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APPENDIX A 

IN-CASE ANALYSIS 

The internationalization patterns of the banks in the case studies show that each 

bank followed a different path in its foreign market entries. Data shows that the 

motivations for internationalization, modes of entry and the pace of entry were 

different for each bank in the case studies.  

 

(i)   GUARANTY TRUST BANK (GTBANK) 

Bank’s vision: “To be one of the top three banks in Africa by 2016” 

Introduction: 

Guaranty Trust Bank (GTBank) is one of Nigeria’s biggest banks in tier 1 capital 

and assets.  Established in 1990, the bank is retail-focused but has a strong 

leaning towards corporate banking. It obtained its universal banking licence in 

2002 and became the second bank to internationalize in Nigeria with the 

acquisition of a bank in Sierra Leone in 2002. This bank enjoys significant 

international reputation (GTBank annual reports; 2008; 2009; 2010; 2011; 2012).  

Table A. 1  GTB international subsidiaries at the end of December, 2012 

 
Host 

country 

 
Year of entry* 

 
Mode of entry 

 
Percentage Equity 

 
Number of 
branches 

Sierra 
Leone 2002 Brownfield 

Acquisition 84.24 9 

Gambia 2002 Greenfield 77.81 15 
Ghana 2006 Greenfield 95.33 22 

UK 2008 Greenfield  1 
Liberia 2009 Greenfield 99.43 6 
Côte d’ 
Ivoire 2012 Greenfield 100 1 

Source: Bank annual reports  
*Year of entry is the year that the bank commenced operations in the host country 
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GTBank has international subsidiaries in five West African countries and one 

subsidiary in the United Kingdom. After operating in West Africa for just over a 

decade, GTBank recently announced its entry into East Africa with the 

acquisition of a 70 percent stake in Fina Bank, a Kenyan bank with subsidiaries in 

Rwanda and Uganda. 

To underline GTBank’s strong outlook on its foreign operations, the bank has an 

international subsidiary division headed by an Executive Director, who is also a 

member of the bank’s main board. 

Motivation: 

Managers at GTBank stated that client-following, GDP growth rate of host 

countries, exploitation of a bank’s intangible assets and management’s intention 

to expand the bank’s brand internationally were “very important” motivations that 

influenced international market entries by the bank. 

GTBank has a strategic goal to be among the top three banks in Africa by 2016. 

This clearly stated mission statement shows that managerial intentionality is one 

of the main drivers of GTBank’s international expansion. GTBank has 

consistently been one of Nigeria’s most profitable banks by posting high ROE 

and ROA values over the last decade. This implies that it is one of the best 

managed banks in the country. It then seems that this management competence is 

one of the intangible assets that it seeks to exploit in its foreign market entries.  

Additionally, GTBank is one of the most reputable banks with a well recognised 

brand name across Africa. The bank is ranked among the top 20 banks in Africa 

and its reputation is enhanced by many international awards conferred on the 

bank. GTBank was voted the best bank in Africa for 2012 by Africa Banker 

magazine 

Entry mode strategies: 

Managers stated that host country regulations, country risk profile and level of 

development of institutions and rule-based governance were “very important” 

factors that influenced their entry mode choice. 
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GTBank has a reputation for risk aversion and has established most of its 

subsidiaries as greenfield establishments. In a decade of international operations, 

the bank’s only foreign market entry by acquisition of a domestic bank was with 

its first international market entry into Sierra Leone in 2002.For over a decade, all 

its foreign market entries were to Anglophone West African countries. The bank 

established its first subsidiary in a Francophone country in 2012 when it entered 

Côte d’Ivoire. 

In a significant move from its previous entry strategy, GTBank recently 

announced its entry into East Africa with the acquisition of a 70 percent stake in 

Fina Bank, a Kenyan bank with subsidiaries in Uganda and Rwanda. This change 

in strategy might hint at the fact that the bank is seeking to exploit its reputation 

and brand name quickly as well as to achieve scale and scope rapidly. An ironic 

fact is that East Africa is another region with many Anglophone countries. 

