (Miller & Guthrie 2007) and according to Bénabou & Tirole (2009), responding to such pressure, business leaders, governments and academics are now also emphasizing the notion of CSR (Khan et al., 2012, p.41). Marine Management Organisation (2014) commitment to ensure both staff and board members are fully equipped to contribute to the sustainable growth of the aviation services, staff members are encouraged to use the 3 pillars of sustainable development in their entire decision making.

2.5 Conceptual framework

Figure 2 represents the conceptual framework of the study in which the independent variable is corporate strategies and the dependent variable is organisational reputation. ‘Corporate strategies’ as the independent variable for this study is centered on the constructs of; expansion strategy, contract management strategy, and social responsibility strategy. These are the strategies that have a causal link to the reputation gaps/deficiencies of Uganda Civil Aviation Authority observed in the period 2016 to 2021. The expansion strategy is measured in terms of; needs and environmental analysis, service quality differentiation, environmental impact assessments, and stakeholder involvement, among others.
Figure 2: Conceptual framework of corporate strategies and organisational reputation


The contract management strategy is measured in terms of; balanced project teams, access to key decision makers, identification of key performance indicators, and compliance with ethical standards inter alia. Social responsibility strategy is viewed in the dimensions of: open and transparent governance, multi-stakeholder involvement, equality and diversity, and ethical practices.

Organisational reputation here in the study referred to as the reputation of Uganda Civil Aviation Authority is the dependent variable. It is measured in terms of; satisfactory knowledge and skill, quality and reliable service, satisfactory management quality, low negative environmental impact, and cost effective and profitable service inter alia. The variables set to intervene in the link between corporate strategies and the reputation of Uganda Civil Aviation Authority were the public procurement legal framework, international civil aviation standards, and the global supply market.
CHAPTER THREE

METHODOLOGY

3.1 Introduction

The chapter describes the methodology used in the study of corporate strategies and the reputation of Uganda Civil Aviation Authority. It details the research design, study population, sample size, sampling methods and techniques, data collection methods and instruments, content validity and reliability tests, data collection procedures, data processing and analysis, ethical considerations, and limitations of the study.

3.2 Research design

Tobi and Kampen (2017) refer to one aspect of a research design that relates to the methodology to be “the technical design’. It covers aspects such as the study design, instrument selection and design, the sampling plan, and data analysis plan. They further observe that, the research design incorporates how the research unit will be studied, the measurement of data, and the constitution of study respondents, the collection and analysis of data. Hence, it identifies the research approach, research strategy, research duration, and research classification/methods. 

3.2.1 Research approach

The study adopted a post-positivist and phenomenological research approach. According to Cresswell (2008) in Abutabenjeh and Jaradat (2018, p.246), the post-positivist research approach holds a deterministic philosophy that anticipates a cause-effect relationship between the study variables. In doing so, a phenomenological research approach was an imminent partner as reliance on the experience of respondents or contact persons is imminent analyzing the cause-effect relationship between corporate strategies and the reputation of Uganda Civil Aviation Authority. 

3.2.2 Research strategy

The study adopted a case study strategy. Abutabenjeh and Jaradat (2018, p.244) observe that, case studies are descriptive designs that provide information wealth that comes with ease of understanding and interpretation. It facilitates easy problem identification, analysis, and generation of possible solutions. Hence, the case study strategy enabled adequate focus on information necessary to draw deductions and generalization on corporate strategies and the reputation of Uganda Civil Aviation Authority. 

3.2.3 Research duration

The study used a cross sectional duration of 8 months running from June 2021 to January 2022. Wang and Cheng (2020) refer to cross-sectional studies as research studies involving the analysis of data from a population about phenomena at a single point in time. They often involve the measurement of the phenomenon, the predictors and the population structures and the attributes that account for it. This was the ideal duration as the study on corporate strategies and organisational reputation in Uganda Civil Aviation Authority involved contacting the respondents once to obtain data necessary to answer research questions.

3.2.4 Research methods

The study adopted mixed methods that is, both qualitative and quantitative. This according to Abutabenjeh and Jaradat (2018, p.246) quantitative methods are methods of inquiry associated with quantitative research. Quantitative methods were appropriate for the current study because of its subscription to post-positivist worldview and the use of inferential statistics involving correlation and regression analyses of corporate strategies and the reputation of public aviation agencies to draw generalized meaning from the sample studied. 

Qualitative methods according to Abutabenjeh and Jaradat (2018) are methods involving narrative or qualitative approaches to inquiry and analysis of data. These were appropriate to the current study it involved a phenomenological and case study analysis to which they are suited. The qualitative method aided the systematic and accurate narrative description of corporate strategies and the reputation of Uganda Civil Aviation Authority. Hence, the study involved use of both descriptive and inferential statistical analyses for interpreting and drawing conclusions on phenomena studied. It descriptively involved the use of: percentages, frequencies, mean deviations, and standard deviations; and inferentially: bivariate and multivariate Pearson’s correlation and regression analyses of corporate strategies and the reputation of Uganda Civil Aviation Authority.

3.3 Target population

The study used a target population of 287 adopted as a sampling frame approach. A study population constitutes those persons that are capable of providing information that is needed to test hypotheses or answer set study questions (Kumar, 2011). According to Syed (2016), a sampling frame refers to those population elements whose knowledge base best informs the study on corporate strategies and organisational reputation in Uganda Civil Aviation Authority. A Target population of 287 was adopted by the study as indicated in table 3.1. This included: 5 Corporate Affairs staff, 29 Strategic Planning staff, 13 staff of Information Technology, 7 members of the Legal and Compliance section, 5 Procurement and Disposal Unit staff, 68 staff of the Marketing and Commercial services Unit, 48 Aviation Security staff, 10 Internal Audit and Risk Management, 8 Quality Assurance staff, 12 Finance and Accounting staff, 76 Engineering and Development staff, and 6 Entebbe Municipal Councilors. The inclusion of the latter was necessary to obtain public representation that essential to the investigation and analysis of variables and their predictors. 

Table 3.1: Study population elements

	Category
	Population number

	Corporate Affairs
	5

	Strategic Planning
	29

	Information Technology staff
	13

	Legal and Compliance
	7

	Procurement and Disposal Unit
	5

	Marketing and Commercial Services
	68

	Aviation Security staff
	48

	Internal Audit and Risk Management
	10

	Quality Assurance staff
	8

	Finance and Accounting staff
	12

	Engineering and Development staff
	76

	Municipal Councilors
	6

	Total
	287


Source: Adapted from UCAA internal records as by February 2021

3.5 Sample Size

Syed (2016) define a sample as a collection of some of subset elements of the population. Dealing with the whole population would be costly, time consuming, faces limited cooperation, less accurate, among other limitations and therefore, dealing with a smaller group of population elements yields better research convenience and reliability upon generalizations that apply to the whole population would apply. A sample of 162 was used for the study determined using the table for sample size determination developed by Krejcie and Morgan (1970) as appended in appendix I. 

3.6 Sampling methods and techniques

Determining the sample elements for the study to constitute the sample size of 162, both the probability and non-probability sampling methods were used in this study.  There is need for non-probability sampling method in which the elements of the population have no known probability of being selected (Wang and Cheng, 2020). Though biased, it offers a faster, cheap and less complicated approach to sampling besides not offering any chance to leaving out key informants in the study population. However, Singh and Mansuku (2014) recognize that for time effective and low cost estimation with greater precision in sampling, use of research techniques is common phenomena in business research.  

Table 3.2 Components of the sample

	Category of respondents
	Population size
	Sample

number
	Sampling technique

	Corporate Affairs
	5
	5
	Census

	Strategic Planning
	29
	15
	Purposive

	Information Technology staff
	13
	10
	Simple random

	Legal and Compliance members
	7
	5
	Purposive

	Procurement and Disposal Unit 
	5
	5
	Census

	Marketing and Commercial services
	68
	40
	Simple random

	Aviation Security staff
	48
	20
	Simple random

	Internal Audit and Risk Management
	10
	5
	Simple random

	Quality Assurance staff
	8
	8
	Census

	Finance and Accounting staff
	12
	10
	Simple random

	Engineering and Development staff
	76
	33
	Simple random

	Municipal Councilors
	6
	6
	Census

	Total
	287
	162
	


Source: Adapted from UCAA internal records as by February 2021

The non-probability sampling method offered the use of the census and purposive sampling techniques. This was appropriate for the inclusion of key respondents like directors, managers, contracts committee staff, procurement and disposal unit staff, and municipal councilors. The census technique was used because, according to (Tobi and Kampen, 2017), it offers holistic inclusion of all possible knowledge rich population elements on corporate strategies and reputation of Uganda Civil Aviation Authority. The purposive sampling technique was used. This according to Singh and Mansuku (2014) is one in which selection of sampling units is based on purpose. It was used to ensure inclusion of municipal councilors who were necessary to represent the immediate community that is impacted upon by the expansion, contract, and corporate social responsibility activities of Uganda Civil Aviation Authority

The probability sampling method in which all the elements of the population have known probability of being selected (Wang and Cheng, 2020) was also applied to this study. In this, a simple random sampling technique was used in the selection of the respondents from each category where non probability sampling is not applied. This according to Singh and Mansuku (2014) is a technique in which offers each sample unit the chance of being included in the sample. It is free of bias and is more accurate for homogeneous populations.

3.7 Response rate

The study registered a low response rate from a distribution of 162 questionnaires. 87 questionnaires were returned filled and 75 were not attended to by the respondents. This indicated a 53.7% response rate and a 46.3% non response rate respectively as shown in table 3.3. Though moderate, the response rate implies that the information obtained is reliable and gives a significant representation of the population studied. This is based on its exhaustion of Roscoe’s rule of thumb that a sample that ranges between 30 and 500 is adequate to generalize sample results to the population.  

