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Abstract. Purpose — This research analyses the concepts and theories
of positioning school. As well as, it formulates a framework on theories of
positioning school, particularly on Porter’s generic strategy (1980), Bowman’s
strategy clock (1997) and classification of types of positioning strategies by
Mullins et al. (2009) in the telecommunications industry using the case study
method. Methodology — The qualitative research on three
telecommunication companies in Kazakhstan are conducted as case studies.
Cases are analysed on the theoretical models of positioning school, namely
Porter’s generic strategy, Bowman’s strategy clock and classification of types
of positioning strategies by Mullins et al.

Findings — This research presents the comparison of three
telecommunication case companies on the basis of three positioning school
theories. The theoretical framework of positioning school strategies was
approached and applied for case studies. Through analysing strategies of case
studies it was possible to conclude that two case companies are adopted the
differentiation strategies and one case company is adopted the focus strategies
on Porter’s generic strategy/Bowman’s strategy clock theories.

Research limitations/implications — The findings of this study have
answered the research questions but this work was developed solely
undertaking a desk based approach (secondary data) to data collection, thus all
of the made assumptions and summaries are due the author. Therefore, further
research in this field should take a more proactive approach by using other
types of data collection (for example, primary data) which would give addition
to a different and comprehensive study.

Key words: strategic planning, Positioning school strategies,
Telecommunications industry

skeksk

Anparna. Maxkcatel — byn 3eprreyae mnosuiusiaHy MeEKTeOiHIH
YFBIMIIapPbl MEH TEOpHWsUIapbl TaigaHansl. JKoHE Je, MO3WIUSUIBIK MEKTeTl
TEOPUSCHI HETi3iHAe, aTan alTKaHJIa MO3UIUSUIBIK MEeKTen Teopuschl, [loprep
(1980) >xanmer crpaterusicel, boymen (1997) carar crpareruscel, MyJiuHC
xoHe asTopiap (2009) TenekOMMYHHKAIMs OHIIPICIHACT] MO3ULMSIAY
CTpaTeTHsUIapblH HAKThI KeWcTep Tayjgay oMiCiH KOJIaHa OTBHIPBIT TYXKBIPHIM
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JKacanblHamel.  Meromonorus -  keiic  perinme  Kaszakcranmarel  yin
TEJIEKOMMYHHUKAIMSUIBIK KOMITAHUSUIApFa caraibl 3epTTey kyprizinai. Kelictep
MO3UIIMSIAY MEKTEOIHIH TeOpHsUIBIK MoJebaepi, aramaitkanga [loptep
JKAIIMBI CTpPAaTeTusiChl, BOyMeH cararT CTparerusichl >kxoHe MYJUIMHC XKOHE
aBTOpJap CTpaTerusyiapbl OOMBIHILA TalJaHAa IbI.

KopeiteiHnel — bByn  3eprreyne  ymr — TEIEKOMMYHHKAIUSIIBIK
KOMITAHHMSUTAPBIH ~ MO3WIMSUIaHy  MEKTeOiHiH 3 Teopusuiap  HeETi3iHIe
canmbIcThIppUIMackl  kentipiieni. Ilo3unusnany MeKTEOIHIH  TEOPHUSIIBIK
HEri3/iepi  TAaKBIPBINTHIK  3€pPTTEYJEpAl  KYPridy VIIIH  KOJJIAHBLIIBI.
TakpIpBINTHIK  3€PTTEYIIH CTPATETUSACHIH Talfay apKbUIBI KOPBITHIHIBI
JKacasbIH/IbI, €Ki Keilic kommnaHus auddepeHnmranus CTpaTeruschiH koHe Oip
Keic KoMIaHus POKycTay CTpaTErusChIH KaObUIIa/bI.

FrumeiMu-3epTTey mekTeysepi/canaapbl — )KYMBIC HOTHIKENIEpl 3epTTey
CyparplHa Kayanm Oepii, amaiiga OyJl JKYMBIC JEpeKTepil KHHAy YIIiH
TOJIBIFBIMEH JIECK HETi131He 931pJICH I, COHJIBIKTaH OapJIbIK sKacaliFaH KopaMall
MEH TYHiHAEeMeNlep aBTOPIbIH KYMBICHI OobIll TaObutagbl. Ochulaiiiia, OCHI
cayllajarbl OJ]aH 9pl 3epTTeyJiep, O3re JKOHE >KaH-KAKThl 3epTTeyre KOChIMIIA
OomareiHail Oacka JepekTep OKuMHAYy ouictepAl  (MbIcanbl,  OipiHmmi
KO3/IEPEeKTEep) YCTaHBII OChI OaFbITTa HEFYPJIBIM OCJICEHMI TO3WUIUSIIAP/IbI
UeMJIeHyi THiC.