Conclusion: 

The clear intent of the GTBank management to be one of the top three banks in 

Africa by 2016 seems to be one of the main driving forces behind its international 

expansion, but the managers interviewed pointed out that the bank also seeks to 

exploit its intangible assets that include management capacity, reputation and 

brand name. 

The internationalization pattern of GTBank shows a gradualist approach. 

International expansion was incremental and measured. Anglophone SSA 

countries were the preferred markets and greenfield establishment is favoured by 

the bank.  
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(ii)  UNITED BANK FOR AFRICA 

Bank’s vision:  “To be Africa’s Global Bank” 

Introduction 

UBA is the Nigerian bank with the most international subsidiaries. The bank 

operates in eighteen SSA countries and has representative offices in New York, 

London and Paris. Headquartered in Lagos, UBA styles itself as “Africa’s Global 

Bank”. It was formed from the merger of commercially focused United Bank for 

Africa and the retail focused Standard Trust Bank in 2004.   

Table A. 2  Foreign market operations of United Bank for Africa at the end of December 2012 

 
SN 

 
Country 

 
Year of 
entry 

 
Entry mode 

 
%         equity 

 
Number  of branches 

1 Benin 2008 Brownfield 76 11 
2 Burkina Faso 2008 Brownfield 64 20 
3 Cameroon 2007 Greenfield 100 10 
4 Chad 2009 Greenfield 100 2 

5 Congo 
Brazzaville 2011 Greenfield 100  

6 Congo DRC 2011 Greenfield 100 2 
 Côte d’Ivoire 2008 Greenfield 100 5 

7 Gabon 2008 Greenfield 100 2 
8 Ghana 2004 Greenfield 91  
9 Guinea 2010 Greenfield 100 2 

10 Kenya 2009 Greenfield 100 3 
11 Liberia 2008  100 4 
12 Mozambique 2011 Greenfield 100 1 
13 Senegal 2009 Greenfield 100 3 
14 Sierra Leone 2008 Greenfield 100 5 
15 Tanzania 2010 Greenfield 100 3 
16 Uganda 2008 Greenfield 100 9 
17 Zambia 2010 Greenfield 100 2 
18 Unite Kingdom  Greenfield 100 1 
19 United States 1994 Greenfield 100 1 
20 France  Branch   

Source: Bank annual reports 

The bank claims to have 7 million customers and operates from over 700 

branches. The bank has a strategic goal “to be the leading and dominant provider 

of financial services in Africa.” 
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UBA established its first international subsidiary in Ghana in 2004. According to 

managers interviewed, entry into Ghana afforded management the platform to 

learn about SSA markets. UBA’s subsequent expansion across SSA was hurried 

and encompassed multiple market entries (UBA annual reports, 2009; 2010; 

2011).  

Following reforms by CBN, UBA adopted a holding company structure and its 

international subsidiaries are now managed by UBA Africa headed by a 

managing director.  

 Motivation: 

Managers interviewed noted that client following, GDP growth rates of host 

country, profitability of host country markets, the need to exploit banks assets and 

management’s intention to expand the bank’s brand internationally as “very 

important” factors that influenced international market entries by the banks.  

The strategic intent of management to be “Africa’s Global bank” was at the 

centre of the new phase of internationalization. The banks vision statement is “to 

be the undisputed leading and dominant financial services institution in Africa”.  

Furthermore, managers at UBA mentioned the role of a past managing director, 

Mr. Tony Elumelu, who was CEO from 2004- 2010, as the driving force behind 

the bank’s international expansion. Under Elumelu’s leadership UBA asserted an 

ambitious vision to be the leading financial services institution in Africa. Elumelu 

had a strong vision and drive to imprint his bank brands across Africa and was 

able to convince the bank’s management and board to support that vision. 

