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Abstract 

Post independent Kazakhstan has seen the emergence of many companies in the form of small 
and medium size businesses. Contrary to the practice in the western world of business, where 
strategy development is a logical and expected practice, post-Soviet-era way of doing business in 
Kazakhstan is completely different. Companies are started without the initial steps that are usual 
in the western world of business. Heads of businesses rely mainly on their own intuition and 
experience in the running of the businesses, without recognizing the need to develop any 
documents (strategy) that will have the inputs or contributions of the business to serve as a guide 
for the future of company. 

This study tries to bring forward the need for the recognition of strategy as a tool in achieving 
the tops for the businesses in Kazakhstan. After learning different companies’ strategy successes 
(such as Panasonic and others) we attempted to reveal the main factors which will benefit the 
strategies of the companies in their long-term success. As an example for the study we observed 
the works, success activities, and further development of the language school, “Regent 
Calderdale” (RC) which has a very rich experience in its field, moreover, and a very good 
reputation in the market. It already has a long list of partners from countries like Canada, the 
UK, the USA, and Malaysia etc. Company keeps expanding the area of their companions all over 
the world. Moreover, the company seeks for the new areas it could invest and become even more 
profitable in the market. We are confident that the present work will develop a new outlook on 
the business by introducing the novelties the managers of the company could implement in order 
to make the business blossom. 

  

 Key Words: Strategy, Market-based approach, Business-based approach, Hunan Resource-
based approach, Technology/ IT, Operational, Small and Medium Scale Business. 
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INTRODUCTION 

1.1 Problem description 

Unlike the classical model of business formation basing on the capital concentration, the small 
and medium businesses (SMB) emerged in Kazakhstan mainly on the ruins of the privatized, 
once pervasive governmental properties.  

In the first part of the 1990s the discussion concerning the strategic planning in respect to the 
Kazakh companies did not have any value. In the conditions of a total dominancy of a disaster, 
political instability, governmental loss of the control over any processes in the country, deepest 
system crisis, some lucky ones could quickly build up considerable personal fortunes and the 
same quickly vanish. The most opportune area of personal enrichment was the finance-banking 
sphere which completely separated from the real economical sector. The crisis was highly 
recognized by the companies of different industries (machinery, food production, textile, shoes 
etc). Traditional technological chains that were nurtured over the years were torn; governmental 
orders were to the lowest notch; enterprises were left with no turnovers, and the most part of the 
employees were sent to the administrative unpaid leave.  

Apart from the listed objective factors there were the subjective reasons that negatively 
influenced the possibility to use the strategic planning. Who was the new businessman of a 
“middle class”? The major part of the SMB that time consisted of so-called directory corpus. 
Rapid privatization resulted in transformation of ex-directors of the governmental enterprises 
into sole masters. Usually they were people who were well-qualified in technology, who gained 
precious practical experience in organizing the production in the environment of the central 
governmental planning. However, they were not prepared for the new conditions of the market 
economy either psychologically, or professionally.  

Becoming the owner, the ex-public director easily comprehended that the aim of the enterprise is 
profit; and immediately, he started selling off the organizations of a social value, simultaneously, 
pleading on the difficult situations in the country.  

By the mid-1990s it had become harder to make quick money. Thinking based on “hit-or-miss” 
chances, unreasonable risk and gambling style became a failure. Evolution of the competitive 
environment also made the behavior of Kazakh entrepreneurship change.  

One of the most vital shifts has become the ability of the SMB to obtain the strategic thinking, 
i.e. understanding that in the framework of the contemporary business the tactic of instant profit 
has exhausted itself. Therefore, there is a need for strategic planning.  

Some businessmen tend to go further in their strategic plans and try to find their place in the 
financial- industrial group, though reserving their sovereignty. Others prioritize in mastering the 
new niches in the new markets (performing not only in the neighboring regions, but the market 
of the CIS countries). The third group of businessmen assumes the need in diversification of the 
manufacturing and service.  

All the businessmen agreed on the importance of the marketing strategy which helps see the new 
markets’ opportunities, find new customers/consumers, improve the quality of 
production/service.                      

In order to succeed, today a lot of companies have to have several good strategies thoroughly 
developed and appropriately implemented.  
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From the first sight, the upcoming unpredictability makes the long-term strategic planning 
impossible; however, the reality is contrariwise, since the peculiarities of the contemporary 
market economy turn the strategic planning to the most important factor that defines the 
conditions of business’s survival and development. 

Talking about strategy, we emphasize that we are not only speculating about the long-term 
perspective. For instance, a simple long-term plan can be built based on the extrapolation method 
(the process of constructing new data points), where the main tendencies of company 
development of a definite period of time are extrapolated. Though, this kind of method is 
possible only in the environment of a relatively stable economy. Nowadays the qualified changes 
(that could or must happen in this time period) should be counted in the long-term planning.  

When we read the books, monographs, articles etc. about management, there is a perception that 
their works are targeted only in the big corporations. Indeed the technique of the strategic 
planning is an expensive business; and big companies are able to take significant expenses to 
form a strategy, e.g. to employ personal marketing departments, apply to authoritative scientific 
centers, consulting companies, pay the service of international auditors. But we also need to 
remember that these giants were small companies when they started. Such companies like Coca-
cola, Panasonic, and IKEA etc. turned into international corporations which are supporting the 
economy of not only their own country of origin but the economies of their countries of stay.  

However, there are much more difficulties with the strategic planning when we refer it to the 
SMB. On one hand, the strategic management is a peculiarity of more mature market relations. 
On the other hand, the models of the market economy and the structural positions of this or that 
business are versatile; therefore, there cannot be any unique strategy suitable to all companies.           

Undoubtedly, SMB in Kazakhstan as well as in other countries is to implement a very important 
social function- it is a major employer. Owners and qualified employees of such businesses 
compose the middle layer which is a social support for the market economy. We cannot 
underestimate the tax payments of the SMB which are the significant part of the republican, 
regional and local budgets. Consequently, the government institutions are interested in this field 
development. According to the National Strategy 2030, a particular consideration is given to the 
SMB; it is assumed that the arena for the SMBs is opportune, though a lot of measurements that 
were undertaken are still not enough.  

Meanwhile the creation and development of the SMBs in the RK is super important since the 
country is striving to enter the WTO.  

Enormous range of work was done to research the sphere of SMB and strategy development. In 
their works Porter, Eisenhardt, Quinns and many others repeatedly presented that irrespectively 
to the type of business strategy of the company is a “torch” that leads the company to the light. 
The Russian and Kazakh researchers like Dostiyarova A., Popov Yu., Tugut M., Zhuplev, 
Khlyustov V. join to these assumptions by making analogous summaries about the need for 
strategy in order to ensure proper life activity of the organization.  

Despite the huge impact of the practitioners and theorists in trying to deliver the essence of the 
strategy at different stages of the company development, the reality brightly shows that in the 
range of cases the instrument of strategy remains unused or simply is kept in the archive shelves.    
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1.2 Research question 

To increase the understanding of the necessity of business strategies in small and medium-sized 
businesses in the field of language tutoring, we shall focus our thesis on answering the following 
question:  

Research question: How can strategies be recognized and developed for the competitiveness of 
small and medium scale language school businesses? 

The above question has become very relevant because, the usual practice of running SMB in the 
RK does not consider the input of strategy development which will be necessary if they want to 
become multinational. By answering these research questions using RC as unit of analysis, we 
will prove the need and the approaches of strategies that are needed for the sustainability of SMB   
language schools in a competitive market in RK.   

1.3 Research objective 

The term strategy is applicable to different types of situations with the main purpose of 
formulating ideas and activities that will guide an individual or a group of people into beneficial 
end. In business terms, the main reason for devising any form of strategy is for the business to 
become more competitive in its industry of operation. With this in mind, the objectives of this 
study are:  

 To investigate the necessity of strategy development by the language school 

 Determine the current strategy approach employed by the language school 

 Conduct an analysis of the business environment of the language school by considering 
the perceptions of customers, staff, and competitors 

 Propose an appropriate strategy that could enhance the competitiveness of the language 
school and which could be extended to education related small and medium scale 
enterprise 

These objectives therefore call for a thorough review of the literature on business strategies of 
leading names in business strategy development such as Michael E. Porter, Yeun J. Cheah, and 
K. Eisenhardt.  

1.4 Process and De‐limitation 

According to Cheah (2002), there are seven strategies that can be applied in corporate setting of 
business. They are: business, information technology (IT), financial, technology, human 
resources, marketing, and operational strategy approaches. 

According to Porter (1996), to ensure a sustainable strategic position there must be strategic fit 
of activities which must be developed over a period of time.  

In this study we intend to employ only the strategic approaches that produce strategic activities 
that already exist in RC for strategy development and utilization. 

Therefore, the approaches that we have determined as being feasible for the formulation of 
strategies are human resources, IT and technology, business, marketing and operational strategy 
approaches. An in-depth  investigation of the afore mentioned approaches will contribute to 
strategy development process that could be applicable to other small and medium scale language  
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school businesses in the language school sector which can in turn plunge them onto the global 
scene.  

1.5     Thesis’ Structure 

The  structure  of  this  thesis  is  consistent  with  the  determined  objectives  and  research 
methodology and it is divided into 7 chapters.  

Chapter 1 Gives the introduction of the whole paper. It outlines the purpose of the work, the 
research questions which are going to be discussed throughout the thesis, the 
description of the problem in the field. 

Chapter 2 Provides the theoretical issues of the studied subject. It gives the analysis of the 
literature and the researches that were held and are relevant to the study we were 
making. 

Chapter 3 Discusses the methodology which was used to conduct the research of the present 
work. 

Chapter 4 Outlines the results that were received in the process of the research.  

Chapter 5 Presents a thorough analysis the empirical of results. 

Chapter 6 Presents conclusions and discussions, and the implications of the study. 

Chapter7 Lists the sources which were used in the process of the research, and the 
appendixes. 

 

1.6 Overview of the education structure in the Republic of Kazakhstan 

The  structure  of  education  in  Kazakhstan  is more  or  less  the  same  as  in  the world  (see 
Figure  1).  In  2010 Kazakhstan  became  the  participant  of  the Bologna  convention  on  the 
education.  This was  the  result  of  a  swift  restructuring  process  in  the  field  of  education, 
which has taken place since the late 1990s.  

According to the Agency of the Statistics of the RK (AS), about $5,112,427.00 was spent on 
education in 2011. In the same year there were 3,755,077 people studying in educational 
institutions.   

Nowadays  the  knowledge  of  the  foreign  language  has  become  not  an  advantage  but  the 
vital necessity due to several reasons: 

- after  gaining  the  independence  in 1991, Kazakhstan has  received a number of 
foreign  investment  flows,  and  for  more  than  20  years  these  flows  are  still 
growing. The learning of foreign languages becomes very topical, because there 
is an urgent need in the qualified personnel;  

- the  quality  of  local  universities  is  remaining  poor,  so  there  is  an  endeavor  to 
study  abroad,  which  means  to  have  a  good  level  of  foreign  language,  usually 
English; 

- open economy. According to the AS, in 2011 the rate of export was 148,5% (USD 
88272,6mln),  whereas  the  import  rate  was  121,9%  (USD37940,1mln).  Which 
means  that  Kazakhstan  has  a  very  tight  connection with  the  foreign  countries 
and the language of conducting business with them is usually English.  
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- tourism.  AS  showed  that  in  2011  375923  people  left  the  boundaries  of 
Kazakhstan for tourism.  

- migration.  After  the  collapse  of  the  Soviet  Union  there were  several waves  of 
migration  from Kazakhstan. The most massive  cases were  in  the end of 1980s 
and  in  1990s  and  within  the  last  9  years  397767  people  migrated  from 
Kazakhstan,  which  means  that  the  majority  of  these  people  used  language 
schools to learn basics in order to have opportunity to communicate with people 
in their new place of stay.    

 

   

 

 

 

 

 

 

 

 

 

 

 

 

Figure1. Structure of Education in the RK 
Source: www.stat.kz, 2012 

 

Due to the reasons discussed above there was an urgent demand of having the classes of 
foreign languages in the RK. Unfortunately, the exact number of private language centers is 
impossible to be calculated since the AS doesn’t give any statistics concerning this subject. 
But we  shall  assume  that  out  of  all  institutions  dealing with  the  educational  service,  the 
field of our research takes of about 16%.    

1.7 Business Activities of Regent Calderdale. 

The company was founded by a family couple in 1996. The legal owner of the company is 
Dr.Sayat Imadiyev. Initially the business managerial processes were led only by the owners, with 
a technical assistance of office-managers that were mainly in charge of timetabling the teachers 
and contacting the students of the language school division. When the internet industry started its 
rapid development in the beginning of 2000s, it became very essential for the companies to have 
their sites available online by the users. The company needed in a full-time or part-time web-
programmer to run all the processes connected with the site maintenance and timely updating.  

Step 1 Pre‐school 
kindergartens 

(6133 schools in the RK) 

Step 2 Schools 
(mandatory)/Lyceums 

(8016 schools in the RK) 

Colleges (voluntary) 

(494 colleges in the RK) 

Step 3 Bachelor  

Step 4 Master 

Step 5 Doctoral Candidacy 

(voluntary) 

(146 universities in the 
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Big changes took place in 2008, when owners of the center realized they would need operational 
help from the appointed managers, who were decided on to be taken from the current teachers of 
the language school division 

. 

 

 

 

 

 

 

 

 

 

 

Since then managers has become the key essential participants of the processes in the centre. 
With the help of their assistants, they put a lot of effort to conduct the work of three main 
divisions of Regent Calderdale. Because the staff is not very big (only 33 people which is the 
average number of employees within four years 2008-2012 see Figure 2) the employees are 
frequently involved into the operations of other divisions.  

Activities of the Various Fields of Strategy in RC (Source: Website and Own research)  

Operations  

1. Employment of effective teaching methodologies. 

2. Effective Tracking mechanism of students’ progress abroad. 

3. Actions controlling teaching sessions to ensure quality teaching. 

4. Survey of students to assess performance of performance of teachers in class. 

Business  

1. Provision of effective individual training in English language to children and adults by 
employing modern Cambridge and oxford methodologies. 

2. Prepare students for TOEFL, IELTS, GMAT and GRE exams that lead to students gaining 
admission in universities and MBA schools in English speaking countries. 

3. Offers assistance in vocational counseling and consultation of all questions connected to 
foreign education. 

4. Offers Kazakh, Russian, English language tuition. 

5. Study and training abroad at A-level, Foundation, Pre-master, Master, MBA, and Executive  
programs. 

Owner of the Centre 

Accountancy 

Language 
School 

Education 
Abroad 

IT 

Real Estate in 
Cyprus 

Management 
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6. Study and training abroad in English-speaking countries such as UK, USA, Australia, Canada, 
Malaysia, New Zealand and Malta. 

Marketing  

1. Conduct market performance metrics surveys. 

2. Conducting of education abroad fairs 

3. Advertize in print media and flyers 

4. Weekly English club function 

Human Resource   

1. Competent branch directors 

2. Skillful Office managers 

3. Experienced Teachers 

4. Skillful administrative staff 

Technology  

1. Website designing 

2. Technology for tracking progress of students abroad   

Information Technology (IT) 

1. Employed in the tracking of the progress of students studying abroad. 

2. Use of skype services 

3. Aligned IT with business activities for efficiency. 

Financial  

1. Real estate investment in Cyprus 

2. Re-investing profit in the language school infrastructure and equipment.  

 

Categorization of RC’s Activities under various Strategic Approaches (Source: Own 
Research) 

Business 

1.Teaching 
Environment/Materials 

2. Locations 

3. Price 

Human Resources 

1. Teacher quality 

 

 

 

Marketing 

1. Reputation 

2. Advertisement/Marketing 

 

 



 14

Information Technology (IT) 

1. E-learning 

Operations 

1. Teaching quality 

2. Good Administrative 
services. 

Technology 

 Business and IT enabler 

 

Financial 

1. Investment in Cyprus 

2. Profits made readily available 
for investment in language school. 

  

 

Real Estate in Cyprus- it is the most recent division started in 2010. it is run by the owners of 
the company who have become the members of the Greek Estate Association. They sell and help 
to let the properties in the island of Cyprus.  

