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ABSTRACT
The onset of globalization has forced firms to rethink their strategies. Firms considering

going global have been greatly affected considering the turbulence in the global business
environment thereby the necessity to choose those strategies that will result in
competitive advantage. Approaches adopted by various companies to enter and position
themselves in the global business arena vary depending on the challenges posed by the
global competition and factors internal to the firm itself. The global approach or strategy
a firm chooses to position itself would define its competitive strength hence enable it

leverage itself on sustainability in the wake of globalization.

Faced with the foregoing challenges, this research set out to look at the various global
positioning strategies adopted by ICPAK to address the problems brought about cross
country skills transfer, ever evolving member needs and to realize its vision to be a
globally recognized accountancy Institute. The research design employed was descriptive
in nature and collection of the data provided by an interview of a sample of fifteen senior
and middle line managers at Institute of Certified Public Accountants of Kenya. Data
analysis was done using content analysis through the identification of themes and patterns
in the responses received to establish findings with key attention put on objectivity,

reliability, validity, generalizability and explicability of the findings established.

Based on the findings, the study concluded that ICPAK employs various global
positioning strategies ranging from establishing recognition agreements with other
accountancy Institutes, representation in standard setting boards like IFACB. affiliations

with the regional umbrella body of accountants, and establishments of overseas branches.



The study also found out that even though the strategies are varied, ICPAK has employed
the signing of recognition agreements more often because of the leverage members have
received with regards to recognition of their skills and capacity for professional practice
in the global market. Additionally, the study found out that ICPAK assesses the
appropriateness of the strategies during the monthly management meeting to get feedback
that are again discussed at the quarterly committee meetings and recommendations done

to the governing council for appropriate decision making.

As a result of the assessment findings, the research recommends for the provision of
feedback to members and also getting their feedback on the appropriateness of the global
strategies adopted as they are directly affected and are privy to the challenges that such
strategies pose. The study also recommends for benchmarking with other Institutions in
professional regulation that have adopted other strategies to counter the challenges of
globalization so that ICPAK can comfortably rely on the appropriateness of those global

positioning strategies it has adopted.
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CHAPTER ONE: INTRODUCTION

11 Background of the Study

The operating environment in which the present organisations operate is never static; it is
dynamic and constantly changing. Organizations therefore need to understand the nature
of the business environment both domestic and global in order to establish their strategic
position. Factors that cause dynamism in the business environment could be as a result of
socio-cultural. political, economic and legal aspects, that if a firm does not understand
well, could pose a threat to its long term survival. On the other hand, these factors can

create a barrier to entry into any market if not well understood.

Globalization imposes business challenges and reshapes the business world. Strictly
domestic companies are forced to face potential overseas market and multinational
organisations are rethinking their practices to develop new operational patterns,
combining scale of production, low costs and flexibility around the world. (Betrand and
Azevedo, 1999; Hamel and Prahalad. 1985: Barney, 1997; among others). According to
Levitt (1983), Yip (1995), Bhartlett and Ghoshal (1989), Hout et al, (1982), among
others, globalization is the set of transformations faced by companies as a consequence of
the contemporary phenomenon constituted by the empowerment of transnational
organizations, information technology evolution, increasing flows of capital,
merchandise, and data across national borders and the tendency of the world market

homogenization.



Most developing countries face challenges brought by voluntary emigration of
professional skills due to economic and demographic pressures as alluded to by Hatton and
Williamson (2000); globalization that has lowered the impediments to mobility of all forms
of capital: and the integration countries for example the East Africa Community (EAC)
and other trading blocs like COMESA have also necessitated the movement of
professionals across border. These factors pose a lot of challenges to the professional
regulators especially with regards to balancing between regulation and ensuring value

addition to members for retention motives.

Highly regulated professions like accountancy with strict country specific regulations
create barriers to entry and establishment of professionals who are not members of
professional associations of whichever country they relocate. Professional regulators
must therefore develop appropriate strategies for global positioning to enable them

remain competitive and relevant in light of these changes in the external environment.

1.1.1 Global Strategy

Global strategy as defined in business an organization's strategic guide to globalization.
Levitt (1983) and Yip (2003) define global strategy as one particular form of
multinational enterprise (MNE) strategy that treats countries around the world as a
common, global marketplace. On the other hand. Peng (2006) defines global strategy as a
strategy of firms around the globe, which is firms’ theory about how to compete
successfully. Peng’s definition explicitly incorporates both international (cross-border)
and non-international (domestic) firm strategy, building on the argument that what is

international and what is domestic may become increasingly blurred.



A global strategy is appropriate for industries where firms are faced with strong pressures
for cost reduction but with weak pressures for local responsiveness. Therefore, it allows
these firms to sell a standardized product worldwide. Although in most cases fixed costs
are a substantial outflow, these firms are able to take advantage of scale economies and
experience curve effects, because they are able to mass-produce a standard product which

can be exported.

According to Pearce and Robinson (2007), awareness of the strategic opportunities faced
by global corporations and of the threats posed to them is important to planners in almost
every domestic industry. Understanding the myriad and sometimes subtle nuances of
competing in global markets or against global corporations is rapidly becoming a
required competence of strategic managers. To create a successful global strategy,
managers must first understand the nature of global industries and the dynamics of global

competition.

Key to note is that a sound global strategy should address the questions: what must be the
extent of market presence in the world's markets, how should a company build the
necessary global presence, what must be the optimal locations around the world for the
various value chain activities and how should a company run global presence into global
competitive advantage? In most cases, global strategies require firms to tightly coordinate
their product and pricing strategies across international markets and locations, and

therefore firms that pursue a global strategy are more often highly centralized.



1.1.2 Global Positioning Strategies

Global positioning strategy can be defined as a marketing strategy that aims to make a
brand occupy a distinct position, relative to competing brands, in the mind of the
customer in the international market. Arnold (2003) states that the process of establishing
presence in an international market is a difficult one, which many companies still identify
as an Achilles' heel in their global capabilities. He alludes that entering a new country-
market is very like a start-up situation, with no sales, no marketing infrastructure in place,

and little or no knowledge of the market.

Global brand management need to understand how various markets compare on these
issues in order to determine how best to manage a brand globally. Determining
commonalities and differences in business strategy, brand expression and marketing
provides insight into the extent to which organization’s policies and activities regarding
the brand diverge, as well as the causes and rationale for divergence. Doing the same for
the situational factors, the brand perception and the brand recognition provides an
understanding of the extent to which the brand is perceived differently across markets,
and what causes the differences. A complete analysis offers brand management an
appreciation of the core elements of the brand, as expressed and perceived around the
world. This type of information forms the basis for shared strategizing and planning for
the branding process by global and regional brand management. Decisions regarding
brand extensions, harmonization, rejuvenation, portfolio rationalization, alliances and

acquisitions depend on a thorough understanding of a brand and its environment.