Table 3.3: Response rate

	Response rate
	Frequency
	Percent
	Cumulative Percent

	Valid    Response

             Non response

             Total
	87
75
162
	53.7
46.3
100.0
	53.7
100.0


Source: Primary data, 2021

3.8 Background Information of Respondents

The study sought to establish the background information of respondents such as their department/relationship with UCAA, position held in UCAA, age, sex, level of education, and period of working/relating with Uganda Civil Aviation Authority. These were viewed to impact in one or the other on respondents’ conceptualization and knowledge of corporate strategies and the reputation of Uganda Civil Aviation Authority. Findings of the study on these background parameters were as follows: 

3.8.1 Department/relationship 

Table 3.4 shows the distribution of respondents by department/relationship with Uganda Civil Aviation Authority. 5.7% respondents were from the Corporate Affairs, 9.2% were from Strategic Planning, 9.2% Information Technology staff, 2.3% Legal and Compliance staff, 4.6% were Procurement and Disposal Unit staff, 24.2% were Marketing and Commercial services staff, 10.3% were Aviation Security staff, 3.4% were Internal Audit and Risk Management, 4.6% Quality Assurance staff, 4.6% Finance and Accounting staff, 1.7% Engineering and Development staff, and 4.6% were Municipal Councilors. These statistics therefore imply that majority of the respondents were represented in the analysis of their knowledgeable about corporate strategies and the reputation of Uganda Civil Aviation Authority.

Table 3.4: Department/relationship with UCAA

	Department/relationship
	Frequency
	Percent
	Cumulative Percent

	Valid    Corporate Affairs
	5
	5.7
	5.7

	             Strategic Planning
	8
	9.2
	14.9

	             Information Technology staff
	8
	9.2
	24.1

	             Legal and Compliance staff
	2
	2.3
	26.4

	             Procurement and Disposal Unit 
	4
	4.6
	31.0

	             Marketing and Commercial services
	21
	24.2
	55.1

	             Aviation Security staff
	9
	10.3
	65.5

	             Internal Audit and Risk Management
	3
	3.4
	68.9

	             Quality Assurance staff
	4
	4.6
	73.4

	             Finance and Accounting staff
	4
	4.6
	78.1

	             Engineering and Development staff
	15
	17.3
	95.4

	             Municipal Councilors
	4
	4.6
	100

	             Total
	87
	100
	


 Source: Primary data, 2021

3.8.2 Age of respondents

Results in table 3.5 indicate the age of respondents. It is observed that 5.7% of the respondents were below 26 years of age, 39.1% were 26-35 years, 40.3% were 36-45, 9.2% were 46-55 and 5.7% were above 55 years. These results indicate that majority of the respondents i.e. 94.3% were above 26 years of age implying maturity and experience-based decisions and choices especially for managerial and strategic positions. 

Table 3.5 Age of respondents

	Age of respondents
	Frequency
	Percent
	Cumulative Percent

	Valid    Below 26 

             26 - 35

             36 – 45

  46 - 55

             Above 55 

             Total
	5
34
35
8

5

87
	5.7
39.1
40.3
9.2

5.7

100.0
	5.7
44.8
85.1

94.3

100.0


Source: Primary data, 2021

3.8.3 Sex of respondents

Establishing the sex of the respondents was also sought by the study. From table 3.6, it is observed that 51 of them were male and 36 were female indicating a low sex/gender bias given a percentage representation of 58.6% and 41.4% respectively. 

Table 3.6: Sex of respondents

	Sex of respondents
	Frequency
	Percent
	Cumulative Percent

	Valid    Male

             Female     

             Total
	51
36
87
	58.6
41.4
100.0
	58.6
100.0


Source: Primary data, 2021

3.8.4 Respondents’ level of education

The study sought to establish the respondents’ highest level of education and results are as indicated in table 3.7. Majority respondents 50.6% were holders of a bachelor’s degree, followed by 36.8% master’s degree holders, 9.2% Diploma holders, 1.1% certificate holders, and 2.3% held other qualifications. This implies that results obtained are reliable in evaluating the influence of corporate strategies and the reputation of Uganda Civil Aviation Authority since most respondents attained adequate levels of education to guarantee confidence.

Table 3.7: Respondent’s highest level of education

	Highest level of Education 
	Frequency
	Percent
	Cumulative Percent

	Valid    Masters Degree

             Bachelors Degree

             Diploma

             Certificate

 Others

             Total
	32

44
8
1
2
87
	36.8

50.6
9.2
1.1
2.3
100.0
	36.8

87.4
96.6
97.7
100.0


Source: Primary data, 2021

3.8.5 Position held by the respondent in UCAA

Establishing the position held by respondents in their respective departments of UCAA was critical to the study of issues related to corporate strategy and organisational reputation. Results were as indicated in table 3.8. 

Table 3.8: Position held by respondent

	Position held by respondent
	Frequency
	Percent
	Cumulative Percent

	Valid    Director

             Manager

 Supervisor

             Other

             Total
	3
12
15

57
87
	3.4
13.8
17.3

65.5
100.0
	3.4
17.2
34.5

100.0


Source: Primary data, 2021

From table 3.8, it is shown that 3.4% respondents were directors, 13.8% were managers, 17.3% were supervisors, and 65.5% were other lower cadre staff employed in operations of UCAA. This implies a strategic representation adequate to give insight into corporate issues of UCAA. Similarly, 65.5% representation constituting of lower cadre staff gave the study an opportunity of adequate assessment of the actions and decisions of top management staff who peddle issues of strategy in UCAA.
3.8.6 Respondents’ work period/relationship with U CAA

The study sought to examine the respondents’ period of work or relationship with Uganda Civil Aviation Authority and results were as indicated in table 3.9. 

Table 3.9: Respondents’ work period/relationship with UCAA

	Period of work (years)
	Frequency
	Percent
	Cumulative Percent

	Valid    0 -  5

             6 - 10

             11-15

Over 15

             Total
	6
25
36
20

87
	6.9
28.8
41.3
23.0

100.0
	6.9
35.7
77.0
100.0


Source: Primary data, 2021

From table 3.9, majority of the respondents that is 41.3% had worked in Uganda Civil Aviation Authority for 11-15 years, 28.8% for 6-10 years, 23.0% for over 15 years, and 6.9% for 0 - 5 years. This implies that majority of the respondents are well versed with the activities of Uganda Civil Aviation Authority and therefore, are sufficiently informed about corporate strategies of UCAA and how they have impacted on its reputation. 

3.7 Data Collection Methods

Two kinds of data were collected for this study that is, primary data and secondary data. Primary data was collected through survey and interviews. Review of documents on corporate strategies and organisational reputation of Uganda Civil Aviation Authority was done to collect secondary data. Multiple methods of data collection were used because triangulation of findings from a diverse range of collection methodology is necessary for more reliable and accurate research output.

3.7.1 Interviewing 

An interview is an oral questioning method of data collection where the investigator directly engages in a verbal interaction with participants (Abutabenjeh and Jaradat, 2018). Interviews were conducted to obtain data on corporate strategies and organisational reputation of Uganda.  These were held with key informants that gave vital and in-depth data on corporate strategies and organisational reputation of Uganda Civil Aviation Authority.

3.7.2 Survey/questionnaire method

Survey is a self reporting method of data collection involving the use of a questionnaire to gather data about the variables of interest in an investigation (Abutabenjeh and Jaradat, 2018). It gathers data in accordance with the specifications of the research objectives, questions and hypotheses. It was necessary for this study to give an in-depth and wider coverage of both the unit of investigation and the study variables, and also provide savings in time. Questions were coded following a Likert scale of 1 to 5 as the translated progression from levels of disagreement to high levels of agreement.

3.7.3 Document review

Document review is a method that involves the research reading about other people’s work or already existing data in print or published form (Tobi and Kampen, 2017). It was necessary to collect secondary data required by the study. It involved a review of documents including those relating to corporate strategies and organisational reputation of Uganda Civil Aviation Authority. These documents included record of corporate activities, audit reports, and others. The data obtained provided confirming role to the data that was obtained using interviews and survey questionnaire.

3.8 Data Collection Instruments 

Data collection started with determining what kind of data was required, and thus determined the instruments needed to collect the data from the selected sample. The study needed both primary and secondary data and therefore, adopted several data collection instruments to include self administered questionnaires, interview guides, and document review checklists.

3.8.1 The Self-Administered Questionnaires (SAQs)

The researcher used self administered questionnaires to collect primary data. These questionnaires were delivered physically to respondents who filled them and later were collected by the researcher. This instrument contained statements on corporate strategies and organisational reputation of Uganda Civil Aviation Authority. It required the respondents to tick their favored options supplied on a 5 point Likert scale against each statement following the weights to the levels of agreement as; Strongly Disagree = 1, Disagree = 2, Neutral = 3, Agree = 4 and Strongly Agree = 5. This instrument was chosen because it is easy to administer and responses could be easily analyzed. 

3.8.2 Interview Guide

The interview guide was used to gather consistent general information about corporate strategies and organisational reputation of Uganda Civil Aviation Authority. In addition to answering questionnaires, the interviews targeted key respondents in UCAA like the directors and managers. This method was appropriate because it ensured proper understanding and capturing detailed facts about the various activities associated with corporate strategies and organisational reputation of Uganda Civil Aviation Authority. There were face-to-face interactions before the actual interview with respondents. Appointments with respondents were made, and time of the interview also agreed upon in advance. At analysis, the data obtained from the interviews was triangulated with the data from other methods before conclusions were made.

3.8.3 Document review checklists

Document review checklists are informational job aids that spell out what items and documents to be reviewed (Wang and Cheng, 2020). They were necessary because they ensured consistence and completeness of what was being reviewed to gather data required.  

3.9 Data quality control

A pre-test was carried out on the intended respondents before administering the questionnaires. Pre-testing allowed adjustments to the questionnaire by incorporating comments from the respondents in addition to assessing the language simplicity, ability to get information needed, acceptability and privacy of the respondents. This gave clues to the unforeseen in the study since a thorough check of planned procedures is appraised (Abutabenjeh and Jaradat, 2018). Hence, reliability and content validity tests were done and guarantee of respondents’ privacy in data collection instruments was put into consideration. In addition, all the respondents that were issued with questionnaires and all those participating in the study were expected to be knowledgeable of corporate strategies and the reputation of Uganda Civil Aviation Authority.