IT- is a very small division which has only one employed web-programmer. The RC also has a 
constant contact with the organization which introduces the technology maintenance. Managers 
and web-programmer look after the condition and the exploitation of the office machines; in case 
of any fault situations the center is in contact with the organization that sends a specialist to 
eliminate the fault. This part of the organization does not have any contact with the customers.  

Accountancy- as well as the IT division, this unit of RC has only one employed accountant who 
has been working for the center since it was started. The accountant is taking a free-lancing 
position, she comes to the office twice a quarter to pick up the documents for the reports and to 
bring them registered from the Taxation department. 

Owners are dealing with general bank operations, contract signing and money allocation.  

The center is also a co-founder of the Kazakhstan Association of Foreign Education Agencies 
(http://www.kaea.kz) , accredited by the British Council in the Republic of Kazakhstan, which is 
the guarantee of quality of educational programs. Every year more than 1000 citizens of the 
Republic of Kazakhstan apply to RC. The Center is the official Representative in the Republic of 
Kazakhstan of more than 250 Schools, Colleges, Universities and Business-schools of Europe 
and America. 

Being  a  small  company  RC  does  a  colossal  work  that  brings  a  very  good  profit  for  the 
personnel and the business itself (see Table1). 

Table 1 Financial Report of the RC Language School 2008-2011 
Source: Own research, 2012

  2008 2009 2010 2011 
Net Sales, USD 399880 409877 422173 433783 
Year to Year change,% - 2,5% 3,0% 2,8% 
Net profit, USD 181545 163746 183 645 179982 
EBITDA, % 58% 56% 55% 53% 
EBIT, % 56% 55% 53% 52% 
ROS, % 45% 40% 44% 41% 
ROI,% 61% - - - 
Investments, USD 300000    
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In  the present work we  shall  take  a  thorough  look  into  the work of  the  language  school 
division. 

2.  THEORY 
One of the key tools for the success of a company is the strategy it develops over the years. It is a 
thorough analysis for any company of the field it is going to perform in. This part of the thesis 
describes in details what the strategy is, what basic concepts that exist to its development, and 
the approaches that the authors believe to be the major ones in formulating the strategy of the 
language center, RC.  

2.1. What is Strategy? 

Historically the term “strategy” was mainly used in the war maneuvers by senior soldiers, 
Generals etc. But this meaning has become secondary in nowadays society. 

According to the Longman Dictionary (Bullon, 2003) strategy is: 

  Planned series of actions for achieving something. 

  Skill of planning the movements of armies in war.  

Recent decades saw the term strategy to be used widely as a term for business; therefore the 
former definition given by the dictionary has become more topical. A lot of works concerning 
strategy specifics and strategy development have been published. Below there is only a part of 
those definitions that contemporary theorists put forward. Even though the basic meaning of the 
term remains the same there are a lot of contradictions that exist. 

Michael Porter (2008, 1996) gives different definitions to the term: 

Strategy can be viewed as building defenses against the competitive forces or finding a position 
in the industry where the forces are the weakest.  

Strategy-to be distinct- is a thoughtful choice of activities range that will allow representing a 
unique case of creating values.  

Strategy is a creation of a unique and beneficial position, which determines a set of activity kinds 
as well as difference to a competition. For decades, according to Porter, this has been confused 
with operational effectiveness, which is the ability of companies to perform the same activities 
that their competitors are engaged in, but in a better way, which has engendered managerial tools 
and techniques such as total quality management, benchmarking, time-based competition, 
outsourcing, partnering, reengineering, and change of management. Although these tools and 
techniques produce successful operational outcomes initially, the gains in profitability are not 
sustainable because operational effectiveness alone is not enough to guarantee sustainable 
competitive advantage as they tend to be copied by rivals easily leading to competitive 
convergence. 

Both operational effectiveness and strategy are important to superior performance, but a 
company can outperform rivals only if it can establish a difference that it can preserve, in the 
form of greater value to customers or create comparable value at a lower cost or a mix of the 
two, so that it can charge higher average unit prices; or greater efficiency resulting in lower 
average unit costs thereby leading to superior profitability. This difference is achieved through 
the myriads of activities that a company engages in to create, produce, sell and deliver products 
and services to customers, such as calling on customers, assembling final products, and training 
of employees. These then make activities the basic units of competitive advantage. In contrast to 
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operational effectiveness which involves companies performing the same activities but in a much 
better way granting them temporal superior profitability, is strategic positioning which involves 
companies performing different activities from rivals’ or performing similar activities in 
different ways, rendering their strategies impossible to copy and a long term of competitive 
advantage. 

Strategy is an ideal selection of a company’s activities, analysis of what the company does and what the 
unique features are. 

Kathleen Eisenhardt (2001) in her works also presented her version of definitions for strategy as: 

Strategy is about being different. 

Patching is the strategy process by which corporate executives routinely remap businesses to changing 
market opportunities (Eisenhardt, 1999).  

James Quinn (1998, pp. 5-13) introduces strategy as “….the pattern or plan that integrates an 
organization’s major goals, policies and action sequences into a cohesive whole. A well-formed 
strategy helps to marshal to allocate an organization’s resources into a unique and viable 
posture based on its relative internal competencies and shortcomings, anticipated changes in the 
environment and contingent moves by intelligent opponents.”  

Kenneth Andrews (1998, pp. 51-59) states: “Corporate strategy is the pattern of decisions in a 
company that determines and reveals its objectives, purposes or goals, produces the principle 
policies and plan for achieving those goals, and defines the range of business the company is to 
pursue; the kind of economic and human contribution it intends to make to its shareholders, 
employees, customers and communities.” 

According to Hax and Majiluf (1996) strategy is a multi-headed monster and states nine different 
dimensions of strategy, which are the following: 

Determines and reveals the organizational purpose in terms of long-term objectives, action 
programs, and resource allocation priorities. 

Selects the businesses the organization is in or is to be in. 

Attempts to achieve a long term, sustainable advantage in each of its businesses by 
responding appropriately to the opportunities and threats in the firm’s environment, and the 
strengths and weaknesses of the organization. 

Identifies the distinct managerial tasks at the corporate, business and functional levels. 

      It is a coherent, unifying and integrative pattern of decisions. 

Defines the nature of the economic and non-economic contributions it intends to make to its 
stakeholders. 

It is an expression of the strategic intents of an organization. 

      It is aimed at developing and nurturing the core competencies of the firm. 

It is a means for investing selectively in tangible and intangible resources to develop the 
capabilities that assures a sustainable competitive advantage. 

If we look through the “strategy” concepts we will see that this term has a very variable meaning 
and, depending on which part of the business or life it touches the term happens to be adaptable 
to it. There is an assumption (Haugstad, 1999) that being so versatile, the term may be in danger 
of being exhausted of meaning and becoming meaningless.  
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Rumelt (1980, pp. 91-100) once mentioned that “The term strategy has been so widely used for 
different purposes that it has lost any clearly defined meaning. For our purposes a strategy is a 
set of objectives, policies and plans that, taken together, define the scope of the enterprise and its 
approach to survival and success. Alternatively, we could say that the particular policies, plans 
and objectives of a business express its strategy for coping with a complex competitive 
environment.”   

Now we identified that basically “strategy” is a document that has main statements which is used 
in business to make it grow successfully. Moreover strategy is more than just a document that 
every company needs to have and keep on the bookshelf. It is a tool of forming, planning, 
developing and achieving the goals of a company, which also includes the resources and aims of 
achieving, mechanisms of realization, indicators of aim evaluation and the control of its 
realization. Taking this concept into consideration, it is obvious that strategy cannot exist on its 
own; it is closely connected with the subsystems of the company, such as planning, organization, 
motivation, control and marketing. In the context of the present work we emphasize the 
significance of management control system (MCS) to provide a successful strategy 
implementation. It is usually considered through the long-term planning. Simply saying, if we 
compare a strategy with an engine of an automobile, which is the driving force of a vehicle, as 
the engine consists of a range of details like pistons, valves etc., strategy as well being an 
effective tool is impossible to perform without its supplementary parts. MCS can be compared 
with the tachometer that warns about the temperature, pressure, fuel expenditure in the process 
of implementing engine’s strategy- movement. MCS helps us execute strategy of an 
organization. 

From the definitions above we see that strategy definitely has an important role to play in a 
company. It definitely creates the following (Bhasin, 2010): 

Framework for the operational planning- channeling the decision-making and pre-
deciding processes to provide better understanding for the managers of where company 
could find the field to implement its goals. The better the definition of these areas the 
better will be the deployments of the resources. The planning makes the strategy 
actionable. It is very important because it reduces the uncertainty and lets the detailed 
actions to be advised (Yarger, 2006). 

Clarity in direction of activities- the clearer the direction defined in the strategy the more 
effective the business is. Strategists should realize that the general or too broad 
definitions are preferably to be avoided, instead it is better to use particular and concrete 
statements to stimulate the activity of the employees. In order to maintain alignment with 
strategic objectives, first and foremost, everyone in the company must know what the 
strategy is. People across business units and functions must be able to translate the 
strategy to their daily activities (Kalapanda, 2010). 

Increase organizational effectiveness- only necessary parts of the process should be 
involved. If we keep only essential resources in use the process reaches the biggest 
effectiveness.    

Personnel satisfaction- a talented manager understands one simple thing- if the 
personnel are satisfied with their working conditions the process and outcomes may 
exceed the expected results.    

We may conclude that strategy is definitely a significant tool in the successful running of a 
company. It gives the opportunity for every new business to clearly see their positions in the 
market and where they should “sail”.   
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2.2 Contemporary concepts of strategy development 

Since the primary goal of every company is to maximize profit (Keats, 2009 pp. 29), sustaining 
above-average profit performance is very paramount to the management of every company. The 
achievement of this goal by a company demands the development of a strategy that will ensure 
the company a sustainable competitive advantage over its competitors in the short and long 
terms.   

Strategic positions are derived from three unique sources of positioning, namely, variety-based 
positioning, access-based positioning, and needs-based positioning (Porter, 1996). Varieties-
based positioning is based on the variety of products and services that are available in the 
industry that a firm can apply its core competence of activities to manufacture or provide to 
customers rather than customer classifications. Access-based positioning stems from the need to 
meet a customer’s need in a peculiar way using a unique set of activities although their needs are 
not distinct from other customers. Access could be a function of customer geography or 
customer scale, or anything that demands a different set of activities to reach customers in the 
best way. Needs-based positioning involves meeting most or all the needs of a particular segment 
of customers by customizing different sets of activities to meet their different needs in the most 
effective way. 

According to Porter, selection of a given position does not guarantee sustainable competitive 
advantage, since a valuable position will attract the rival imitators who will try to reposition 
themselves to match the superior position or straddle it by seeking to match the benefits of the 
successful position while holding onto its existing position. And to preserve a competitive 
advantage, there will be a need to engage in the trading-off of activities that will lead to the 
trade-off of positions. Trade-offs involve choosing sets of activities over others because of 
incompatibility, and encourages only activities that produce a good lock of fits which drive out 
“re-positioners” and “straddlers”. Fit produces defense against a company’s strategic positions 
by creating a chain that is as strong as its strongest link. Fits occur in three orders, first to third 
order fits. First-order fits occurs when there is a simple consistency between each activity 
(function) and the overall strategy, second order fits occur when activities are reinforcing, and 
third order, when fits go beyond reinforcement to the stage of optimization level. And the more a 
company’s positioning   rests on activity systems with second-and third-order fits, the more 
sustainable they will be, because such systems by nature are very difficult to untangle from 
outside the company, hence becomes very difficult to imitate. 

To ensure a sustainable strategic position, there must be strategic fit of activities which must be 
developed over a period of time. Hence strategic positions should have a horizon of a decade or 
more, not a single cycle of planning (Porter, 1996). This brings to the fore the kind of managerial 
decisions that are taken in the short and long runs. 

There are a lot of approaches (see Figure: 2) that exist in the world that businesses use to develop 
their unique strategies. We shall pay special attention to the all areas because they are of core 
competence to RC and could produce a good fit for strategic positioning of RC based on Porter's 
concepts. The unit for our analysis, RC, is a potential future corporate entity, therefore we can 
comfortably choose the most crucial fields of approach for the strategy development. 
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Figure 2: Seven strategic fields of corporate strategy (Cheah, 2002) 

 
  

2.2.1  Marketing Strategy 

Nowadays it is extremely important for a business to know the level of competition against its 
products and services in the market of its operation. Operational effectiveness and strategic 
positioning are better initiated and developed when the forces that influence an industry’s 
structure in terms competition and profitability are well understood. Industry structure drives 
competition and profitability among companies. In his article The Five Competitive Forces that 
Shape Strategy published in 2008, Michael E. Porter listed the five forces as: 

Threat of new entrants 

The bargaining power of buyers 

The bargaining power of suppliers 

The threats of substitute products or services 

Rivalry among existing competitors 

These five competitive forces of competition influence every type of industry, differing in degree 
depending on the nature of their configuration within the industry, with the strongest competitive 
force or forces determining the profitability in the industry and becoming very essential in 
strategy formulation. However, these essential forces tend not to be easily detectable. But 
analyzing the industry structure for the formulation of sustainable strategic competition and 
profitability demands that the factors that influence each of the forces of competition be 
determined and defended against. According to Porter, it is the industry structure that drives 
competition and profitability, not whether an industry is emerging or mature, high-tech or low-
tech, regulated or unregulated. 
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The threat of entrants is influenced by the strength of existing barriers to entry and expected 
retaliation from incumbents in the industry, and must be given a considerable thought in the 
formulation of a viable strategy.  

The power of suppliers stem from their ability to charge higher prices thereby siphoning  
profitability from an industry, especially when competition among industry participants is strong 
with respect to prices and they cannot pass on the extra cost  to customers in their prices.   

As powerful suppliers tend to extract profits from industries through higher charges, so do 
powerful customers also strive to demand maximum value in terms of price and products from 
industries, bringing down industry profitability. Buyers become more powerful when they have 
negotiating leverage relative to industry participants, especially if they are price sensitive using 
their clout to pressure price reduction Porter (ibid). Price sensitivity increases a buyer’s desire to 
derive maximum of product value and price reduction, squeezing the profitability out of the 
industry.  

Substitutes tend to serve the same purpose as an industry’s product but in a different way, and 
their threat to an industry’s products is determined by the degree of ease of substitution. 
Therefore the closer the substitute is to an industry’s products the higher the threat to 
profitability, but could be lowered by creating a distance between substitute and industry’s 
product through product performance, marketing, and other means. According to Porter, the 
threat of substitutes is high if: (I) they offer attractive price-performance trade-offs to an 
industry’s products; and (ii) a customer’s cost of switching to a substitute is low. 

The commonest form of competition in an industry is the rivalry that exists among participants 
of an industry, and manifests itself in different forms such as price discounting, product 
introductions, advertising campaigns, and service improvements. According to Porter, rivalry 
limits the profitability of an industry to a degree that depends on the intensity of rivalry and the 
basis on which rivalry is made. 

From the above, a strategist who understands the concept of strategic positioning, operational 
effectiveness, and the five competitive forces that influence the profitability of an industry ,to a 
large extent, has the potential to be able to develop a formidable strategy against its rivals. 

Marketing Performance Metrics    

A market-based approach to strategy begins when we are examining the near environment and 
the company’s resources. For a company to have a good idea about the market conditions of its 
products or services, besides its financial performance metrics, it must also have an external or 
market-based view of its performance (marketing metrics). This gives the performance of a 
company relative to the external benchmarks of market growth, competitive pricing relative to 
product and service quality, and satisfying and retaining customers Best (2009, pp. 40).  