Kinrri ce3nep: Crparerusuibik xocnapiay, [lo3unusnany cTpaTerusichbl
KOHE TeICKOMMYHUKAIIHS.

skekosk

AHHoOTanudA. B crartbe mpeacTaBiieH aHaIU3 KOHLEMNLIHUM U Teopui
MO3UIIMOHHON MIKOJNBI B cdepe TEeIeKOMMYHHMKAIIMOHHON HWHIYCTPHUH
Kazaxcrana, ommcana TeopHs TO3WIMOHHOW IIKOJBI W OOMIAasl CTPaTErws
[Toprepa (1980), crpareruss «vacel boymena» (1997) wm mnpencramieHa
KJIacCU(UKALIUA THUIIOB CTPATETUH TMO3UIMOHUPOBAHUSA MO MaJMHC U JIp.
(2009) ¢ ucnospb30BaHMEM METOJa aHAIM3a KOHKPETHBIX KEUC MCCIIEIOBAaHUN.
UccnenoBanue MIPOBOJIUIIOCH Ha OCHOBaHUU OTIBITa Tpex
TEJIEKOMMYHUKAIIMOHHBIX KoMITaHui B Kazaxcrane.

Ilyrem ananm3a cTpaTerud TEMAaTHYECKUX HCCIEIOBAHUM aBTOpP
mpuiien K  BbIBOLY, YTO B JABYX CIydasxX KOMIIAHUU TPUHSIIH
TuQepeHIHaluIo CTpaTeruii U B OJJTHOM - CTPATeTuio (POKYCHPOBAHUS.

Bce npencraBieHHble MPEANONOKEHHs], BHIBOJIBI U CBOIKHU SIBISIFOTCS
CaMOCTOSITENIbHOW ~ paboToil  aBTOpa, KOTOPBIM IUJIAHUPYET IPOBOAUTH
najJbHEHINe UCCIIEIOBAHNUA B JaHHOM 00JacTH ¢ 0oJjiee aKTUBHOUW MO3UIIAH C
NPUMEHEHHEM JPYT'MX TUIIOB W METOJ0B cOopa [aHHBIX (Hampumep,
MIePBUYHBIC IAHHBIE).

KirueBble cj0Ba: cTpaTerMyeckoe IUIAHUPOBAHHE, CTpaTETUU
MO3UI[MOHUPOBAHHOM IIKOJbI, TEIEKOMMYHUKAIIUH.
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Introduction

Strategic planning is the setting of long-term organizational goals, put
forward and accomplish the plans to achieve those goals, likewise the
allocation or diversion of resources necessary for realizing those goals (Wang
et al., 2007). There are many benefits of strategic planning for businesses. For
example, better decision making, resource efficiency, competitive advantage
and growth. Cheng et al., (2012) assert strategic planning can help business
units to make effective decisions by staying active to the threats and
opportunities. Furthermore, Gibus and Kemp (2003) state strategy plays a
crucial role in the businesses’ performance. David (1999) asserts that
businesses can improve their performance through effective strategies. As well
as, Olson et al., (1995) state that the performance of an enterprise is determined
by the business strategy it adopts. Therefore, businesses will achieve higher
sales, higher returns on assets, higher margins on profit and higher employee
growth if they engage in strategic planning (Gibson and Casser, 2005)
Furthermore, strategic planning is characterized as a deliberate set of actions to
achieve competitive advantage, and giving direction to the businesses (O’regan
and Ghobadian, 2002). Businesses can adopt a single strategy or multiple
strategies and these strategies belong to these schools. There are Positioning,
Design, Planning, Descriptive, Cognitive, Cultural and power School of
strategies. This paper focuses on positioning school of strategies and
particularly competitive business strategies.

