
 
 

 

 

 

 

 

 

 

 

 

                                       MASTER’S THESIS  

 

 

 

 

 

 

 

 

 

 

 

 

 

                        Cleofhas Bett 2014 

 



 
 

  

School of B usiness  

 

International Marketing Management (MIMM) 

 

 

 

 

 

 

 

 

Cleofhas Bett 

 

 

INTERNATIONAL PARTNERING STRATEGY FOR E-LEARNING PR OVIDER IN 

EMERGING ECONOMIES: EVIDENCE FROM EAST AFRICA LEARN ING 

INSTITUTIONS   

 

 

 

 

 

 

 

 

 

 

 

 

Examiners:   Professor Olli Kuivalainen 

                     Professor Sami Saarenketo 

 

 

 

 



 
 

ABSTRACT 

 

Author: Cleofhas Bett 

Title: International Partnering strategy for e-learning provider in emerging 

economies: Evidence from East Africa learning institutions 

Faculty: LUT, School of Business 

Master’s Programme:  Masters in International Marketing Management (MIMM)  

Year:  2014 

Master’s Thesis : Lappeenranta University of Technology 

  120 pages, 7 figures, 48 tables and 3 appendices 

Examiners:   Professor Olli Kuivalainen 

  Professor Sami Saarenketo  

Keywords:   Partnering Strategy, partner selection, E-learning, emerging economies  

International partnership has received growing interest in the literature during the past 

decades due to globalization, increased technological approaches and rapid changes in 

competitive environments. The study specifically determines the support provided by 

international partners on promotion of e-learning in East Africa, assess the motives of partner 

selection criteria, the determinants of selecting partners, partner models and partner 

competence of e-learning provider. The study also evaluates obstacles of e-learning 

partnering strategy in East Africa learning institutions.  

The research adopts a descriptive survey design. Target population involved East Africa 

learning institutions with a list of potential institutions generated from the Ministry of Higher 

Education database. Through a targeted reduction of the initial database, consisting of all 

learning institutions, both public and private, the study created a target sample base of 200 

learning institutions. Structured questionnaires scheduled were used to collect primary data. 

Study findings showed the approach way East African communities in selecting their e-

learning partners depend on international reputation of partners, partner with ability to 

negotiate with foreign governments, partner with international and local experiences, 

nationality of foreign partner and partners with local market knowledge. 
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1. Introduction 

E-learning is a fast growing industry which currently presents the greatest marketing 

challenge to e-learning companies across the globe. Viope solutions face potential 

challenges in understanding the Kenyan market before rolling out its activities in e-learning 

industry in the country. The company lacks adequate capacity and infrastructure to establish 

its partnership in Kenya. It also lacks market knowledge on the Kenya e-learning industry 

and has not established a business network to fast-track e-learning in Kenya. The company 

does not have marketing strategies to manage vertical, horizontal and lateral competition 

arising from both internet and mobile providers due to price wars anticipated in the market. It 

is also faced with a myriad bureaucratic, legal regulations and consumer behavior   

challenges associated with entering the Kenyan market. 

The aim of the thesis is to examine effective ways of enabling Viope company launch e- 

learning program through establishing international partnership in Kenya. This will be 

achieved through critically examining the business markets and buying behavior, establishing 

e- learning network with key players in the industry and establishing a competitive market 

entry, development and sustainability of e-learning program in Kenya. The thesis used both 

primary and secondary data. Primary data was obtained using interview guide, focus groups 

and observation, while secondary data was obtained from empirical studies on international 

partnership. 

 

1.1. Background of the Study 

Sustainable development in Emerging economies needs the deployment of high quality 

Information, Communication and Learning Technologies. Key economic drivers in 

development are required for developing countries to achieve the millennium development 

goals (MDGs). Omar (2008) discusses e-Learning as major boaster of the economy in 

developing countries, e-learning is still required to prove that the quality of student learning is 

at least equivalent to face-to-face teaching. A comprehensive support from international e-

learning provider can help achieve, this includes developing and producing learning 

materials, academic programmes, services and support as well as standards of student 

learning (ibid,2008). Education is seen as one of the most important factors for poverty 

alleviation and economic growth in developing countries (UNDP 2005; UNESCO 2005; WSIS 

2005) and the use of Information and Communication Technologies (ICTs) for dissemination 

of education is believed to have huge potential for governments struggling to meet a growing 

demand for education while facing an escalating shortage of teachers (UNESCO 2006). E-
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learning is, however, facing a lot of obstacles and challenges such as Support, Flexibility, 

Teaching and Learning Activities, Access, Academic confidence, Localization and Attitudes 

in developing countries (Dhanarajan,2001; Heeks,2002; Rajesh,2003) and dropout rates are 

usually much higher than in traditional, classroom based teaching (Eastmond,2000; 

O'Connor et al. 2003; Simpson 2004). 

The experience of developed countries clearly shows that e-Learning mechanism involves 

various actors in the process including academia, infrastructure, social entrepreneur, private 

sector, also the development partners. Major categories are government, private sector, 

academia and development partners. Initially, introduction of e-Learning will require huge 

efforts from all these stakeholders (Akbar, 2005). An integrated approach will ensure the 

proper implementation of e-Learning in several countries, Kenya among them. Sustainable e-

learning partnerships evidently are neither well understood nor easy to create.  

Kenya Vision 2030 is the county’s Kenya’s development blueprint, which aims to transform 

the country into a newly industrializing middle-income country proving a high quality life to all 

its citizens by the year 2030(USAID, 2009). The e-learning programmes should seek to 

promote well trained and motivated citizens as envisioned in the realization of the Millennium 

Development Goals (MDGs), as well as establish a human resource base able to cope with 

the ever increasing challenges of globalization, changing work environment and needs of the 

citizens. Information technology needs to be managed, rewarded and steered to develop 

global competiveness. To be successful in developing this competiveness, the human 

resources will be constantly subjected to training, re-training and access to technological 

learning within employment. E-learning is part of performance improvement which is 

intended to provide the common vision and guide the country in global competiveness 

service perspective. It establishes the effects of information technology as a strategy for the 

governance in global transformation of countries. As a result of these developing countries 

(ITU, 2011) need to introduce information technology policy with the aim of enhancing 

service delivery by emphasizing on results rather than processes. Therefore, international 

investment in e-learning is, however not an alternative to investment in education. Generally 

the two should be seen as being complementary agents of the sector. Integrating e-learning 

programs into existing educational systems can promote, however, this can bring a 

transformation. Implementing a comprehensive e-learning program would mean changes to 

the curriculum, infrastructure, teacher professional development, textbook and exams. A 

major benefit of integrating e-learning into governmental educational systems would be a 

long-term commitment to growing and maintaining the program as technology adoption is a 

key driver in economic growth. 
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1.2. Statement of the Problem, Research Objectives and Questions 

Despite this lack of clarity and solid empirical evidence, Geringer (1988, 1991) and others 

(e.g. Glaister, 1996) maintain that partner selection is an important variable in the formation 

and operation of alliances. Moreover, alliance performance is determined in part by the 

characteristics of the partner chosen and the mix of skills and resources this partner brings to 

the collaboration, combined with the overall strategic objectives of the venture. In addition, 

partner selection appears to be a distinct decision within the alliance formation process (Hitt, 

Ahlstrom, Dacin, Levitas and Svobodina, 2004). Hence, it seems possible to identify and 

classify the selection criteria employed as well as their relative importance. Although the 

literature does provide some clue as to how a university/learning institution selects a 

particular partner for an alliance, less is known about this decision pertaining to international 

strategic alliances involving international partnering strategy for e-learning provider in 

emerging economies. Therefore, this study focuses on international partnering strategy for e-

learning provider in emerging economies.  