Market-based strategy is effectively developed by measuring and tracking marketing 
performance or marketing metrics:  

Market metrics measure a market with respect to current performance and profit impact. 
For example, a product or business’ relative market share is a market metric that assesses 
a business’ market share relative to the business’ three top competitors. Examples are 
market growth, sales growth, and market share rates. 

Customer metrics gauges a business or product in terms of its performance with 
customers. This includes customer satisfaction, customer retention, and net promoter 
score rates. 
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Competitiveness metrics indexes a business or product against benchmark competitors 
with respect to product performance, service quality, brand image, cost of purchase, 
customer value. This includes relative product performance, relative service quality, and 
relative customer value rates. 

With the above marketing metrics a company can evaluate performance relative to its customer 
loyalty and retention for an idea about how to enhance its market strategy formulation. 
According to Best (2009 pp. 39), “not attracting new customers during a period of market 
growth simply means a business will have to work harder and spend more to regain its previous 
market share. It will need a sizeable expense to quickly attract a large number of new 
customers”. 

Marketing Strategies and Marketing Profitability  

Also, to gain more insight into the development of marketing strategies designed to grow 
profitability, the product or customers can be recognized as unit of analysis so that the different 
aspects of net marketing contribution could be evaluated. Net marketing contribution (NMC) is 
the gross profit minus the marketing expenses incurred to produce it. Any proposed marketing 
strategies must have a NMC that exceeds the current NMC for it to increase a business’ net 
profit, hence, serves as a check on the number of fundamental marketing strategies a business 
can employ. Some of these strategies that grow the profitability of a business are: market growth, 
market share, customer revenue, cost reduction, advertising, and channel strategies. Advertising 
and cost reduction strategies are very important to RC, as a language school, for it to be 
competitive. 

Market growth strategy: Although it is challenging to many businesses, it is the means by which 
many businesses grow their customer base by creating market demand to enhance profitability. 
To increase profitability, many businesses use marketing strategies to hold customer share while 
attracting new customers into the market. 

Market share Strategy: This is the most commonly used marketing strategy for increasing 
revenue and profit by developing strategies those results in high market penetration.  

Customer revenue strategy: This strategy is normally applied in mature markets, where a firm 
already has a strong share position and it is unprofitable to grow market demand. It involves 
concentrating on existing customers’ needs so as to develop marketing strategies that will add 
value to existing products which will require increased average cost per unit and the higher price 
that can be attained. 

Cost reduction strategy: By lowering the variable cost per unit, a company can grow its profit. 
For example, by lowering transportation and cost of sales on commission, a firm can reduce its 
variable cost per unit and increase margin per unit. 

Advertising strategy: A firm can employ advertising strategy to improve the profitability of its 
marketing efforts. With a prior knowledge of the expected customer response, advertising can be 
employed for brand-building, interest-arousing, and motivating-action communication. Interest-
arousing adverts seek to motivate target customers, while motivating-action adverts stimulate 
target customers.  

 2.2.2  Human Resource Strategy 

During the 1980s, the principal developments in strategy analysis focused on the link between 
strategy and the external environment- Michael Porter’s analysis of industry structure and 
competitive positioning- neglecting the link between strategy and the firm’s resources and skills.  
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However, in recent years, there has been a resurgence of interest in the role of the firm’s 
resources as the foundation for a firm’s strategy (Grant, 2001). 

With advances being made at different fronts such that, at the corporate strategy level, theoretical 
interest in economies of scope and transaction costs have focused attention on the role of 
corporate resources in determining the industrial and geographical boundaries of the firm’s 
activities (Teece, 1980). And at the business level, explorations of the relationships between 
resources, competition, and profitability include the analysis of the competitive imitation (Cliffs, 
1984), the appropriability of returns to innovations (Rumelt,1984), the role of imperfect 
information in creating profitability differences between competing firms (Barney, 1986), and 
the means by which the process of resource accumulation can sustain competitive advantage 
(Dierickx and Cool,1989). All these contributions together amount to what is referred to as “the 
resource-based view of the firm”. 

In his article ‘The Resource-Based Theory of Competitive Advantage: Implications of Strategy 
Formulation’, Grant (2001), proposes a five-stage procedure framework for a resource-based 
approach to strategy formulation. They are:  

Analyzing the firm’s resource base; appraising the firm’s resources’ capabilities; selecting a 
strategy; and extending and upgrading the firm’s pool of resources and capabilities. A practical 
outline of the framework is as follows: 

Identify and classify the firm’s resources. Appraise strengths and weaknesses relative to 
competitors. Identify different opportunities for better utilization of resources. 

Identify firm’s capabilities: What can the firm do more effectively than rivals? Identify 
the resource inputs to each capability, and the complexity of each capability. 

Appraise the rent-generating potential of resources in terms of: (a) their potential for 
sustainable competitive advantage, and (b) the appropriability of their returns. 

Select a strategy which best exploits the firm’s resources and capabilities relative to 
external opportunities. 

Identify resource gaps which need to be filled. And invest in replenishing, augmenting 
and upgrade the firm’s resource base. 

Grant concluded that the resources and the capability of a firm are the central considerations in 
formulating a strategy, and that, they are the primary constants upon which a firm can establish 
its identity and frame its strategy, and also are the primary sources of the firm’s profitability.   

Prominent among a firm’s resources is its human resources and the strategic management of it is 
very essential for a firm to remain very competitive. The role that human resource management 
may play in allowing a firm to remain competitive has been increasingly recognized by scholars 
and practitioners alike in the last few years (Flood et al., 2008). With the world leaning towards 
knowledge-based economy, human resource systems are becoming an important source of 
competitive advantage in both manufacturing and service industries, therefore demanding 
adoption of correct practices in areas of human resource selection, job design, performance 
appraisal, compensation or development for business to gain competitive advantage (Bae and 
Lawler, 2000). Instead of deploying individual practices on a stand-alone basis, the adoption of a 
system of mutually reinforcing human resource can be strategically beneficial in the market-
place by causing a firm to gain access to valuable, scarce, imperfectly imitable and difficult to 
substitute human resource system (Wright et al., 1994; Barney and Wright, 1998). 

According to Becker and Huselid (1998), taking a resource-based view of the firm by adoption 
of individual human resource practices is less likely to comply with the requirements of being 
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scarce, valuable, imperfectly imitable and difficult to substitute than the adoption of a system of 
mutually coherent practices. Taking a behavioral perspective, the implementation of human 
resource practices as a set of mutually reinforcing policies allows the business to avoid the 
detrimental effects that may arise from an isolated implementation of potentially contradictory 
human resource practices (Pfeffer, 1998). 

Human Resource Systems 

Numerous studies have proposed conceptually derived typologies or empirically based 
taxonomies of human resource systems. Included in the first group are the make and buy human 
resource systems proposed by Miles and Snow (1984), the work harder, work smarter and work 
differently human resource systems intimated by Schuler and Jackson (1987a), the input control, 
behavior control and output control human resource systems used by Snell (1992), the 
commitment, productivity, compliance and collaboration human resource systems conceived by 
Lepak and Snell (1999), and Lepak, et al., (2002), and the bureaucratic, professional, market and 
flexible human resource systems described by Verburg et al., (2007). 

The second group comprises the control and commitment human resource systems recognized by 
Arthur (1992, 1994), the administrative and human capital enhancing human resource systems 
pointed out by Youndt et al., (1996), and the traditional and innovative human resource systems 
put forward by Ichnowski et al., (1997) 

There are other groups of studies that are focused on the dimensions of human resources 
systems, instead of focusing on types of human resource systems. It includes Huselid (1995) 
which describes employee skills, employee motivation and organizational structures as being the 
dimensions underlying human resource systems, also in parallel study MacDuffie (1995) 
recognized similar dimensions such as skill/knowledge, motivation/commitment and work 
structures as human resource dimensions. 

 2.2.3 Business Strategy 

Business strategy, also referred to as competitive advantage, defines how a firm or an entity 
within the firm (often called a strategic business unit) chooses to compete in its industry and 
endeavor to achieve a competitive advantage relative to its rivals, Merchant and Van der Stede 
(2007, pp. 727). A firm could pursue a cost leadership or differentiation approach to strategy. 

A cost leadership strategy involves the pursuit of vigorous cost reduction activities by offering of 
relatively standardized undifferentiated products at large volumes to take advantage of 
economies of scale and to move down the learning curve; the employment of process 
engineering skills; and as much as possible , to establish repetitive task environments. 

A differentiation strategy comprises the creation of a product or service that customers consider 
as being uniquely different from what competitors offer. Such differentiation can be centered on 
one or more dimensions. For instance, product innovation, product functionality, quality, brand 
image, customization or customer service. Irrespective of whatever focus of differentiation 
chosen, there will be a need for intensive coordination and collaboration across a broad array of 
employees and organizational units.  

In actual fact, the tendency of designing a good business strategy is greater if entrepreneurs and 
managers have a deep understanding of user needs, consider multiple alternatives, analyze the 
value chain thoroughly so as to understand just how to deliver what the customer wants in a cost-
effective and timely fashion, adopt a neutrality or relative efficiency perspective to outsourcing 
decisions, and are good listeners and fast learners (Teece, 2010).       
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2.2.4 Financial Strategy 

According to Cheah (2002), financial strategy deals with the investing and financing of 
decisions. 

In all organizations the central resource is finance. Therefore, it is more essential to understand if 
the strategy will ensure the financial growth of the shareholders. Most of the strategic projects 
will require financing which, of course, goes along with certain risks (Johnson et al., 2007). This 
topic becomes very real in the framework of crisis that recently waved through the world and 
touched every business particularly. Nowadays every business should realize the danger it may 
face when allocating their capital. The threat of bankruptcy becomes bigger since the world of 
business is constantly changing.  

2.2.5  Operational Strategy 

Operational strategy deals with the execution and implementation- the way the firm manages its 
operational processes to ensure the change of various inputs into the final product/ service for the 
customer. This may include logistics, procurement function, production and manufacturing 
processes for physical products and other procedures for services (Cheah, 2002). 

For instance, there are six production centers of Dell all over the world. They are working to 
support the business of three regions, executing the orders on time and on the top service level. It 
is very usual when the success of the business directly depends on the decision-making process 
and activities on the operational level (Johnson et al., 2007).    

2.2.6  Technology strategy 

Tatum (cited in Cheah,2002) poses five possible technology-based strategies: borrowing and 
applying technology from other industries; using technology for efficiency gains; specializing in 
construction technology R&D; creating an organization structure that demands better technical 
solutions; and using technology for forward and backward technical integration.  

Technology is one of the forces that help company development in different ways, for example, 
it helps to decrease the expenses, since a lot of new technologies are becoming more functional 
and does not require additional spending. However, the technological development has two types 
of consequences. First, some companies will become technology leaders and will try to make it 
as their competitive advantage. Secondly, many other companies will have to estimate how their 
competitive position will influence the technological advances of their current or potential 
competitors (Johnson et al., 2007). 

Organizations now see technology strategy based on core competency methodologies and 
therefore approach it with the view of a functional capability with a hallmark of activity based 
bottom-up core competency techniques (Bone and Saxon, 2000). According to Bone and Saxon, 
successful companies now manage technology as an integral part of their business processes, and 
in most cases the technology they manage is scientific know-how, embodied in people, plant, 
patents, laboratories, and equipment-“technology cluster” strategies. Many people see 
technology as only know-how or equipment. However, its application is embodied in the 
organization through people, business processes, plant, and equipment; and the businesses that  

2.2.7 IT strategy 

IT strategy is basically closely connected to the technology strategy though it is different, since it 
carries the idea of information reporting. Nowadays, a lot of companies use the IT in order to 
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expand their business influences. Apart from the advertising tool the internet sources serve as 
profit-making processes. 

The incorporation of information technology (IT) strategy into the business activities of an 
organization is importantly tied to a careful planning to ensure effective execution. Planning 
ensures that IT initiatives are business driven, and coordinated across the company as opposed to 
being implemented in isolation. 

The deployment of IT in the development of the strategy of an organization therefore could not 
be initiated without taking into account other factors of core competence to the organization. 
Thus, IT strategic plan must be based on a shared vision with its stakeholders for a successful 
enterprise (Hong, 2009). This calls for the understanding of the organization’s IT requirements to 
enable the provision of an innovative IT solution for successful strategy development for the 
organization. An IT strategic plan must ensure that the business’s needs are the driving force for 
technology solutions. The plan must respond to the business’ productivity and effectiveness, cost 
reductions, revenue generation and customer satisfaction. 

According to Porter (2001), most companies define internet competition in terms of operational 
effectiveness which competitors can easily copy, and any advances made by any company in this 
area is quickly imitated by its competitors. This situation therefore makes strategic positioning 
most important in developing internet strategy. 

The internet should therefore be considered as a powerful tool that can support or damage a 
firm’s strategic positioning (Porter 2001). The most effective way of deploying the internet is to 
integrate the internet initiative into a firm’s overall strategy and operations so that it can 
complement, rather than cannibalize the firm’s established competitive operations, and also 
create systematic advantages which competitors cannot imitate.  

2.3 Antagonism in Strategy 

Taking into account main strategy approaches that are used by various companies, according to 
Cheah (2002), these strategies are inseparable parts of one company strategy. However there is a 
range of contradictions in theory and practice that appear from the complexity of the strategy 
nature as the way the company may develop. The complexity, in our opinion, is stipulated by the 
following factors: 

1. strategic approach implies the vision of the company and its perspectives in the long-term 
timeline; 

2. long-term nature of the strategy accepted by the majority of the theorists (Porter, 
Eisenhardt, Quinns etc.) does not mean the absence of the barriers. The strategy is always 
limited by the material, labor resources, financial and temporary limitations (PMBoK, 
2008); 

3. company strategy presumes the chain of elements correlation: functions, directions of the 
company activities which are responsible for its departments’ implementation, strategy 
processes execution; 

4. strategy is always focused on advantages creation, which make the company distinct 
from the competition, therefore, the role of the managers is quite difficult- to identify the 
advantages at the level of strategy development and create the conditions to activate them   
when the strategy is implemented. 

These factors (coming from the strategy definition that was dominating within a very long period 
of time, from the moments of first papers devoted to this subject) may be re-reformulated as the 
brief strategy qualities: a. complexity- since the strategy implies having several elements which 
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are correlated; b. necessity to forecast the future- since the strategy is the way of transforming 
from the current position to a desired one. At the same time the internal and external factors of 
the business environment must be counted; c. limitation or market barriers, market content, 
competitors as well as the resources of the company put its transforming from the desired 
position of the strategy to a tough frameworks; d. innovativeness-  quality that conditions the 
potential of the company to the changes. 

The main contradiction that is the sequence of the strategy nature is a paradigm of the 
contemporary strategy theories. This is what the majority of theorists, such as Porter, Johnson et 
al. state concerning the need of the strategy as a default option. Porter et al.(2000) thinks that 
competition without a strategy “does not allow the company win in the business race.” However, 
in the practice we see that a lot of companies compete successfully without strategies. They 
survive on the market due to the creation of their own competitive advantages at the same time 
adapting to the market. The contradictions also include the fact that even if the company writes 
its strategy covering the next 50 years (as is practiced in the Japanese companies) the business 
should be able to control the changes so that the strategy could be realized. As for the companies 
of SMB the key factor is the high flexibility which hardly can forecast and control the limitations 
and demands of the market in a long-term period. The success of these companies depends not 
on the strategy selection but on the ability to change and be able to adjust their strategy if the 
company has one. Practice says that not all big companies having the corporation status possess 
written, implemented strategy, for example, the corporation “KAZAKHMYS” is in the top ten of 
largest producers of non-ferrous metals in the world (www.kazakhmys.com), it also deals with a 
very big range of projects not connected with its basic production. Interestingly though, their 
“vision” is mainly focused on their direct mining procedures. 

Despite the dilemma of strategy need, there is a dilemma of strategy creation. This contradiction 
is connected with the quality of forecasting in strategy. Far few companies, realizing the need of 
strategies, can afford financing the market and technology research and this restricts the strategy 
as a tool. 