There are a lot of works in the literature about strategic positioning of
various industries in different countries. For example, positioning strategies of
various industries of USA (Kale and Arditi, 2002), China (Skallerud and
Gronhaug, 2010), Spain (Castillo and Garcia, 2013) and other countries well
researched in the literature. However, there is little or even no appropriate
conducted research about positioning strategies of industries in Kazakhstan.
Therefore, this work attempts to fill this gap by use of a case study research in
the adoption and application of the positioning school strategies in Kazakhstan.

Three companies, namely Kazakhtelecom, Kcell and Beeline, which are
offering their services in the telecommmunications industry in Kazakhstan will
be discussed and analysed in order to identify their adopted positioning
strategies. Thus, this work through the use of a case study method tries to
answer to the following question: What strategy types ofpositioning school are
adopted by three telecommunication companies in Kazakhstan? So, the
outcomes of strategy implementation by companies will be scrutinised and
analysed in an attempt to answer this research question.

The theoretical part of the work will present existing theories and
models related to the positioning school concept. Classification of types of
positioning strategies by Mullins et al (2009) was reviewed in order to
understand the nature/balance of the businesses’ positions. Whereas, Porter’s
generic strategy (1980) is used to identify the businesses’ competitive
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strategies according to their market scale and competitive advantage.
Furthermore, Bowman’s strategy clock (1997) helped to illustrate the
combination of cost and perceived added value of businesses. Accordingly,
based on these theories and concepts reviewed, a framework for the strategic
positioning study on the telecommunications industry in Kazakhstan is
developed.

The overall aim of this work is to develop a framework on types of
positioning school strategies in the telecommunications industry following the
case study approach. Through using the case study method the researcher will
investigate and analyse the case, which is intended to grasp the complexity of
the issue (Stake, 1995). Qualitative research design will be conducted to this
research. As qualitative research design develops a framework to help to
understand the subject and to lead the research into the planned direction
(Saunders et al., 2009). Furthermore, data about case studies are collected
through reliable means of secondary sources. Selected secondary sources
include articles, annual report of the firms, government publications, digital
libraries, and other online sources of information.

Theoretical framework

Positioning strategy. In most business units the strategic management is
based on the decisions on their future direction. The company’s strategy has
several dimensions. They are based on the goals of the company, different
programs, and allocation of resources. Hence, strategy based on the long term
direction by meeting challenges from business environment. One of the
strategies which is used widely by many companies is positioning strategy. In
general, positioning strategy can be illustrated as occupying the image of the
company in the target market. The aim is to establish the companies' image in
the minds of clients, and obviously to maximize the profit of the businesses.
Kotler and Keller (2006) claim that the firm is accepted to be successfully
positioned when the firm occupies the market and has a strong position for
itself. According to Ries and Trout (1972) the positioning should install the
firm’s brand in the mind of the consumers and in their minds the businesses’
image must be differential. As well as Klinkerman (2000) state in order to be
successful for long period the firm should focus on the uniqueness of the
strategy rather than to use traditional business strategies.

There are seven positioning strategies which is applicable for most of
situations in the market. To list, they are: Mono and multi segment positioning;
standby and imitative positioning; anticipatory and adaptive; and last defensive
positioning strategies (Mullins et al., 2009). First, as the name itself says that
mono segment positioning involves implementing programs designed to the
preferences of a single market segment. Second, multi segment positioning
involves programs to attract consumers from different segments. It is assumed
as attractive strategy due to the fact that it provides higher economies of scale
and requires smaller investments. Third, standby positioning involves standby
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programs to minimize response time on switch from multi to mono segment
position. Fourth, in imitative positioning new brand targeting position is similar
to the existing successful brand. Fifth, in anticipatory positioning the
businesses position a new brand in foreseeing the needs of the segment. Sixth,
adaptive positioning involves periodical repositioning of a brand to follow the
needs of the segment. And last, in defensive positioning businesses bring out
an additional brand in a similar position for the same segment in order to
protect themselves from competitors (Mullins et al., 2009).

Michael Porter is definitely the biggest proponent for the positioning
school.Michael Porter’s theory of generic competitive strategy becomes
unquestionably among the most substantial and influential study of strategic
management after its initiation in 1980. Basically, Porter’s theory of generic
strategy contains two important elements. First, a system for identifying
business unit’s competitive strategies according to their market scale
(focused/broad), and their competitive advantage (cost/differentiation). Second,
a theoretical proposition about the performance outcomes of these strategic
designs: that failure to choose between one of cost or differentiation advantage
will result in inferior performance, the so-called ‘stuck-in-themiddle’
hypothesis (Campbell-Hunt, 2000).