ICPAK’s vision to ‘be a globally recognized accountancy institute’ places upon it the
burden of brand identification in the global market. Visibility and impact of the CPAK
and ICPAK brands requires intensive brand marketing and strategic arrangements that
ensures recognition of these brands as strong brands with regards to valuable skills of its
members. Accountancy is a highly regulated profession with country specific rules which
in many instances have created barriers to entry and establishment for foreign
professionals. Specific strategies adopted by ICPAK for global positioning must therefore
address the aspects of regulation in order to create value- add opportunities for its

members and the Institute as a whole.

1.1.3 Accountancy Profession in Kenya

The Accountancy profession in Kenya is regulated through the Accountant’s Act,
Chapter 531 of the Laws of Kenya. The Act was enacted in 1977 and brought into being
three bodies that is, ICPAK. KASNEB and RAB. Successful review of the Accountants
Act in 2008 to rationalize the regulatory structure saw the disbandment of RAB thereby
reducing the bodies to two. The profession is a highly valued in Kenya due to the nature
of the duties offered by accountancy professionals in financial management which is
critical in corporate governance with regards to resource allocation and stakeholder

wealth maximization.
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Besides the services of accountants, accountancy work also entails auditing which
primarily concerns ascertaining that resources have been allocated to intended causes and
there are no misappropriations on stakeholders’ funds. Internal auditing activities which
is regulated by the Accountancy laws, evaluates risk exposures on governance, operations
and information systems to ascertain effectiveness and efficiencies in operations and
systems and safeguard of resources in accordance with company policies, regulations

and contracts.

Accountancy work has elicited a lot of public interest over the years because of the
perceived central role it plays in governance related matters to the extent that there has
been a lot of discredit placed on it whenever there are misappropriation of funds, abrupt
liquidation and bankruptcy in organizations. Because of this dynamic role and safeguard
of public interest, stringent regulation is therefore necessary to ensure that the prescribed

standards of practice are continuously enhanced and upheld.

Players in the market include the ‘Big Five Audit Firms' that is, Ernest and Young,
Deloitte and Touche. KPMG, Price Waterhouse Coppers and PKF firms. There are also
small and medium sized firms owned by individuals that offer accountancy services. The
profession also boasts of a sizeable number of professionals that are not in the practicing
business but whose services are engaged by employers both in private and public sectors

of the economy.



In Kenya, the profession has two main regulators; ICPAK which is incorporated in Kenya
and Association of Certified Chartered Accountants (ACCA) which is a London based
regulator. Members of ICPAK are examined by Kenya Accountants and Secretaries

National Examination Board (KASNEB) while ACCA examines its members directly.

1.1.4 Institute of Certified Public Accountants of Kenya

The Institute of Certified Public Accountants of Kenya (ICPAK) is the professional
organization for Certified Public Accountants Kenya and is responsible for development
and regulation of the Accountancy Profession. ICPAK was established through the
Accountants Act (Cap 531) of 1978 and given the mandate to promote standards of
professional competence and practice amongst its members; promote the international
recognition of the Institute; advise the Kenya Accountants and Secretaries National
Examination Board on matters relating to examination standards and policies; and to
advise the Minister on matters relating to financial accountability in all sectors of the
economy. Since establishment, ICPAK has strived to enhance its contribution and that of
its members to national economic growth and development on matters of financial
accountability and governance. Growth in membership has been tremendous over the

years which presently stand at about 9,000 with a sizeable percentage working overseas.

Among the accountancy institutes in Africa, ICPAK is ranked third after South African
Institute of Professional Accountants (SAIPA) and Institute of Certified Public
Accountants of Nigeria (ICPAN) mainly due to greater membership base in the two
institutes but it is ranked first on representation in international standard setting bodies

because of its greater numbers of its representation compared to other institutes in Africa.



As a result of its affiliations with other accountancy umbrella bodies like Pan African
Federation of Accountants (PAFA) and International Federation of Accountants (IFAC),
representation on standard setting boards and associations with other institutes,
recognition of the Institute has grown over the years to the level that it has become one of

the highly recognized accountancy institute in the world.

Membership to the Institute is granted after successful completion of CPA qualification
examined KASNEB the only professional accountants examining body recognized in
Kenya. Members of ICPAK are categorized into three that is, full, associate and fellows
of the Institute. Full membership is granted to a professional accountant that has worked
either as an accountant or auditor for three years while the associate membership is
granted to anyone who has completed CPAs but has not gotten the three years minimum
practical experience required for full membership award. ICPAK fellows are those that
have been recognized by the Institute for the tremendous contributions they have made to
the accountancy profession in Kenya either as trainers, advisors or standard development.

Fellows are chosen by members during the Annual General Meeting (AGM).

In a bid to ensure that members remain abreast with the current trend in the accountancy
profession, ICPAK is committed to continuing professional development of its members
through continuous trainings. This is in response to the requirement by International
Education Standards (IESs) prescribed by the International Federation of Accountants

(IFAC) for its member bodies.



1.2 Research Problem

Global positioning strategies are the marketing strategies that aim to make a brand
occupy a distinct position, relative to competing brands in the global market. Many well-
known and successful brands have found themselves using multiple positioning strategies
around the world. Still many brands can continue to thrive without rationalizing the
diverse positioning strategies, but advantages exist for brands that tackle the issue for
example, a global positioning strategy facilitates the implementation of a global
communication strategy, even if customization and adaptation is needed for specific
markets. Ultimate positioning is about how organizations want consumers to perceive
their products and services and what strategies they would adopt to reach the perceptual
goal. Global positioning strategies have become increasingly common with multinational

companies as they seek to gain competitive advantage in the international market place.

ICPAK's vision to ‘be a globally recognized accountancy institute’ places upon it the
burden for brand identification in the global market place. Visibility and impact of the
CPAK and 1CPAK brands require intensive brand marketing and positioning for
recognition with regards to valuable skills of members. Increasing economic integration
and globalization in world economies have increasingly facilitated the movement of
accountants beyond the local and regional borders thereby raising issues on the regulation
of professionals so as to maintain professional ethics and prescribed standards in
discharge of duties. Accountants being highly regulated professionals with country
specific rules in many instances have encountered barriers to entry and establishment in
foreign countries. Development of competitive global positioning strategies is therefore

critical for ICPAK as a regulator to address this global challenge.



Several studies have been carried out with regards to global marketing and positioning
strategies by various organizations in the global market place. Olbara (2011) focused on
targeted marketing as a competitive strategy adopted by Standard Chartered Bank,
King'ola (2011) looked at the information system usage for operational effectiveness for
multinational oil marketing firms in Kenya. Muthoni (2010) looked at strategic responses
to global competition by Kenya Tour operators. Her conclusion was that they employ
various strategies ranging from restructuring, investment in ICT, enhancing training and
development programs for staff and forming alliances with regards to distribution,
marketing, human resources sharing, and public relations among others as strategies to
counter the challenges posed by global competition. Ireri (2010) on the other hand looked
a the market positioning strategies practiced by pharmaceutical firms marketing
medicine in Nairobi and concluded they use varied strategies ranging from relationship

marketing, e-marketing, green marketing practices among others to remain competitive.