This intent drove the international market entry by UBA. Internationalization was 

rapid. Between 2008 and 2011 UBA made over 15 international market entries 

into countries dispersed in all regions of SSA.  UBA operates in Anglophone, 

Francophone and Lusophone countries in West, Eastern, Central and Southern 

African regions. 
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With one of the highest profitability rates among Nigerian banks and one of the 

most recognised brands, it can be argued also that UBA seeks to exploit its 

capabilities and intangible assets in host countries as well as its highly 

recognisable brand name. 

Entry mode strategies: 

Managers pointed out that host country regulations, country risk and level of 

development of rule-based governance as “very important” factors that influenced 

entry mode choice. Managers in open answers also noted that the population of 

the host country was a factor of note. They pointed out that UBA entered Gambia, 

but retreated due to the country’s small population and large number of Nigerian 

banks. 

Entry by UBA is mainly by the establishment of greenfield subsidiaries. Only two 

of its eighteen international entries were brownfield acquisitions. The two 

brownfield acquisitions were in Francophone West African states of Benin 

republic and Burkina Faso, where poorly performing, government-owned 

domestic banks were put up for acquisition. 

Managers pointed out that UBA obtained a licence from home country regulator, 

CBN, to open 32 subsidiaries across SSA. After establishing subsidiaries in 19 

countries, further international expansion was curbed by myriad problems 

including; difficulties in obtaining operating licences in host countries like Mali 

and Angola, the global financial crisis of 2008, and a change in the leadership of 

the UBA in 2011. Elumelu was replaced as COE in 2011 due to a CBN stipulated 

tenure for bank CEOs.  The new CEO changed the focus of the bank from further 

international market entry, to consolidation of already established subsidiaries. 

Conclusions: 

The expansion of UBA was driven by the strategic intent to be the dominant force 

in financial services across SSA. The role of a strong-willed and visionary 

managing director in driving this intent was pointed out by managers. 
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International market entry was rapid and dispersed across all regions of SSA. 

Data from the interviews with managers shows that while there were 

considerations of other determinants of foreign market entry like host country 

GDP and banking sector profitability, the desire to fulfil the aspiration of the 

CEO was the greatest motive. 

The preferred mode of entry is the greenfield establishment of high equity retail 

subsidiaries. Only two of the nineteen subsidiaries in SSA were by brownfield 

acquisitions. The role of regulations in host countries clearly affected the bank’s 

strategy but entry was not affected by high entry cost, transaction cost or 

environmental uncertainties in the host countries. 

 

(iii)  ACCESS BANK 

Bank’s vision: “To be the most respected bank in Africa” 

Introduction: 

Access bank is a full service commercial and retail bank with headquarters in 

Lagos. The bank has nine international subsidiaries in SSA and the UK.  

 Access Bank was incorporated in 1989 and commenced banking operations that 

year. In 2002 a new management took over at Access Bank following majority 

acquisition of the bank’s shares by an investment group. Subsequently, following 

the recapitalization policy of the CBN, Access Bank merged with Capital Bank, 

Marina Bank and  Crédit Lyonnais Bank in 2005.  

Table A. 3 Foreign market operations of Access Bank at the end December, 2012 

 
Host country 

 
Year of 
entry 

 
Mode of entry 

 
Percentage 

Equity 

 
Number of 
branches 

Sierra Leone 2007 Greenfield 98 4 
Gambia 2006 Greenfield 87 6 
Ghana 2009 Greenfield 92 32 

UK 2008 Greenfield 100 3 
Côte d’ Ivoire 2008 Brownfield 94 2 

Rwanda 2008 Brownfield 75 7 
Burundi 2009 Brownfield 87 6 
Zambia 2008 Greenfield 100 5 

Congo DRC 2008 Brownfield 100 2 
Source: Bank annual reports 
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Over the last decade the new management has worked to grow Access Bank from 

being the 85th ranked bank in Nigeria in 2002, to being one of the five largest 

banks in the country in terms of tier 1 capital and assets. The bank claims to serve 

5.7 million customers from 310 branches by the end of 2012 (Access Bank annual 

reports, 2009; 2010; 2011).  