Other companies ordering the research and starting to the implementation face the fact that up to 
the moment of the implementation the situation in the market has changed, the new brands 
emerged or the price of the resources increased/decreased.  

Basing on the internal nature of the strategy and existing antagonisms we may conclude that the 
need and affordability of the strategy use by the company comes out from the power of the 
company itself. It is determined by the amount of the financial resources and the ability to 
influence the conditions and changes of the market that may affect the existing strategy direction. 
Thus, the strategy is not a surviving pill but a complicated mechanism that helps the company 
changes.                  

2.4   Correlation between Strategy and Management Control Systems of 
Companies  

The correlation of strategy and management and control systems of firms has become very 
necessary in a business environment that is fast changing in terms of customer preferences, 
technologies and competition; and demands that organizations continuously renew themselves in 
order to survive and thrive against their rivals (Danneels, 2002). This situation has made very 
important the development of business strategies that fits very well with the management control 
systems (MCS) that a firm adopts so as to enhance its competitiveness. 

Management control system is defined broadly to include everything that managers  do 
(including enforcement of laws, rules, codes, ethics, security measures) to help ensure that their 
company’s strategies and plans are carried out or, if conditions permit, that they are modified, 
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(Merchant and Van der Stede 2007, pp. xiii).   MCSs are closely designed to carry out the main 
objectives or goals of a company, making it the vehicle for formulation and implementation of 
company strategies. The definition embraces planning systems, reporting systems, and 
monitoring procedures that are based on information use. 

 For the design of any effective MCS, knowledge of the objectives of the company is a 
necessary, or left largely unspecified, if some decision-making consistency exists, a strategy can 
be said to have been formed (ibid pp 6). This notion is very important to this study because we 
are attempting to recognize strategies of a language school that is a leader in its industry, 
implying that it is engaged in some activities that has made it more competitive than rivals. But it 
is useful to have strategies that are as specific as possible, as formal strategic statements make it 
easier for them effectively. Primarily, MCSs are designed to serve as a solution to management 
control problems which come as a result of lack of direction in company goals and objectives, 
motivational and personal limitation problems of employees. A good MCS is therefore one that 
management can be reasonably confident in that no major unpleasant surprises will occur. 

MCSs are distinguished based on the object of control. If the object of control is focused on 
results, it is referred to as result control; if the control is focused on actions taken, it is referred to 
as action control; if it is focused on the type of people employed and their shared norms and 
values, it is referred to as personnel and cultural control. 

At RC, a combination of action and personnel controls is dominant in the MCS that is in place 
with result control being rarely employed. This situation stifles creativity and innovation in the 
language school since result control is not employed that much, and reward for high performance 
rarely exists, workers are not well motivated.  

Another form of result control is the application of incentives and compensation. Incentive and 
compensation systems are of importance to a company because they inform and remind 
employees as to what result area are desired and motivate them to achieve and exceed the 
performance targets  (ibid pp 393).      

The interactive use of MCS represents a positive force as MCS are used to expand opportunity-
seeking and learning throughout the organization. The interactive use focuses attention and 
forces dialogue throughout the organization by reflecting signals sent by top managers. It 
stimulates the development of new ideas and initiatives and guides the bottom-up emergence of 
strategies by focusing on strategic uncertainties (i.e. contingencies threatening or invalidating 
underlying assumptions of current strategies (Henri, 2006). When MCS is used interactively, (i) 
the information generated is recurrent and important agenda for top managers; (ii) frequent and 
regular attention is fostered throughout the organization; (iii) data are discussed and interpreted 
among organizational members of different hierarchical levels; and (iv) continual challenge and 
debate occur concerning data, assumptions and action plans. 

2.5  Theory Formulation 

There are many language schools in RK, where RC language centers are located. Many of them 
engage in different forms of business processes and activities as a strategy for the sustenance of 
their language schools. The fact that RC is one of the leading names in the language tutoring 
industry in RK is a sign of recognition that it is engaged in some strategic activities that has 
made its business gained competitive advantage over most of its rivals. 

It is the objective of this paper to determine these strategic activities for their recognition and 
development into part of the overall management strategy of RC based on the theoretical strategy 
concepts mentioned in the literature review above. In the light of these objectives, we would like 
to adopt the following strategic theoretical concepts for this research: 
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 That according to Porter (1996), both operational effectiveness and strategic positions are 
important to superior performance, but a company can outperform rivals only if it can establish a 
difference that it can preserve, in the form of greater value to customers or create comparable 
value at a lower cost or a mix of the two, so that it can charge higher average unit prices; or 
greater efficiency resulting in lower average unit costs thereby leading to superior profitability. 
This difference is only attainable through myriads of activities that a company uses to create its 
products and services. This then makes activities the basic units of competitive advantage.  

According to Porter, selection of a given position does not guarantee sustainable competitive 
advantage, since a valuable position will attract the rival imitators who will try to reposition 
themselves to match the superior position or straddle it by seeking to match the benefits of the 
successful position while holding onto its existing position. And to preserve a competitive 
advantage, there will be a need to engage in the trading-off of activities that will lead to the 
trade-off of positions. Trade-offs involve choosing sets of activities over others because of 
incompatibility, and encourages only activities that produce a good lock of fits which drive out 
“re-positioners” and “straddlers”. Fit produces defense against a company’s strategic positions 
by creating a chain that is as strong as its strongest link. Fits occur in three orders, first to third 
order fits. First-order fits occurs when there is a simple consistency between each activity 
(function) and the overall strategy, second order fits occur when activities are reinforcing, and 
third order, when fits go beyond reinforcement to the stage of optimization level. And the more a 
company’s positioning   rests on activity systems with second-and third-order fits, the more 
sustainable they will be, because such systems by nature are very difficult to untangle from 
outside the company, hence becomes very difficult to imitate.  

The concepts we are adopting is that the activities could be traded-off till a strong link of high 
performing chains of activities are formed for strategic fits to occur. Therefore RC could trade- 
off some of its current activities to that of the high performance language schools’.  

This study being exploratory and covering almost all the activities of RC, we intend to compare 
its current activities with that of the high performance language schools, and to determine their 
profitability and the tendency of achieving them (capability), and make recommendations for 
improvements guided by the theoretical concepts discussed above. 
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3. METHOD 
3.1 Research Approach and Design 

There are two main approaches to scientific research: qualitative and quantitative. Both 
approaches are research methods that are employed in different research situations or 
conceptualizations. 

The main differences characterizing quantitative and qualitative approaches to research could be 
portrayed with reference to their philosophical foundations, methodological assumptions, and to 
the research methods they employ. Quantitative and qualitative researches are often referred to 
as two paradigms because the most basic assumptions underlying the practice of each type of 
research differ. These two paradigms are often referred to as empirical and naturalistic 
respectively. Objectivism is often associated with quantitative research approaches and has been 
articulated at a meta-theoretical and philosophical level in logical positivism and critical 
rationalism. On the other hand, subjectivism and constructivism are typically associated with 
qualitative investigation. 

 This study employs an exploratory case study, a qualitative approach, to investigate how 
strategies can be recognized and developed in small and medium scaled language school 
businesses. The adoption of this approach satisfies the definition of case study, which is usually 
applied to a contemporary real-life event or phenomenon that the researcher has no or little 
control over (Yin, 2009, pp. 9).  

The construct of the study involves the investigation of the necessity of strategy development by 
the language school, RC, by initially carrying out a SWOT analysis on its operations to 
determine which approaches of strategy to exploit. To determine the current approaches in place 
at RC, all business activities and operations were documented mainly by observations and what 
is seen on its website for comparison with competitors of the school. 

To assess the business environment of the language school industry, surveys were conducted on 
the students, staff, and competitors of RC so as to help develop improved strategies for the 
school which could be applicable to other language tutoring institutions. As it is normally 
practiced, the improved strategy must be aligned with the mission, vision and values of RC 
(Kaplan and Norton, 2008), but the school has no such thing as documented vision and mission 
for the school. But on its website, RC states that it seeks to perform all-round assistance to 
children and adults who desire to study abroad. Therefore, the study seeks to investigate the 
current practices along the lines of providing all-round assistance of studying abroad. 
Perceptions of customer interest in e-learning were sought by including questions under ‘New 
Market’ to determine customer interests in this area of opportunity. 

Questionnaires were developed to assess the performance of the various activities in their 
different fields of strategy in the prevailing business environment through the staff and students, 
and the competitors of RC. The results are compared with the strategic activities engaged in by 
RC, and subsequently, improved strategies are recommended.  

3.2  Questionnaire  

Without a doubt one of the most spread methods of collecting evidence is by the 
“questionnaire”. This method is frequently used in the social sciences because with its help we 
are able to collect the real-world information. 

There are two types of the questions that we can encounter with in the surveys/questionnaires:     
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closed questions (give facts, easy to answer, quick to answer, keep control of the 
conversation with the questioner.) 

open-ended questions(ask the respondent to think and reflect; give opinions and feelings; 
hand control of the conversation to the respondent.) 

 The questionnaire type used in this study is the closed end type to enhance response time by the 
respondents.  Three sets of questionnaires were generated for the surveys. One set for the 
students of RC to ascertain their perceptions about the language school selection criteria of RC. 
The second set of questionnaire was for the management and teaching staff of RC to determine 
whether their perceptions about their activities are geared toward meeting the demands of the 
students. The third set of questionnaires was for RC competitors to help survey, assess, and 
compare the strategies of RC competitors with its own strategies. Each question of the 
competitor questionnaire was designated by a letter and a number that corresponds to the 
question number and the strategy field it relates to, so that results to the various questions could 
be easily located.   

The SWOT analysis of RC revealed areas of strategy that needed to be considered for 
improvement, and the questionnaires that were prepared targeted these areas of strategy that 
needed to be investigated for improvements.    

3.3  Case study  

According to Yin’s definition (1981), a case study is an empirical inquiry, which investigates the 
contemporary phenomenon within its real life context and uses multiple sources of evidence 
(Yin, 1984). This method allows investigators to retain the holistic and significant features of 
real-life events (Yin, 2009)   

This study was mainly planned for a thorough analysis of the language school, RC. Therefore, 
the method of case study is very relevant. The reasons being that it will show the true picture of 
RC’s operations as compared to that of its competitors, and the leading names in the language 
the tutoring business. 

3.4  Sampling and data collection 

Sampling 

In quantitative research, the intent of sampling is to choose individuals that are representative of 
a population, so that the result can be generalized to it (external validity).Qualitative research, on 
the other hand, makes use of almost exclusively purposive sampling strategies which allows for 
the selection of information-rich cases to be studied in depth (Patton, 1990). 

The purpose for this study is to identify and develop strategy for small and medium scaled 
language school businesses by understudying the language school RC. As the purpose of every 
business is to satisfy its customers, the samples for this research’s survey were taken from 
among the population of current students to determine customers’ opinion concerning the factors 
they considered in selecting RC, current employees to determine their opinions concerning their 
activities, and a manager or supervisor from each competitor language school who has been with 
the school for not less than three years. We insisted on at least three years of service in the 
competitor schools because we needed somebody who is very much acquainted with the 
activities of each school and because the key performance indicators are the averages of at least 
past three recent years.    

One hundred (100) current students, and twenty-five (25) RC staff members, and seventy (70) 
competitor schools were surveyed. 
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Data collection 

Data on the business operations of RC were documented by observations after which a SWOT 
analysis was conducted to determine which areas of the operations of RC were to be investigated 
so that the questionnaires could be prepared to focus on these areas of strategic interest to the 
study.  

Once the research questions were structured we directed our efforts into collecting the data from 
two main sources: external and internal. The questionnaires for the student survey were 
distributed to those who are almost completing the language programs they were pursuing, and 
we successfully received response from all the hundred questionnaires sent out. Thirty-three 
questionnaires were prepared for the staff survey, but only twenty-five staff members were 
available to respond to the questions. With the competitors, some of the questionnaires were 
hand delivered while others were sent by mail. One hundred and thirty questionnaires were sent 
out to competitor schools, but unfortunately only seventy of them were returned.   

Secondary/external data was taken from the articles, magazines, previous researches and books 
which are related to the theoretical part of this work. We also considered the competitors’ 
experience and internal documents of the company that helped to present a broad picture of the 
prevailing business environment of the language tutoring industry in RK.  

Data Analysis  

Data analysis refers to examining the database to address the research questions and hypotheses 
(Creswell, 2005).Qualitative data analysis is carried out on the previously collected text data (i.e. 
transcriptions, memos and field notes) through content or thematic analysis- which is based on 
the examination of the data for recurrent instances of some kind. These instances are then 
systematically identified across the data set, and grouped together by means of a coding system 
(Silverman, 2004). Presenting qualitative results essentially involves a discussion of the evidence 
for the emerged themes and perspectives. The idea is to build a discussion that persuades the 
reader that the identified categories and dimensions are effectively grounded in the observed 
data, and not imposed by the researcher. Figures, maps or tables may also be used to represent 
the results. 

The results of the surveys were analyzed with the SPSS software package. Descriptive statistic 
with cross tabulation applications were employed to calculate the frequency, percentages, and 
the means of the various variables assessed under the different fields of strategy employed by RC 
and its competitors.   

The results of RC competitors are presented in Tables 3 to 8, and the results of RC for the same 
questions posed to the competitors are presented in the last column headed RC and the choices 
that are relevant to it marked **.  

Data Interpretation  

Data interpretation involves figuring out what the findings mean, and is the overall effort to 
make sense of the evidence gathered. Regarding qualitative research, data interpretation is based 
on a process of inductive inference (Tashakkori and Teddlie 2003b), which consists of the 
process of creating meaningful and consistent explanations, understanding, conceptual 
frameworks, and/ or theories drawing on a systematic observation of phenomena, developing 
data-driven hypothesis and new theoretical perspectives and understanding of the phenomena 
under investigation (Gelo et al, 2008). 

The results of the surveys were interpreted using simple descriptive statistics, cross tabulation, 
and the theoretical concepts of strategy proposed in the theory formulation section. 
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3.5  Unit and level of analysis 

The unit and level of analysis in scientific research is very important for the purposes of 
conducting appropriate statistical tests, (e.g. t-test,), to allow for external validity and 
generalizability of the findings of a research. In scientific investigations, taking measurement of 
the right unit at the right level for analysis is very crucial for the integration of reviewed 
research. 

The unit of analysis is the major entity that is being analyzed, the “whom” and the “what” that is 
being studied, (Wikipedia). Examples of units of analysis include individuals (which are most 
common), groups, social organization and social artifacts. It is important not to confuse it with 
the unit of observation, which is the unit on which data is collected. 

The level of analysis points to the location, size, or scale of a research target. It is quite distinct  

from unit of analysis or unit of observation. 

The unit of analysis for this study is RC, and the units of measure are the perceptions of RC’s 
staff and customers, and the strategic activities or operations of RC’s competitors.   

3.6  Validity and reliability   

According to Yin (2009), the concepts that have been offered to test the quality of research 
designs are trustworthiness, credibility, confirmability, and data dependability. These concepts 
are expressed in the following: 

Construct validity: identifying correct operational measures for the concepts being studied. The 
case study tactics for satisfying this validity are to use multiple sources of evidences, establish 
chain of evidence, and have key informants review draft case study report. 

External validity: defining the domain to which a study’s findings can be generalized. In a case 
study, the condition of external validity is satisfied by using theory in single-case studies, and 
using replication logic in multiple-case studies. 

Reliability: demonstrating that the operations of the study- such as the data collection 
procedures- can be repeated, with the same results. 

This study collected evidences and data from multiple sources, employed the theory of the 
combination of operational efficiency and strategic positioning in its data analysis, and 
developed a database to respectively prove construct validity, external validity and reliability of 
the research.    
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4. RESULTS  
As the title of this thesis suggests, we have attempted to find out the necessity of strategy, its 
development and utilization in the small and medium scaled language school businesses in the 
Republic of Kazakhstan. Beside the SWOT analysis result which was obtained from the critical 
observations of RC’s activities, the rest of the results were obtained through the development of 
questionnaires to conduct surveys for the competitors, customers (students), and the employees 
of the unit of analysis, RC. 