3.9.1 Content Validity tests

Validity refers to the extent to which the quality of a research procedure or instrument is accurate, correct, meaningful and right. Content Validity focuses on the extent to which the content of an instrument corresponds to the content of the theoretical concept it is designed to measure (Tobi and Kampen, 2017). Content validity testing of the self administered questionnaire, interview guide and checklists for this study was done following computation of the Content Validity Index (CVI) = No. of Valid Items/Total test items. It produced a CVI = 0.83 greater than the acceptance bar of CVI ≥ 0.7.

3.9.2 Reliability tests

Reliability is the measure of the internal consistency of the research instruments (Tobi and Kampen, 2017). The reliability of questionnaires as the major data collection instrument is concerned with the consistency of responses to the questions. To measure the consistency of responses across all the scaled questions in the questionnaire the Cronbach’s alpha (α) coefficients were established for each study variable using SPSS. The test yielded alpha values of: 0.775, 0.831, 0.884, and 0.819 for the expansion strategy, contract management strategy, social responsibility strategy, and reputation of UCAA respectively. They all surpassed the bar of 0.7 and therefore found to be reliable for data collection. 

3.10 Ethics and data collection procedures

Research ethics especially in regard to confidentiality and privacy of respondents was respected by the study. This was done by inserting confidentiality clauses into research instruments and complying with corporate procedures and ethical standards of both Nkumba University and Uganda Civil Aviation Authority. Since the study being was based on corporate strategies and reputation of civil aviation agencies, it was so sensitive since it sought to assess the issues involving strategic level activities of the authority. However, the researcher followed all the professional guidelines of researchers including acquisition of an introductory letter from School of Business Administration and Information Technology permission from the Human Resources Section of Uganda Civil Aviation Authority to conduct a research in the organization. At the same time the researcher before engaging particular respondents, the researcher held dialogue of consensus with the respondents sought to be involved.

3.11 Measurement of variables


The variables of the study in the questionnaire were measured on a five point Likert scale ranging from 1, 2, 3, 4 and 5 as ranking/weights to Strongly Disagree, Disagree, Neutral, Agree, and Strongly Agree respectively. The choice of this measurement was based on the premise that each point on the scale carries numerical score which was used to measure the opinion of respondents and it is the most frequently used scale in the study of business phenomena.

3.12 Data analysis and presentation

Data collected was analyzed using the SPSS data analysis program which aide the running of descriptive analyses to establish frequencies and percentages as well as hypothesis testing, correlation/regression analysis. This yielded frequency tables, correlation matrices, model summaries, and standardized coefficients that are the mode of presenting and basis of interpreting findings. Qualitative data from the field was analyzed using critical judgment by considering those elements that correspond with the study constructs in the conceptual framework. Presentation has considered the need to triangulate findings obtained using various methods and instruments of data collection used in the study.

3.13 Study limitations
Due to the Covid19 pandemic, the study was likely to face problem of low response rates and time constraint. The restrictions put in place due to Covid19 limited interview interactions and low response to questionnaires as well. It also limited the required time for interface of the researcher with the supervisor. To capture some qualitative data, the researcher adopted interview schedules or structured interview guides which were self-filled by interviewees. As the study was done amidst a very tight and compact study programme, the researcher reduced the impact of limited time by scheduling much of the research writing for many nights.
CHAPTER FOUR

EXPANSION STRATEGY AND THE REPUTATION OF UCAA

4.1 Introduction

This section presents empirical findings obtained to answer the research question on the expansion strategy and the reputation of Uganda Civil Aviation Authority. It gives descriptive statistics as well as inferential statistics relating to the study. This includes frequencies, percentages, mean deviations, standard deviations, correlations and ANOVAs on the expansion strategy and the reputation of Uganda Civil Aviation Authority. 

Table 4.1: Descriptive statistics on the Expansion Strategy of UCAA

	
	N
	Min
	Max
	Mean
	Std. Dev.

	UCAA management undertook an initial assessment of the international aviation environment first in pursuit of its expansion.
	87
	1
	5
	4.01
	0.73

	UCAA analyzed needs of global airlines in its runaway expansion Programme  
	87
	1
	5
	3.87
	1.06

	UCAA management evaluated UCAA’s own capabilities to pursue expansion
	87
	1
	5
	4.25
	0.73

	Establishment of low-cost terminal for service quality differentiation is considered under UCAA’s expansion strategy
	87
	2
	5
	3.02
	1.39

	Environmental Impact Assessments have been effectively conducted under UCAA’s expansion program.
	87
	1
	5
	4.24
	0.66

	UCAA’s expansion has provided for improvement of information technology capacity for better communications
	87
	2
	5
	4.01
	0.89

	UCAA’s expansion program has involved various stakeholders to address the needed increase in passenger numbers
	87
	1
	5
	2.48
	0.93

	Expansion of both non-aeronautical and commercial services is part of UCAA’s expansion strategy to increase revenues
	87
	1
	5
	3.92
	0.87

	There is a provision for spare airport capacity under UCAA’s expansion strategy
	87
	2
	5
	4.08
	0.93

	UCAA has emphasized promotion of tourism under its expansion strategy to increasing passenger travel
	87
	2
	5
	4.11
	0.71


Source: Primary data analysis, 2021

4.1.1 Evaluation of own capabilities and environmental impact assessments

Under its current expansion strategy, the study sought to examine whether Uganda Civil Aviation Authority evaluated its own capabilities and carried out environmental impact assessments. It was established that, UCAA was highly compliant to these requirements of the expansion strategy given the means and standard deviations; Mean = 4.25, SD = 0.73 and Mean = 4.24, SD = 0.66 respectively as indicated table 4.1. This is augmented by interview results where one respondent observed that, 

“The airport expansion project is such a big project. It was important at the onset to scope out the resources and capabilities available to support it.” 
While another respondent from the Internal Audit and Risk Management Section noted that,

“It was very necessary that environmental impact assessments not only consider airport hazards like birds, but also to the impact on other species and the communities around the expansion site”.  

This implies that, in pursuing its expansion strategy, Uganda Civil Aviation Authority was so committed assessment of its capabilities to expand and necessary assessments so as to minimize the risk the strategy would on its reputation.

4.1.2 Assessment of Aviation environment 

The study further sought to establish whether assessment of the aviation environment other than environmental impact assessments was done. Given a mean = 4.01 and standard deviation of 0.73 in table 4.1; it indicates strong agreement that UCAA management undertook an initial assessment of the international aviation environment first in pursuit of its expansion. Review of The Nile Post of July 14, 2021, the State Minister for Works and Transport, Musa Ecweru was quoted noting that, 

“An airport is the face of the country, what you see here reflects what is in the country,” 
This implies that, assessment of the global aviation environment under the airport expansion strategy was focused on meeting global aviation standards which would render Uganda Civil Aviation Authority a reputable aviation agency by global standards as well as become more competitive in the market. 

4.1.3 Emphasis on promotion of tourism

In addition, there was strong agreement on UCAA emphasizing the promotion of tourism under its expansion strategy to increase passenger travel. This was due to study results that indicate a mean = 4.01 with standard deviation of 0.89. Similarly, a review of the October 03, 2021 New Vision news paper established that, 

‘The sh1.1 trillion expansion project was driven by the rising number of passengers and cargo volumes handled at the airport and the need to improve customer experience, safety, security and compliance with regulations.’

In addition, the Minister of State for Transport - Fred Byamukama is quoted in The Nile Post of July 14, 2021 saying,

“Our tourists use this very route to come and give us money in this country, the air system is important and we are going to give it attention.’

Both the survey and document review results imply a potential of a better corporate image of Uganda Civil Aviation Authority in the local across the regional to the global aviation industry and market.

4.1.4 Spare airport capacity and information technology capacity

The provisions for spare airport capacity and improving information technology capacity under UCAA’s expansion strategy were sought to be established by the study. These stood at means = 4.08 and 4.11 with standard deviations of 0.93 and 0.71 respectively. This spare airport capacity would provide improved flexibility in response to market dynamics in the air transport industry. Similarly, achieving improvement of information technology capacity under the expansion strategy facilitates better communications needed not only in the operations of the agency but also with the wider stakeholder community.

4.1.5 Global airline needs and expansion of non-aeronautical services

The study sought to examine whether UCAA analyzed needs of global airlines as well as considering the expansion of both non-aeronautical and commercial services in its expansion programme. From table 4.1, it is indicative that these yielded means of 3.87 and 3.92 with standard deviation of 1.06 and 0.87 respectively. Review of The Nile Post of July 14, 2021, it was observed that the essence of the expansion strategy by Uganda Civil Aviation Authority was to increase travel to achieve improved revenue collections. This was due to Minister’s note that, 
“CAA is in the process of expanding the airport terminal, control towers and other facilities to increase the Entebbe airports aviation experience for travelers.”

This implies that the expansion strategy incorporating non-aeronautical services is aiding improvement in the financial performance of the agency which is a critical measure of corporate reputation. 
4.1.6 Low-cost terminals and stakeholder involvement

The study sought to examine whether establishment of low-cost terminal for service quality differentiation was considered under UCAA’s expansion strategy. It was established by the study to stand at a mean = 3.02 and standard deviation = 1.39. This implies that, enhancing the corporate image of Uganda Civil Aviation Authority through low-cost quality service differentiation has not been optimized through the expansion strategy. The study also sought to examine the degree of stakeholder involvement under the expansion strategy of Uganda Civil Aviation Authority. This obtained a mean of 2.48 with standard deviation of 0.93. This below average mean indicates disagreement to adequate involvement of stakeholders. Hence, implying that the effort to increase passengers’ numbers that requires a great degree of stakeholder involvement compromises the reputation of UCAA since this is critical improving its financial performance.  

4.2 Correlation of the Expansion Strategy and the Reputation of UCAA 

To determine the influence of the expansion strategy on the reputation of Uganda Civil Aviation Authority, a correlation analysis was done and results were as indicated in table 4.2.

Table 4.2: Correlation of the expansion strategy and the reputation of UCAA

Correlations

	
	Expansion Strategy
	Organisational Reputation

	Expansion Strategy    Pearson Correlation

                                      Sig. (2-tailed)

                                      N
	1

87
	.551**
.003

87

	Organisational             Pearson Correlation

 Reputation                  Sig. (2-tailed)

                                      N
	.551**
.003

87
	1

87


a. Predictors: (Constant), Expansion Strategy

From table 4.2, correlation results indicated a moderately positive influence of the expansion strategy on the reputation of Uganda Civil Aviation Authority given r = 0.551 at significance levels p = 0.003 less than 0.01. This implies that better management and execution of the expansion strategy by Uganda Civil Aviation Authority would bring about a moderate improvement in its reputation as formidable civil aviation agency.