Other studies are those of Waime (2010) who looked at the marketing oriented strategies
adopted by Kenya Airways Limited in foreign markets, Kerubo (2009) who looked at the
strategies for competitive advantage in global trade with a concentration to KTDA,
Asumbwa (2011) who looked at the strategies used by Equity Bank Limited Kenya in
international expansion and Muthinja (2008) who did a survey on the hedging strategies

used in managing transaction risk exposure in international trade.
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While these research studies looked at the various strategies for global positioning by
various organizations with regards to global expansion and globalization impacts, the
student is not aware of any research study done as regards the strategies adopted by
professional regulators with a specific regard to ICPAK to manage the challenges faced
in the light of professional skills transfer or to entrench itself in the global market place, a
gap that this study seeks to close. This paper sought to answer the question; what are the
Global Positioning Strategies adopted by ICPAK as it positions itself in the global market

place?

1.3 Research Objectives

The objective of the study was to establish the various global positioning strategies

adopted by ICPAK as it positions itself in the global market place.

14 Value of the study

Competitive global positioning strategies are imperative to the realization of competitive
advantage. Development and implementation of effective global strategies is therefore
necessary if ICPAK is to realize its vision to become a globally recognized professional
accountancy Institute. This research study aimed at identifying the gaps that exist
between the global positioning strategies adopted by ICPAK and what is considered
effective positioning strategies. The gap identified should help ICPAK improve on its
strategic development and implementation processes so as to engage all the stakeholders
in the realization of its vision. Other organizations will also have an opportunity to leam

from ICPAK and possibly develop effective global poisoning strategies.



CHAPTER TWO: LITERATURE REVIEW

2.1  Introduction
This chapter presents a review of literature on past studies on global strategy and global
strategic management with respect to global positioning strategies adopted by

multinational companies in the wake of globalization.

2.2 Global Strategy

The concept of global strategy is not new to the 21l century organization as well as to
authors. It is a term that has been in existence for close to three decades when Perlmutter
(1969) distinguished between the geocentric, polycentric and ethnocentric approaches to
multinational management. Global Strategy is a shortened term that covers three areas:
global, multinational and international strategies. Pearce and Robinson (2007) define
globalization as the strategy of approaching worldwide markets with standardised
products. They emphasized that global markets are most commonly created by
consumers that prefer low priced, standardized products over high priced, customised
products and by global corporations that use their worldwide operations to compete in

local markets.

Multiple perspectives have been fronted as to what approach an effective global strategy
should take. The enthusiasm brought about by this has led to conceptual ambiguity about
what it really means. According to Hout et al, (1982) a global strategy is appropriate for
global industries which are defined as those in which a firm’s competitive position in one

national market is significantly affected by its competitive position in other markets.

12



They further emphasized that “effective global strategy requires the approach not of a
hedgehog, who knows only one trick, but that of a fox, who knows many” . Hamel and
Prahalad (1985) concur and recommend a broad product portfolio, with many product
varieties so that investment on technologies and distribution channels can be shared.

However. Levitt (1983) fronts a single standardised product strategy.

Kogut (1985) on the other hand states that a global strategist is a nimble footed athlete
who wins through flexibility and arbitrage. He creates options so as to turn uncertainties
of an increasing volatile global economy to his own advantage. He emphasizes multiple
sourcing and production’s shifting to benefit from changing factor costs and exchange
rates or arbitrage to exploit imperfections in financial and information markets as

superior global strategies.

Bartlett and Ghoshal (2002) states that, to create a successful global strategy, managers
must first understand the nature of global industries and the dynamics of global
competition. A well-designed global strategy can help a firm to gain a competitive

advantage.

2.3 Global Positioning Strategies

Global Positioning Strategies are the various approaches to establishing a strong brand in
the global market. Establishing a presence in the global marketplace is a difficult task that
faces many firms, Arnold 2003. According to Malhotra, et al, (2003) the choice of

foreign market strategy is a cmcial part of the internationalization process for firms.

13
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The entry- strategy a firm chooses to position itself in a foreign market has major
influences on the extent to which the firm capitalizes on market potential and on the
strategic control it has over market development. Each brand is responsible for the
execution of its strategic focus by creating a constant stream of innovative and inspiring
products and generating communication strategies that represent itself and category in an
engaging and compelling way. Some of the global positioning strategies adopted by

various organizations for their brands are as discussed below;

2.3.1 Brand Development
The overall strategic goal of this strategy is to achieve qualitative, sustainable growth by

building desirable brands in customers’ and consumers’ perception. Brand development
involves a plan to improve the performance of a particular product or service. To become
a global brand producer, firms must realize the fact that branding strategy is an important
source for sustainable competitive advantage (Gordon, et al 1993, and Kumar, et al
2003). According to Kohli and Thakur (1997), possessing a strong brand is a key success

factor for companies pursuing global marketing strategy.

The main difference for a brand is based on the uniqueness of the brand name and easier
to be associated with something good for example; Federal Express’s hame success is
associated with speed, reliability and comfort to its customers (Keller, 2003). He further
alludes that, creating an attractive image and linking it with a unique brand name will
contribute to an absolute differential for a brand for example; McDonald has succeeded
in creating a unique image among its fans, by offering quality foods, good services,

cleanliness, value to consumers and comfort.

14



Further, Chauthuri and Holbrook (2001), states that to be the best in the industry’, it is
very important for the firm to apply continuous evaluation and control to its main asset-
its brand in terms of its recipe, name, trademark, image, packaging, and overall value of
the brand. Additionally, consumer confidence on a brand is the core to forming brand
loyalty. The process of confidence building on image of a particular brand is based on the
experience of ownership and usage of the brand (Delgado & Munuera, 1999, 2005).
Thus, consumers’ experiences will influence the direct assessment on the brand. They
further affirm that total satisfaction will build customers’ trust on a brand. This is because
it is the main indication to brand performance, which is consistent in fulfilling all those
promises communicated through its commercial, in addition to guarding personal interest

and individual welfare.

3.3.2 Focus on the Consumer
The consumer is the heart of everything an organization does. Without deep

understanding of the consumer, it is difficult to meet their expectations. According to
Engel, et al. (1986), consumer behavior are those acts of individual directly involved in
obtaining, using, and disposing of economic goods and services, including the decision
processes that precede and determine these acts. Consumer is the most important person
as the business revolves around him. Operations of any organization must be geared
towards obtaining a good understanding of its target market in terms of what products to

offer, the price to charge and the promotional techniques to apply.
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Market segmentation and targeting are key concepts on the consumer focused positioning
strategy. It is the process of dividing a market into different homogenous groups (Elrod
and Russell. 1982). Those groups tend to react differently to different marketing mix
variables and therefore different strategies and value delivery options are required to
establish successful comprehensive value chain management (Goller and Kalafatis,
2002). The Immense importance of market segmentation resulted from the virtual reality
of the differences in the consumers (Howaldt and Mitchell, 2007). Consumers of a
product or service are no homogeneous group and it is the fact that every consumer has
individual needs, preferences, resources and unique behavior (Matzler & Hinterhubcr,

1998).