In 2006, Access Bank’s management announced a strategic goal for the bank to 

be a dominant financial services provider in Africa. This new focus on Africa by 

the new management meant the bank’s international market entries were 

inevitable. 

Motivation:  

Managers interviewed in Access Bank stated that client-following, GDP growth 

rate of host country, exploitation of the bank’s intangible assets, risk 

diversification and management’s desire to expand the Access Bank brand 

internationally were “very important” factors that influenced the bank’s decision 

to expand internationally. Host countries were evaluated according to their ease 

of entry and  share of Africa’s GDP among others. 

Bank documents reveal that Access Bank is driven by the motivation to be the 

dominant financial service provided on the African continent. Their strategic 

scope is Africa, as the bank seeks to be “the most respected bank in Africa”. This 

it aims to achieve by “being the best and build the most globally respected bank 

in Africa”. Access Bank purports to have a goal to secure the future by building a 

sustainable business that brings prosperity to its stakeholders and the African 

continent. Thus, by having an Afro-centric vision and target market, expansion 

into Africa seemed inevitable (Access Bank, 2011).  

Thus managerial intentionality was a major motive to expansion while host 

countries where selected according to criteria listed by the bank 

Entry mode strategies: 

Managers stated that regulations in the host country, market attractiveness and 

risk profile of the host country influenced the entry mode choice of the bank. 
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Entry into SSA markets by Access Bank has been through brownfield acquisition 

and greenfield establishments. 

Access Bank started its international market entry in West Africa by establishing 

a greenfield retail subsidiary in Gambia in 2006. It subsequently entered Sierra 

Leone in 2007 through another greenfield retail subsidiary.  

In 2008, Access Bank entered four SSA countries when it established a greenfield 

subsidiary in Zambia, a Southern African country, and acquired majority shares 

in a financial services group with banking operations in Rwanda, Congo DRC 

and Burundi. Access Bank later entered Ghana in 2009 by establishing a 

greenfield retail subsidiary. 

In 2011, Access Bank acquired Intercontinental Bank, another Nigerian bank and 

took over control of the two international subsidiaries of Intercontinental Bank in 

Ghana and UK. The acquisition gave Access Bank scale and scope in both 

Nigeria and Ghana, where Intercontinental Bank was one of the premier retail 

banks with a vast network of branches and ATM machines.  

Conclusion:  

Access Bank’s motivation for international market entry was driven by the 

strategic intent of its managers. Exploitation of the bank’s assets was also cited by 

managers as another “very important” motivating factor.  

International market entry was rapid and dispersed across SSA and Access Bank 

entered various markets either by brownfield acquisition and greenfield 

establishments. 
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(iv)  DIAMOND BANK  

Bank’s vision: “To be a strong financial services institution with effective 

presence in Nigeria, Africa and indeed all key financial centres 

of the world” 

Introduction 

Diamond bank is one of Nigeria’s most profitable middle tier retail banks. The 

bank started as a private bank in 1991 but was listed on the Nigerian Stock 

Exchange in 2005. Diamond Bank obtained a universal banking licence in 2001 

and became the first Nigerian bank to establish a retail subsidiary in SSA when it 

entered Benin republic in 2001(Diamond Bank annual reports, 2009; 2010; 2011).  

Table A.4  Foreign market operations of Diamond Bank at the end of December 2012 

 
Host country 

 
Year of 
entry 

 
Mode of entry 

 
Percentage Equity 

 
Number of 
branches 

Benin Republic 2001 Greenfield 97.07 20 
Côte d’ Ivoire 2010 Greenfield 100 3 

Togo 2010 Greenfield 100 1 
Senegal 2010 Greenfield 100 2 

Source: Bank annual reports 

Diamond Bank has four retail subsidiaries in West Africa and one subsidiary in 

the UK. The bank   has a substantial retail presence in Nigeria and Benin 

republic. 