4.3 Analysis of variance between the expansion strategy and the reputation of UCAA

Establishing the F value and its statistical significance that indicates the variance between the expansion strategy and the reputation of Uganda Civil Aviation Authority was necessary for the study. This was done by performing an analysis of variance test that produced results as shown in table 4.3.

Table 4.3 ANOVA of the expansion strategy and the reputation of UCAA
ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1      Regression

        Residual

        Total
	69.713
2.947
72.660
	1
86
87
	69.713
.034
	14.163
	.003a


a. Predictors: (constant), Expansion Strategy

b. Dependent Variable: Organisational Reputation.

From table 4.3, it is given that F = 14.163 and a Sig. value of 0.003. This F value indicates that the expansion strategy of Uganda Civil Aviation Authority has a significant positive influence on its reputation. Given the low variance levels of 14.16% and significance standing at 0.003, pursuing the effective implementation of the expansion strategy enhances the improvement in the reputation of Uganda Civil Aviation Authority.

CHAPTER FIVE

CONTRACT MANAGEMENT STRATEGY AND THE REPUTATION OF UCAA

5.1 Introduction

This section presents empirical findings obtained to answer the research question on contract management strategy and the reputation of Uganda Civil Aviation Authority. It gives descriptive statistics as well as inferential statistics relating to the study. 

5.2 Descriptive results

Descriptive results include mean scores and standard deviations on contract management strategy and the reputation of Uganda Civil Aviation Authority. 

Table 5.1: Descriptive statistics on the contract management strategy of UCAA

	
	N
	Min
	Max
	Mean
	Std. Dev.

	UCAA balances contract management team with project complexity and requirements
	87
	1
	5
	3.31
	1.02

	The contract management strategy of UCAA provides clear and quick access to key decision makers by the contract management team
	87
	2
	5
	3.01
	0.87

	UCAA identifies key performance indicators to guide contract monitoring and achievement of sought outcomes
	87
	1
	5
	4.14
	0.92

	UCAA develops contractor performance management systems to guide tracking and discussion of performance expectations with contractors
	87
	1
	5
	3.52
	0.78

	The strategy of UCAA provides for proper and transparent communication
	87
	1
	5
	2.31
	0.63

	UCAA has committed to ethical practices in its contract management strategy
	87
	1
	5
	2.19
	1.58

	Service Level Agreements are always developed to facilitate monitoring and control of contractor performance in UCAA
	87
	1
	5
	3.18
	0.90

	There is strict and transparent adherence to procurement and contract management procedures of UCAA
	87
	1
	5
	2.56
	1.55

	Contract negotiations in UCAA comply with ethical standards and trust  
	87
	2
	5
	2.12
	0.63

	UCAA has committed to prompt payment of contractors
	87
	1
	5
	2.53
	1.18


Source: Primary data analysis, 2021

5.2.1 Identification of key performance indicators

The study sought to examine whether the contract management strategy of UCAA involves identification of key performance indicators to guide contract monitoring and achievement of sought outcomes. This yielded a mean of 4.14 and standard deviation of 0.92. A low standard deviation of 0.92 indicates that the scores were clustered around given implying a high majority agreement. However, interviews revealed results to the contrary where one respondent observed that, 

“Operating within the original budget and estimated cost is far from reach. ….corruption and collusive practice has marred the entire contracting process with inefficiencies and failure to adhere to performance indicators where they have clearly identified.”

Similarly, document reviews showed results that were also in contrast to operating within the confines of identified key performance indicators. The remodification of the building design for the passenger terminal building increased the cost (The New Vision, September 29, 2021). This implies that lack of strict identification and adherence to key performance indicators limits cost effective service delivery and competitiveness which are key measures of corporate image.  
5.2.2 Contract management team and access to key decision makers
The effectiveness of contract management activities is highly dependent on the capability of contract team members and the team’s transparent and effective interactions with key decision makers of the employing organisation. Hence, the sought to examine whether UCAA balances contract management teams with project complexity and requirements as well as providing for clear and quick access to key decision makers. The results of these were means = 3.31 and 3.01 with standard deviations = 1.02 and 0.87 respectively. This indicates that there was a moderate compliance with these requirements in UCAA. However, interviews results indicated mixed opinion on this as one respondent hinted that, 

“We could have done more, but the competence and integrity of our top management especially some board members have let us down. They make most of the contract management decisions that have on many occasions cost the Authority much”. 

This coupled with the document review results that indicate some board members undermining corporate governance principles, demonstrated questionable integrity and poor work culture (Trumpet News, May 17th 2021); imply negative impact on the reputation of Uganda Civil Aviation Authority.

5.2.3 Payment of contractors

The Chartered Institute of Procurement and Supply Management (2013) observe that late payment of contractors undermines corporate reputation. Therefore, this study set out to examine whether UCAA has committed to prompt payment of contractors. The results in table 5.1 indicate a mean = 2.53 and standard deviation = 1.18. This is a moderate level of agreement to prompt payment of contractors. Similarly, a review of The Independent Newspaper of June 11th 2020 revealed that, Uganda Civil Aviation Authority failed to promptly pay Global Consulting Services Limited for services rendered for the period running 2016 to 2018. Global Consulting Services Limited sued UCAA an action that wrecks its reputation. 

5.2.4 Adherence to procurement and contract management procedures

The study sought to examine the whether UCAA strictly and transparently adheres to procurement and contract management procedures. Results in table 5.1 indicate a moderate adherence given a mean score of 2.56 with standard deviation of 1.55. This coincides with document review results in which, gross breach of contract management procedures is evident. A case in point, involves Prime Media Ltd – a company hire to manage advertising space at the airport aimed at boosting UCAA’s non-aeronautical revenue. Instead of the company collecting revenue and remit it to UCAA’s account and receive a commission, the reverse was done (Trumpet News, 2021). This implies that the reputation of UCAA is damaged due to the non-strict and transparent adherence to procurement and contract management procedures.

5.2.5 Developing contractor performance management systems and SLAs

The study sought to examine whether UCAA develops contractor performance management systems and service level agreements to guide tracking and discussion of performance expectations with contractor as well as monitoring contractor performance. Results from table 5.1 shows means = 3.52 and 3.18 with standard deviations = 0.78 and 0.90 respectively. These indicate moderately strong levels of agreement to UCAA developing contractor performance management systems and service level agreements. Interview results had one respondent note that,

‘Though breach is common practice, service level agreements are developed to guide monitoring of contractor performance.”

Though moderately strong on the development of contractor performance management systems and service level agreements, these results imply that the reputation of Uganda Civil Aviation Authority is potentially at risk due to discrepancy from the mean scores of over 1.4.

5.2.6 Communication and ethical standards

Proper and transparent communications during contract management are essential in building a positive perception of decisions taken and actions involved. The study thus sought to examine whether the contract management strategy of Uganda Civil Aviation Authority provides for proper and transparent communication. It was established that there are low levels of transparency in communications given a below average mean score of 2.31 and standard deviation of 0.63. The low standard deviation of 0.63 indicates that most scores were clustered around the mean implying a majority disagreement with transparency of communications in contract management. 

Similarly, document review results indicate lack of transparency. In The New Vision (September 29th, 2021), it is observed that, ‘the top management of UCAA led by the Acting Director General, Fred Bamwesigye was Wednesday appearing before COSASE chaired by the Nakawa West MP, Joel Ssenyonyi, to respond to a litany of queries raised by lawmakers over allegations of mismanaging the project, including delay of the $200m (about sh700b) design and build of Entebbe International Airport Upgrading and Expansion. The UCAA management could, however, not adduce documentary evidence to back up their explanations and were asked to return next week over the matter.’

These results all imply the lack of transparency in communications especially at corporate level where contract management strategy is formulated. This has grossly damaged the reputation of Uganda Civil Aviation Authority. 
5.2.7 Contract negotiations and ethical standards

 The study sought to examine whether contract negotiations in UCAA comply with ethical standards and trust and whether, there is general commitment to ethical practice in its contract management strategy. From table 5.1, it is indicated that these secured means = 2.12 and 2.19 with standard deviations of 0.63 and 1.58 respectively. This is indicates a low commitment to ethical standards in contract negotiations and other key contract management activities like due diligence checks. For example, one respondent noted that, 

“Ethics is really a big challenge since those meant to question it just condone it. For example, the case of supplying and installing the car parking system worth USD 1 million is one of the many cases. In this case, the top management representatives sent for due diligence checks in Germany, Netherlands, and Nairobi, just went to pick a bribe.” 

Similarly, review of documents from the Risk and Audit Section unearthed a hint that, there is syndicated theft among board members and the Manager Marketing and Commercial Services (UCAA Internal Audit Report, 2016). These reports all indicate non compliance with ethical standards in contract management therefore, the strategy playing a denting role to the reputation of Uganda Civil Aviation Authority.

5.3 Correlation of the contract management strategy and the reputation of UCAA 

To determine the influence of the contract management strategy on the reputation of Uganda Civil Aviation Authority, a correlation analysis was done and results were as indicated in table 5.2.

Table 5.2: Correlation of the contract management strategy and the reputation of UCAA

Correlations

	
	Contract Management Strategy
	Organisational Reputation

	Contract                       Pearson Correlation

Management                Sig. (2-tailed)

Strategy                        N
	1

87
	.683**
.000

87

	Organisational             Pearson Correlation

 Reputation                  Sig. (2-tailed)

                                      N
	.683**
.000

87
	1

87


a. Predictors: (Constant), Contract Management Strategy

From table 5.2, correlation results indicated a moderately strong positive influence of the contract management strategy on the reputation of Uganda Civil Aviation Authority given r = 0.683 at significance levels p = 0.000 less than 0.01. This implies that better management and execution of the contract management strategy by Uganda Civil Aviation Authority would bring about a moderate improvement in its reputation.