The problems faced by the producers are that it is totally impossible to provide different
types of goods for different consumers. Therefore they group the market into
homogenous clusters and segmentation is the most viable way to do it (McDonald and
Dunbar, 2004). However, successful organization converts these difficulties as
opportunities and use market segmentation as a perfect weapon to establish suitable
value chain management and gaining the momentum and competitive edge (Howaldt and

Mitchell, 2007).

Segmentation is without any doubt a good business tools but there is no single way to
segment the market (Abratt. 1993). There are four basic ways to segment the market for
example geographic, demographic, psychographic and behavioral segmentation.

Geographic segmentation consists of the variables like region, country size and density.

16



Demographic segmentation consists of variables like age, gender, family size, family life
cycle, income, occupation, education, religion, race and nationality. Psychographic
segmentation comprises of variables like social class, lifestyle and personality. Finally,
behavioral segmentation consists of variables like purchase occasion, benefits sought,
status, usage rate, loyalty, readiness state, attitude towards product among others (Kotler

& Armstrong, 2009. Hunt & Arnett, 2004 and Wedel & Wagner, 1999).

Customer focused strategies enhances communications capability of the organizations
with its customers and the corporation becomes well informed about what customers
wants from them (Anderson, et al. 1994). Therefore the organization can create such value
chain management which is according to the customer preference and has the chance to

fulfill customer expectations (Verma et al., 1999 and Waller et al., 2000).

3.3.3 Brand architecture and differentiation
The architecture of a brand outlines the various messages to communicate the promise

and the essence of the destination brand. It attempts to signal the destination’s values and
positioning and increasingly tend to stress more emotional than functional benefits. It
signals what the destination can deliver using a five stage approach which includes; the
choice of the destination brand name, graphics such as logos and visual symbols,
description of what the destination is all about, clarification of the destination’s emotional
and functional benefits and the brand history. This strategy pertains to the organizing
structure of the brand portfolio, (Aasker and Joachimsthaler. 2000) and defines the
number and roles of brand names that a company uses for its range of products and target

market.
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Differentiation is regarded as one of the core principles of marketing theory and practice.
The near universal exultation is "thou shalt differentiate” (Fulmer and Goodwin, 1988;
Levitt, 1980; MacMillan and McGrath. 1997) - with a clear implication that markers
should be judged on how well they differentiate their brands. Differentiation makes a
brand an imperfect substitute with other brands so buyers of the brand are more loyal, and
therefore its customer base is more secure. This makes the brand less susceptible to the
activities of the competitor's brands; when a competitor lowers price, brands that are

more differentiated are thought to lose fewer customers (Caves and Williamson, 1985).

The marketing literature explicitly emphasizes that the differentiation has to be perceived
by customers as different (Ries and Trout 1986) and must be valued (Carpenter et al.,
1994; Kotler. et al. 1996, Reeves 1961). The valued difference does not have to be a
material product feature. Rather, it may be symbolic, emotional, or even quite trivial
(Broniarczyk and Gershoff 2003). Folgers “flaked coffee crystals” is an excellent

example of this (Carpenter, et al. 1994).

The accepted view is that differentiation is a widespread, but not always adopted strategy
that is implemented with varying degrees of success (Porter 1980). This means that some
brands are more differentiated than their competitors. However, Sharp and Dawes (2001)
argue that differentiation, while a pervasive aspect of modern markets, is largely a market

characteristic.
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Competitive brands within a market are similarly differentiated, with predictable (small)
asymmetries between small and large brands. For differentiation to succeed, a brand must
be perceived as different in order to win market share that is. customers must have a
reason to start buying the brand, to maintain a market share and brands must be much
differentiated to maintain customer loyalty and be less sensitive to competitors’ actions in

order to realize greater profitability.

3.3.4 Leadership in product innovation and differentiation
Product innovation is the development of new products, changes in design of established

products, or use of new materials or components in the manufacture of established
products. According to Schumpeter (1934), product innovations comprise the creation of
a new good which more adequately satisfies existing or previously satisfied needs. He
further states that product innovations include the creation of completely new products,

which provides a monopoly position to the innovator.

Product innovations provide consumers with a variety of products within a particular
industry, rather than a homogenous product that characterizes purely competitive
markets. The welfare-enhancing benefit of product differentiation is the greater variety
of products available to consumers. An organization’s ability to respond to changing
demands is a key factor for attaining success in global markets (Regmi and Gehlhar
2005). Cooper (2000) examines product innovation in terms o f ‘newness’ of the product
in two dimensions; ‘new to the company’ and ‘new to the market’ products. New to the
company products activate companies to achieve process innovations that aim at cost

reductions and risk minimization and incremental product innovations.
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On the other hand, a new to the market product is the first of its kind on the market,
which closely refers to a ‘radical innovation' with successful market implementation. He
identifies six categories of newness in product innovations which include; new to the
world products which are the first of their kind and that create an entirely new market;
new product lines, that are not new to the market place, but are quite new to the
company; additions to the existing product lines, that are new items to the company, but
fit within an existing product line of the company; improvements and revisions to
existing products that are replacements of existing products in a company’s product line
with improvements in performance and perceived value; repositioning which entails new
applications for existing products and retargeting of old products to new market segments
or for different applications and cost reductions which include new product designed to
replace existing products in the line with similar performance and value but lower cost,

which also involve significant process innovations.

3.3.5 Integrated Marketing and Communication Leadership
Integrated marketing is a step towards an inclusive approach in achieving efficiency by

synergy. By definition, it involves the merging of distinct communication functions in a
way that allows an organization to speak with “bne voice, one look” (Fitzerpatrick,
2005). By Integrated Marketing Communication, consumers learn who makes the
product, for what purpose it stands and links the brand to people, place, events and
experiences. Integrated Marketing Communication enhances company’s ability to reach

the right customer with right message at the right time and right place.
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Sisodia and Telrandthe (2010) states that Integrated Marketing and Communication is a
promotional tool along with other marketing mix components that is used to gain
competitive advantage over competitors since it ensures the highest level of consumer
satisfaction by knowing the right touch points. It is a data driven approach using outside-
in thinking focused on identifying consumer insights using both on and off-line channel
strategy to develop a stronger brand- consumer relationship. It is thus the voice of
marketing creating brand awareness, delivering information, educating the market and
making a positive image of the company.

3.3.6 Extending brand reach and appeal through strategic partnerships
According to Hitt et al (2006), strategic alliance technically falls under cooperative and
collaborative strategic actions formulated for both business level strategies as horizontal
and vertical complimentary alliances for expansion motives. They are defined as
cooperative strategies in which firms combine some of their resources and capabilities to
create a competitive advantage known as collaborative or relational advantage which is
pursued in a mutual basis by the participating firms. Strategic alliances have also been
termed as strategic coalition (Porter and Fuller, 1986) and strategic network (Jarillo,
1988). Hitt et al (2006) alludes that strategic alliances have been acknowledged as one of
the most common approach to global positioning because it provides a safe ground for
reducing risks, improving organizational learning, achieving strategic flexibility as a
competitive capability and increasing market share and power as well as positioning by
decreasing the intensity of competition. Parise and Henderson (2001) agree that
globalization and international markets’ uncertainties and challenges have made strategic

alliances as a strategic necessity that is no longer considered as an option.
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CHAPTER THREE: RESEARCH METHODOLOGY
31 Introduction

This chapter provides a discussion into the methods and techniques used in the study. It
discusses the research design especially with regards to the choice of the design used. It
also discusses data collection methods as well as data analysis and presentation methods

for the data collected.