 

1.2.1. Research Objectives 

1. To determine support provided by international partners on promotion of e-learning in East 

Africa learning institutions 

2. To determine motives and partner selection criteria of e-learning providers in East Africa 

learning institutions 

3. To assess the determinants of selecting partners, partner models and partner competence of 

e-learning provider in East Africa learning institutions 

4. To evaluate obstacles and facilitating factors of e-learning partnering strategy in East Africa 

learning institutions 

 

1.2.2. Research question 

What are the building concepts of a successful international partnering strategy for E-

learning providers in Emerging economy? 

Sub questions 

i. What are the international strategies in terms of motives, support, selection criteria need   to   

build e-learning partnership in Emerging economy? 

ii. What are the processes of forming e-learning partnership? 
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iii. What factors determines the success of an international partnership in emerging market 

context? 

 

The sub question section determines to clarify the concepts of the research question in 

accordance to the research objectives. In order to find answers to the research question, 

hence it is necessary to break down the building blocks; ranging from the motives, processes 

of forming e-learning partnership, to the factors that determine its success in emerging 

market context.  

 

1.3. Delimitation 

The author has delimited the management of partnership as this was not the main focus, 

whereas the study was confined to Kenyan market due to limited resources and wide area of 

East Africa. Due to newness of E-learning industry, there are no available or related articles 

about international partnership for e-learning providers written in Kenya. However, there are 

articles concerning partnership management which has been researched. Cavusgil, 1998 & 

2006; Zahra 2005; Poulymenakou & Prasopoulou, 2004; Taylor, 2005; Taylor & Taylor, 2012 

have all researched partnership in management perspective. Industry-academia partnership 

was noted to be mutually beneficial (Naude et al, 2009; Stead & Harrington, 2000; Dooley & 

Kirk, 2007). Despite the need for win-win relationship, alliance benefits, motives, goals and 

management differ from industry to industry (Whipple & Frankel, 2000; Naude et al, 2009). 

Hence for the purpose of this study, management of partnership is less emphasized.  

 

1.4. Definitions 

Digital divide : The disparity in skill readiness and ability to access computers and the 

Internet together with the ability to effectively use this technology to enable full participation 

in vocational education and training.  

E-learning : e-learning is a broader concept encompassing a wide set of applications and 

processes which use all available electronic media to deliver education and training more 

flexible. 

Blended Learning: Learning methods that combine e-learning with other forms of flexible 

learning and more traditional forms of learning (Singh 2003). 
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Globalization : Refers to the interconnectedness of national economies and growing 

interdependence, for instance; Economic changes that include the internationalization of 

production, the harmonization of tastes and standards and the greatly increased mobility of 

capital and of transnational corporations. Ideological changes which emphasizes investment 

and trade liberalization, deregulation and private enterprise.ICT technologies that shrink the 

globe and signal a shift from goods to services. These are cultural changes that involve 

trends towards a universal world culture and erosion of a nation (Ohmae, 1990). 

Internationalization : Internationalization and globalization are often used interchangeably 

but the distinction is that “Globalization is the integration of economies worldwide through 

trade, trade agreements, finance, information networks and the movement of people and 

knowledge between nations. Internationalization represents those same activities occurring 

between two or more nation states but does not necessarily involve a whole-world view” 

(ANTA, 2002). 

Emerging economies:  These are group of countries which plays an increasingly important 

role in the global economy. It describes a fairly narrow list of middle-to-higher income 

countries within developing countries. Hoskisson, Eden, Lau and Wright (2000) describes 

emerging economies as those newly industrializing countries which have gone through 

market liberalization and have adapted market based policies. 

International partnership strategy:  Is when two or more firms which are often cross-

nations (countries) work as a team through collaboration in order to pool their resource or 

skills to provide better services. This alliance is done with a belief that their synergies’ will 

bring an economic benefit with the effort of integrating and infusing global, international and 

intercultural dimensions into the ethos and outcomes of postsecondary education. 

International partnerships:  Defined as inter-firm cooperation in which a combine innovative 

technological activities or an exchange of technology in an agreement. This includes equity 

sharing or contractual alliances which is more diverse and covers the group of partnerships 

without equity sharing example is the joint development agreement, research pacts, and R & 

D contracts. 

Alliances: An alliance is an agreement between two or more parties to pursue a set of 

agreed upon objectives need while remaining independent organizations. Strategic alliances 

are complex relationships among partners that integrate members with varying cultures, 

values, and processes into fluid, productive, and non-adversarial systems. They are paradox 

of firms which seek to their competitive advantage, growth and increasing efficiencies by 
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sharing resources or capabilities to achieve mutually relevant benefits (Kale & Singh, 2009 

and Gulati, 1995). 

Partnership:  Lassere (2007), describes partnership as sharing capability between two or 

more firms, whereas Alliances , is an agreement between two or more parties to pursue a 

set of agreed upon objectives need while remaining independent organizations. Therefore in 

this study, both alliances and partnership are interpreted to mean the same thing. 

 

1.5. Preliminary theoritical framework 

The figure 1, below illustrates the research questions in relation to the theoretical framework. 

For example, open systems theory that describes a system as a set of interacting elements 

or sub-systems that make up an integrated, in this case fig 1 indicates how firm interest and 

purpose (the need for e-learning, constraints in learning, etc), in turn influences the alliance 

formation of e-learning in emerging markets. Elements such as globalization, 

internationalization, partner selection and international partnership are the key drivers for the 

success and determine how partnership is achieved. 

Governments are emphatically forward looking for possible technology paths and prioritizing 

education for its citizen to achieve their vision. Institutions’ have come together in form of 

network, domestically and internationally to access complementary knowledge, high-level 

skills and facilities. One of the most urgent requirements for several developing countries is 

to fast-track the establishment of high performance network services for research and 

development, and for enhanced partnership/collaboration. Formation of partnerships has 

been trigged by fundamental changes in global economy (globalization) and technological 

change. Global competition, shorter product life cycles and developing technology has 

shown an increase in partnerships. Further, rapid pace of technological change is creating 

both challenges and opportunities like greater access to digital content through e-learning for 

learning institutions. The term “e-learning” is now used in the framework to capture the 

general intent to support a broad range of electronic media (Internet, intranets, extranets, 

satellite broadcast, audio/video tape, interactive TV and CD-ROM) (Ssekakubo, Suleman 

and Marsden, 2011). Technology therefore provides solutions to a number of problems   

Fierce competition in developed economies and emergence of new markets in developing 

countries has also shifted firm’s interest into emerging markets. There is need to explore 

emerging markets in order to remain competitive and relevant in the global economic market. 

Internationalization theories for new ventures were extended by the network theory of 

internationalisation which emphasises the impact of business relationships upon the growth 
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and internationalisation of firms (Welch and Luostarinen, 1988; Fan & Phan, 2007; 

Baronchelli et al, 2008 and Zapletalova, 2012).The successes of born global firms in 

identifying new market opportunities and building market knowledge have been largely 

attributed to partnership (Luo, 2000; Muecke, 2007). Firms enter into joint venture/alliance to 

enter new markets (Beamish, 2009). There is evidence to suggest that partnerships are 

important for born global firms due to their resource constraints (Coviello & Munro, 

1995).This study therefore suggests a broader conceptualization of international partnership 

for e-learning provider.  

 

Fig 1: A preliminary theoretical framework of this study. 

 

 

 

 

 

 

 

 

 

 

 

 

Source, Author 2013 

 

1.6. Research methodology 
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designed to gather information about existing conditions and explore the cases of part

phenomena. Collection and analysis of data was kept consistent with the research questions. 

Hence, interpretation of results suits quantitative 

methodology was chosen as it lends itself better in investigating the significant issues which 

were focused in the study.

objective of the study (Yin, 2009).
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The structure of the study above (fig 2) explains in part on how the author will handle chapter 

by chapter till the conclusion part. Chapter one gives the background of the study and the 

need for the company to develop a business concept in the creation of e-learning in Kenya. 