5.3 Analysis of variance of contract management strategy and the reputation of UCAA

Establishing the F value and its statistical significance that indicates the variance between the contract management strategy and the reputation of Uganda Civil Aviation Authority was necessary for the study. This was done by performing an analysis of variance test that produced results as shown in table 5.3.

Table 5.3 ANOVA of contract management strategy and the reputation of UCAA
ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1      Regression

        Residual

        Total
	71.592
3.063
74.655
	1
86
87
	71.592
.035
	11.729
	.001a


a. Predictors: (constant), Contract Management Strategy

b. Dependent Variable: Organisational Reputation.

From table 5.3, it is given that F = 11.729 and a Sig. value of 0.001. This F value indicates that the contract management strategy of Uganda Civil Aviation Authority has a significant positive influence on its reputation. Given the low variance levels of 11.729% and significance standing at 0.001, the effective implementation of the contract management strategy will enhance the improvement in the reputation of Uganda Civil Aviation Authority.

CHAPTER SIX

SOCIAL RESPONSIBILITY STRATEGY AND THE REPUTATION OF UCAA

6.1 Introduction

This section presents empirical findings obtained to answer the research question on the social responsibility strategy and the reputation of Uganda Civil Aviation Authority. It gives descriptive statistics as well as inferential statistics relating to the study. 

6.2 Descriptive results

These include mean scores and standard deviations on the social responsibility strategy and the reputation of Uganda Civil Aviation Authority. 

Table 6.1: Descriptive statistics on the social responsibility strategy of UCAA

	
	N
	Min
	Max
	Mean
	Std. Dev.

	UCAA operates in way that is respectful to human rights and the community
	87
	1
	5
	4.04
	0.81

	UCAA is involved in voluntary community projects
	87
	2
	5
	2.35
	0.83

	UCAA demonstrates sufficient compliance with laws, regulations and standards
	87
	1
	5
	3.69
	0.69

	Corporate social responsibility in UCAA exhibits governance that is open and transparent.
	87
	1
	5
	2.41
	1.07

	Governance systems in UCAA embrace multi-stakeholder involvement and accessible processes.
	87
	2
	5
	2.51
	0.74

	Equality and diversity are themes adequately represented in UCAA’s operations
	87
	1
	5
	3.02
	1.15

	Staff and board members of UCAA are trained in committing to the pillars of sustainability
	87
	1
	5
	2.49
	0.93

	UCAA has voluntarily committed resources to environmental protection
	87
	1
	5
	4.18
	0.87

	UCAA has adequately catered for ethical trading practices
	87
	1
	5
	2.57
	0.92

	UCAA has adopted fair remuneration policies and practices for its employees
	87
	2
	5
	2.98
	1.23


Source: Primary data analysis, 2021

6.2.1 Respect of human rights and the community

The study sought to examine whether Uganda Civil Aviation Authority operates in way that is respectful to human rights and the community. Findings in table 6.1 show that, this scored a mean = 4.04 with a standard deviation = 0.81. The low standard deviation of 0.81 means most scores were clustered around the mean of 4.04 implying that majority of the respondents agreed that UCAA commits to respect of human rights and the community as part of its social responsibility strategy. This corresponds with the view of organisational reputation of UCAA that, it has committed to good social responsibility practices when one of one director hinted that,  

“Despite the ethical flaws that have shaped the Authority’s reputation of recent, overall, there has been a strong commitment to other aspects of corporate social responsibility”.

This implies a good reputation of UCAA as majority respondents agreed to its commitment to social responsibility practices.

6.2.2 Resource commitment environmental protection and legal compliance

The study investigated the voluntary commitment of resources to environmental protection by Uganda Civil Aviation Authority. Findings yielded a mean score of 4.18 with standard deviation of 0.87. Given a low standard deviation of 0.87, it is apparent that most scores were clustered around the mean. This implies that majority of respondent agreed to UCAA committing resources to environmental protection. However, the moderately lower levels of compliance with the law, cast doubt over this resource commitment. Results in table 6.1 indicate that, UCAA’s compliance with laws, regulations, and standards had a mean score of 3.69 and standard deviation of 0.69 [Mean = 3.69, SD = 0.69]. This implies a slight gap between resource commitment and compliance with laws on environmental protection which may create inconsistencies in the perceived reputation of UCAA.  
6.2.3 Multi-stakeholder involvement and accessibility of processes

Corporate social responsibility embraces good governance that involving multiple stakeholders and guaranteeing accessibility of processes. Therefore, the social responsibility strategy of any entity should be evaluated for its governance systems. Investigating whether governance systems in UCAA embrace multi-stakeholder involvement and accessible processes, it was established that there is moderate involvement of stakeholders and moderate accessibility of processes by such stakeholders in UCAA given a mean score of = 2.51 and standard deviation = 0.74. This coincides with document review results in the UCAA Board is implicated in practices limiting the participation of lawful stakeholders in procurements of the Authority. For example, it was noted in Trumpet News (May 17th 2021) that,

“The Board was so much involved in the procurement, particularly during the procurement of consultancy of services for design review and construction supervision for the upgrade and Expansion of Entebbe International Airport to which, the Minister was prompted to write to the Attorney General seeking for an opinion on board’s involvement in procurements”.

This limited involvement of multiple stakeholders and inaccessibility of processes damages the reputation of UCAA since trust of evaluators is lost.

6.2.4 Equality and diversity in UCAA’s operations 

The study sought to examine whether the social responsibility strategy of UCAA commits to the themes of equality and diversity in its operations. To this, findings in table 6.1 indicate a mean score of 3.02 with standard deviation at 1.15. This means moderate level of agreement on UCAA’s commitment to equality and diversity of operations. This corresponds with document review results that show discriminatory treatment against local operators. It was observed that,
‘Asians took most of the business at the airport and clearance for local operators is tougher compared to treatment of foreign operators’ (Civil Aviation Authority, 2018). 

This implies that the reputation of UCAA is damaged by the limited adherence to diversity requirements which cater for development of local operators. The expansion of aeronautical services at the airport though at the cost of the Ugandan citizenry, it may not optimally benefit them.

6.2.5 Adoption of fair remuneration policies and practices

The study further sought to examine the adoption of fair remuneration policies and practices by Uganda Civil Aviation Authority for its employees. Descriptive results in Table 6.1 indicate that adoption of fair remuneration policies and practices attained a mean score of 2.98 and standard deviation of 1.23. This implies a moderate adoption of fair remuneration policies and practices by UCAA. However, document review results indicate a similar, for instance, the 3rd March, 2017 report of an engagement workshop between aviation stakeholders revealed that, 

‘Pay for staff in lower positions was evaluated to be much lower than what managers receive thus causing high turnover (Civil Aviation Authority, 2018)’. 

These unfair practices contradict the requirements for respect and support to labor under any entity’s social responsibility strategy which subsequently dilutes corporate reputation.

6.2.6 Ethical trading practices

The study further sought to examine the commitment of Uganda Civil Aviation Authority to ethical trading practices. Descriptive results in Table 6.1 indicate that commitment to ethical trading practices by UCAA attained a mean score of 2.57 and standard deviation of 0.92. This implies a moderate contribution to the reputation of UCAA as a moderate number of respondents agreed to its commitment to ethical trading practices. Similarly, interview results revealed a confirmatory when one respondent hinted that, 

“Ethical decay demonstrated in management of procurements and contracts has undermined the essence behind the Authority’s social responsibility strategy.”
This was further confirmed by document review results where, in a May 11, 2021 letter to the Minister of works and Transport it was observed in that,

“We salute you honorable Minister and thank you for the good work you are doing for our country. Honorable Minister we have learnt that the short-listing of candidates for the position of Director General has been done. But reliable information we have picked indicate that some of people who previously worked with Civil Aviation Authority who have known questionable integrity and poor work culture have been shortlisted” read part of the letter sent to Minister Katumba Wamala (Trumpet News, May 17th 2021).

These all imply ethical failure in the management of UCAA’s, thus, the social responsibility strategy impacting discordantly on the reputation of Uganda Civil Aviation Authority. 

6.2.7 Openness and transparency of governance

It was sought to be established whether, the social responsibility strategy of UCAA exhibits governance that is open and transparent. Findings indicate a mean score of 2.41 and standard deviation at 1.07 implying that majority respondents disagreed with governance systems of UCAA being open and transparent. Interviews also yielded similar results where one respondent noted that,

“Of recent, the competence of the top management team has become questionable. The competence of the Acting Director General has been in disrepute. Issues relating to competence of top officials of UCAA have been headlines of news on several occasions. This has painted a dark image on our operations”.

This implies that, selection of top management officials is not transparent and open which aspects of social responsibility strategy have dented the reputation of Uganda Civil Aviation Authority.

6.2.8 Voluntary community projects and training in sustainability  

The study sought to examine whether UCAA is involved in voluntary community projects and training of its staff and board members in committing to the pillars of sustainability. Results in table 6.1 indicate mean scores = 2.35 and 2.49 with standard deviations of 0.83 and 0.93 respectively. These indicate that there was majority disagreement on Uganda Civil Aviation Authority involving in voluntary community projects and training of staff and board members. This creates knowledge and skills gaps which result in lack of visibility and non sustainable practices that will fail the reputation of Uganda Civil Aviation Authority.
6.2 Correlation of the social responsibility strategy and the reputation of UCAA 

To determine the influence of the social responsibility strategy on the reputation of Uganda Civil Aviation Authority, a correlation analysis was done and results were as indicated in table 6.2.

Table 6.2: Correlation of the social responsibility strategy and the reputation of UCAA

Correlations

	
	Social Responsibility Strategy
	Organisational Reputation

	Social Responsibility  Pearson Correlation

Strategy                       Sig. (2-tailed)

                                      N
	1

87
	.612**
.001

87

	Organisational             Pearson Correlation

 Reputation                  Sig. (2-tailed)

                                      N
	.612**
.001

87
	1

87


a. Predictors: (Constant), Social Responsibility Strategy

From table 6.2, correlation results indicated a moderately strong positive influence of the social responsibility strategy on the reputation of Uganda Civil Aviation Authority given r = 0.612 at significance levels p = 0.001 less than 0.01. This implies that an improvement in compliance with requirements under the social responsibility strategy by Uganda Civil Aviation Authority would bring about a moderately strong improvement in its reputation.