3.2 Research Design

The research adopted a case study as its research design. Thomas (2011) defines case
studies as analyses of persons, events, decisions, periods, projects, policies, institutions,
or other systems that are studied holistically by one or more methods. It is also a method
of learning about a complex occurrence, based on a comprehensive understanding of that
occurrence obtained through extensive description and analysis of it taken as a whole and

in its context.

This research design was chosen because of its holistic and comprehensive approach to
study and therefore considered by the research student as the most appropriate for this
research since at allows for an in-depth study onto a particular problem within a limited

time frame.
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3.3 Data Collection
Primary qualitative data was collected using interview guide technique which was
developed by the researcher depending on the researched questions. The interview guide

was administered to fifteen (15) managers and assistant managers at ICPAK.

The choice of the method was due to its exploratory of meanings, motivation and
experiences of the research participants regarding global positioning strategies at ICPAK.
Secondary qualitative data was evaluated by looking at reports documented by ICPAK on

related subject.

3.4 Data Analysis
Data collected from the study was analyzed using data content analysis in order to
establish findings. Key was objectivity, reliability, validity, generalizability and

explicability.

Content analysis involves the systematic analysis of the content rather than the structure

of collected data in establishing the objective and obtaining relevant information as

required in the research study.
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CHAPTER FOUR:DATA ANALYSIS, RESULTS AND DISCUSSIONS

41 Introduction
This chapter presents the data collected using the interview guide (refer to appendices) and

analyses them in order to come up with the research findings Due to the descriptive nature of
this research, the researcher conducted an empirical analysis of the data by identifying and
creating categories, themes and patterns revolving around Global Positioning Strategies

adopted by ICPAK.

4.2 Demographic Information
The research targeted a sample of fifteen managers and assistant managers at ICPAK of

whom majority responded positively to the interview guide making a response rate of
73% as shown in the table 1 below. This response rate was good and representative as
alluded to by Mugenda and Mugenda (1999) stipulation that a response rate of 50% is
adequate for analysis and reporting; a rate 0f 60% is good and a response rate of 70% and
over is excellent. Additionally, the researcher found out that most of the respondents have
been working in their respective functions for variable time spans. From the responses,
majority of the respondents have been in ICPAK for between 1and 3 years, a period that is
sufficient for one to obtain understanding of the operations of the organization, making the
researcher confident that they know the work environment well enough to give reasonable

opinions on issues relating to the subject matter of this research.
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Table 1. Response Rate

Management Level Target Respondents Response rate
Sample Interviewed
Managers 6 6 40%
Assistant Managers 9 5 33%
Total 15 n 73%
Researc ler

4.2.1 Position of the respondent at ICPAK
The study sought to establish the position of the respondents at ICPAK. Of those

interviewed; 40% were managers from various functions at the Institute while 60% were
assistant managers as shown in the table 2 below. This shows that the respondents were
well informed about the topic of study for the research given that they are concerned with

the strategic development and implementation of the strategies at ICPAK.

Table 2: Position of the respondent at ICPAK

Position of Respondent Frequency Percentage

Managers 6 40%

Assistant Managers 9 60%

Total 15 100%
Researcher
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4.2.2 Respondents familiarity with the topic of study
When prompted about how familiar they are with Global Positioning Strategies Adopted

at ICPAK, most of the respondents were affirmative. Out of the eleven ICPAK staff
members who responded to the questionnaires. 95% of them were positively familiar
with global positioning strategies adopted by ICPAK while 5% were not quite familiar
with those strategies. Those who were familiar with the strategies gave the reasons that
made ICPAK consider going global and the various strategies that the Institute has
adopted in order to entrench its presence in the global arena thereby affirming the

existence of the global positioning strategies.

4.3 Global Positioning Strategies Adopted by ICPAK
The 95% of the respondents who alluded to the existence of global positioning strategies

at ICPAK mentioned that the Institute has used various global positioning strategies to
entrench her presence in the global market place. Among the strategies mentioned were
the signing of recognition agreements with other Accountancy Institutes so as to enable
for the recognition of conformity and skills assessments, increase in the number of
representation in the standards making body (IFAC), membership in African Umbrella
body of Accountants (PAPA) and other regional accountancy bodies for example APSEA
and opening of branches in international market. While the 95% agreed that the strategies
mentioned above were appropriate for ICPAK to realize its mission of being a “Globally
Recognized Accountancy Institute’, 80% of them mentioned the signing of Recognition
Agreement as single most used strategy that the Institute has used to globally position
itself due to the fact that since its adoption, the Institute has been able to enhance its

presence in the global market.
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The respondents also mentioned the factors that ICPAK has considered while adopting
these strategies as; the global trends in the accountancy profession, the presence of its
members in the global market place, demand from members for professional recognition
thereby the need to market the brand, adding the Kenya's voice in the development of the
International Financial Reporting Standards (IFRS) and International Standards of
Auditing, cost and availability of resources and appropriateness of the strategy in terms of

congruence with the professional image that the Institute is keen to portray.

Additionally respondents were asked whether ICPAK assesses the adequacies and
appropriateness of the global positioning strategies it has adopted. Majority of the
respondents agreed that assessments are done and reported on during the management
and quarterly committee meetings who then inform the governing Council accordingly.
This therefore portrays the conscious effort by ICPAK in the assessments and
realignment of strategies in the light of changes in the global market in order to remain

competitive.
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44  Countries in which ICPAK has been able to position itself

Respondents were also asked to mention the countries that ICPAK has been able to
position itself and the factors that motivated the choice of those countries. Those
interviewed and who filled the interview' guide mentioned Rwanda, Uganda. Tanzania,
England, and South Africa among those countries. They also noted that the factors that
have motivated the choice for these countries as the underdevelopment of the
accountancy profession in the third world countries like Uganda, Tanzania and Rwanda
hence enabling potential market to many of its members and the vigor to develop the
profession in those countries. On the other hand, the choice for England was informed
due to the huge presence of membership or Kenyan Accountants in this country' who

demanded for the recognition of their skills in the England's development agenda.

The other factors mentioned that have necessitated the choice of countries arc the fact
that these countries have shown the willingness to accept and recognize the Kenya CPA
brand and accountant professionals and also the demand from members for global
recognition of their skills without any prejudice as to the country of certification.
Countries like Rwanda whose Accountancy Institute is at its formative stages also seek
for learning from the developed Accountancy Institute like ICPAK in order to be able to
develop itself. Among the issues that such countries look at is the regulatory framework,

the development of the members' assessment criteria among others to build themselves.
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CHAPTER FIVE: SUMMARY, CONCLUSIONS AND
RECOMMENDATIONS

51 Introduction

The chapter presents a summary of the data findings on the global strategies adopted by
ICPAK. The summary of findings is based on the specific objectives of the study. From
the analysis of the data collected, the following discussions, conclusions and
recommendations were made. The recommendations were based on the objectives of the

study.