The second Chapter two provides critical information on the role for the ‘right’ partnership 

through relevant theories that have been used before. The research design and methodology 

used will be explained in chapter three. Chapter four gives the empirical review and identifies 

the major players in e-learning industry in Kenya, evaluates the market creation and 

development strategies to be used in gaining a strong partnership. It also provides critical 

analysis of Viope Company and Kenyan the business environment. The study will present 

data in chapter five and finally give conclusion and recommendation of the study in chapter 

six, on international partnership in emerging economies.    

 

2. LITERATURE REVIEW 

2.1. Overview 

This chapter reviews theoretical literature related to international partnering strategy for e-

learning provider, to understand these factors relevant theoretical underpinnings and 

empirical studies are reviewed. A conceptual framework, which will form a basis of 

comparison of data analysis and the models or relevant theories, will be developed. The 

chapter goes on to review the independent variables in relation to the dependent variable.  It 

also identifies knowledge gaps that are as a result of analyzing the theoretical and empirical 

literature. 

 

2.2. Concept of E-LEARNING 

According to Ssekakubo et al (2011), E-learning is defined as the learning that is enhanced 

or supported through the application of Information and Communication Technologies (ICTs). 

E-learning covers a spectrum of activities from supported learning to blended learning and to 

learning that is delivered entirely online. Blended learning, where e-learning activities and 

traditional instructor-led learning activities are coupled to facilitate full-time learning for the 

students is the model of choice for many institutions both in the developed and developing 

countries (Ssekakubo et al, 2011). According to Singh (2003), blended learning combines 

multiple delivery media that are designed to complement each other and promote learning 

and application-learned behavior. A blended learning program may include several forms of 
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learning tools and mixes various event-based activities, including face-to-face classrooms, 

live e-learning (synchronous) and self-paced e-learning (asynchronous). 

It is clear that the benefits of using technologies in an informed and pedagogically sound way 

can be felt across all sectors, as practitioners contribute to the body of knowledge and 

understanding of effective practice with e-learning. It is also suggested that designing for 

learning must increasingly incorporate decisions about where and when to integrate 

elements of e-learning into a programme, course or individual session wherever the learning 

environment can support this as shown in fig 3 (Joint Information Systems Committee, 2004). 

However, this is still an evolving story rather than a completed one; in addition, there is a 

growing gap between studies conducted in e-learning and internalization of e-learning in 

emerging economies. For instance many African researchers view e-learning as being 

somehow separate from other kinds of learning which is no helpful when trying to devise new 

e-learning provider; this guide represents current views and practice which will develop 

further as those involved in designing for learning push the boundaries further in their search 

for ways of improving the quality of learning and teaching. 

 

Figure 3: A Model of Effective Practice with E-Lear ning 
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Source: ( Joint Information Systems Committee, 2004) 

Joint Information Systems Committee developed a model for effective e-learning in 2004, 

figure 3 above which to them the benefits of using technologies in an informed and 

pedagogically sound way can be felt across all sectors, as practitioners contribute to the 

body of knowledge and understanding of effective practice with e-learning. It is also 

suggested that designing for learning must increasingly incorporate decisions about where 

and when to integrate elements of e-learning into a programme, course or individual session, 

wherever the learning environment can support this.  

 

2.3. Concept of International Partnering Strategy 

International partnering strategy is an essential strategy that provides the architecture which 

sets forth a series of steps to enable students to reinforce and expand the international 

reputation of the schools in all their endeavors by promoting e learning. International 

partnering strategies allow e learners to be recognized as international leaders in high quality 

learning, teaching, research and enterprise (Education strategy, 2010).  

To achieve impact through international partnerships can be delivered through: being a core 

member of the Global Partnership Network (GPN); engaging with bilateral partnerships to 

further the student and staff experience, enhance research potential and maximize 

opportunities for new teaching interactions; leveraging maximum benefit from existing 

partnerships; strategic engagement in capacity building partnerships with target 

regions/countries and developing robust procedures for the approval and review of 

partnership agreements (Farrell, 2001) . 

Collis, (2012) in his study argues that setting-up a successful international e-learning 

program requires a knowledgeable, multi-disciplinary approach. Associations need to choose 

an e-learning partner with the same care and selectiveness that they would use to hire an 

executive to run an important part of their organization. 

An international partnering strategy for e-learning in education involves ensuring that impact 

through a diverse international student and staff body is achieved through ensuring that 

international student recruitment is diversified though a market- led approach, prioritizing 

strategic partnerships with academic institutions and scholarship providers (public and 

private) to attract high quality students, ensuring that schools remains attractive for recruiting 

the highest quality international researchers and enabling student mobility opportunities 
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through exchange activities therefore promoting opportunities for staff mobility to partner 

institutions to further the research and teaching (UNESCO, 2001). 

According to Innovation Board (2012), the partnering strategy also involves ensuring 

effective communication of international funding opportunities throughout the school and 

providing strategic investment in research funding to pump prime projects involving together 

with ensuring that key partnerships are used to leverage increased international research 

funding. 

Globalization has continued to increase, followed by strengthened internationalization and a 

greater emphasis on international partnerships, in turn giving rise to international 

collaboration in many formats. The need for international partnership between higher 

education and the private and public sectors to ensure knowledge supply for the workforce 

becomes a critical and central issue. This need is further enhanced by the current financial 

crisis, which creates a requirement for innovative methods to strengthen e learning as an 

employability factor for the future (ICDE 2013). 

 

2.4. International partnering strategy in Emerging Economies’ 

There has been an increased trend of cross-border activities typical for small and medium 

sized companies since end of the last century. This is due to internationalization which is 

assumed to be one of the most important sources of economic value creation and 

development in the world. International new ventures has been realized with major incentives 

and means been implemented to foster, secure and accelerate growth (Fan & Phan, 2007). 

Poulymenakou and Prasopoulou (2004) stated that international partnership has become 

more and more popular with the main objectives being that firms want to create value and 

gain access to the target market. These sentiments are supported by Hakansson and Ford 

(2002) as well as Kelly, Schaan and Joncas (2002) who argue that the main reason for 

partnering is that business world is complex and no company can survive alone and 

therefore, partnering is the best alternative. With the global competition, development of 

technology and the recent focus on internationalization, many firms have shown positive 

attitude towards partnering. Therefore, international partnerships become more popular and 

its importance has increased (Duysters, De Man & Wildeman, 1999; Goerzen, 2005) as it 

has been the only way to bring the firms together with the aim of succeeding in the business. 

Ritter and Gemünden (2004) maintained that company’s ability to establish and operate in 

functional partnership is a core competence of a company. In fact, the world has changed 
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from products offering to solutions and any company engaging in partnerships and focusing 

on their core competence will enhance their competitive position which in turn will increase 

their competitive advantage (Duyesters et al. 1999). Network competence is considered to 

be a company-specific ability to handle, use, and exploit the Inter-organizational relationships 

(Ritter and Gemünden, 2003; Ritter, Wilkison & Johnston, 2002). This recognizes that firms 

are embedded in networks of cooperative and competitive relations with other organizations 

(Human et al, 2008). Within these networks inter-organizational relationships are long-term 

arrangements, maintained for some overall functional purpose. However, according to 

Human and Naude, (2008) there appears to be substantial differences in the ability of firms 

to deal with partnerships.  

Indeed, internationalization of infant global companies seems to entail both high potential 

future profits and high uncertainty. However, a major question concerns the possibility to 

prove the future value of an opportunity before its realization of envisaged goals of the 

internalization (Mudambi & Zahra, 2007). A significant problem of internationalization of small 

firms seems not to be so much a problem of ideological deficit or products but one of deficits 

is the resources and assets since international activity requires resources that newly- found 

firms may find it difficult to acquire.   