For the competitors’ survey, results represent the responses to the questions asked relating to the 
business strategy (B1–B6), technology/IT strategy (T1–T5), human resource strategy (H1–H6), 
marketing strategy (M1–M4), and operational strategy (O1–O4). The effectiveness of the 
strategy activities of the competitors are determined by comparing the performances of these 
strategies with the following performance indicators: average yearly student enrollment (P1), 
average number of students that proceed to study abroad per annum (P2), average annual 
revenue of the schools (P3), lowest tuition prices (P4), average yearly profits (P5), average 
number of students that pass the standard language tests yearly (P6), and the average number of 
students that shows loyalty by referring the competitor schools to friends and family members 
(P7). These performance indicators of RC are also presented in addition to the response of RC to 
all the strategy questions to facilitate comparison with those of the competitors. 

Perceptions results of the survey conducted on students and employees of RC are presented to 
determine whether the strategy activities of RC meet the level of satisfaction demanded by the 
students. This is presented by rating the average perceptions levels on the 10-point Likert scale 
of both students and employees of RC.    

SWOT Analysis Results 
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Table 2 SWOT Analysis Results 

Internal Strengths 

1. Competent Management team 

2. Qualified and  skillful teaching staff 

3. Skillful administration staff 

4. Technological capability for IT 

5. Good Locations 

6. Market-oriented operations 

7. Competitive business programs. 

8. Competent supervisory team 

9. Opportunity to advertize online 

10. Good reputation in language school 
industry. 

11. Competitive price levels 

12. Customer loyalty  

 

External Opportunities  

1.Opportunity for online distant programs 

2. Summer holidays study and training 
programs 

3. Vast opportunity among young students 
desiring to study abroad. 

4. Summer vacations study and training 
abroad program.  

Internal Weakness 

1. No electronic control system 

2. No internet for distant education 

3. Lack of documented strategy for employees 

4. No electronic reporting system 

5. Decision making rests on owner of 
company 

6. No compensation programs 

7. Centralized system of operation 

8. Lack of technology strategy approach 

 

 

 

 

 

External Threats 

1.Too many language schools around 

2. Language schools not regulated 

3. Stiff competition 

4. Possible interference by politicians 

 

(Source: Own research, June 2012) 

The SWOT analysis result, Table 2 above, revealed  RC’s internal strengths and external 
opportunities such as the experienced teachers, web design technology, and the e-learning 
business opportunity, which it can take advantage of, and the internal weaknesses such as lack of 
compensation systems and documented strategy, decision making resting on the owner. It also 
revealed the external threats such as unregulated language school businesses leading to stiff 
competition in the industry.  
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4.1. Descriptive Statistics of Competitors Samples 

4.1.1 Results of Business Strategy Survey  
 
Table 3a Results of Survey on RC Competitors’ Business Strategic Activities and Those of RC 

B (Business Strategy Activities) Frequency % m Std Skw mo RC 

B1(Business Combinations)        

Education Abroad  +Languages 
+Standard Foreign Tests (All) 26 36.6     ** 

 Education Abroad + Language 21 29.6      

Languages + Standard F. Tests  6 8.5      
Education Abroad + Standard  
Foreign Tests  

3 4.3      

Education Abroad 9 12.7      

Standard Foreign Test 5 7      

B2 (No. of Locations)   4.14 1.91 1.08   

2 10 14.3      

3 25 35.7      

4 13 18.6     ** 

5 11 15.7      

8 11 15.7      

B3 (No. of Teachers per Center)   27.8 6.36 -.31 30 33 

B4 (Consultation/Counseling 
Services)        

Yes 42 59.2     ** 

No 28 40.8      

B5 (Summer Training Abroad)        

Yes 24 35.2     ** 

No 46 64.8      

B6 (No. of Towns/Cities)   3.09 0.97 0.31 3.0  

1 1 1.4      

2 21 30.0     ** 

3 25 35.7      

4 17 24.3      

5 6 8.6      

  (Source: Survey results of RC’S competitors, June 2012) 
 

Table 3a above shows the results of the business strategy activities adopted by RC’s competitors 
and those that RC is engaged in (indicated in the last column with the heading RC and the 
choices engaged in by RC under the various activities from B1 to B6 marked **).  
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Under B1, of the 70 schools surveyed, 26 (36.6%) of them combine all three units, (as does RC), 
being the most popular combination, while 21 (29.9%) of them operate a combination of 
education abroad plus language tuition, 12.7% of them education abroad only, and the remaining 
20.8% distributed over the other combinations.  
Among the competitors surveyed, 25 (35.7%) of the schools have 3 locations whiles 13 (18.6%) 
of them have 4 locations as does RC (under B2).  
Most of the schools surveyed had about 28 teacher linguists per center whiles RC has 33 per 
center (see B3). 
RC offers vocational counseling and consultation for foreign education, and summer holidays 
training abroad. 42 (59.2%) of the schools surveyed also offer vocational counseling and 
consultation for foreign education, but only 24 (35.2) engage in summer holidays training 
programs (see B4 and B5) 
Most of RC’s competitors have centers in either 2 or 3 different cities (30.0% and 35.7% 
respectively). RC has centers in two different cities (see B6). 

 
Table 3b Results of the frequencies of average number of students enrolled for a given business unit 
combination per year (B1 Vs P1) 
Business Strategy 
Combination (B1) 2000–2499 2500–2999 3000–3499 3500+ Total Schools 

E.  Abroad 4 5 0 0 9 

Standard Tests 0 1 2 2 5 

All 12 6 7 1 26 

E. Abroad + Languages 12 1 5 3 21 

E.Abroad+ Standard Tests  2 1 0 0 3 

Languages+Standard Tests 2 1 1 2 6 

Total No. of Schools 32 15 15 8 70 

 (Source: Survey results of RC’s competitors, June 2012) 

Table 3b above, obtained through the cross tabulation of the responses to B1 and performance 
indicator P1, shows the frequency of the performances of the business strategy combinations 
relative to average number of students enrolled. Education abroad plus language combination 
came out with the highest frequency of performance in the 3500+ region (frequency of 3), 
followed by standard test, and languages plus standard test combination (frequency of 2 each).   
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Table3c Results of frequencies of the average revenues (in thousands) per year per business combinations 
(B1 Vs P3)  
Business Strategy 
Combination (B1) 

200–249 250–299 300–349 350–399 400+ Total Schools

E.  Abroad 0 4 5 0 0 9

Standard Tests 0 0 2 1 2 5

All 1 8 9 8 1 27

E. Abroad + Languages 6 6 1 3 5 21

E.Abroad+ Standard Tests  0 3 0 0 0 3

Languages+Standard Tests 0 2 1 1 1 5

Total No. of Schools 7 23 18 13 9 70

(Source: Survey results of RC’s competitors, June 2012) 

Table 3c shows the results of the cross tabulation of responses to B1 and corresponding 
performance of the average yearly revenue P3. Competitors offering the business strategy 
activity of education abroad plus languages scored highest frequency (5) among language 
making average yearly revenue of $400,000.00+. 
 
Table 3d Results of the frequencies of the average profits (in thousands) per year per business 
combinations (B1 Vs P5)  
Business Strategy 
Combination (B1) 100–119 120–139 140–159 160–179 180+ Total School 

E.  Abroad 0 3 5 1 0 9 

Standard Tests 0 0 1 2 2 5 

All 2 8 7 6 3 26 

E. Abroad + Languages 3 6 4 3 5 21 

E.Abroad+ Standard Tests  0 2 1 0 0 3 

Languages+Standard Tests 2 0 1 1 2 6 

Total No. of Schools 7 19 19 13 12 70 

(Source: Survey results of RC’s competitors, June 2012) 

Table 3d above, obtained through the cross tabulation of the responses to B1and the performance 
indicator P5, shows the frequencies of the various business strategy activity combinations with 
their respective average yearly profit performances. In this case also the business combination 
that scored the highest frequency in the high performance region of $180,000.00+ is the 
education abroad plus languages with a frequency of 5.   
Table 3e Results of the frequencies of the number of students enrolled per year per number of locations 
(B2 Vs P1) 
No. of Locations (B2) 2000–2499 2500–2999 3000–3499 3500+ Total # Schools

2 10 0 0 0 10 

3 20 5 0 0 25 

4 1 10 2 0 13 

5 1 0 9 1 11 

8 0 0 4 7 11 

Total No. of schools 32 15 15 8 70 

(Source: Survey results of RC’s competitors, June 2012) 
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Table 3e above, obtained by the cross tabulation of the responses to B2 and performance 
indicator P1, and shows the frequencies of the number of locations of that the various schools 
have and their performances in terms of the average number of students enrolled. Out of the 8 
schools that enrolled 3500+ students, seven of them had 8 locations, whiles one had 5 locations.  
 
Table 3f Results of the frequencies of average profits (in thousands) per year per number of teachers (B3 
Vs P5)   
Range of No. of Teachers 
(B3) 100–119 120–139 140–159 160–179 180+ Total Schools 

15–19 0 0 0 2 8 10 

20–24 0 1 1 6 4 12 

25–29 0 1 10 3 0 14 

30–34 1 13 9 1 0 24 

35–39  6 4 0 0 0 10 

Total No. of Schools 7 18 20 13 12 70 

(Source: Survey results of RC’s competitors, June 2012) 
Table 3f above was obtained from the cross tabulation of the responses to B3 and performance 
indicator P5, and indicates the frequencies of the range of number of teachers per center and their 
respective average yearly profits. It can be deduced from Table 3f that the schools that adopted 
lower number of teachers per center had higher average yearly profits than those with higher 
number of teachers per center. For example, only the schools with linguist teacher ranges from 
15–19 and 20–24 were able to record profits in the $180,000.00+ neighborhood, thus frequencies 
of 8 and 4 respectively.     

 
Table 3g Results of frequencies of number of towns/cities centers are located in and number of students 
enrolled (B6 Vs P1)  
No. of Towns/Cities 
(B6) 2000–2499 2500–2999 3000–3499 3500+ Total # Schools

1 1 0 0 0 1 

2 18 1 2 0 21 

3 10 5 7 3 25 

4 3 7 5 2 17 

5 0 2 1 3 6 

Total No. of schools 32 15 15 8 70 

(Source: Survey results of RC’s competitors, June 2012) 
Table 3g above was obtained from the cross tabulation of the responses to B6 and the 
performance indicator P6, and indicates the frequencies of the number of cities/town surveyed 
schools have their locations and their respective average yearly student enrollments. It can be 
seen that only schools that operated in more than 2 towns/cities recorded student enrollments in 
the 3500+. Thus competitors that operated in 3, 4, and 5 towns/cities scored 3, 2, and 3 
frequencies respectively in the region of 3500+ student enrollment.    
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4.1.2 Results of Technology/IT Strategy Survey 
 

Table 4 Comparison of Competitors Technology/IT Strategy Survey Results with those of RC  
T ( Technology/IT Strategy) Frequency % m Std Skw mo RC 

T1(Web Design Technology)        

Yes 48 67.6     ** 

No 22 31.0      

T2(Internet-Aided Teaching)        

Yes 6 8.6      

No 64 91.4     ** 

T3(Internet Tracking)        

Yes 56 80.0     ** 

No 9 12.7      

T4(E-Learning/Business)        

Yes 4 7.0      

No 66 93.0     ** 

T5(Management Control)        

Yes 45 64.3      

No 25 35.7     ** 

   (Source: Survey results of RC’s competitors, June 2012) 
Table 4 shows the results obtained from the technology/IT strategy activities adopted by the 
competitors of RC. Out of the 70 schools surveyed. 48 (67.6%) out of the 70 competitors have 
website design technology (T1), only 6 (8.6 %) employ the technology for teaching enhancement 
(T2), 56 (80.0%) employ internet for tracking students and their performances abroad (T3), only 
4 (7.0%) of them utilize the internet for e-learning or e-business (T4), but as many as 45(64.3) 
employs the internet for management control purposes such as monitoring punctuality and 
attendance (T5). The technology/IT strategy activities engaged in by RC are marked by ** from 
T1 to T5. Thus RC has website design technology, does not employ the technology to enhance 
teaching, track students and their performance abroad with internet, does not engage in e-
learning/business, and also does not use electronic timesheet system for management control of 
attendance and punctuality.   
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4.1.3     Results of Human Resource Strategy Survey  
 
Table 5 Comparison of Competitors Human Resource Strategy Survey Results and 
those of RC 

H (HR Strategy) Frequency % m Std Skw mo RC

H1(Entry Qualification)        

BSc 70 100     **

MSc 0 0      

H2 (Promotion Based on)         

Number of years 20 28.2      

Performance 45 63.4     **

Qualification 5 7.0      

H3 (Compensation Availability)        

Yes 29 41.4      

No 41 58.6     **

H4 (Training for Teachers)         

Yes 59 84.3     **

No 11 15.7      

H5 (Entry Level Salary)   288.8 40.68 -.38 300 300

H6 (Allows Employee Inputs)        

Yes 37 52.9     **

No 33 47.1      

  (Source: Survey results of RC’s competitors, June 2012) 

Table 5 above represents the responses from RC’s competitor survey regarding their human 
resource strategy activities. All the 70 schools have entry level qualification as BSc. 45 (63.4%) 
out of the 70 schools surveyed based their employee promotions on performance rather than 
number of years served (28.2%), 29(41.1%) of the competitors have compensation program, 59 
(84.3%) have training programs for upgrading teacher quality. 
The average entry level salary for the competitor schools is $288.80 with a mode of $300.00.  
Among the competitor schools surveyed, 37 (52.9%) of their management encourage employee 
inputs for decision making. 
In the area of human resource strategy activities, RC’s entry level qualification is BSc, with 
promotions based on performance, but has no compensation programs for employees. RC 
upgrades its teachers through training programs, and has an entry level salary of $300.00. RC’s 
management encourages the inputs of its employees during decision making.     
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4.1.4     Results of Marketing Strategy Survey  

 
Table 6a Comparison Results of Survey on RC Competitors’ Marketing Strategic Activities and those of 
RC  

M (Marketing Strategy) Frequency % m Std Skw mo RC 

M1 (Types of Advertisement)        

Prints Media 37 52.9      

Internet+ Prints 23 32.9     ** 

Prinst+Internet+TV/Radio 5 7.1      

Prints+TV/Radio 4 5.7      

Internet+TV/Radio 1 1.4      

M2 (English Club Functions)        

Yes 57 81.4     ** 

No 13 18.6      

M3 (Education Abroad Fairs)        

Yes 56 80.0     ** 

No 14 20.0      

M4 (Advert Costs)   1,918 716.3   2000 

   (Source: Survey results of RC’s competitors, June 2012) 

Table 6a above represents the results of the survey related to the marketing strategy activities 
engaged in by the competitors. It could be observed that the most popular ad type among the 
competitors is prints media only (52.9%), followed by internet plus prints media combination 
(32.9%). Other popular marketing activities among the competitors are the weekly English Club 
functions and the periodic education abroad fairs which have 81.4% and 80.0% respective usage. 
The mean cost of ads among the competitors is $1918.00 while that of RC is $2000.00. RC 
employs internet plus prints combination of ads, and also exploits the English Club functions and 
education abroad fairs.   
 