All the international subsidiaries in SSA are in Francophone West African 

countries.  

Motivation: 

Managers at Diamond Bank stated that client-following, GDP growth rate of host 

country and exploitation of its intangible assets were the “very important” factors 

that influenced the banks’ expansion into foreign markets.  

Managers pointed out that entry into Benin republic was to follow the bank’s 

large stock of clients made up of Nigerian traders. Presently, Diamond Bank is 

one of the largest banks in Benin republic in terms of tier 1 capital and assets and 

its branch network is one of the most extensive in the country. 
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Entry mode strategies: 

Managers noted that host country regulations and country risk profile of host 

country were “very important” factors that influenced the bank’s entry mode 

choice. 

All of Diamond Bank’s foreign market entries have been by the establishment of 

high equity greenfield retail subsidiaries. All entries have been into Francophone 

West African countries. 

Foreign banks entering Francophone West Africa face common regulatory 

requirements, as these countries are members of a common monetary zone, the 

WAEMU and issue a common banking licence due to financial integration. 

Individual countries, however, may ask for additional requirements (Barth et al., 

2010, 2012). 

After operating in Benin republic for a decade, Diamond Bank took advantage of 

the WAEMU framework for licensing foreign banks to establish subsidiaries in 

Togo, Côte d’Ivoire, and Senegal in 2010. Diamond Bank used the banking 

licence obtained from Benin republic. Thus, Diamond Bank subsidiaries in these 

countries are technically the subsidiaries of Diamond Bank du Benin. 

Conclusion: 

Motivation for entry was client-following, especially the large number of 

Nigerian traders in most francophone West African countries. GDP growth rate 

also influences the decision to enter foreign markets. 

After establishing the first retail subsidiary of a Nigerian bank in SSA, Diamond 

Bank made subsequent international market entries a decade later. Thus, the 

bank’s internationalization had been gradual.  

A preference for entry into Francophone West African states, would suggest a 

strategy of forbearance, as data shows that most other Nigerian bank preferred 

entering Anglophone SSA countries. It can also be inferred that Diamond Bank 

might have become familiar, over the course of a decade, with the business 

culture in Francophone countries, and have thus found entry and transaction cost 

to be lower in Francophone countries. 
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(v)  KEYSTONE BANK 

Introduction: 

Keystone Bank is a full service commercial bank. The bank was formerly known 

as Bank PHB. Keystone Bank is wholly-owned by the Assets Management 

Corporation of Nigeria (AMCON), which is an agency of the federal government 

of Nigeria.  

Keystone Bank assumed the assets and liabilities of Bank PHB in 2011, following 

Bank PHB’s failure of a stress test conducted by the CBN in 2010.  

Keystone Bank has four international subsidiaries in SSA 

Table A.5  Foreign market operations of Keystone Bank at the end of December, 2012 

 
Host country 

 
Year of entry 

 
Mode of entry 

 
Percentage 

Equity 

 
Number of 
branches 

Gambia 2009 Brownfield 100 6 
Sierra Leone 2008 Greenfield 100 3 

Liberia 2010 Brownfield 100 6 
Uganda 2009 Brownfield 80 16 

Source: Bank documents  

.Motivation: 

Managers at Keystone Bank, who were also part of the management of the 

defunct Bank PHB, stated that GDP growth rate and profitability in host country, 

exploitation of the bank’s assets and management’s desire to expand the bank’s 

brand internationally were “very important” factors that influenced the bank’s 

international market entry. 

International market entry by Keystone Bank was driven by former managers of 

Bank PHB who in 2008 stated that the bank had a vision to make bank PHB “to 

become Africa’s integrated bank.” 