International entrepreneurship research has analyzed the drivers for SMEs (in particular 

knowledge-intensive new firms) for international activities and how these new ventures can 

overcome hindrances such as the liabilities of newness and nature of size. The phenomenon 

of small firms that commence international activities increasingly early in their existence has 

elucidated a clear shift in theory building in the field of International partnership research. 

Recent empirical evidence suggests that the partnerships of the entrepreneurs have the 

unique ability to impart growth and survival to companies (Muecke, 2007). More precisely, 

the resources drawn from social capital in an international context could be discussed in 

terms of an entrepreneurial network that becomes a base for international growth of new 

ventures (Muecke, 2007), suggesting a strong reciprocal relationship between this type of 

entrepreneurship and social capital.  

Researchers have found that the pattern of internationalization in technology-based 

industries differs from that of traditional (Muecke, 2007) companies concerning choice of 

markets and modes of entry, which tend to become international in a slow and incremental 

manner. A defining feature of the modern era is the spread of business enterprises across 

international borders. Corporations increasingly define their global markets, cross-border 

flows of capital, technology and trade. Foreign market entry strategies refer to how firms 

choose to enter markets other than their domestic one. The macro-economic theories of 
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investments narrates that, the motives behind internationalizing the firm is to maximize 

profits. These motives have been categorized into two: proactive and reactive (Hollensen, 

2007, p. 43).The motives to internationalize can be reactive, meaning that the company 

reacts to the changing environment and has to internationalize in order to survive. On the 

other hand, proactive approach states that, a firm goes abroad to gain new advantages such 

as profit and growth (Hollensen, 2011, p. 51). 

Welch and Luostarinen, (1988, p.36) describe Internationalization as a process of increasing 

involvement in international operations. According to (Oviatt & McDougall, 1994), 

globalization, outsourcing, world markets, global customers, technology, deregulations and 

market liberalization, virtual economy and development in communication standards are 

motivating  factors that drive companies to approach the global market in a different way as 

compared to one described by the traditional stage model. 

The incremental Uppsala Model developed by Johanson & Wiedersheim-Paul (1975), 

proposes that it is a process that starts with export, continues to sales subsidiaries and finally 

takes the step to own production facilities (Foreign Direct Investment [FDI]). The entering of 

new markets by the firm is usually linked to the psychic distance: companies start their 

internationalization from those markets perceived as psychically near (Johanson & Vahlne, 

1990).The firm starts selling its products in their home markets and then they sequentially 

look at new markets which have similar characteristics like language and culture. 

However, there have been other arguments that not all the firms, especially service firms 

follow the incremental internationalization pattern (Saaranketo et al, 2004) but is often 

reported that, other firms start their international activities from their inception, they enter 

different countries simultaneously (Baronchelli et al, 2008 and Zapletalova, 2012). Concepts 

of internationalization define them as born global firms or international new ventures (Knight 

and Cavusgil, 1996 and Saaranketo et al, 2004). Born global firms are business 

organizations that, from inception seek to internationalize in order to get significant 

competitive advantage from the sale of outputs in multiple countries and not only depending 

on domestic sales (Oviatt and McDougall, 1994, 49). Unlike the traditional pattern of 

businesses that gradually evolve into international trade after many years of domestic 

operation, born global firms begin with a “borderless” view of their markets and from the start 

up develop a strategy which incorporates international goals and objectives (Zhang and 

Tansuhaj, 2007). 

The choice of entry mode is done at firm level after evaluating the various options and their 

inherent risks and is therefore a strategic decision for the firm and the choice has a major 

impact on the level of control the company has over the venture (Root, 1994). A good market 
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entry strategy should integrate an organization's goals, and policies. The main objective is to 

provide a foundation from which a tactical plan is developed hence, allows the organization 

to carry out its mission effectively and efficiently. 

2.5. E-Learning in EAST Africa 

The University of Dar res Salaam (Tanzania), University of Nairobi (Kenya) and Makerere 

University (Uganda) among others are investing in e-learning to enhance teaching, learning 

and research as a solution to some of the problems in higher education in the region and to 

tap the benefits of e-learning, attempts that are slightly closing the digital gap (Teferra and 

Greijn,2010). The challenges of integrating e-learning in the selected institutions, lack of 

access and skills, to use ICT in the classroom, Limited internal human resource capacity 

means learning is not specific to the local populations and their learning needs. Policy 

harmonization in e-learning remains an issue to contend with in an attempt to integrate e-

learning into teaching and research Universities.  Limited bandwidth and the slow networks in 

the region frustrate the first effort hence, East Africa risk of being left behind in the digital 

revolution and face bleak future which require urgent attention. There is need for serious 

network initiative of integrating ICT in learning institutions’. Practically, there is need to shift 

from education for ICT skills to the use of ICT in the classroom. Thus, real partnership 

between governments, private sector, civil society, academic institutions and global 

organizations for sustainability is therefore required. Donors and implementers should spell 

out clearly the sustainability of human resources and relevance. An action research 

approach to the integration of ICT in Education needs to be taken on. There exists a real 

opportunity for universities to exploit the e-learning resource, taking a resilient approach is 

the way forward. 

2.6. Support Provided By International Partners on Promotion of E-Learning 

Partnership to support shared academic goals among traditional higher education institutions 

are not new. For the purpose of this study, partnership is used loosely to refer to any 

relationship between independents institutions/organizations created to achieve some 

mutually beneficial e-learning goals and objectives (Katz, 2003). Partnership can assume 

many forms, with varying degrees of closeness and shared risk. Such variety enables 

considerable diversity of purpose and of partners’ roles and responsibilities. 

In general, successful partnership arrangements are closely aligned with partnering 

institution’s goals with the business and model of the e-learning program. With an 

undertaking as complex and fraught with challenges as developing a sustainable, externally 

focused e-learning program, partnership can allow institutions to share risk and take positive 
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advantage of each other’s expertise. Aside from mitigating risk, partnerships offer a chance 

to pool resources, share ideas, and spark creativity. Effective partnership for e-learning 

allows partners to leverage each other’s strength, with all parties becoming stronger in the 

process (Katz, 2003). 

Although partnership for e-learning hold great potential and could  in fact be preferable to 

unilateral initiatives, in which a potential can only be realized if partnerships are organized 

and managed for success at the outset (Olli, 2005 ). When implementing a collaborative e-

learning program, each institution will need to consider the mix of objectives and actions that 

best fits its unique mission, history, culture and values. The partnership models to 

accomplish that mix of objectives and actions will vary from institutions to institutions. This 

report is written to help readers and their institutions clarify their understanding of reason to 

partners, partnership models emerging in distributed education and strategies for effective 

entering and managing e-learning partnerships (Katz, 2003). 

Multi-institutions programs uses technology to jointly deliver content in a specific discipline, 

with the long-term intent of connecting academic programs, leveraging scarce academic 

skills, enhancing the students experiences and/or creating new markets and revenue 

streams. Course content developed by the institutions is shared to address gaps in the 

curriculum and to relieve one another’s infrastructure costs (Ekundayo, 2009). 

Bennett, Lucchesi and Vedder, (2010) argues that for-profit/nonprofit partnerships, are 

typically involved in licensing of academic courses content from not-for-profit institutions to 

develop degree or credentials-granting branded curricula for corporate training programs 

and/or global disseminations. Whereas, for profit institutions typically focuses on an 

instructional mission and capitalized through private markets or public offerings (Educause, 

2003).  