6.3 Analysis of variance of the social responsibility strategy and the reputation of UCAA

Establishing the F value and its statistical significance that indicates the variance between the social responsibility strategy and the reputation of Uganda Civil Aviation Authority was necessary for the study. This was done by performing an analysis of variance test that produced results as shown in table 6.3.

Table 6.3 ANOVA of the social responsibility strategy and the reputation of UCAA

ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1      Regression

        Residual

        Total
	62.449
3.031
65.480
	1
86
87
	62.449
.034
	10.695
	.001a


a. Predictors: (constant), Social Responsibility Strategy

b. Dependent Variable: Organisational Reputation.

From table 6.3, it is given that F = 10.695 and a Sig. value of 0.001. This F value indicates that the social responsibility strategy of Uganda Civil Aviation Authority has a significant positive influence on its reputation. Given variance levels of 10.69% and significance standing at 0.001, pursuing the effective implementation of the social responsibility strategy enhances the improvement in the reputation of Uganda Civil Aviation Authority.

6.4 Multiple regression results

In order to examine the influence of corporate strategies on the reputation of Uganda Civil Aviation Authority, a multiple regression of the expansion strategy, contract management strategy, social responsibility strategy and the reputation of Uganda Civil Aviation Authority was done. The results are as indicated in tables 6.4.1 and 6.4.2.

6.4.1 The Model Summary

It was necessary to establish the integrated influence of corporate strategies on the reputation of Uganda Civil Aviation Authority. Thus a multiple regression of the expansion strategy, contract management strategy, social responsibility strategy, and organisational reputation was done. Results of this were as shown in table 6.4.1. 

Table 6.4.1: Model Summary 

	Model 
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.606a
	.367
	.353
	1.00311


a. Predictors: (Constant), ES, CMS, SRS

From table 6.4, it can be drawn that, the multiple regression coefficient for all predictors that include the expansion strategy, contract management strategy, social responsibility strategy and organisational reputation is 0.606, R square = 0.367 and adjusted R square is 0.353. This implies that corporate strategies have a moderately strong positive influence on the reputation of Uganda Civil Aviation Authority with a coefficient r = 0.606. This influence on the reputation of Uganda Civil Aviation Authority 36.7% results from an improvement compliance with the expansion strategy, contract management strategy, and social responsibility strategy determined at 35.3% accuracy of estimates. Other influencers of organisational reputation in Uganda Civil Aviation Authority other than those covered in the current study account for the remaining 63.3% change in it.

6.4.2 Standardized coefficients 

To compare the relative influence of each of the predictors on the reputation of Uganda Civil Aviation Authority, standardized coefficients had to be established to produce beta values as indicated in table 6.4.2. 

Table 6.4.2 Coefficients results

Coefficients a
	Model 
	Unstandardized

Coefficients
	Standardized

coefficients
	t
	

	
	B
	Std.

Error
	Beta
	
	Sig.

	1       (Constant)

Expansion strategy

Contract management strategy

Social responsibility strategy     
	5.323

0.213

0.161

0.235
	2.562

0.063

0.051

0.069
	0.166

0.324

0.215
	2.121

1.793

0.815

1.534
	.001

.003

.000

.001



a. Dependent Variable: Organisational reputation

Standardized coefficients in table 6.4.2 further indicate a positive influence of corporate strategies on the reputation of Uganda Civil Aviation Authority. In other words, the reputation of Uganda Civil Aviation Authority is positively influenced by expansion strategy with β = 0.166 and sig. value p = 0.003<0.01; contract management strategy with β = 0.324 and sig. value of p = 0.000<0.01; and social responsibility strategy with β = 0.215 with sig. value of p = 0.001<0.01. These results imply that, the expansion strategy, contract management strategy, and the social responsibility strategy have a significant positive influence on the reputation of Uganda Civil Aviation Authority. 

The most influential corporate strategy is the contract management strategy given a β value = 0.324 greater than the β values 0.215 and 0.166 of the social responsibility strategy and expansion strategy respectively. To achieve a significant improvement in the image of Uganda Civil Aviation Authority, emphasis should be put on improving compliance with expected standards of contract management strategy. Therefore, given a multiple regression coefficient of r = 0.606, beta (β) values of 0.166, 0.324, and 0.215 with significance levels that is p values of; 0.003, 0.000, and 0.001 all less than 0.01 for the expansion strategy, contract management strategy, and social responsibility strategy respectively, the null hypothesis HO that corporate strategies do not positively influence the reputation of Civil Aviation Agencies was rejected, and the alternative H1 that corporate strategies positively influence the reputation of Civil Aviation Agencies was adopted.

CHAPTER SEVEN

HARMONISATION OF CORPORATE STRATEGIES AND ORGANISATIONAL REPUTATION

7.1 Introduction

This chapter harmonizes the literature with the findings on corporate strategies and the reputation of Uganda Civil Aviation Authority. It provides the multiple regression results given by the modal summary and standardized coefficients given in tables 7.1 and 7.2. It then highlights harmonization of literature with findings on expansion strategy, contract management strategy, and the social responsibility strategy. 

7.2 Expansion strategy and organisational reputation 

Central to corporate reputation is financial performance. Badanik et al. (2010) observe that, improving revenue collections requires civil aviation authorities to pursue diversified expansion strategies aimed at improving the financial results by increasing non-aeronautical revenues with the development of commercial activities. The study established that the expansion strategy is aiding improvement in the financial performance of the agency which is a critical measure of corporate reputation. The strategy incorporates non-aeronautical services which aid improvement in the financial performance of the agency. 

Badanik et al. (2010) observe that, in order to grow, an airport should have spare capacity, to accommodate more flights and/or more passengers, but it would be to no avail if there is no demand. Indicators of the potential for growth of the airport in terms of demand are based on passenger numbers on incoming/outgoing segments of the market. With means = 4.08 and standard deviation of 0.93, the study found out that, established spare airport capacity would provide improved flexibility in response to market dynamics in the air transport industry.

The expansion strategy integrates technology adoption to both domestic and global distribution systems requirements (Moreira, 2014, p.53). The study established that, spare airport capacity and information technology capacity stood at means = 4.08 and 4.11 with standard deviations of 0.93 and 0.71 respectively. Given a mean of 4.11 and standard deviation of 0.71, the study established that achieving improvement of information technology capacity under the expansion strategy facilitates better communications needed not only in the operations of the agency but also with the wider stakeholder community.

Pursuing a global expansion strategy requires the agency assess the international environment first, and then also evaluate its own capabilities and plan the strategies accordingly to enter into the foreign markets (Shaw, 2021). The study established that, assessment of the global aviation environment under the airport expansion strategy was focused on meeting global aviation standards which would render Uganda Civil Aviation Authority a reputable aviation agency by global standards as well as become more competitive in the market. 

It is the goal of UCAA to have expanded global reach of the tourism sector in Uganda (UCAA Report, 2014). So, as observed by Yajidet al. (2020, p.762-4), airport expansion and marketing services to stimulate air travel  is a component of good tourism infrastructure and close proximity to take advantage of the fast expanding global economy. Through both the survey and document review, the study established that there is a potential of a better corporate image of Uganda Civil Aviation Authority in the local across the regional to the global aviation industry and market.

According to Shaw (2021), there are varying reasons as to why firms pursue the expansion strategy. It could be increasing the social benefits, increasing the market share, achieving economies of scale, prestige, and higher profit. Badanik et al., (2010, p.1) in regard to airport/aviation infrastructure, investing in construction and establishment of low-cost terminals enables achievement of service quality and maximize returns or revenues. The study established that, enhancing the corporate image of Uganda Civil Aviation Authority through low-cost quality service differentiation has not been optimized through the expansion strategy.

7.3 Contract management strategy and organisational reputation

The employing organisation should establish right size and well constituted contract management teams basing on the project complexity and requirements. This incorporates appropriate technical issues such skills, contract management expertise, and administration of records and documents (Asian Development Bank, 2018). The study established that, the effectiveness of contract management activities is highly dependent on the capability of contract team members and the team’s transparent and effective interactions with key decision makers of the employing organisation. A proper match between technical skills and project complexity and requirements, derives improved organisational reputation.

According to the Asian Development Bank (2018), effective monitoring of performance and ensuring that sought outcomes are successfully achieved, key performance indicators should form part of the contract management strategy. Alignment of such performance indicators with the expected performance from the contractor is an essential aspect of strategy. Elsey (2007, p.6) advances that, consideration should be given to utilization of service level agreements in establishment of contract management strategy. It was established in the study that, lack of strict identification and adherence to key performance indicators limits cost effective service delivery and competitiveness which are key measures of corporate image. The study further revealed moderately strong levels of agreement to UCAA development of contractor performance management systems and service level agreements.
Good contract relationships are essential to the promotion of corporate reputation. This requires, developing good communication and understanding between parties in order to ensure accountability, openness and trust (World Bank, 2018). It was established by the study that there are low levels of transparency in communications given a below average mean score of 2.31 and standard deviation of 0.63. This lack of transparent communications occurs especially at corporate level where contract management strategy is formulated. This has grossly damaged the reputation of civil aviation agencies.
Elsey (2007) notes that, it is worth reiterating that any post tender negotiations should uphold trust and confidence of the competitive system. This is possible commitment is made to ethical practices, appropriate use of political and buying power, and adherence to organisational and codes of practice of the Chartered Institute of Procurement and Supply management. Results of the study indicated a low commitment to ethical standards in contract negotiations and other key contract management activities like due diligence checks.
As good practice based on key performance indicators, any organisation’s contract management strategy should provide for a ‘contractor performance management system’. This system facilitates proper tracking of parameters and open discussions with contractors for appropriate corrective action (Asian Development Bank, 2018). The study established that UCAA moderately adheres to procurement and contract management procedures. Critical to the undertaking, is undertaking the establishment of a contractor performance management system. Uganda Civil Aviation Authority was found to have moderate implementation of contractor performance management systems if contract management strategy is to improve organisational reputation.  
Birkett (2019, p.9) observes that a contract management strategy should provide for negotiation mechanisms so as to achieve savings and fit-for-purpose delivery.  With negotiations setting in, variation and non-compliance issues are dealt with appropriately. In particular, it is an imminent requirement for negotiations to integrate negotiating terms of payment.  The study established a moderate level of agreement to prompt payment of contractors by Uganda Civil Aviation Authority. Further, it was established by the study that UCAA moderately balances contract management teams with project complexity and requirements as well as providing for clear and quick access to key decision makers and negotiators.
7.4 Social responsibility strategy and organisational reputation