52 Summary of the Findings

The study found that most of the respondents had been working at ICPAK for a period of
between one to three years a period the researcher considered sufficient enough for one to
obtain understanding of the operations of the organization, making her confident that they
know the work environment well enough to give reasonable opinions on issues relating to the
subject matter of this research. Most of the respondents were also familiar with the global
positioning strategies adopted by ICPAK and indicated that among them were the signing
of recognition agreements for conformity and skills assessments, the increase in the
number of representations at the standard setting boards, affiliations with the regional

umbrella bodies of accountants and setting of branches in the international market.

The study also found out that among the strategies outlined above, ICPAK has been able
to leverage on the signing of recognition agreements due to the mileage the strategy has
given the profession with regards to the recognition of the members skills and capacity in

order to develop their practice firms and offer their valued services around the globe.
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5.3 Conclusion

The overall objective of this study was to find out the various global positioning
strategies that have been adopted by ICPAK as it entrenches itself in the global market
place. Considering the research findings, the study concludes that the various strategies
that have been adopted by ICPAK in order to globally position itself are the signing of
the recognition agreements, the increase in representation on the standard making boards,
affiliations with other Africa umbrella of accountancy institutes and opening up of

branches in the international market place.

The research further concludes that the use of recognition agreements remains the most
used global positioning strategy at ICPAK due to the mileage it has given the Institute
with regards to recognition of the conformity assessments and members capacity for

professional practice in the global market place.

54 Recommendations
From the research findings and conclusions made, the researcher proposes the following

recommendations; that the global positioning strategies should be communicated to all
staff at ICPAK so that organization's effort is channeled towards their realization so that
strategy development and implementation is not only left for the key personnel at the
Institute. The staff should also be trained on how each of those global strategies work and
the reasons for appropriateness. Additionally, the researcher proposes for the
communication of the assessments results to members of the profession to enable them
contribute on how best they can be served in the international market since they are the

ones affected by the global trends.
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The study also recommends for benchmarking with the global positioning strategies
adopted by other Institutions in the professional regulation who have developed overtime
so as to be able conduct cross Institutes assessments and improve on its positioning
frameworks to gain a competitive edge. Benchmarking will also open to the Institute the

other possible global strategies that have worked in other places for it to compare with.

55 Areas for Further Study
The researcher suggests that a similar study should be done focusing on other

professional regulators who are faced professional skills transfer. This is due to the fact
that different regulators will employ different global positioning strategies to address the
challenges brought about by global skills transfer as this will result in the generalization

of the findings.

Secondly, the researcher recommends for a study on the assessments of the effectiveness
of the various global strategies adopted by firms so as to obtain assurance of their
competitive strengths and impact even as they addresses themselves to the challenges of

globalization impacts.

5.6  Limitation of the Study
A limitation in regards to this research was regarded as a factor that presented a

constraint in obtaining either adequate information or responses or if otherwise the
response given would have been totally different from the expectations by the researcher.
Among these were; some respondents refused to participate in the study as they were
skeptical about the findings being solely used for academic purposes. This brought about

the fear for victimization hence were not willing to participate.
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Time was a limiting factor as the researcher had to juggle between studies (research) and
normal duties at the work place. This sometimes led to deadlines not being met at the
workplace and those timings indicated by the supervisor. Some respondents who had
expressed willingness to participate in the study did not participate since they were either
away from the office during the earlier agreed times or if they were around, there were
pressing engagements that they had to attend to thereby cancelling the appointments with

the researcher.

The other limitation is due to the fact that this was a case study done on one professional
body hence the data gathered may be different from the strategies that would be or are
adopted by other professional regulators with regards to global positioning in the light of

challenges brought about by globalization.

5.7 Implications of the study on Policy, Theory and Practice
A lot of theory exists on the various global positioning strategies adopted by companies

in the global market place. These theories are however very general and not specific to
the accountancy industry. Competitive positioning strategies require organizations to
define how they differentiate their offerings and create value for the market. It is about
carving out a spot in the competitive landscape and focusing your company to deliver on
that strategy. Most multinational organizations in Kenya have adopted various

positioning strategies in the international market.
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This study outlines the need to coordinate the entire effort of the organization in order to
ensure effective implementation of global strategies. It also outlines the need for
communication during the implementation process and feedback on the assessments to all
stakeholders. ICPAK could therefore review the global strategies adopted with the input

of the recommendation from this study and improve on the shortcomings identified.

ICPAK being a globally recognized accountancy Institute in Africa with the largest in
Africa with representation at the standard development body (IFAC) should therefore set
pace in the implementation of competitive global positioning strategies not only in Kenya
but Africa as a whole. Successful coordination in the implementation of competitive
global strategies will therefore benefit both the accountancy profession in Kenya and the

region due to the shared learning

34



REFERENCES

Aaker, D. A. and Joachimsthaler, E. (2000). Brand Leadership. New York: The Free
Press

Abratt. R. (1993). Market Segmentation Practices O fIndustrial Marketers. Industrial
Marketing Management, 22, 79-84.

Anderson. Fomell & Lehmann. (1994). Customer Satisfaction, Market Share And
Profiability: Findings From Sweden. Journal Of Marketing, 58, 53-66.

Armold. D. (2003). Mirage O fGlobal Markets. How Globalizing Companies Can
Succeed As Markets Localize. 1lil Ed. Financial limes Press.

Asubwa, C. (2011). Strategies Used By Equity Bank Limited Kenya In International
Trade. Unpublished MBA Project, School Of Business, University O f Nairobi.

Bartlett, C. A. and Ghoshal, S. (1989). Managing Across Borders. The Transnational
Solution. Boston: Harvard Business School Press

Barney, J. B. (1997). Gaining And Sustaining Competitive Advantage. Massachusatts:
Addison- Wesley

Betrand, H & Azevedo, G. (1999). Will The Developing Countries' Companies Become
Global? A Study of Brazilian Case. Ilth International Meeting On Socio-
Economics, Madison, July 8-11

Broniarczyk. S. M. & Gershoff, A. D. (2003). The Reciprocal Effects OJ Brand Equity
And Trivial Attributes. Journal Of Marketing Research 40(May), 161-175.

Capenter. Glazier and Nakamoto (1994). Meaningful Brands From Meaningless
Differentiation. The Dependence On Irregular Attributes. Journal Of Marketing

Research 31 (August). 339-350.

35



Caves. R. E. & Williamson. P. J. (1985). What Is Product Differentiation Really? Journal
Of Industrial Economics 34(2), 113-132.

Cateora. P. R. & Graham. J. L. (2002). International Marketing. 11th ed. New York,
McGraw Hill Companies.