Digital divide initiatives are often public policy driven and designed to address the needs of 

remote or disadvantaged learners. Katz (2003) further argued that under each type of 

partnership, participants must agree on purposes, financial arrangement, intellectual property 

ownership, and intended audience, among other issues. Another important consideration is 

the record of success and failure of any given model.  An institution needs to determine 

where it wants to enter the market; as a breakthrough leader, a wait-and-see follower, or 

somewhere in between. No point of entry is inherently more desirable than any other, and 

the individual objectives of each institution should determine how it positions itself. 
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2.7. Motives and Partner Selection Criteria of E-Le arning Provider 

There are many compelling reasons to consider a partnership as strategy for supporting an 

institution externally focused e-learning objectives, including generating new ideas. The 

interplay of ideas brought about by the vastly different experience of partners can spark true 

ingenuity.  

Leveraging complementary skills, strength and markets: Critical business and technical skills, 

which may be in limited supply within single institutions often can more readily found in a 

partner.  

Balancing financial risk: The large initial outlay for content development, technical 

infrastructure and marketing is more easily borne when shared by a number of parties. By 

partnering, the capital for distributed education venture can be gathered much more quickly 

and the work of building the program can begin sooner. 

Acquiring resources for a new venture: Besides providing additional sources of capital, 

corporate partner often have access through a network of alliances to new business and 

technology innovations that can provide competitive advantages for e-learning program.  

The key to any successful partnership is meeting the clearly defined objectives of all the 

partnering organizations. The institutions must understand what is impelling it to enter into 

distributed educations and from this understanding, develop its vision, mission and goals. 

Institutions that are unclear on their motivations and primary objectives are not likely to make 

these discoveries in the course of a distributed educations partnership. More important, 

those who are unclear about their goals and priorities run the risk of being carried along by 

their partners (Katz, 2003).  

 

2.8. Determinants of Selecting Partners, Partner Mo dels and Partner Competence of E-

Learning Provider 

E-learning partnerships can be motivated by a number of different factors. Whatever the 

reasons for pursuing such a partnership, institutions should address attendant risks and 

consider the pros and cons of relevant models (Katz and Educause, 2003). 

To a great extent this determination is difficult for leaders in learning institutions who tend to 

discover on the basis of preferences. There is need for college and university leaders to 

understand and articulates clearly their academic purpose, business objectives and models 

associated with proposed distributed education program. These objectives might include 
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renewal, expansion, or alteration of the cost structure of an institution’s core academic 

programs for existing students (program quality and/or cost reduction); extension of current 

offerings to additional students (access); or creation of new academic programs to serve new 

students (growth) (Katz and Educause, 2003).  

The author further argued that E-learning arrangements can be classified based on two 

dominant issues: institutional control and economic motivation. While the lines of distinction 

within this framework are not completely precise, it seems reasonable to suggest that e-

learning programs offered by single institutions or systems (unified)-whether for profit or not, 

differ significantly from those delivered by two partners or a consortium. Economic 

motivations and governance’s complexity, among many variables, are two key factors to 

watch. Within this context, a number of e-learning models can be described. 

Single institution programs often use e-learning to improve teaching outcomes in 

conventional or hybrid programs to extend programmes reach to new audience through the 

use of internet, with the hope of increasing enrollments and perhaps revenues. 

Not-for-profit content syndications, which create virtual course catalogues that, describe 

courses from a state’s or regions universities, colleges, and or corporate training programs. 

These entities are often funded by governments to address educational access, equity, adult 

learning and workforce-development needs (Educause, 2003). 

Effective partnership depend on (1) a successful selection and courtship process;(2) a set of 

agreements or vows that will define the partnership; process to nurture the partnership; and 

agreed on procedures for  terminating the partnership. The selection process is generally 

considered to be of paramount importance. Because most effective partnership is anchored 

in trust, poor selection can rarely be overcome by strong contracts and downstream 

interventions (Educause, 2003). 

Successful partner selection can be formal or informal. Most of effective e-learning 

partnership evolves from durable and multi-faceted relationships that often exist among 

higher education institutions and private. 

Partners should also be competent. The term competence here has been used to describe 

resources and preconditions, i.e., qualifications, skills, or knowledge, necessary to perform 

certain tasks without considering the actual execution of the task in pretext of RBT (Ritter et 

al, 2002).They also recognizes competence as a process of incorporating aspects in their 

conceptualization of network competence. Their definition seeks to include both having the 

necessary knowledge, skills, and qualifications as well as using them effectively. The latter 

are referred to as “qualifications”. This led Ritter et al. (2002) to describe network 
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competence as an embedded firm construct and the ability to manage in networks is 

inseparable of the company itself. Their argument is also prolonged by noting that partnering 

is a firm-wide responsibility, limited and supported by the firm’s characteristics. Hence, 

analyzing the company’s competence before its selections is preferred. 

On the formal level, prospects partners might follow the roadmap outlined in figure 4 (Katz 

and Educause, 2003). Because developing a value chain, other framework for viewing e-

learning as process that involves content creation, in-bound logistics, quality control, 

marketing, sales, distribution and support is essential. Most e-leaning partnership does not 

succeed because institution either overlooked or failed to organize critical sub activities 

embedded within the value chain. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4: Partners roadmap (source: Author, 2013). 
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developed countries in e-service implementation and the gap is widening over time. The 

ever-widening gap can be attributed to several challenges that span from human resources 

to technical issues. Specifically, as applied to e-learning, digital divide refers to the disparity 

in availability, skill readiness and ability to access computers and the internet together with 

the ability to effectively use this technology to enable full training and learning (ANTA, 2002). 

It is also important to note that although most universities took on LMS-supported e-learning 

initiatives with the hope of reducing training costs; this could not be realized in the short run 

because the initial costs of setting up the initiatives were often so high. These costs often 

grew out of the need for infrastructure, installation, bandwidth and systems integration, as 

well as the need for marketing to ensure that intended learners are using the system. In most 

cases some of these were overlooked. In such instances, the initiatives stalled at some point, 

while others totally failed to progress. 

2.10. Theoretical Framework 

The proposed partnership theory in the study was based on an open systems theory that 

describes a system as a set of interacting elements or sub-systems that make up an 

integrated whole, forming part of larger systems(Katz and Kahn 1978). Because open 

systems theory deals with organizations in general and across all sectors, it is applicable to 

institutions contributing to e-learning. The research considers all organizations making up a 

partnership, the discussion that follows will illustrate theory with examples of governmental 

and public entities. Open systems theory provides a framework to study partnership as a 

social system with sub-systems that interact with each other and with the environment (Katz 

and Kahn 1978).  

Open systems theory has been explained to have the historical roots of von Bartolanffy’s 

general systems theory that describes dynamic, recurring patterns in biological systems. 

Open system theory is a theory designed to create healthy, innovative and resilient 

organizations and communities in today’s fast changing and unpredictable environment. 

Environment here consist of other organizations that exert various focus of economic, 

political, or social nature. Open system theory has been used as a framework tool to 

investigate and examine the way partners relate as a way of theoretical model. The model 

examines variables in organizations and how their relationships works better for the success 

of partnerships (Bastedo, 2004). This open systems theory adapted this to the study of 

organizations, proposing that systems maintain themselves through contact with the 

environment. Properties of open systems include inputs, transformation processes and 

outputs (Katz and Kahn 1978). 
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The importance of partner selection in determining e-learning sustainability has not been well 

established in the literature. Nevertheless, early studies were concerned with selecting the 

‘right’ or ‘proper’ partner (de Hoghton, 1966; Reynolds, 1979). Although most authors then 

and now seem to agree about the importance of partner selection, determining what 

constitutes the ‘right’ or ‘proper’ partner has proved rather difficult. Some researchers have 

linked partner selection to complementarities of skills or resources, however, few studies 

have attempted to identify which specific criteria predicts a good partner fit or the relative 

importance of these criteria. 