Table 6b Results of the frequencies of ads combinations employed and students enrolled (M1 Vs P1) 

Advertising Strategy (M1) 2000–2499 2500–2999 3000–3499 3500+ Total # 
Schools 

Prints  10 10 11 6 37 

Prints + Internet  16 4 2 1 23 

Prints+Internet+TV/Radio 2 1 1 1 5 

Prints +TV/R 4 0 0 0 4 

Internet +Radio 0 0 1 0 1 

Total No. of schools 32 15 15 8 70 

    (Source: Survey results of RC’s competitors, June 2012) 

Table 6b was obtained by the cross tabulation of the responses to M1 and the performance 
indicator P1, and indicates the frequencies of the types of advertisement combinations and their 
corresponding levels of student enrollments. It could be realized that the ad type that scored the 
highest frequency (6) at the highest level of student enrollment (3500+) is the prints only, and 
also has 37 out of the 70 competitors using it. 
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Table 6c Results of the frequencies of costs of ads and ads combinations type employed (M4 Vs M1) 

Range of 
Advertisement 
Costs($) 

Prints 
Prints+ 
Internet 

Prints+
Internet+ 
TV/Radio

Prints+ 
TV/Radio 

Internet+ 
TV/Radio 

Total No. 
of Schools 

500–999 3 0 0 0 0 3 

1000–1499 6 3 0 2 0 11 

1500–1999 10 13 0 0 1 24 

2000–2499 5 6 1 0 0 12 

2500–2999 5 1 4 0 0 10 

3000–3499 8 0 0 0 0 8 

3500–4000 0 0 0 2 0 2 

Total No. of schools 37 23 5 4 1 70 

 (Source: Survey results of RC’s competitors, June 2012) 

Table 6c above was obtained by the cross tabulation of the responses to M4 and M1, and it 
shows the frequencies of the range of ad costs and their various ad type combinations. It could be 
observed from the table above that varying amounts are spent on the prints media ads, with the 
mode range of costs being $1500.00 to $1999.00. 
 
Table 6d Comparison of the frequencies of the number of students that study abroad from schools that 
organize regular education abroad fair and those that do not (M3 Vs P2) 

Range of Students That Study Abroad Yes No Total No. of 
Schools 

0–99 16 5 21 

100–199 11 4 15 

200–299 9 3 12 

300–399 7 1 8 

400–499 1 1 2 

500–599 4 0 4 

600–699 5 0 5 

700–799 1 0 1 

800–899 1 0 1 

900–999 0 0 0 

1000+ 1 0 1 

Total No. of School 56 14 70 

      (Source: Survey results of RC’s competitors, June 2012) 
Table 6d above was obtained by the cross tabulation of the responses to M3 and performance 
indicator P2, and it shows the frequencies of the ranges of the number of students from the 
competitor schools that proceed abroad and whether these schools conduct education abroad 
fairs or not. It could be seen that schools that are able to enroll more than 500 students abroad 
conduct these fairs hence its effectiveness and popularity among language schools.  
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4.1.5     Operational Strategy Survey Results  
 
Table 7a Comparison of the Results of Survey on RC Competitors’ Operational Strategic 
Activities and those of RC  

O (Operations Strategy) Frequency % m Std Skw mo RC

O1(Cambridge and Oxford 
Methodology Implementation)        

Yes 61 93.8     ** 

No 4 6.2      

O2 (Assessment by Students)        

Yes 57 87.7     ** 

No 8 12.3      

O3 (Monitored Classes)        

Yes 42 64.6     ** 

No 23 35.4      

O4 (Opening of New Centers)        

Yes 39 55.7      

No 31 44.3     ** 

  (Source: Survey results of RC’s competitors, June 2012) 
Table 7a presents the results of the survey of the competitors regarding their operational strategy 
activities. Among the schools surveyed, it could be deduced that the use of Cambridge and 
Oxford methodologies are the standard practice. Under O1, 61 (93.8%) of the schools have 
adopted these methodologies, and it is the standard that RC has also adopted.  To ensure quality 
teaching operations, most schools engage in surveying every student that undertakes a program 
in the schools, and also supervise the teaching sessions. 57 (87.7%) of the competitor schools 
conduct these surveys, and 42 (64.6%) have their teaching sessions monitored by managers or 
supervisors as done in RC. 

Table 7b Comparison of passes in standard tests by schools that monitor teaching sessions and 
those that do not (O3 Vs P6)  

Monitoring 0– 99 100–199 200-299 300–399 
400–
499 

500–599 600+ 
Total No. 
of Schools 

Yes 1 8 13 5 7 6 2 42 

No 5 13 4 0 1 0 0 23 

Total No. of  schools 6 21 17 5 8 2 2 65 

(Source: Survey results of RC’s competitors, June 2012) 
Table 7b above was obtained by the cross tabulation of the responses of competitors to O3 and 
the performance indicator P6, and shows the frequencies of the range of students that pass 
standard tests of schools that closely monitor their teaching sessions and those that do not.  Out 
of the 65 schools that prepare students for standard tests, 42 monitor their teaching sessions 
whiles 23 do not.  
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Table 7c Determination of student loyalty by analysis of the schools that assess performance of 
teachers through survey of students and those that do not (O2 Vs P7) 
Teacher assessment 
by Students 50–99 100–149 150–199 200-249 250-300 

Total No. 

of Schools 

Yes 2 2 20 13 20 57 

No 3 5 5 0 0 13 

Total No. of Schools 5 7 25 13 20 70 

(Source: Survey results of RC’s competitors, June 2012) 
Table 7c above was obtained by the cross tabulation of responses to O2 and the performance 
indicator P7, and shows the frequencies of the number of students that showed loyalty to the 
competitor schools by recommending them to other potential students after completion of a 
language program, and the competitor schools that assess teacher performances through students 
who take language programs in their school. In all, 57 out of the competitors surveyed (70) 
assess teacher performance through their students.   
 
Key for  Tables above  

m = mean, std = standard deviation, skw = skewness, mo = mode, ** = relevant to RC 

E= Education, B1–B6= Business strategy activities, T1–T5= Technology/IT strategy activities, 
H1–H6= Human resource strategy activities, M1–M4= Marketing strategy activities, O1–O4= 
Operational strategy activities.   

Performance Indicators of RC 

P1. Average number of students enrolled per year: 3510 

P2. Average number of students that proceed to study abroad: 700 

P3. Average annual revenue: $416,428.00 

P4. Average lowest price (tuition fee): $162.00 

P5. Average annual profits: $177,229.00 

P6. Average number of students that pass the foreign standard tests: 800 

P7. Average number of students that showed loyalty by recommending RC to other students: 
200.   
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Table 8 Descriptive Statistics of Competitors Performance indicators 

Performance 
Indicators 

N Minimum Maximum Mean Std. 
Deviation Skewness Kurtosis 

Statistic Statistic Statistic Statistic Statistic Statistic Std. 
Error Statistic

Std. 
Error 

P1 70 2000.00 3600.00 2.6950E3 472.13284 .631 .287 -1.022 .566 

P2 70 .00 1000.00 2.3730E2 216.55072 1.485 .302 1.809 .595 

P3 70 200000 450000 3.11E5 62112.109 .567 .287 -.389 .566 

P4 70 145.00 350.00 2.0832E2 46.01997 1.072 .289 1.051 .570 

P5 70 11000.00 2.10E5 1.4412E5 34778.43282 -1.156 .287 4.039 .566 

P6 70 60.00 600.00 2.7303E2 157.24522 .487 .295 -1.133 .582 

Valid N 
(listwise) 70         

(Source: Survey results of RC’s competitors, June 2012) 

Table 8 above represents the statistical results of the key performance indicators of the 
competitors of RC. The values of the skewness (within +3 to -3 range) indicate that the values 
are normally distributed. 
 
4.2. Descriptive Statistics of Students and Staff  Perceptions Survey  

Table 9 Employee Perceptions Survey Descriptive Statistics 

Employees Strategic 
Activities in RC 

Number Mean
Std. 

Deviation Skewness Kurtosis

Statistic Statistic Statistics Statistic 
Std. 

Error Statistic
Std. 

Error

Teaching Enviroment/Matrerials 
Activity 25 10.00 .000 . . . . 

Reputation of RC Activity 25 9.02 .649 -.328 .464 -.232 .902 

Advertizing/Marketing Activity 25 8.80 .816 -.451 .464 -.787 .902 

Location Activity 25 8.72 .650 .305 .464 .611 .902 

Administrative/Service Activity 25 8.62 .801 .425 .464 -1.083 .902 

Teacher Quality Activity 25 8.05 .816 1.647 .464 2.116 .902 

Quality of Teaching Activity 25 8.01 1.387 -.117 .464 -1.411 .902 

Price Activity 25 7.22 .928 .640 .464 -.582 .902 

Valid N (listwise) 25       

(Source: Survey results of RC’s Employees, June 2012) 
Table 9 represents the descriptive statistical results of RC staff’s perception about their own 
school’s strategic activities relative to customer needs, presented in the order of decreasing 
means of perceptions of the different strategic activities. The values of the skewness indicate the 
normality of the values.  
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Table 10 Customer Perceptions Survey Descriptive Statistics 
 
RC Strategic Activities 

N Mean Std. 
Deviation

Skewness Kurtosis 

Statistic Statistic Statistic Statistic Std. 
Error Statistic

Std. 
Error

Teaching Environment 100 9.43 .760 -1.734 .241 3.306 .478 

Teacher Quality 100 9.30 1.058 -1.313 .241 .195 .478 

Reputation of RC 100 9.04 1.163 -1.653 .241 3.560 .478 

Quality of Teaching  100 8.77 .562 -.799 .241 .287 .478 

E-learning 100 8.17 1.416 -1.496 .241 2.981 .478 

Administrative Services 100 8.14 1.647 -1.285 .241 1.148 .478 

Location of RC 100 7.52 1.112 -1.216 .241 1.123 .478 

Advertisement of Programs 100 6.18 1.327 .011 .241 .105 .478 

Price of Tuition 100 5.95 .947 .316 .241 .920 .478 

Valid N (listwise) 100       
(Source: Survey results of RC’s Customers, June 2012) 

Table 10 above represents the descriptive statistical results of the perceptions of RC’s customers 
concerning the services the school offers its customers. It is presented in a decreasing order of 
means to indicate how the customers rank the strategic activities offered by RC in terms of 
meeting their needs. E-learning (in italics) was incorporated to ascertain the desire of the 
students to engage in e-learning, and a mean of 8.17 on a 10-point Likert scale indicates 
customers’ great desire for e-learning. 
    
 Perceptions Ratings of Customers and Staff of RC 
 
Table 11a Customer Perceptions                        Table 11b Staff Perceptions 
Factors for RC 
Selection Mean Standard 

Deviation
 RC Strategy Activities Mean Standard 

Deviation 

1.Teaching Environment 9.43 0.760 1.Environment/Materials 10.00 0.000

2. Teacher Quality 9.30  1.058 2. Reputation of RC 9.02  0.649

3. Reputation of RC 9.04  1.163 3.Advertizing/Marketing 8.80  0.816

4.Quality of Teaching 8.77  0.562 4.Location of RC 8.72  0.650

5.Administrative Service 8.14  1.647 5.Administrative Services 8.62  0.801

6. Location of RC 7.52  1.112 6.Teacher Quality 8.05  0.816

7.Advertisement Program 6.18  1.327 7.Quality of teaching 8.01  1.387

8.Price of Tuition 5.95  0.947 8.Price of Tuition 7.22  0.928

(Source: Survey results of RC’s Customers and Staff, June 2012) 

Tables 11a and 11b above represent the rankings of the mean perceptions of RC’s customers and 
staff respectively presented in decreasing order. It is quite surprising that teaching environment 
and price of tuition came up at the top and bottom respectively of both customer and staff 
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perception ratings, which is suggestive of some degree of correlations between the two sets of 
perceptions. 

4.3 Assessment of Normality 

From Tables 8 and 10, it could be seen that the distributions of the competitor performance 
indicators and the staff perceptions results are normally distributed since the skewness are within 
-3and +3. But the distribution of the customer perception (Table 9) results has just a slight 
skewness due to the 3.306 and 3.506 skewness of the perceptions on teaching environment and 
reputation of RC respectively. 

4.4 Findings from the Competitors Survey Results 

The main business activity strategies that exist in the RK language schools are designed based on 
the combination of these three main business activity units: Education Abroad, Foreign Standard 
Tests, and Language Tuition. The analysis of the competitors’ survey results shall focus on the 
high performance activities that yield the highest performance indicators. Thus  the frequencies 
of the yearly averages of the number of student enrollments (P1) , number of students that 
proceed to study abroad (P2), revenues (P3), profits (P5), lowest tuition prices (P4), number of 
students that pass foreign standard tests (P6), and the number of students that show loyalty by 
referring the schools to friends and family members (P7). These indicators mentioned are 
necessary in determining the tendency of a company to achieve maximum performance when 
specific strategy activities are implemented together, since the objective of this study is to help 
RC (and small and medium scaled) language school businesses in RK improve their 
competitiveness and maximize profit (Keats 2009, pp. 29). 

Considering Table 3a, it could be seen that there is low participation of the competitors in 
summer training abroad (35% participation). Although RC does implement this business activity 
it could be taken to a new level, i.e. be incorporated into the business activity combinations.  

Considering Tables 3b, 3c and 3d, it could be deduced that the business combination strategy 
that has consistently shown the highest frequencies of competitor schools achieving the highest 
performance indicators in terms of annual averages of number of students enrolled (P1), 
revenues generated (P3), and profits made (P5) is the Education Abroad plus Languages. This 
therefore implies that a language school stands a better chance of achieving 3500+ student 
enrollment, $400,000.00+ revenue, and $180,000.00+ profit with the Education Abroad plus 
Languages business strategy than any of the rest. Currently RC makes average annual enrollment 
of 3510, revenue of $416,428.00, and profit of $177,229.00.    

From Table 3e, only the competitor schools that had 5 and 8 locations/centers were able to make 
3500+ student enrollments, with seven of the schools having 8 locations, and one having 5 
locations. This implies that it is most probable to achieve the highest performance of student 
enrollment (3500+) with number of locations beginning from 5, the reason for having the highest 
frequency of 8 for the schools that achieved 3500+ enrollments.  

Considering Table 3f, the competitor schools that made highest performance of annual average 
profits of $180,000.00+ run their centers with teachers from 15–19, and 20–24, with the range 
15–19 scoring the highest frequency of 8, and 20–24 range scoring 4. The remaining ranges of 
teachers scored zero in the $180,000.00+ region. This suggests a trend that maintaining centers 
with lower number of teachers at many locations yields more profit. 

Looking at Table 3g, the probable number of cities/towns to operate language schools in so as to 
achieve the highest region of 3500+ student enrollment starts from 3. The trend in this result 
suggests that from locations of 3 cities/town achieving 3500+ is increasingly possible, since the 
frequencies scored in 3, 4, and 5 town/cities are almost the same, i.e. 3, 2, and 3 respectively.  
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From Table 4, 48 (67.6%) of the schools surveyed have internet technology but do not utilize it 
in any way to improve the language teaching activity. It is mainly employed in reporting on the 
progress of students, especially those studying abroad, and monitoring punctuality and 
attendance. Customer perceptions about the desire for e-learning scored a mean of 8.17 on the 
10-point Likert scale (see Table 10), indicating great interest in e-learning among customers and 
therefore e-business for RC.  

From Table 5 it is clear that the entry level requirement for teachers in all language schools is 
BSc.; and 84% of the schools surveyed indicated that regular training programs are in place  for 
continuous upgrade of the teachers’ skills. 63.4% of the schools based their promotions on 
performance; however, only 41.4% of them have compensation programs robbing most of the 
schools the opportunity to integrate the promotion and compensation programs. Also, most 
schools have entry level salaries for teachers at $300.00 per month as does RC.  

The major mode of advertisement is by prints media only; followed by the combination of prints 
media plus internet, which are very cost effective (see Tables 6b and 6c). TV/radio ads are 
relatively very expensive (see Table 6d). Besides the ads, the weekly English club functions and 
the education abroad fairs are very effective and popular practices among the schools surveyed, 
(see Table 6a, M2 and M3). They enhance market growth, market share, and cost reduction 
strategies which are necessary for the support of market profitability. 

RC spends $2000.00 on advertisements annually which is enough to attract the 3500+ students. 
Table 6d shows that some of the schools that organize education abroad fairs could have as many 
as 700 and above students proceeding to study abroad, whiles the highest number for the schools 
that do not organize education abroad fairs regularly is from 200 to 299 students. RC does 
organize both functions. 