Charles W.L.H, Peter, H and Chan K. W. (1990). An Eclectic Theory ofthe Choice of
International Entry Mode. Strategic Management Journal. Wiley, USA

Cooper, R. G. (2000). Product Leadership: Creating And Launching Superior New
Products. Perseus Books. Cambridge, MA.

Doole. I. & Lowe. R. (2001). International Marketing Strategy. London,

Elrod, T. & Russell. S.W. (1982). An Ernperical Evaluation O fAggregation Approaches For
Developing Market Segments. Journal O fMarketing, 46.65-74.

Engel. J. F,, Kollal, R. D. & Milliard. P. W. (1986). Consumer Behas'iour. 51IEd., Hinsdale 111: Diyden
Press.

Fitzpatric, K. R. (2005). The Legal Challenges O fIntegrated Marketing Communication. Journal 01
Advertising. Vol. 34.4,93-102.

Fulmer. W.E. & Goodwin. J. (1988). Differentiation Begin With The Consumer. Business 1lorizons
((September- October). 58-63.

Ghoshal. Sumantra and Nohria, N. (1993). Horses For Causes: Organizational Forms
For Multinational Corporations. Sloan Management Review, Winter: 23-35
Goller, S. A., and Kalafatis, S. P. (2002). A New Research Agenda For Business

Segmentation. European Journal Of Marketing, 36(1-2), 252-271.
Hamel, Gary & Prahalad. (1985). Do You Really Have A Global Strategy? Harvard

Business Review, July- August: Pgs 139-148

36



Herring. R. J. (1983). Managing International Risk. Cambridge: Cambridge University
Press

Hitt. M. A.. Hoskinson and Ireland. (2006). Management O f Strategy: Concepts And
Cases. International Student Edition. Thomson South Western.

Hunt. S. and Arnett, D. (2004). Market Segmentation Strategy, Competitive Advantage
And Public Policy: Grounding Segmentation Strategy In Resource Advantage
Theory. Australian Marketing Journal, 12(1), 7-25.

Hout. T. Porter, M. E. & Rudeen, E. (1982). How Global Companies Win Out. Harvard
Business Review. September- October: Pgs 98-108

Howaldt. K. & Mitchell. A. (2007). Can Segmentation Ever Deliver The Goods? Market
Leader, 36 (Spring).

Ireri, N. N. (2010). An Investigation Into Market Positioning Strategies Practised By
Pharmaceutical Firms Marketing Medicine In Nairobi. Unpublished MBA
Project, School Of Business. University Of Nairobi.

Jarillo, J. C. (1988). On Strategic Networks. Strategic Management Journal, Vol. 9, No. 1
(January- February. 1988), 31-41.

Jeannet. J. & Hennessey, D. (2004). Global Marketing Strategies. Boston, Houghton Mifflin.

Kaloki. W. A. (2010). Managing Strategic Alliances Between Church World Services
And Community Based Organizations In Kenya; Unpublished MBA Project,
School Of Business, University Of Nairobi.

Kapferer, J. (1999). Strategic Brand Management: Creating And Sustaining Brand

Equity Long Term. London: Kogan Page.

37



Keegan, W. & Schlegelmilch, B. (2001). Global Marketing Management - A F.uropean
Perspective. London, Prentice Hall.

Keller, K. L. (1998). Strategic Brand Management: Building, Measuring And Managing
Brand Equity. Upper Saddle River, New Jersey: Prentice- Hall.

Kerubo, R. P. (2009. Strategies For Competition In Global Trade, A Case Study Of
KTDA. Unpublished MBA Project, School Of Business, University O f Nairobi.

King'ola, J. M. (2011). Information Systems Usage And Operational Effectiveness O f
Multinational Oil Marketing Firms In Kenya. Unpublished MBA Project, School
Of Business, University Of Nairobi.

Kogut, B. (1985). Designing Global Strategies: Comparative And Competitive Value
Added Chains. Sloan Management Review, Summer Pgs 15-28

Kotabe, M. & Helsen, K. (2001). Global Marketing Management. NY, John Wiley and
Sons

Kotler, Arg. Leong. and Tan (19%). Marketing Management- An Asian Perspective. Prentice- Hall.
Singapore

Laforet, Sylvie & Saunders (1999). Managing Brand Folios: Why Leaders Do What They Do. Journal
Of Advertising Research, 39 (January/ February), 51-66.

Levitt, T. (1980). Marketing Success Through Differentiation OfAnything. Harvard
Business Review (January- February), 83-91.

Levitt, T. (1983). The globalization O f Markets. Harvard Business Review, May-June:
Pgs92-102

Macmillan. 1 C. and McGrath, R. G. (1997). Discovering New Points O f Differentiation.

Harvard Business Review 75, 4 (July- August), 133-141.

38



Malhotra, N. K., Agarwal, J. & Ulgado, F. M. (2003). Internationalization and entry
modes: A multi theoretical framework and research propositions. Journal
of International Marketing. 11 (4), pp. 1-31.

Mascarenhas. B. (1982). Coping With Uncertainty In International Business. Journal Of
International Business Studies. Fall Pgs 87-98

Matzler, K. & Hinterhuber. H. H. (1998). How To Make Product Development Projects
More Successful By Integrating Kanos Model O f Customer Satisfaction Into
Quality Function Deployment. Technovation, 18(1), 25-38

McDonald. M & Dunbar, I. (2004). Market Segmentation: How To Do It. How To Profit
From It. Oxford: Elsevier

Mugenda, O. M and Mugenda, A. G. (1999). Research methods: Quantitative and
Qualitative Approaches. Nairobi: Acts Press

Muthinja, M. M. (2008). A Survey O fHedging Strategies Used In Managing Transaction
Risk Exposure In International Trade. Unpublished MBA Project, School Of
Business. University Of Nairobi.

Muthoni, G.K. (2010). Strategic Responses To Global Competition By lour Operators in
Kenya', Unpublished MBA Project, School Of Business, University Of Nairobi.

Ohmae. K. (1985). Triad Power- The Coming Shape O fGlobal Competition. New York:
Free press

Olbara. C. J. (2011). Target Marketing Strategy And Competitive Advantage By Standard
Chartered Bank. Unpublished MBA Project, School Of Business, University Of

Nairobi.

39



Parise. S. & Henderson, J. C. (2001). Knowledge Resource Exchange In Strategic
Alliances. IBM Systems Journal, Vol. 40, No. 4, 2001.

Peng. M.W. (2006). Global Strategy. Cincinnati, OH:South-Western Thomson.

Pearce I, J. A. and Robinson, Jnr. B. R. (2007). Strategic Management. Formulation,
Implementation And Control. New York: Irwin/ McGraw-Hill.

Perker. B. (1998). Globalization And Business Practice; Managing Across Boundaries.
London: Sage

Perlmutter. H. (1969). Internationalization Of Multinational Corporations. Models O f
Managing Globally. A Published Research Paper.