It is widely assumed that institutions establish joint ventures only when the perceived 

additional benefits from joint venturing outweigh expected extra costs (Beamish & Banks, 

1987; Geringer, 1991). These additional benefits will accrue, however, only through the 

selection and retention of a partner that can provide skills, competencies, capabilities and 

knowledge that assist the focal institutions in accomplishing its strategic objectives (Buckley 

& Casson, 1988; Hamel, 1991). From this perspective, partner selection determines the right 

mix of resources. Therefore, partner selection is an important variable in the formation and 

operation of e-learning. The importance of partner selection to the success of the joint 

venture is even more significant in dynamic and complex markets, because the right partner 

can spur the joint venture’s adaptability, improve the strategy-environment configuration for 

both parent institutions and the joint venture, and reduce uncertainty in the venture’s 

operation (Teagarden & Von Glinow, 1990; Zeira & Shenkar, 1990). Hence, partner selection 

involves the matching of knowledge related resources and capabilities, across institutions, 

settings and time. 

Recent research on partner selection has focused on distinguishing different dimensions of 

partner selection criteria and determining their relative importance (Geringer, 1991; Glaister, 

1996). For instance, Geringer (1988) classified partner selection criteria according to their 

relatedness to either 1) operational skills or resources which a venture requires for its 

competitive success (task-related criteria) or 2) the efficiency and effectiveness of the partner 

(partner-related criteria) and concluded that task-related complementarily is important for 

successful collaboration. Furthermore, Geringer (1991) suggested that management must 

identify which task-related capabilities that is necessary for future access and establish 

priorities among these. Although Geringer (1991) does succeed in establishing a useful 

typology, his paper only considers task-related criteria while recognizing the importance of 

both task-related and partner-related criteria in the partner selection process. Other scholars 

advocate factors concerning cultural (both corporate and national), strategic, organizational, 

and financial traits of the partners (Yan and Luo, 2001), however, the extant literature has 

failed to identify and agree on a comprehensive list of the criteria used by institutions for 
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selecting partners for e-learning, reflecting the complexity and dynamism of the social and 

strategic context in which these e-learning and institutions are embedded. This view is 

supported by Geringer (1991), who suggested that ‘the relative importance of partner 

selection criteria may be determined on a contingency basis, by the variables associated with 

the strategic context of the e-learning and the parent institutions’. 

Except for very few studies (Geringer, 1991; Glaister, 1996; Yan and Luo, 2001) the literature 

gives little a prior indication of what to expect in terms of the relative importance of different 

criteria for partner selection. Hitt, Dacin, Levitas, Edhec and Borza, (2000) reported a 

difference between emerging market institutions and developed market institutions and found 

that former emphasized financial assets and technological capabilities more than developed 

market institutions, whereas developed market institutions placed more importance on 

access to unique competencies and local market knowledge. Hence, although prior research 

helps shed light on the relative importance of partner selection criteria in specific contexts 

(contractual form, motivation and type of market) it provides only limited evidence as to how 

these criteria may differ with key characteristics of the sample. Hence this study seeks to 

identify the main criteria used when selecting a foreign partner while taking into account the 

underlying characteristics of the sample. Based on prior research, the key characteristics 

used in this study as contingency variables have been identified as prior international alliance 

experience, administrative governance form of the alliance, nationality of foreign partner and 

motivation for alliance formation (Hitt et al, 2000). 

2.10.1. Prior international alliance experience 

When selecting a partner for an international strategic alliance, prior experience with 

international collaboration on the part of the focal institutions may influence the relative 

importance of the selection criteria (Nielsen, 2002). Due to different types of partners 

involved and knowledge transferred, international partnership demands for management 

capabilities. Hence, alliance experience accumulated from prior engagements in international 

strategic alliances is considered to be very important when entering into any other 

partnership. Rothaermel, (2006) argues that firms builds management experience over time 

during the alliances. Partners from emerging economies belief that experience is an attribute 

which is associated with superior knowledge, skills and values regarding modern 

technological methods and this can lead to a successful international partnership. Many 

institutions with little or no prior experience from past international alliances may favor a 

partner with international experience, favorable reputation and ability to negotiate with foreign 

governments while institutions with experience in international strategic alliance activities 
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may place more value on a partner with potential for development of new 

technology/knowledge and learning (Nielsen, 2002).  

Foreign experience of a local partner is likely to have a significant positive effect to alliance 

efficiency and reduce uncertainty. Johanson and Vahlne (1977), in their highly celebrated 

internationalization process (IP) model in similar way, suggest a relationship between 

international experience and foreign investment behavior. They further stress that 

international experience is one important factor in explaining subsequent internationalization. 

Past experience in alliances can increase the chances of its content adoption as it contribute 

a deeper understanding of e-learning perception, of high demand of quality education and 

commitment of service delivery. Furthermore the IP model assumes lack of knowledge to be 

an obstacle to international operation and that international investment decisions. Because 

prior experience is a resource which acts as added capabilities to the firms and tend to 

provide competitive advantage to the partnership over their rivals (Hamel and Prahalad, 

1990). From resource-based and organizational learning perspectives, alliances are often 

viewed as vehicles to acquire knowledge and learn new skills and the experience gained 

from prior international alliances may influence subsequent international strategic decisions 

(Mothe & Quelin, 1998). Foreign experience or prior knowledge has a significantly positive 

influence in partner selection and performance, therefore as a contingency variable; prior 

international alliance experience may influence partner selection criteria. 

 Managers with previous alliance experience can contribute to the success of current alliance 

because they have encountered several challenges. Alliances have downside risks because 

of the complex coordination and monitoring often required to ensure their success (Hitt et al, 

2004).  Such experience and knowledge should be of special benefit to emerging economies 

firms that are less likely to have such experience with international partnership. Experience is 

highly significant and important, particularly when e-learning development process is 

complex. Prior experience is beneficial in that it does not only reduce the cost and time of 

development, but also in sustaining the longer term continuity. The specialization in e-

learning gives the partnership a significant advantage. Despite the newness of the alliance, 

experience can be utilized so as to achieve the set goals.  

2.10.2. Administrative governance form of the allia nce 

Control and coordination are certain degrees of hierarchical elements which are embodied in 

alliance structure. The administrative governance form of a collaborative arrangement may 

testify as to the intent of the partner companies and hence have an impact on partner 

selection criteria as well as performance (Geringer, 1991; Saxton, 1997; Gulati, 1995). 

Several authors’ belief that in volatile environments, alliances should be avoided but others 
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argue that risks should be spread in such environments. De man and Roijakkers, (2009) 

findings support a long term alliance in turbulent environments, whereas control and trust to 

act as complements. In order to make the alliance more effective, formal governance 

structures has to be adopted, because in emerging economies, favorable business 

environment may not be guaranteed due to the volatility and this may be fragile to the 

alliance. Hence, there is need for governance structure that ensures effective management 

of alliance interaction. Emerging market firms in international partnership receives good 

governance, finance and technological resources which drives the growth of dynamics 

emerging markets (Beliveau, Haskell and Veilleux, 2011). The underlying assumption is that 

there is a correlation between alliance form and resource commitment since e-learning 

typically involve considerable financial investment and managerial time and hence are 

assumed to represent a longer-term commitment.  

2.10.3. Nationality of foreign partner (s) 

The influence of nationality in international partnership is of great significance as it entails 

collaboration, conflict and communication. These challenges will affect selection processes 

and partnership performance. Similarly, these affect the ability to achieve the objectives 

because it influence on alliance processes and effectiveness (Zoogah, Vora, Richard and 

Peng, 2011). Big economies (China and the US) have dominated the literature on 

international strategic alliances and joint ventures alliances and this has lead the recent 

studies to group institutions into cultural or financial regions e.g. (Glaister & Buckley, 1996; 

Hitt et al., 2000), however, very few studies have looked at the specific nationality of the 

partner selected for the joint venture. 