The social responsibility strategy embraces a wide range of behaviors, such as being employee friendly, environment friendly, mindful of ethics, respectful of communities where the firm’s plants are located and even investor friendly (Khan et al., 2012). To be considered as socially responsible, a company's activities should benefit society, and to be considered environmentally sustainable, a company's activities should not harm the environment (Marine Management Organisation, 2014). It was established in the study that, Uganda Civil Aviation Authority adheres to required social responsibility practice which sustains its reputation. In addition, it was established that social responsibility strategy made a moderate contribution to the reputation of UCAA as a moderate number of respondents agreed to its commitment to ethical trading practices.
Everyone agrees that firms should obey the law (Khan et al., 2012, p.41). But beyond full compliance with environmental regulations do firms have additional moral or social responsibilities to voluntarily commit resources to environmental protection (Reinhardt et al 2008). Gutterman (2020) notes that compliance with laws and regulations are a fundamental principle for achieving social and environmental responsibility. This established that UCAA commits resources to environmental protection. However, commitments to social responsibility go beyond to embrace standards and principles that exceed the approved regulatory and legislative procedures (Gutterman (2020). 
The Marine Management Organisation (2014) voluntarism is driving change advocates for giving something back to the community. Marine Management Organisation (2014) further advances that, equality and diversity equality and diversity are themes that are strongly represented within the values and MMO's code of conduct. It was established by the study that the reputation of UCAA is damaged by the limited adherence to diversity requirements which cater for development of local operators. The expansion of aeronautical services at the airport though at the cost of the Ugandan citizenry, it may not optimally benefit them. The study established that governance systems in UCAA embrace multi-stakeholder involvement and accessible processes, it was established that there is moderate involvement of stakeholders and moderate accessibility of processes by such stakeholders in UCAA given a mean score of = 2.51 and standard deviation = 0.74. 
Marine Management Organisation (2014) commitment to ensure both staff and board members are fully equipped to contribute to the sustainable growth of the aviation services, staff members are encouraged to use the 3 pillars of sustainable development in their entire decision making. Gutterman (2020) observes that commitment to corporate social responsibility should exhibit governance that is multi-stakeholder, open, transparent, and accessible procedures. The study had the reverse view governance systems of UCAA are not open and transparent. It was further established that Uganda Civil Aviation Authority is not involved in voluntary community projects and training of staff and board members. This creates knowledge and skills gaps which result in lack of visibility and non sustainable practices that will fail the reputation of Uganda Civil Aviation Authority.
Social responsibility strategy assures that the organization can grow on sustainable basis (Sharma et al. 2009). There are also societal pressures with respect to social issues such as human rights and the environment on the corporations and CSR is widely regarded as the response of corporations to this pressure (Miller and Guthrie 2007) and according to Bénabou and Tirole (2009), responding to such pressure, business leaders, governments and academics are now also emphasizing the notion of CSR (Khan et al., 2012). The study established that that UCAA commits to respect of human rights and the community as part of its social responsibility strategy. In addition, the study established a moderate adoption of fair remuneration policies and practices by UCAA. Hence, the social responsibility strategy contributes moderately to the corporate reputation of UCAA. 

CHAPTER EIGHT

SUMMARY, CONCLUSION, AND RECOMMENDATIONS

8.1 Introduction

This study was centered on examining how corporate strategies influence the reputation of civil aviation agencies with Uganda Civil Aviation Authority as the case study. The summary, conclusion, and recommendations of this study are given by this chapter. It also closes with suggested areas of further research.

8.2 Summary

The study was guided by the following objectives; 

i. To examine the influence of the expansion strategy on the reputation of Uganda Civil Aviation Authority.

ii. To evaluate the influence of the contract management strategy on the reputation of Uganda Civil Aviation Authority.

iii. To assess the influence of the social responsibility strategy on the reputation of Uganda Civil Aviation Authority.
8.2.1 Summary of the expansion strategy and the reputation of UCAA

The study established that, UCAA was highly compliant to these requirements of the expansion strategy. There was strong agreement that UCAA management undertook an initial assessment of the international aviation environment first in pursuit of its expansion. This implies that the expansion strategy incorporating non-aeronautical services is aiding improvement in the financial performance of the agency which is a critical measure of corporate reputation. Enhancing the corporate image of Uganda Civil Aviation Authority through low-cost quality service differentiation has not been optimized through the expansion strategy.
8.2.2 Summary of the contract management strategy and the reputation of UCAA

With the contract management strategy, it was established that lack of strict identification and adherence to key performance indicators limits cost effective service delivery and competitiveness which are key measures of corporate image. It was established that there is a moderate level of agreement to prompt payment of contractors. It was established that moderately strong levels of agreement for UCAA’s development of contractor performance management systems and service level agreements. Low levels of transparency in communications and commitment to ethical standards in contract negotiations and other key contract management activities like due diligence checks were established by the study.

8.2.3 Summary of the social responsibility strategy and the reputation of UCAA

Majority of the respondents agreed that UCAA commits to respect of human rights and the community as part of its social responsibility strategy. UCAA was found committing resources to environmental protection. However, the moderately lower levels of compliance with the law, cast doubt over this resource commitment. Investigating whether governance systems in UCAA embrace multi-stakeholder involvement and accessible processes, it was established that there is moderate involvement of stakeholders and moderate accessibility of processes by such stakeholders in UCAA.  This implies that the reputation of UCAA is damaged by the limited adherence to diversity requirements which cater for development of local operators. The expansion of aeronautical services at the airport though at the cost of the Ugandan citizenry, it may not optimally benefit them.
UCAA was found to practice a moderate adoption of fair remuneration policies and practices by UCAA. Ethical trading practices make a moderate contribution to the reputation of UCAA as a moderate number of respondents agreed to its commitment to ethical trading practices. However, the selection of top management officials is not transparent and open which aspects of social responsibility strategy have dented the reputation of Uganda Civil Aviation Authority. It was established that UCAA is not adequately involved in voluntary community projects and training of its staff and board members in committing to the pillars of sustainability. 
8.3 Conclusion

The study concluded that contract management strategy of Uganda Civil Aviation Authority has a significant positive influence on its reputation. It has a greater influence on reputation of UCAA than other strategies. The expansion strategy of Uganda Civil Aviation Authority has a significant positive influence on its reputation and like other strategies; the social responsibility strategy of Uganda Civil Aviation Authority also has a significant positive influence on its reputation. The study concluded that there is a moderately strong positive influence of corporate strategies on the reputation of Uganda Civil Aviation Authority. Therefore, the strategies chosen by managers and their formulation should a carefully executed process supported by a clear and strict implementation path to keep the reputation of such agencies sound. 
8.4 Recommendations

In pursuit of expansion, both non-aeronautical and commercial services should be emphasized as part of UCAA’s expansion strategy to increase revenues while considering low-cost terminal alternatives for service quality differentiation to keep the organisation’s image in repute.

Contract management strategy should have strict implementation measures for ethical consideration as unethical practices have demonstrated a major threat to the reputation of the aviation agencies.

As way of committing to diversity under the social responsibility strategy, Uganda Civil Aviation Authority should have needs to give fair treatment to local operators within the East African Region. This is to counter the distorted diversity by special treatment of foreigners. It should for example consider Ugandans for duty free space.

In committing to the rights of employees, Uganda Civil Aviation Authority needs to improve the remuneration of its lower staff, especially in the technical departments so as reduce the employee turnover that is denting its reputation. 

Greater stakeholder involvement should be part of the formulation and implementation process for social responsibility strategies if the reputation of aviation agencies is not to be brought under disrepute.

UCAA should ensure strict identification and adherence to key performance indicators such that cost effective service delivery and competitiveness which are key measures of corporate image are attained. 
UCAA should improve transparency of communications especially at corporate level where contract management strategy is formulated. This will significantly improve the reputation of civil aviation agencies.
There is need to commit more to ethical standards in contract negotiations and other key contract management activities like due diligence checks.
Adhering to the prompt payment of contractors by Uganda Civil Aviation Authority is a key area of improvement. Further, UCAA should ensure that contract management teams are in balance with project complexity and requirements as well as providing for clear and quick access to key decision makers and negotiators.
Governance systems of UCAA should be more open and transparent. It should get more involved in voluntary community projects and training of staff and board members. This will the knowledge and skills gaps which will result in more visibility and sustainable practices that will improve the reputation of Uganda Civil Aviation Authority.
8.5 Suggested future research

The study suggests future studies to be done on;

· Management theories and their practical context in the civil aviation sector. This is worth pursuing because there is a big gap in theorizing the civil aviation sector that limits the practical usage of such theories in research. 

· Corporate strategy and competitiveness of firms in other sectors other than the aviation sector.

· Marketing practices and performance of the civil aviation sector. It has been identified in the current study that, civil aviation agencies have a potential role to play the marketing of key sectors like tourism. Surveying their marketing potential is thus necessary to ensure proper alignment of marketing efforts with corporate strategy.
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APPENDICES

APPENDIX I: Table for determining sample size from a given population

	N
	S
	N
	S
	N
	S
	N
	S
	N
	S

	10
	10
	100
	80
	280
	162
	800
	260
	2800
	338

	15
	14
	110
	86
	290
	165
	850
	265
	3000
	341

	20
	19
	120
	92
	300
	169
	900
	269
	3500
	246

	25
	24
	130
	97
	320
	175
	950
	274
	4000
	351

	30
	28
	140
	103
	340
	181
	1000
	278
	4500
	351

	35
	32
	150
	108
	360
	186
	1100
	285
	5000
	357

	40
	36
	160
	113
	380
	181
	1200
	291
	6000
	361

	45
	40
	180
	118
	400
	196
	1300
	297
	7000
	364

	50
	44
	190
	123
	420
	201
	1400
	302
	8000
	367

	55
	48
	200
	127
	440
	205
	1500
	306
	9000
	368

	60
	52
	210
	132
	460
	210
	1600
	310
	10000
	373

	65
	56
	220
	136
	480
	214
	1700
	313
	15000
	375

	70
	59
	230
	140
	500
	217
	1800
	317
	20000
	377

	75
	63
	240
	144
	550
	225
	1900
	320
	30000
	379

	80
	66
	250
	148
	600
	234
	2000
	322
	40000
	380

	85
	70
	260
	152
	650
	242
	2200
	327
	50000
	381

	90
	73
	270
	155
	700
	248
	2400
	331
	75000
	382

	95
	76
	270
	159
	750
	256
	2600
	335
	100000
	384


Note:
“N” is population size and “S” is sample size.