Table 1
Porter’s Generic Competitive Strategy (1980)
Competitive Advantage
Lower cost Differentiation
Competitive  Broad target Cost leadership Differentiation
Scope
Narrow target Cost focus Focused differentiation

As it is discussed on previous part Porter’s generic strategies
represented three ways in which the businesses compete either on price (cost),
perceived value (differentiation), or by focusing (market segmentation).
Porter’s type of competition became very popular on competitive advantage,
however many businesses wanted comprehensive value and price combinations
competitive strategies. Therefore, Bowman and Faulkner developed Bowman's
Strategy Clock strategy, which is also become successful competitive strategy
of positioning school. Basically, Bowman’s strategy illustrates the cost and
perceived value combinations that many businesses use, as well as defines the
likelihood of each strategy’s success. Strategy is based on the principle that
competitive advantage is realized by providing customer what they need better
or more effectively than competitors (Figure 1). Each position on the clock will
be discussed below.
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Figure 1. Bowman’s Strategy Clock. Source: ‘Corporate Competitive Strategy'
by
Bowman and Faulkner, 1997.

Methodology

This research is based on case study method. So, case study research is
an investigation and analysis of a single or collective case, which is intended to
grasp the complexity of the object of study (Stake, 1995). Zikmund (2003)
state that case study can be defined as a research method that collects one or
several similar events or situations to the investigations of researcher.

According to Yin (2009) five components of a research design are very
important for case studies. To list, they are study questions; study propositions;
unit or units of analysis; logic linking the data to the propositions; and criteria
for interpreting a study’s findings. General idea is that according to Yin (2009)
complete research design should indicate what data are to be collected, as
specified by a study’s questions, its propositions and units of analysis.
Likewise, design should demonstrate what is to be done after the data have
been collected, as specified by the logic linking the data to the made
propositions and the criteria for interpreting the overall finding.

Furthermore, research methodology of this research will be based on
qualitative research paradigm. According to Creswell (2013) qualitative
approach to case studies: ‘‘examines case or multiple cases over time, through
detailed data collection of many and various sources of information, as well as
describing and discussing the case or cases’’.

Secondary data is an effective way to save time and money (Patzer,
1995:18). So, no doubt that secondary data would be a good choice to this
research than interviews or other ways to collect data and resource in terms of
saving the time. As secondary data have been collected by others, so
researchers can have more time to analyze and explain the data. Likewise,
secondary data is helpful of understanding the research problems and assist
researchers to get more values by providing the primary data (Yin, 2009).
Further, secondary data can be beneficial as a higher quality data than primary
data that people can access them easily. However, Patzer (1995:19) argue that
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researchers by using secondary data are unable to exert control over either the
type of data (relevance) or the way in which the data were collected (accuracy).
Findings

All three cases of telecommunication companies represent interesting
examples of how these three big companies followed their own business
strategies. Furthermore, it allows us to frame some general conclusions about
each company’s successful positioning strategies. As it mentioned before, the
theoretical framework for this case analyse is developed based on Porter’s
generic strategy, Bowman’s strategy clock, and positioning strategies. The
comparison of three case study analysis based on theoretical framework is
summarized in Table 2.
Table 2. Comparisons of the cases by theoretical frameworks

Theoretical Kazakhtelecom Kceell Beeline
framework
Differentiation Differentiation Focus strategy
Porter’s generic strategy strategy
strategy
Differentiation Ditferentiation Focused
Bowman’s strategy | strategy with the high | strategy with the high differentiation
clock price price
Type of positioning Multi segment Multi segment Mono segment
strategies by positioning positioning positioning
Mullins et al. (2009)

To sum up, strategy is a set of actions which will help to provide better
products and services to the targeted customers than competition, while
strategic positioning assists in determining the focus area of businesses’
resources. Therefore, if businesses posses meaningful, well build and effective
positioning strategies, the chances of reaching success is high.

So, this work used a case study method in order to find what strategy
types of positioning school are adopted by three telecommunication companies
in Kazakhstan. The main limitation of the research is that this work was
accomplished solely undertaking a desk based approach (secondary data) to
data collection, consequently all of the findings and summaries are the authors.
For this reason, the further research in this field of study should take a more
proactive approach by undertaking other types of data collection (for example,
primary data) which would contribute to a different and comprehensive study.
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