Among the schools surveyed, it could be deduced that the use of Cambridge and Oxford 
methodologies of teaching are the standard practice among the language schools- 61 (93.8%). To 
ensure quality teaching operations, most schools engage in surveying every student that 
undertake a program in the schools, and also supervise the teaching sessions. 57 (87.7%) of the 
schools conduct these surveys, and 42 (64.6%) have their teaching sessions monitored by 
managers or supervisors as done in RC. When asked whether their schools have any intentions of 
establishing new centers as a means of determining the possibility of opportunities in the 
language school industry in RK, 55.7% of the schools answered in affirmative, meaning the 
language tutoring industry is not necessarily saturated with schools yet.  

Analyzing the performance indicators of RC suggests that although it is among the high 
performance language institutions there are areas of operations that it can strategize to improve 
for stronger competitiveness and market profitability. 

4.5 Findings from Students (Customers) and Staff Survey Results 

A critical look at tables 11a and 11b reveals striking trends between the two sets of results. Both 
customers and staff results show favorably high above average perceptions of means on the 10- 
point Likert scale, which implies that customers have high perceptions about the performance of 
RC, and the employees also believe to a large extent that their activities have effectively 
impacted the factors that positioned RC competitively. Both sets of results scored the Teaching 
environment/materials as being the most considered factor for selection of RC and the factor that 
is most enhanced by the activities of the employees; and Tuition fees scored the least mean 
perception for selection of RC and activities that contribute to enhance price competitiveness of 
RC. 

It is worth noting that in the results of customer and employee perceptions, the factor, Reputation 
of RC came third on ranking the means for customer opinions, and came second on the 
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employees’ opinions of the influence of their activities towards the Reputation of RC. 
Administrative services took fifth positions on both the customers and employees perception 
scales, which is also another striking observation.   

Teacher quality and Quality of teaching came third and fourth respectively on the customer 
perceptions scales of preferences for RC, but on the contrary came sixth and seventh on the 
employees’ perceptions of the contributions of the school’s activities to improve teacher and 
teaching qualities, implying that while they are high on the minds of customers, the school gives 
them little attention. The same type of situation is seen between the two sets of perceptions 
concerning Advertizing/marketing. While customers take Advertisement/marketing lightly, RC 
employee perceptions show that their activities on the contrary are seriously directed at 
advertisement and marketing of RC’s services. 

On the whole, it could be deduced that the perceptions of customers concerning the 
competitiveness factors that influenced their selection of RC for their language classes is 
corroborated by that of employees concerning their activities that contribute to the quality of the 
competitiveness selection factors. This is confirmed by the high means observed in both 
customers and staff perceptions results, especially on those of the staff, where the least mean is 
greater than 7 on the 10-point Likert scale. 
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5. ANALYSIS OF EMPIRICAL FINDINGS 
The ultimate objective of this research is to come out with improved strategy for small and 
medium scaled language school businesses in RK based on our empirical findings and the 
application of theoretical strategy concepts found in literature to our unit of analysis, RC. We 
shall therefore analyze the possibility of RC either adopting cost leadership business strategy or 
differentiation business strategy (Merchant and Van der Stede 2007, pp. 727), or better still to 
adopt a combination of the two (Porter 1996). To achieve these objectives we shall apply the 
theory of Michael Porter as formulated in this thesis to come out with the overall strategy for RC 
and the language business schools in RK under the prevailing economic environment. 

Applying Porter’s theory as stipulated in this thesis, that both operational effectiveness and 
strategic positions are important for superior performance, but outperforming rivals and 
sustaining it only comes about when a difference is established and preserved in terms of greater 
value to customers or create a comparable value at lower cost or a mix of the two, so that a 
higher average unit price could be charged, or a greater efficiency producing lower average cost 
for superior profitability. This refers to the strategic leanings that create cost leadership or 
differentiation strategies for a business to attain competitive advantage over its rivals. According 
to Porter (1996) these differences are created based on the myriad forms of activities that a 
company uses to produce its products and services. The selection of a strategic position that 
cannot be imitated by rivals must come about through trade-offs of incompatible business 
activities until compatible sets of lock of fits of strategic activities are created that give a 
company a unique strategic competitive position in terms of cost leadership or value 
differentiation that rivals cannot imitate from outside. 

Besides Porter’s theory of linking strategy to industry structure and competitive positioning as 
stated above, attention has now being drawn to the resource-based view of a business for the 
development of the strategy (Grant, 2001). The resource-based view of strategic decision making 
is especially important in human resource management when a job is skills and knowledge-based 
(Bae and Lawler, 2000), and must be developed in a manner that resultant human resource will 
be scarce (especially information to concerning it) and imperfectly imitable from outside by 
rivals (Barney, 1986).    

Applying these principles to our empirical findings from the competitor survey results, and staff 
and customer perceptions results, we shall deduce the strategic activities from the various fields 
of strategy that could yield high performance for RC based on the prevailing strategies and 
economic environments through trade-offs until a high performing sets of activities are chosen 
for either cost leadership strategy or differentiation strategy.  

As stated by Merchant and Van der Stede (2007, pp. 727), a firm could pursue a cost leadership 
or differentiation approach to strategy. Thus for RC to apply cost leadership approach to strategy 
it must combine its business activities to achieve very competitive tuition fees; or to adopt the 
strategy of differentiation it must incorporate new activities or improve its business activities to 
add more value to its services to have competitive edge over its rivals. 

For the business strategy, our findings suggests that the activities that have the highest tendency 
to yield the highest performances are Education Abroad plus Languages (see Table 3b), 
operating 8 locations or centers (see Table 3e), run a center with 15 to 19 teachers (see Table 3f), 
and  operating in 3 or more cities/towns (see Table 3g). Hence for RC to further improve its 
competiveness it has to trade-off its number of locations from 4 to 8 centers, number of teachers 
from 33 to 15-19, and then operate in 3 or more cities/towns instead of the current 2 cities it is 
operating in. These trade-offs could increase the cost leadership strategy of RC. For 
differentiation strategy RC could incorporate summer training abroad, and vocational counseling 
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and consultation on education abroad to further differentiate its business strategies (Porter, 
1996).  

The fact that RC has been in business for over fifteen years and had adopted some sets of 
strategic activities which is now being implemented with high yielding performances (for 
example 3510 student enrollment, $416,428.00 revenue, and $177,229.00 profits) shows that it 
has developed some good lock of fits of strategic activities. But according to Keats (2009, pp. 
29), the primary goal of every company is to maximize profit, and any business in the situation 
of RC has to seek to further improve profits through trade-offs of activities and available 
resources. The ability for RC’s management to effectively execute the changes in its business 
strategy activities must also be guided by good management control decisions (Merchant and 
Van der Stede 2007, pp. xiii), as a good MCS is one that management can be reasonably 
confident in that no major unpleasant surprises will occur, and the business must keep on 
renewing itself for a good correlation between its strategy and MCS (Danneels, 2002) to help 
minimize the antagonism to strategy development (Cheah 2002). For the business to keep 
renewing itself is consistent with trade-offs until strategic fits are achieved. 

According to Bone and Saxon (2000), technology strategy is best implemented as a continuous 
and creative business process with approaches linked to core competency methodologies, and 
could be viewed as functional capability. Porter (2001) emphasized on the fact that the internet is 
a complementary tool for strategic planning and could not be deployed in isolation of traditional 
strategies. Our findings indicate that most of the schools have web design technology and 
internet, hence the capacity to exploit them for business profitability. For cost leadership strategy 
RC can trade-off its paper timesheet system for the electronic time sheet system, introduce 
internet-aided learning- especially for class exercises and assignment submissions. For business 
differentiation strategy the introduction of e-business and the internet-aided teaching will add a 
lot of value to its teaching services. This is also consistent with the concept of Hong (2009), that 
IT strategic plan must ensure that the business’s needs are the driving force for technology 
solutions, and that the plan must respond to the business’ productivity and effectiveness, cost 
reductions, revenue generation and customer satisfaction. In light of this, the technology /IT 
strategy lends RC the opportunity to improve its business strategy (resource-based view of 
strategy, Grant, 2001).     

 

For the human resource strategy, according to Becker and Huselid (1998), taking a resource-
based view of the firm by adoption of individual human resource practices is less likely to 
comply with the requirements of being scarce, valuable, imperfectly imitable and difficult to 
substitute than the adoption of a system of mutually coherent practices. Taking a behavioral 
perspective, the implementation of human resource practices as a set of mutually reinforcing 
policies allows the business to avoid the detrimental effects that may arise from an isolated 
implementation of potentially contradictory human resource practices, Pfeffer (1998). Therefore 
RC has to adopt a human resource system with a perspective that allows human resource 
practices to be scarce, valuable, imperfectly imitable, and difficult to substitute and mutually 
reinforcing. To improve the current human resource system of RC, training, compensation, 
promotions and teacher decision input programs have to be reinforcing to build the business.  

As indicated above, that the human resource strategy activities must be mutually reinforcing 
each other (Pfeffer, 1998) is consistent with our theory of creating strategic lock of fits of 
activities through either trade-offs or introduction of new activities that will be imperfectly 
imitated by rivals. Our findings suggest the introduction of a compensation system to reinforce 
the salary and promotion systems (reward systems) for greater teacher motivation. For either cost 
leadership or differentiation strategy, the approach of human resource system must be integrated. 
Thus the training, employee suggestions inputs, entry level qualification, and the reward system 
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must be mutually reinforcing. The reason for a good reward system, beside motivation, is to 
provide satisfaction for the employees upon which a business like language school depends. As 
rightly stated by Yager (2006) about personnel satisfaction, a talented manager understands one 
thing, that if personnel are satisfied with their working conditions the process and outcomes may 
exceed expected results. In trying to create a human resource system that integrates the human 
resource activities the call for the selection of types with commitment, motivation, skill and 
knowledge dimensions very important (MacDuffie, 1995).  

As interest in the role of a firm’s resources as the foundation for its strategy resurges (Grant, 
2001), the unique role that the human resource can play cannot be overemphasized. Both 
scholars and practitioners are giving much recognition to the role that human resource 
management can play in cementing the competitive position of a firm or business (Flood et al., 
2008). With the world especially gravitating towards knowledge-based economy, human 
resource systems have become very important source of developing competitive advantage over 
rivals (Bae and Lawler, 2000). Relevant human resource systems are important for 
competitiveness in knowledge-based industry such as the language school business, the reason 
why the starting level qualification for all the language schools is BSc, because they will have to 
prepare the students for the standard language tests. A break away from the status quo (new 
human resource strategy fitting with business strategy- Kathleen Eisenhardt’s (2001) definition 
of strategy) would be to raise the entry level qualification to MSc, and concentrate on preparing 
students for GMAT and GRE etc to offer a new business strategy. 

Knowing the level of competition against business’ products or services is very key in the market 
of an industry in which a company operates (Best, pp.40). According to Porter (2008), the five 
forces that shape the competition of an industry are: threats of new entrants, the bargaining 
power of buyers (students or customers), bargaining power of suppliers, threats of substitute 
products and services, and rivalry among existing competitors. In the Republic of Kazakhstan, 
some of these forces are even throughout the market, especially threats of substitutes (no other 
forms of learning languages), and the bargaining power of suppliers as seen in the fact that 
almost 100% of the competitors adopted Cambridge and Oxford methodologies of teaching 
hence have the same suppliers. As a result, the dominant forces in the language tutoring market 
are the threat new entrants, and rivalry among the competitors. These two dominant forces are 
offset by the effectiveness of the weekly English Club functions and the education abroad fairs 
which grows the business by “catching” potential students right from childhood (Best, 2009 pp. 
51-56).   

According to Best (2009, pp. 40), a market-based approach to strategy begins when we are 
examining the near environment and the company’s resources. For a company to have a good 
idea about the market conditions of its products or services besides its financial performance 
metrics, it must also have an external or market-based view of its performance (marketing 
metrics). Also, to sustain market profitability, the marketing strategies must grow the 
profitability of the business. Some of these strategies that grow the profitability of a business are: 
market growth, market share, customer revenue, cost reduction, and advertising strategies.The 
current marketing strategies of RC such as advertising, weekly English Club functions, and the 
periodic education abroad fairs automatically promote the market profitability strategies (Best, 
2009, pp. 51-56). 

The weekly English Club functions and the education abroad fairs are responsible for enhancing 
the market growth and market share strategies by engendering the interest of foreign language 
studies among students at early ages, and lead to prospective students who are already in the club 
enrolling for foreign language classes. The mode of advertising chosen must be one that is cost 
effective leading to cost reduction but effective in drawing enough customers for profitability 
(Best, 2009 pp. 51-56).   
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Our findings indicate that although RC gets 3500+ student enrollment with the $2000.00 spent 
on advertisements yearly it can reduce cost to $1500.00- $19990.00 by concentrating on only 
prints media ads. Also, we established the effectiveness of the weekly English Club functions 
and the periodic education abroad fairs, relative to those who do not implement these strategies 
which promote market profitability in terms of market growth and market share strategies. These 
findings would promote cost leadership than differentiation strategy. 

As mentioned by Cheah (2002), operational strategy deals with the execution and 
implementation- the way a firm manages its operational processes to ensure the change of 
various inputs into the final product/ service for the customer. This enables operational strategies 
to affect all the other strategy fields of the language schools because it deals with the way all the 
other strategies are executed or implemented. And, for first order, second order, and third order 
fits (Porter, 1996); there must be consistency between activities, reinforcing among them, and 
optimization respectively. Our findings suggest that assessing teacher performance through the 
students could enhance the market-based strategic activities of the school. Thus through the 
operational strategy activities all other market performance metrics could be determined so as to 
assess the market environment of language schools. In addition, instead of implementing the 
supervision with managers and supervisors, this could be done by installing closed circuit TV 
(CCTV) in the classrooms to execute the supervision, making technology/IT strategy reinforce 
and also optimize the operational activity which will intend enhance cost leadership strategy by 
cutting down on personnel per center (Porter, 1996). The fact that the operational strategy 
impacts on the other strategy fields implies that it is at this stage that care must be taken to 
implement the strategies to fruition by developing a management and control systems that 
correlates very well with the strategies. 

In the language school business in RK the main objects of control are the actions of teaching and 
the subsequent results that are achieved, making results and actions control systems the most 
important management control system. Thus the monitoring of teaching sessions, and the 
surveying of students for teacher performance are very vital strategy operations (action control) 
for the achievement of good results. Also, a good results control system is the compensation 
system (Merchant and Van der Stede 2007, pp 393) which fits very well with the suggested 
human resource system mentioned above. The operational strategy must therefore employ MCS 
as an interactive force among the various strategies to stimulate the development of new ideas 
and initiatives and guide the bottom-up emergence of strategies (Henri 2006). This will be 
facilitated by the practice of encouraging inputs of employees in decision making. 

According to Teece (2010), the tendency of designing a good business strategy is greater if 
entrepreneurs and managers have a deep understanding of user needs, consider multiple 
alternatives, and analyze the value chain thoroughly so as to understand just how to deliver what 
the customer wants in a cost-effective and timely fashion.  

Our findings from the customer and the employee perceptions surveys show that the strategic 
activities of RC are designed to meet the demands of the customers they serve (see Tables 11a 
and 11b), which supports the idea that over the years RC had put together some strategic 
activities resulting in strategic edge over its rivals (Porter, 1996) which could be built upon for 
improvement. 
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6. CONCLUSIONS AND IMPLICATIONS 
The SWOT analysis revealed that RC needs to recognize its internal strengths and weaknesses, 
and external opportunities and threats so that it can make strategic decisions to take advantage of 
its strengths such as the experienced teachers, web design technology and the e-learning business 
opportunity (resource-based view, Grant, 2001), whiles making strategic decisions to minimize 
the weaknesses such as lack of compensation systems and lack of documented strategy, and the 
external threats such as stiff competition.  