The importance of cultural context in partner selection in emerging and developed markets 

has an impact in the success of alliance. Hitt et al. (2000) research found consistent results 

regarding the impact of nationalities on partner selection. In their findings, they noted that 

developed market institutions attempt to leverage their resources to gain competitive 

advantage by searching for partners with unique competencies and local market knowledge 

while, those emerging market institutions are looking for partner institutions with financial 

capabilities in order to overcome their obstacles. The lack of financial stability and 

infrastructure is an obstacle which prompts emerging markets institutions’ to put more 

emphasis on nationality of a partner. Hence, emerging market firms strongly emphasize on 

the nationality of the partner during the selection process (Nielsen, 2002).    

The study of strategic motives for international strategic alliance formation by (Glaister and 

Buckley, 1996) focused on developed markets; where they found no significant difference 

according to nationality of partner. This therefore, implies that the underlying motivation for 
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alliance formation is not directly related to partner nationality; however, perhaps the selection 

of a particular partner is contingent upon the nationality of the foreign partner, since partner 

choice presumably hinges on the particular characteristics required from the partner. To the 

extent that institutions may perceive partners from particular foreign nationalities to provide 

access to specific markets or technology, these partners will be chosen in preference to 

potential partners of a different nationality. Hence, selecting a particular partner for an 

international strategic alliance can be expected to differ according to the nationality of the 

foreign partner. 

2.10.4. Motive for alliance formation 

The literature on motivation for alliance formation is rich yet fragmented. This literature has 

produced an impressive list of reasons for why organizations enter into an alliance. Among 

the alliance categorizations include “scale alliances”. This approach entails partners 

contribute similar capabilities in an attempt to maximize the utilization of similar assets and 

“link alliances”, where partners contribute different capabilities in an effort to learn from each 

other (Dussauge et al., 2000). Authors Glaister & Buckley (1996), explained that 

fundamentally alliances are motivated by the desire to achieve some benefits of a global 

strategy or the need to compensate for the absence of or weakness in a (perceived) needed 

asset or competency. Specific motives include economies of scale, sharing R&D costs, 

conforming to government policies and facilitating international expansion processes. Indeed, 

alliance formation relies on the purpose and parties to that effect. In theoretical explanation 

(Simonin, 2004), purpose of the business alliance (strategic versus operations) and parties to 

the business alliance (competitors versus non-competitors are constructs towards formation 

of alliance. Thus specific motive for alliance formation will have an impact on the partner 

identification process due to presumptive fact that institutions are likely to value differently 

capabilities of a potential partner based on this initial motive. For instance, if the main motive 

for forming an alliance is to reduce costs by expanding output (economies of scale), selection 

criteria associated with access to materials and natural resources and (cheap) labor may be 

most significant variable tied to the motive driving formation of an alliance.  Conversely, if the 

main motivation for alliance formation is international expansion or market entry, selection 

criteria pertaining to knowledge about the local or foreign market, such as market knowledge 

and/or regulatory knowledge, may be valued higher. The relationship between motivation for 

alliance formation and selection criteria is supported by Glaister (1996) in his study of UK-

Western European alliances, where he reports a high level of consistency between the main 

task-related selection criteria and the leading strategic moves for alliance formation. The 

dynamic environment of business legislations is another factor that has pulled alliance of 

companies adopting an alliance-based model as an entry point to the market. 
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Geographically, a piece of legislation may enable fast business growth in a given country 

whereas a similar legislation is thought to affect business practices in another nation, hence 

the motive behind alliance differ in ways of implementing business- related opportunities at a 

given time.   

From figure 5 below, the study motive of selecting partners, Selection criteria and 

determinants of selecting partners are study’s independent variables which scholars have 

linked them with e-learning performance among institution of higher learning. Pursuit of 

international partnering for e-learning providers has increased drastically during the past 

decades, and consequently technological alliance has become a strategy to encounter. 

Firms enter into alliances so as to gain access to complementary technologies, avoid 

uncertainties and access new markets (Gulati, 1995). However, as firm rush to enter into 

these alliances, they tend to often ignore steps which are necessary and they end up failing 

(Dyer and Singh, 2002). Therefore, in order to avoid such outcomes, firms should carefully 

select partners. Earlier studies have linked partner selection process to the success of an 

alliance; in that the selected partner will help determine the mix of skills and resources, spur 

partner adaptability and competitive viability. Hence, partner selection process is an essential 

factor influencing alliance performance (Ariño and de la Torre, 1998).   

 

Figure 5: Conceptual Framework  

 

 

 

 

 

 

 

 

Source: Author (2013) 
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The growth of learning in emerging economies has grown dramatically, and the demand for 

higher education has surpassed the supply of human resources, availability of trained 

teachers and quality of education. Therefore, e-learning partnerships have been left as the 

only solution to overcome the continuing constraints (Lane & Beamish, 1990; Osborn & 

Hagedoom, 1997). International partnership performance relies heavily on effectively 

matching the capabilities of the participating partners and having each partner being fully 

committed to the alliance. It is important to have a clear objective and purpose of a 

partnership before engaging in the alliance, this will reduce risks of failure and enhance 

growth. Clear set goals, trust and use of performance metrics are other ways to encounter 

the challenges.   

 

3. RESEARCH DESIGN AND METHODOLOGY 

3.1. Overview  

Methodology refers to the system of methods or procedures used in sampling and collecting 

data required for a particular research. It is also the application of the principles of data 

collection methods and procedures in any field of knowledge. This section describes 

research design, target population, sampling design, sample size, data collection methods, 

validity and reliability of research instruments and data analysis technique. 

 

3.2. Research Design  

The research adopted a descriptive survey design. A descriptive survey was selected 

because it provided an accurate account of the characteristics, for example behavior, 

opinions, abilities, beliefs and knowledge of a particular individual (Sekaran, 2003 and Leary, 

2004). This study investigated the nature of prevailing conditions pertaining international 

partnering strategy for e learning provider in emerging economies. This design was chosen 

to meet the objectives of the study. The design assisted in gaining the understanding of the 

characteristics of e-learning in East African countries. The main characteristics of this design 

is that,  the independent variables are not manipulated by the researcher, which means  that 

internal validity or the confidence in making causal connections between the  independent 

variable and the dependent variable tend to be weaker compared to  a true experiment or 

even a quasi-experiment. Also the questionnaire acts as the procedure to gather accurate 

data and increase the quality of data collected.  
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3.3. Study Area 

The study will be conducted in East Africa learning institutions. East Africa’s population is 

growing and urbanizing at a rapid pace. The region’s population has grown by 24 million 

since 2005 and was estimated to be 141 million in 2013 (EAC, 2013). The most important 

population characteristic of East Africa is its children and youth, who accounted for an 

overwhelming majority, 80 per cent, of the region’s total population in 2010 (allAfrica.com, 

2013). With increased population density expected in the future, the pressures on the 

region’s natural resources will intensify further. One clear indicator is the high rate of 

deforestation. Between 1990 and 2010 East Africa’s forested area shrank by 22 million 

hectares (Ngendahayo, 2013) and deforestation will continue to increase as more and more 

people inhabit the region. 

The region’s agricultural trade increased from $2 billion in 2002 to $7.5 billion in 2008, with 

the entire region, with the exception of Kenya, exporting more agricultural products than 

importing. This raises concerns when juxtaposed with the region’s average per capita calorie 

intake, which has remained quite low in the same time period. Ugandans consumed the most 

calories, while the rest of the region consumed a little less than 2,060 calories per day. 

These countries include Tanzania and Kenya, which are the largest exporters of agricultural 

products. 

East Africa has done well in increasing enrollment rates in primary school, with all countries 

passing the 100 per cent gross enrollment rate threshold and therefore achieving the 

Millennium Development Goal target of universal primary education. Burundi saw the largest 

increase in enrollment rates, from 71 per cent in 2002 to 135 per cent in 2009. Although most 

students in the region are attending primary school, a majority of them do not make the jump 

to secondary school. Kenya had the highest secondary school enrollment rate at 45 per cent; 

the rest of the region had much lower enrollment rates. A lot of the challenges stem from the 

quality of primary school education. Many children are not learning and performing effectively 

as expected.  