Entry mode strategies: 

Managers noted that host country regulation, country risk profile, and level of 

development of host country institutions and level of rule-based governance as 

“very important” factors that influence the bank’s entry mode choice  
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International market entry was rapid and spread from Anglophone West African 

countries to East Africa, between the years 2008 and 2010. Foreign market entry 

by Keystone Bank started with entry into Sierra Leone where, a greenfield 

subsidiary was established in 2008.  

Entry into Gambia in 2009 and Liberia in 2010 was by wholly-owned 

acquisitions of local banks. Entry into Uganda in 2009 was also by acquisition of 

eighty percent equity of a local bank. 

Conclusion: 

International market entry by Keystone Bank, formally Bank PHB, was driven by 

managerial intentionality and the need to exploit the bank’s assets. 

Internationalization was rapid and entry was mainly into Anglophone West and 

East African countries. The preferred mode of entry was by acquisition of 

domestic banks in host countries. 

 

 

CONCLUSIONS ON IN-CASE ANALYSIS 

The data obtained from primary sources indicate that each bank had differing 

factors that it viewed as “very important” in motivating it to seek international 

market entry. Most notably, managerial intentionality derived from strategic 

vision statements that drove the individual bank’s desire to expand and become 

dominant financial service providers in Africa, was found to be the most 

significant factor driving international market entry by Nigerian banks. 

Additionally, most of the banks sought to exploit their tangible and intangible 

assets. Client following and GDP growth rates and profitability of host country 

banking market were other factors that were cited as influencing foreign market 

entry. 

Managers stated that the “very important” factors that influenced entry mode 

choice were host country regulations, country risk profile and levels of 

development of institutions and rule-based governance. 
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Table A.6 Motivation, entry mode choice and pace of internationalization in the foreign market entry of 

Nigerian banks 

Bank 

Number of 
international 
subsidiaries 

(2012) 

Motivation Factors that influence entry 
mode choice 

Preferred entry 
mode choice 

Pace of 
foreign 
market 
entry 

GTBank 6* 

Managerial 
intentionality, 
exploitation of 

intangible assets 

Host country regulations, 
country risk and level of 

development of institutions 
and rule-based governance. 

Greenfield 
establishment Gradual 

UBA 18 

Managerial 
intentionality, 
exploitation of 

intangible assets 

Host country regulations, 
country risk and level of 

development of rule-based 
governance 

Greenfield 
establishment Rapid 

Access 
Bank 9 

Managerial 
intentionality, 
exploitation of 

intangible assets 

Host country regulations, 
market attractiveness and risk 

profile. 

Brownfield 
acquisition and 

Greenfield 
establishment 

Rapid 

Diamond 
Bank 4 

Client-following, 
GDP growth rate of 

host country and 
exploitation of bank’s 

intangible assets 

Host country regulations and 
country  risk profile 

 

Greenfield 
establishment Gradual 

Keystone 
Bank 4 

Managerial 
intentionality, 
exploitation of 

intangible assets 

Host country regulations,  risk 
profile, level of development 

of institutions and level of 
rule -based governance 

 

Brownfield 
acquisition Rapid 

Source: Bank annual reports, interview with bank executives 
*GTBank just announce additional market entry into three East Africa countries in 2013 
 
 

GTBank and UBA preferred entry into foreign markets by the establishment of 

greenfield subsidiaries while Access Bank preferred entry by both brownfield 

acquisition of domestic banks and by the establishment of greenfield subsidiaries. 

Diamond Bank preferred the establishment of greenfield subsidiaries and 

Keystone Bank preferred the acquisition of domestic banks. The pace of foreign 

market entry also differed between the banks. While GTBank and Diamond Bank 

adopted a gradualist approach, internationalization for UBA, Access Bank and 

Keystone Bank was rapid. 

Overall, entry into SSA by all the banks was mainly by high equity subsidiaries. 
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