The following sets of strategic activities would be recommended for operational effectiveness 
and strategic positioning for the sustainable competitiveness of RC in the existing economic 
environment of RK. These recommendations would be made based on the empirical findings we 
have made from the surveys and the theoretical concepts we have stated in the thesis. 

From our findings, the overall business strategy for greater performance is the Education Abroad 
plus Languages combination, operated in eight (8) locations, run by 15 to 19 employees per 
center, and the centers situated in 3 to 5 towns/cities. From the findings these activities have the 
tendencies to yield the highest performances, and hence price reduction for cost leadership. The 
introduction of e-business would set RC apart for service differentiation strategy, an indication 
of a good lock of strategic fit between the recommended business and technology/IT strategies 
(Porter, 1996), especially  as our findings have shown considerable customer interest in e-
learning ( see Table 10). Our findings also came out with summer training abroad and vocational 
counseling and consultation on education abroad, and raising the entry level qualification to MSc 
to concentrate on preparing students for GMAT and GRE as new business strategy activities 
which are reinforcement of business and human resource strategies (skill and knowledge-based 
resources).  

For Technology/IT strategy activities, with the availability of the web technology, besides the 
tracking of the progress of students abroad, it is recommended that RC introduces internet-aided 
teaching, CCTV monitoring of teaching sessions, and an electronic timesheet system, which is a 
good reinforcement between technology/IT and operational strategies. These activity units could 
enhance both cost leadership strategy and differentiation strategy. Another way that the 
Technology/IT strategy can produce a good lock of strategic fit with marketing and operational 
strategies is for RC to conduct the survey of students online for teacher performance assessments 
and market performance metric determination (Bone and Saxon, 2000). 

For a comprehensive and effective human resource strategy, it is recommended that RC 
integrates its human resource activities by reinforcing the entry level qualification, training, and 
teacher suggestion inputs with salary, promotion, and compensation system to avoid perfect 
imitation by rivals as suggested by Pfeffer (1998). This will enhance its differentiation strategy 
with regards to human resource strategy.  

The marketing strategy activity units of RC currently include weekly English Club functions and 
periodic education abroad fairs which enhance the market profitability strategies. It is 
recommended that RC trades prints plus internet with prints only option to reduce cost to the 
neighborhood of $1500.00 and $1999.00. It is also recommended that RC takes advantage of the 
operational strategy of assessing teacher performances via students who complete language 
programs in the school to determine the market environment by determining the marketing 
performance metrics of the school’s services, Best (2009, pp. 40), which is another good 
indication of the strategic fit between the marketing and operational strategies. These strategies 
would favor the cost leadership strategy of RC.  
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The competitor survey has established the wide use and effectiveness of the Cambridge and 
Oxford teaching methodologies; and also the monitoring of language classes and teacher 
performance assessment using students. From our findings, we recommend that RC agrees to 
open new centers to increase its location from four (4) to eight (8) as suggested in the business 
strategy recommendations. This could favor both cost leadership and differentiation strategies. 

Considering the sets of recommendations made above for the various strategy fields, choosing 
exclusively cost leadership or differentiation strategy would not be possible since the nature of 
language tutoring cannot be easily standardized to take advantage of the economy of scale nor 
differentiate its services significantly from its rivals to charge appreciably higher unit tuition 
price. As stated by Teece (2010), that in actual fact, the tendency of designing a good business 
strategy is greater if entrepreneurs and managers have a deep understanding of user needs, 
consider multiple alternatives, analyze the value chain thoroughly so as to understand just how to 
deliver what the customer wants in a cost-effective and timely fashion, then it could be 
recommended that RC pursues the above sets of strategies for a mix of both cost leadership and 
differentiation strategies to exploits any niche that emerge in both directions of strategies, and it 
is in congruence with the theory we formulated for strategy recognition and development (Porter, 
1996),  

A critical look at the dimensions of this work which covers most of the aspects of the fields of 
strategy to be considered for putting together a document of strategy  to guide a company in both 
short-run and long run shows that there is a need for a documented strategy to guide every 
business, and must be revised constantly as the market environment changes (Eisenhardt, 1999).    

From the above discussions it has been shown that the research question of this study has been  
thoroughly answered and its objectives also met, in that it has been shown that the recognition of 
strategic activities are necessary. And that developing them into competitive strategic positions 
by either differentiation or operation effectiveness or a mix of the two through trade-offs guided 
by knowledge about competitor activities and theoretical strategic concepts can result in carving 
an overall strategy document that will can be followed by small and medium scaled language 
school businesses in RK to a competitive position that cannot be easily imitated by rivals.  

6.1 Implications   

The research has shown that strategy recognition and development was relevant to RC and 
would be relevant to other small and medium scale language school businesses in RK provided 
the strategy is developed with customer opinions as the most important basis of decision making 
before all other factors. The findings have also shown great support for Michael Porter’s theory 
of creating operational effectiveness and sustainable strategic positions via trade-offs strategic 
activities in different fields of strategy to establish competitive advantage over rivals. The thesis 
also lends support to the resource-based view of strategy development by language school 
businesses. 

6.2 Limitations 

This research being an exploratory study encountered a lot of problems in the area of information 
regarding finances because it was carried out in a cultural environment where entrepreneurs are 
not willing to disclose any information on how they finance their businesses and fiscal policies 
of their companies. To complete this research it s recommended that a complementary research 
is undertaken on the financial strategies of small and medium scaled language school businesses 
in RK.   
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APPENDIX 1 
Questionnaire to Ascertain and Assess the Strategies of Competitors of RC 

Thank you very much for your willingness to participate in our survey by answering the 
following questions that will help us assess the strategies adopted by different language centers 
in RK. Based on the results of this survey we would recommend ways of improving these 
strategies. 

If you have any questions please call me, Marina Andrutskaya, at +7 777 227 51 66 

General Questions 

1. Gender: Male/ Female 

2. Job designation:  

3. How long have you been working for this language school? : 

 

Business Strategies (B)  

B1. Which of the following business programs does your school 
offer?  

i. Education Abroad  

ii. Language tuition  

iii. Standard Tests 
preparation 

B2. How many locations or centers does your school have?   

B3. How many employees/linguist teachers run a center?  

B4. Does your school offer vocational counseling and consultation 
for foreign education?  

Yes No 

B5: Does your school offer summer holidays training abroad?  Yes No 
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B6: How many different towns is your company operating in?   

 

Technology/IT Strategies (T)   

T1. Your school has website design technology to improve teaching.  Yes No 

T2. The school employs the internet for teaching. Yes No 

T3. The school employs the internet for tracking student 
performances abroad.  

Yes No 

T4. The internet technology has been employed for e-learning. Yes No 

T5. Monitors punctuality and attendance with electronic timesheet 
system. 

Yes No 

 

Human Resource Strategies (H)     

H1. What is the minimum level of qualification for employment as a 
teacher?  

BSc MSc 

H2. We are promoted based on:  i. number of years  

ii. performance  

iii. qualification 

H3. Do you have a compensation system in your school? Yes/No Yes No 

H4. Teachers are regularly trained by the school. Yes/No Yes No 

H5. What is the teacher entry level salary per month?  

H6. Management encourages suggestions from employees.  Yes No 

 

Marketing/Advertising (M)  

M1. How do you advertize your business?  i. prints media  

ii. Internet  

iii. TV/radio 

M2. The school organizes weekly English club functions.   Yes No 

M3.  The school regularly organizes Education abroad fairs.  Yes No 

M4. How much do you spend on advertising per year?  

 

Operation Strategy (O)  
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O1. Employs Cambridge and Oxford methodologies of teaching.  Yes No 

O2. Assess teacher performance by surveying every student that 
completes a program. 

Yes No 

O3. Every teaching session is monitored by managers/directors to 
deliver quality teaching. 

Yes No 

O4. Does management intend to open new centers? Yes No 

 

 

 

 

 

Performance Indicators (P)  

P1. What is the average overall number of students enrolled per year?  

P2. What it the average number of students that study abroad through 
your school per year? 

 

P3. What is the average annual revenue of the school?  

P4. What is the cheapest price (tuition fee) in your school?  

P5. What is the average annual profit?  

P6. What is the average number of students that pass the standard 
tests per year? 

 

P7.What is the average number of students that shows loyalty by 
bringing another customer? 

 

 

Thank you 
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APPENDIX 2 
Questionnaire for RC Students  

This questionnaire is designed in the framework of the Master Thesis by students of Blekinge 
Institute of Technology (Sweden). The questionnaire is anonymous and directed to answer two 
main research question of the thesis: How can strategies be recognized and developed for the 
competitiveness of small and medium scale language school businesses? As a subject of research 
it was decided to choose one of the companies in the market of Language schools which is a 
successful performer in its industry.  

On a scale of 0 to 10 please answer the following questions with 0 indicating that you  strongly 
disagree and 10 implying you strongly agree:  

                  Strongly disagree: 0                                   Strongly Agree: 10
  

1 Marketing and  Advertising 0 1 2 3 4 5 6 7 8 9 10

1.1 I could have chosen other language schools.            

1.2 I have participated in some function 
organized by RC before. 

           

1.3 I easily heard about RC when I decided to 
look for a language centre.  

           

 

2 Reputation and Branding 0 1 2 3 4 5 6 7 8 9 10

2.1 I have attended another language school 
before. 

           

2.2 I think very highly about RC language 
school. 
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2.3 I would recommend RC language school to 
any other family member or a friend. 

           

 

3. Location 0 1 2 3 4 5 6 7 8 9 10

3.1 I think RC school locations are good.               

3.2 I have easy access to RC school for classes.            

3.3 I necessarily have to own a car to come to the 
school. 

           

3.4 I can get to the classes using different means 
of transport.    

     

           

4. Teacher Quality 0 1 2 3 4 5 6 7 8 9 10

4.1 I am satisfied with the quality of teaching I 
am receiving at RC. 

           

4.2 The teachers are qualified to teach the 
language want to be taught. 

           

4.3 The tutors motivate me enough to study my 
language of choice. 

           

4.4 The teachers are very knowledgeable with 
regards to what they teach. 

           

 

5. Teaching Environment and materials 0 1 2 3 4 5 6 7 8 9 10

5.1 The equipping of the classrooms is excellent 
for studies. 

           

5.2 The textbooks used by the teacher-linguists 
are very suitable for my studies. 

           

5.3 The teaching environment is conducive for 
teaching and learning. 

           

6. Price 0 1 2 3 4 5 6 7 8 9 10

6.1 I feel other language schools might charge 
cheaper tuition fees. 

           

6.2 I think the tuition fees in RC are too 
expensive compared to other language 
schools.  

           

6.3 I am getting my money’s worth.            
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7. New market 0 1 2 3 4 5 6 7 8 9 10

7.1 I think the e-learning (the distant/from-home 
process of education with the use of internet) 
can improve the learning process 

           

7.2 I would consider e-learning as the way to 
learn language 

           

 

8. Administrative service 0 1 2 3 4 5 6 7 8 9 10

8.1 I am satisfied with the work of the 
administrative staff. 

           

8.2 The administrative staff responded promptly 
to all your problems. 

           

8.3 I had no problems or questions when 
enrolling for tuition in RC. 

           

 

9. Quality of Teaching 0 1 2 3 4 5 6 7 8 9 10

9.1 I am motivated enough by the teaching 
approaches used in teaching my language of 
interest. 

           

9.2 I have made a lot of progress in your 
language of interest ever since you started 
RC. 

           

9.3 I would highly rate the teaching skills or 
professionalism of the teachers.  

           

 

10. Difference in the quality of language 
school selection factors of RC from that 
of its rivals 

0 1 2 3 4 5 6 7 8 9 10

10.1 RC advertizes/markets or makes the schools 
activities known to the public than its rivals 

           

10.2 RC has a name as the best language school in 
the country compare to other language 
schools 

           

10.3 RC centers are located at easily accessible 
places than its rivals. 

           

10.4 The quality of approach to teaching in RC is 
the best compared to competitors. 
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10.5 The teaching environment and materials 
used in RC is better than those in other 
language schools 

           

10.6 The price or tuition fees of RC is more 
competitive than that of its rivals 

           

10.7 The administrative services of RC are very 
satisfying compared to other schools. 

           

10.8 The teachers in RC are more knowledgeable 
and skillful than those of its competitors. 

           

 

Thank you 

APPENDIX 3 
Questionnaire for RC staff 

This questionnaire is designed in the framework of the Master Thesis by students of Blekinge 
Institute of Technology (Sweden). The questionnaire is anonymous and directed to answer the 
research question of the thesis: How can strategies be recognized and developed for the 
competitiveness of small and medium scaled language school businesses? As a subject of 
research it was decided to choose one of the companies in the market of Language schools which 
is a successful performer in its industry.  

On a scale of 0 to 10 please answer the following questions with 0 indicating that you  strongly 
disagree and 10 implying you strongly agree:  

                  Strongly disagree: 0                                   Strongly Agree: 10 

 

1 Price 0 1 2 3 4 5 6 7 8 9 10

1.1 The school deliberately keeps tuition fees as 
low as possible, even at the expense of profit. 

           

1.2 RC management operates the business 
efficiently to eliminate waste to keep tuition 
fees low.  

           

1.3 I believe our low tuition fees are responsible 
for our leadership in language school 

           

General 
Q 1 
What is your position in RC?_______________________________ 
Q2 
What is your qualification?__________________________ 
Q3 
How long have you been working for RC?__________________ 
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business in Almaty, RK  

1.4 RC management coordinates the resources of 
the various sections to keep the tuition fees 
low. 

           

2 Quality of Teachers 0 1 2 3 4 5 6 7 8 9 10

2.1 The school always hires teachers of high 
academic standard 

           

2.2 Probation period in RC always produces 
better caliber of teachers  

           

2.3 Every teacher is motivated to upgrade 
his/her knowledge after employment  

           

2.4 The methodology classes make teacher more 
knowledgeable and motivated. 

           

 

3. Location 0 1 2 3 4 5 6 7 8 9 10

3.1 Management deliberately locates schools at 
easily accessible places  

           

3.2 Students don’t necessarily need to own a car 
to be able to come for classes. 

           

3.3 Those who don’t own a car feel as 
comfortable as those who own a car when 
coming to classes in RC campuses. 

 

           

 

4. Reputation 0 1 2 3 4 5 6 7 8 9 10

4.1 The school’s achievements have given it a 
reputation as the best language school in 
Almaty, RK 

           

4.2 You frequently meet the school’s old 
students who boast of their performance in 
RC. 

           

4.3 The school has differentiated itself in the 
products and services it offers its customers. 

           

 

5. Quality of teaching 0 1 2 3 4 5 6 7 8 9 10

5.1 The school hires teachers with high teaching            
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skills  

5.2 Do you think the classes and seminars that 
RC management organizes motivate teachers 
to improve or develop better teaching skills 
on the job?  

           

5.3 RC management rewards good and excellent 
performances  

           

5.4 I am satisfied with the working conditions of 
the school. 

           

 

 

6. Teaching Environment 0 1 2 3 4 5 6 7 8 9 10

6.1 The classrooms are well equipped and very 
conducive for teaching and learning  

           

6.2 The textbooks provided by management 
enhance academic work  

           

6.3 RC always uses the best teaching and 
learning aids. 

           

 

7. Administrative service 0 1 2 3 4 5 6 7 8 9 10

7.1 Contracts are developed for customers in 
timely manner. 

           

7.2 Do you think customers are well informed 
about the terms of the contracts? 

           

7.3 Do you think control measures are 
implemented by manage to ensure optimum 
use of resources? 

           

7.4 Tracking the performance and progress of 
student abroad is carried out well to ensure 
the growth of the language school 

           

 

8. Marketing/ Advertising  0 1 2 3 4 5 6 7 8 9 10

8.1 Do you think the free weekly English club 
function is well organized to attract 
customers for the school? 

           

8.2 The Education Abroad fair pulls a lot of 
customers to study abroad. 
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8.3 Published promotion materials (leaflets and 
brochures) are very powerful means of 
communicating RC’s products and services 
to customers.  

           

 

Thank you. 