Perlmutter, H. V. (1969). The Tortuous Evolution Of The Multinational Corporation.
Columbia Journal Of World Business. January- February Pgs 9-18

Porter. M. (1990). The Competitive Advantage O fNations. London: Macmillian

Porter. M. E. (1980). Competition Strategy; Techniques For Analyzing Industries. lhe
Free Press, New York

Randolph, B. (1990). When Going Global Isn't Enough. Training In Multinational
Organizations. The Magazine For Human Resources Development. V27 N8 Pgs
47-52

Regmi & Gelhar, (2005). New Directions In Global Food Markets. Economic Research
Service O f The United States Department O fAgriculture. Agriculture Inlormation
Bulletin Number 794,

Reeves, R. (1961). Reality In Advertising. Knopf Alfred A. Inc. New York

Ries, A. & Trout, J. (1986). Positioning The Battle For Your Mind. McGraw-Hill Inc,

New York

40



Robinson, R.D (1978). International Business Management. A Guide To Decision
Making. Illinois: Dryden Press

Rutenberg, R. (1982). Multinational Management. Boston: Little Brown

Sharp. B. & Dawes, J. G. (2001). What Is Differentiation And How Does It Work?
Journal Of Marketing Management 17, 739-759.

Schultz. D. E. (2003). The Next Generation Of Integrated Marketing Communication.
Interactive Marketing, Vol. 4 No. 4, 318-319

Schumpeter, J. A. (1934). The Theory Of Economic Development. Harvard University
Press, Cambridge. Massachusetts

Sisodia. S. & Telrandhe, N. (2010). Role Of Integrated Marketing Communication In
Modern Indian Business. Researchers World. Journal Of Arts Science And
Commerce, Vol. 1,134-138

Thomas, G. (2011). A Typology For The Case Study In Social Science Following A
Review O f Definition. Discourse And Structure. Qualitative Inquiry, 17, 6, Pgs
511-521

Verma, Thomson and Louviere (1999). Configuring Service Operations In Accordance
With Customer Needs And Preferences. Journal Of Service Research, 1 (3), 262-
274.

Waller. Debholker and Gentry (2000). Postponement. Product Customization And Market
Oriented Supply Chain Management. Journal Of Business Logistics, 21 (2), 133-
61

Wedel, M. & Wagner, A. K. (1999). Market Segmentation: Conceptual And

Methodological Foundations. Boston: Kluwer Academic Publishers

41



Waime. J. G. (2010). Marketing Oriented Strategies Adopted By Kenya Airways Limited
In Foreign Markets. Unpublished MBA Project, School Of Business, University
Of Nairobi.

Wamukoya. M. D. (2008). Change Of Foreign Entry Strategies For Global Firms. A
Case Study O f Ericsson Kenya. Unpublished MBA Project, School Of Business,
University O f Nairobi.

Yip. G. S. (1995). Total Global Strategy. Managing For Worldwide Competitive
Advantage. London: Prentice Hall, New Jersey

Yip. G. (2003). Total Global Strategy Il. Upper Saddle River, NJ: Prentice Hall.

42



APPENDICES

Appendix I: Introduction letter

LETTER OF INTRODUCTION
Alice A. Onono,

P.O. Box 17308 00100
Nairobi.

Cell +254 738938938

To Respondent,
I am a post graduate student at the University of Nairobi conducting a research on
“Global Positioning Strategies Adopted By ICPAK as partial fulfillment ot the

requirement of degree of Master of Business Administration.

Being one of the respondents, 1kindly request you to respond to the interview guide 1he
information requested is needed purely for academic research purpose and will therefore

be treated with utmost confidentiality.

Your assistance in completion of this interview guide will be highly appreciated

Thank you.

43



Appendix 11: Authority from the University to collect data

UIIIViRSITV OF HAIROBI
SCHOOL OF BUSINESS

Mba programme

Telephone ('20-2059162 PO_ Bfn TO197
Telegrams "Vir*ftyr, Nairobi Nairobi, Kenya
Telex 22095 Vmity

DATE

TO WHOM IT MAY CONCERN
The bearer of this letter A'f-vetf Ari> n 00" rJ-

Registration N O ...... .

is a bona fide continuing student in the Master of Business Administration (MBA) degree
program in this University

He/she is required to submit as part of his/her coursework assessment a research project
report on a management problem. We would like the students to do their projects on real
problems affecting firms in Kenya. We would, therefore, appreciate your assistance to
enable him/her collect data in your organization.

The results of the report will be used solely for academic purposes and a copy of the same
will be availed to the interviewed organizations on request.

Thank you.

IMMACULATE OMANO
MBA ADMINISTRATOR
MBA OFFICE, AMBANK HOUSE
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Appendix I11: Interview Guide

Global Positioning Strategies Adopted by ICPAK

INTERVIEW GUIDE
1 Which department are you currently working in? ...

2 How long have you been working in the department stated above?
3. Are you familiar with Global Positioning Strategies at ICPAK?.....

Explain

4. Which global positioning strategies are adopted by ICPAK in order to realize its

vision to be a Globally Recognized Accountancy INStITUtE?......cccoeiiiiiineiciniicee
5. Do you consider the strategies adopted in (4 above) to be appropriate?.......cccccevvvnnene

Explain

6. Inchoice of a global strategy, what factors does the Institute consider.

7. Does the ICPAK assess the adequacies and effectiveness of those global strategies?...

Explain

8 Among the global strategies adopted, is there a single most optimal strategy lor the

N S U 2. ettt nnnne

Explain

, irpAic  has been able to position
9. Which are the countries that

(=1 TR
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10. What motivated the choice of country in (9) above?

Thank you for your participation!
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Appendix IV: ICPAK letter granting request to collect data

Institute of Certified Public Accountants of Kenya.
CPA Centre. Ruaraka. Thtka Road

P 0 Bo* 59963 m00200 Nairobi. Kenya

Tel (020) 2304226/7. 8068570/1

Mobile: (+254) 727531006 /733856262 /721469796
Email: icpak@icpak.com

Drop in bo* no 164 Revlon Professoral Piaza

July 3, 2012,

Alice A. Onono
P.0 Box 17308 00100
Nairobi

Dear Alice Onono

SUBJECT: REQUEST TO CARRY OUT RESEARCH AT ICPAK

This is in response tc your request to carry out aresearch project at Institute of Certifkr] Public
Accountants of Kenya (ICPAK) on the subject below

from your request, we understand rhat you 'ike to carry out a research at 'CPA-. bit'!
therefore you want to administer an question.".:;},rc/interview to s»aff on the subject Glcbal

Positioning Strategies adopted by ICPAK'

Wi- further understand that this research project is a partial fulfillment of MBA studies at u-.

University of Nstrob

We have considered your request and are pleased to advice that the request has been granted
on the following conditions;

i The findings will be used purely for research purposes and therefore ihan not be
published in the press or other publications without prtor approvals from iCP*f. mr O
you will not disclose any matter regarded as confidential in the process o< carrying out

research

Yours sincerely,

Eveiyne Maingi

Manager, Hurnar. Resources

m jecounUncv Institute
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