Source: Krejcie and Morgan (1970) 

APPENDIX II: Self Administered Questionnaire

Dear Sir/Madam,

I am Agasha Jovanis, a student of Master of Business Administration[Management] of Nkumba University conducting research on: ‘Corporate Strategies and the Reputation of Civil Aviation Agencies: A Case study of Uganda Civil Aviation Authority’. You have been identified as a resourceful person in providing information sought by the study. I request for your cooperation in responding to the statements contained in this questionnaire is highly appreciated.  Any information provided by you will be treated with utmost confidentiality and used for only academic purposes.

Guidelines

For Section A, kindly tick in the box that corresponds with your appropriate opinion/response or where appropriate, fill in the spaces provided. 

For Sections B, C, D, and E, tick in the appropriate box that corresponds with the ranking of your levels of disagreement or agreement with the statements based on the Likert Scale given as:

1 – Strongly Disagree, 2 – Disagree, 3 – Neutral, 4 – Agree, and 5 – Strongly Disagree

SECTION A: Background Information

1. Your department/relationship with Uganda Civil Aviation Authority [UCAA]

	Corporate Affairs
	
	Legal
	

	Strategic Planning
	
	Human Resources
	

	Procurement and Disposal
	
	Warehousing and Inventory
	

	Information Technology
	
	Aviation Security
	

	Marketing and Commercial Services
	
	Audit and Risk Management
	

	Finance and Accounting
	
	Quality Assurance
	

	Engineering and Development
	
	Client/Contractor/Public
	


2. Position held in UCAA

	Director
	
	Manager
	
	Supervisor
	
	Other Employee
	


3. Age [years]

	18 - 25
	
	26 - 35
	
	36 - 45
	
	46 - 55
	
	Over 55
	


4. Gender/Sex

	    Male
	
	     Female
	


5. Level of Education

	Masters
	
	Bachelors
	
	Diploma
	
	Certificate
	
	Others …………............


6. Length of work period with UCAA [Years]

	0 - 5
	
	6 - 10
	
	11 - 15
	
	Over 15
	


SECTION B: Expansion Strategy of UCAA

	No.
	Statement
	1
	2
	3
	4
	5

	1. 
	UCAA management undertook an initial assessment of the international aviation environment first in pursuit of its expansion 
	
	
	
	
	

	2.
	UCAA analyzed needs of global airlines in its runaway expansion Programme  
	
	
	
	
	

	3.
	UCAA management evaluated UCAA’s own capabilities to pursue expansion
	
	
	
	
	

	4.
	Establishment of low-cost terminal for service quality differentiation is considered under UCAA’s expansion strategy 
	
	
	
	
	

	5.
	Environmental Impact Assessments have been effectively conducted under UCAA’s expansion program.
	
	
	
	
	

	6.
	UCAA’s expansion has provided for improvement of information technology capacity for better communications
	
	
	
	
	

	7.
	UCAA’s expansion program has involved various stakeholders to address the needed increase in passenger numbers
	
	
	
	
	

	8.
	Expansion of both non-aeronautical and commercial services is part of UCAA’s expansion strategy to increase revenues
	
	
	
	
	

	9.
	There is a provision for spare airport capacity under UCAA’s expansion strategy
	
	
	
	
	

	10.
	UCAA has emphasized promotion of tourism under its expansion strategy to increasing passenger travel
	
	
	
	
	


SECTION C: Contract Management Strategy of UCAA

	No.
	Statement
	1
	2
	3
	4
	5

	1.
	UCAA balances contract management team with project complexity and requirements
	
	
	
	
	

	2.
	The contract management strategy of UCAA provides clear and quick access to key decision makers by the contract management team 
	
	
	
	
	

	3.
	UCAA identifies key performance indicators to guide contract monitoring and achievement of sought outcomes
	
	
	
	
	

	4.
	UCAA develops contractor performance management systems to guide tracking and discussion of performance expectations with contractors
	
	
	
	
	

	5.
	The contract management strategy of UCAA provides for proper and transparent communication 
	
	
	
	
	

	6.
	UCAA has committed to ethical practices in its contract management strategy
	
	
	
	
	

	7.
	Service Level Agreements are always developed to facilitate monitoring and control of contractor performance in UCAA 
	
	
	
	
	

	8.
	There is strict and transparent adherence to procurement and contract management procedures of UCAA
	
	
	
	
	

	9. 
	Contract negotiations in UCAA comply with ethical standards and trust  
	
	
	
	
	

	10.
	UCAA has committed to prompt payment of contractors
	
	
	
	
	


SECTION D: Social Responsibility Strategy of UCAA

	No.
	Statement
	1
	2
	3
	4
	5

	1.
	UCAA operates in way that is respectful to human rights and the community
	
	
	
	
	

	2.
	UCAA is involved in voluntary and community projects
	
	
	
	
	

	3.
	UCAA demonstrates sufficient compliance with laws, regulations and standards
	
	
	
	
	

	4.
	Corporate social responsibility in UCAA exhibits governance that is open and transparent.
	
	
	
	
	

	5.
	Governance systems in UCAA embrace multi-stakeholder involvement and accessible processes.
	
	
	
	
	

	6.
	Equality and diversity are themes adequately represented in UCAA’s operations
	
	
	
	
	

	7.
	Staff and board members of UCAA are trained in committing to the pillars of sustainability
	
	
	
	
	

	8.
	UCAA has voluntarily committed resources to environmental protection
	
	
	
	
	

	9.
	UCAA has adequately catered for local supplier inclusion and diversity 
	
	
	
	
	

	10.
	UCAA has adopted fair remuneration policies and practices for its employees
	
	
	
	
	


SECTION E: Organisational Reputation of UCAA

	No.
	Statement
	1
	2
	3
	4
	5

	1.
	The employees of UCAA demonstrate satisfactory knowledge and skill in their activities
	
	
	
	
	

	2.
	Clients and the public perceive UCAA as delivering quality and reliable service
	
	
	
	
	

	3.
	The leadership of UCAA is visionary and strong
	
	
	
	
	

	4.
	UCAA shows prospects of growing into a cost effective and profitable service provider
	
	
	
	
	

	5.
	UCAA possesses satisfactory management quality and practices
	
	
	
	
	

	6.
	The financial performance of UCAA is credible and delivering improved returns
	
	
	
	
	

	7.
	UCAA is committed to good practices of social responsibility
	
	
	
	
	

	8.
	The operations of UCAA have had limited negative impact on the environment
	
	
	
	
	

	9.
	UCAA is committed to innovations of how to better deliver service to the public and clients
	
	
	
	
	

	10.
	UCAA generally commands a good and respected image  
	
	
	
	
	


Thank You

APPENDIX III: Interview Schedule

Dear Sir/Madam,

I am Agasha Jovanis, a student of Master of Business Administration[Management]of Nkumba University conducting research on: ‘Corporate Strategies and the Reputation of Civil Aviation Agencies: A Case study of Uganda Civil Aviation Authority’. You have been identified as a resourceful person in providing information sought by the study. I request for your cooperation in responding to the statements contained in this schedule. Any information provided by you will be treated with utmost confidentiality and used for only academic purposes.

Given the current restrictions to physical interaction, a face-to-face interview is not possible. Therefore, you are requested to respond to the following questions by writing responses in the spaces provided for each question.  

1. What is your designation/position in Uganda Civil Aviation Authority?

……………………………………………………………………………………………
2. What are the major considerations in ensuring that airport expansion strategy delivers planned results?

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

3. What has the airport expansion strategy influenced the reputation of Uganda Civil Aviation Authority?.........................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................

4. What are the major challenges faced by UCAA in implementing the airport expansion strategy?................................................................................................................................................................................................................................................................................................................................................................................................................................

5. What is your evaluation of contract management practices of UCAA?

………………………………………………………………………………………………………………………………………………………………………………………………

6. How has the Contract Management Strategy of UCAA influenced its reputation?

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

7. How do you view the state of UCAA’s commitment to corporate social responsibility?

………………………………………………………………………………………………………………………………………………………………………………………………

8. What is the influence of the corporate social responsibility strategy on the reputation of UCAA?..................................................................................................................................................................................................................................................................................................................................................................................................................................

9. What are the major corporate challenges towards the reputation of UCAA?..................................................................................................................................................................................................................................................................................

10. How can such challenges be overcome in UCAA? ...............................................................................................................................................................................................................................................................................................

Appreciating your cooperation
APPENDIX IV: Document review checklist
· Uganda Civil Aviation Authority Audit Reports 

· Uganda Civil Aviation Authority Performance Reports

· Uganda Civil Aviation Authority Strategic Plan

· The New Vision News Paper Publications

· Trumpet News Online Publications

· The Nile Post Online Publications

· UCAA Internal Audit Reports

· Aviation Stakeholders’ Reviews and Reports







Source: Adapted from Feldman (2020), Shaw (2021), Khan et al., (2012), and Money et al., (2017)





Independent Variable





Dependent Variable





Corporate Strategies





Expansion strategy


Needs and environmental analysis


Service quality differentiation


Environmental Impact Assessments


Stakeholder Involvement





Contract Mangement strategy


Balanced project teams


Access to key decision makers


Identifies key performance indicators


Compliance with ethical standards





Social Responsibility Strategy


Open and transparent governance


Multi-stakeholder involvement


Equality and diversity


Ethical practices





Organisational reputation


Satisfactory knowledge and skill


Quality and reliable service


Satisfactory management quality


Low negative environmental impact


Cost effective and profitable service 





Organisational reputation








Public Procurement Legal framework


International Civil Aviation Standards


The global supply market





Intervening variables
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