 

3.4. Target Population and Data Collection Instrume nts 

This study involved Kenyan learning institutions in international strategic alliances with e-

learning partner institutions from a variety of countries from Europe, North America, South 
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America and Asia. Questionnaires were administered by the researcher as the instrument used 

to collect data for this study. 

 

3.4.1. Sampling Procedure and Sample Size 

Since no publicly available database of learning institutions engaging in international 

strategic alliances exist, a list of potential institutions was generated from the database. 

Through a targeted reduction of the initial database, consisting of over 300 learning 

institutions, both public and private, the study created a target sample base of 200 learning 

institutions (Cue.co.ke, 2013). The reduction criteria was based on interviews with learning 

institutions engaged in international strategic alliances, press announcements and research 

on how the database is constructed. As it assumed it was impossible to determine a prior 

which institutions engage in international strategic alliances consequently, the sample 

consisted of a large subset of institutions for which the survey will not be relevant. However, 

the idea behind this sampling method was to capture as many of the learning institutions 

engaged in international strategic alliances as possible.  

 

3.4.2. Questionnaire  

To ensure that much information is collected as much as possible, the questions were written 

and structured to facilitate respondents’ self-expression. Efforts were made to make layout of 

the questionnaires as clear as possible. Questions were kept to a minimum and simple to 

answer so as to encourage a high response rate. The ease in administration of questionnaire 

makes it easy for the investigator to collect the data. This helped to obtain qualitative and 

quantitative data. It also gave the respondents a greater sense of anonymity and time to 

respond to the questions than other methods. Structured questionnaires were administered 

to sampled Institutions, where primary data from knowledgeable informants were collected. 

The questionnaire was chosen because it provides a more comprehensive view than any 

other research tool. Questionnaire was used to obtain primary data from the sampled 

population as they were formulated according to study objectives. The researcher 

administered the questionnaires to the respondents and thereafter the filled questionnaires 

were collected for data analysis. Statements’ stating their level of agreement/disagreement 

on a five-point Likert scale was used. The respondents were mainly the Heads of 

Departments and administrators whom are the key decision makers of the institutions.  
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3.5. Pilot Study 

A pilot test was conducted so as to identify practical issues in research procedure and 

developing research questionnaire. Testing the adequacy of the instruments was vital to 

assess the clarity of the instrument items so that those found to be inadequate will either be 

discarded or modified as well (Brace, 2004). Any additional noted was incorporated to 

improve the quality and validity of the instruments. The researcher conducted a couple of 

friends who are working with learning institutions in Kenya (most of them were lectures) in 

order to pre-empt any technicality that might arise. This helped in identifying the conduct 

persons in the institutions and further influenced in achieving a high response rate. This 

method was useful in the research as it validates the study; seek opinions, test validity, test 

specifications and the selection of items. Suggestion and advice offered were used as a 

basis to modify the research items and make them more adaptable in the study.  

 

3.5.1. Reliability of Research Instruments  

Best and Khan (1992) defines the validity of an instrument as the right question framed in the 

least ambiguous way. Kerlinger (1978) describes reliability as the accuracy or precision of a 

measuring instrument. The questionnaires were designed carefully to ensure no ambiguity 

and all respondents understand and respond to all issues in exactly the same way as 

expected by the researcher.  

 

3.5.2. Validity of Research Instruments 

Validity defines the degree of stability and consistency that is attributable to the conclusion 

drawn from the study which is likely to be confirmed by a different researcher (Yin, 1994, p 

36).In this study, a valid instrument is one that has both content and constructs validity. An 

instrument will have content validity if it reveals international partnering strategy for e learning 

provider in emerging economies. To ensure construct validity of the research instrument, the 

items of the questionnaires were modeled against a review objective of the study, which 

gave clarity on the concept of nature of international partnering strategy.   

In order to enhance the degree of validity various sources of evidence are necessary which 

reflects in the quality and quantity of references employed. Similarly, to better understand 

and to critically analyze the mentioned topics, different international partnership theories 

have been applied.  



31 
 

 

3.6. Data Analysis Technique 

Data was analyzed descriptively. Data analysis was facilitated by use of SPSS (Statistical 

Package for Social Science) Computer package.  Descriptive methods was  employed in 

analyzing qualitative data where frequencies and proportions  used in interpreting the 

respondent’s perception of issues that were raised in the questionnaires so as to answer the 

research questions. Descriptive statistics such as frequency distribution, percentages, means 

and standard deviations were calculated then data presented in form of tables and graphs. 

 

4. EMPIRICAL REVIEW 

4.1. Emerging Economies 

After the economic lapse of 2008- 2009, emerging economies has been expected to be at 

fore front in economic growth. Emerging economies is playing a very crucial role in world 

economy today and its significance is becoming more important. There has been a rising 

phenomenon of internationalization of firms from developed nations to developing ones or 

emerging markets in order to increase their presence and the United Nations has predicted a 

boom in GDP growth in these nations. The UN expects the emerging markets GDP to grow 

at an average rate of 5.3%, where as developed markets growth to be at 1.3% (World Bank, 

2013).These also has lead to an economic and power shift as it shows that the economy of 

the emerging markets has been growing time to time and expected to overtake the 

developed markets by 2020, hence there is need to shift investments too to the emerging 

economies (Economist, 2011). Researchers have also argued that the return on equity has 

been slightly higher in emerging than the developed markets. Statistics shows that the capital 

flow into emerging nations has been rapid and this is due to the higher return on capital 

(Hertzog, 2012).Therefore, it is a worldwide trend to explore emerging markets in order to 

remain competitive and relevant in the global economic market. 

World Bank report indicates that there have been huge investments in emerging economies 

to address the issue of unequal distribution of ICT usage and have people migrate into the 

new era of information society (World Bank, 2013).  E-learning in developing countries has 

sharply increased in the past and this can be seen with the governments’ commitment in 

spending/investing in the industry. Similarly, the growth and importance has been 

demonstrated by the rapid growth rate of e-learning companies in the emerging countries. 

There are tremendous business opportunities for international companies to market in the 
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emerging economies. However, these opportunities will require substantial local knowledge 

and an abundance of patience. The international partners should seek partnership with the 

local companies so as to build a sustainable business in these unexploited markets (Keen et 

al, 2011). 

The use of international partnerships’ has been widely used and this entry mode has gained 

popularity. The mode not only allows access of the key markets but also partners to share 

resources and risks. Emerging markets have got a different perspective in partner selection 

(Keen et al, 2011). Luo, (2000) said this is due to the difference in the institutions governing 

and making the decisions. The economic, cultural way of life, local perspective i.e. the way 

the locals view the international partners and social instability in these markets makes the 

selection different. Local partners in emerging markets lack the experiences in exploring 

these partnerships.  Partnerships are something new to them and therefore it is necessary to 

consider the context in strategic partnership selection. Studies has emphasized that partners 

need to communicate their goals and the type of contribution that can be made to the 

partnership before the formation of the joint venture. Partners should agree on maintaining 

transparency during communication to ensure equal knowledge (Beamish and Lupton, 2009) 

which is a vital requirement for the achievement of common goals is found to be crucial in 

partnership. 

The motives of partnership formation of the foreign firms are characterized by market 

penetration and learning how to operate successfully in these new markets (Dong et al, 

2006). This relative importance of strategic motives for partnership formation has been found 

to vary between the local partners and foreign firms (partners). This is why it attracted the 

author attention to examine the aspects of partner selection criteria for international 

partnerships from the emerging market context.  

 

4.2. Kenya as an intent market 

Kenya is a country located in the Eastern region of the African continent. It has a population 

of 43.18 million people. The country obtained its independence from the British colony in 

1963. Kenya is made up of 42 tribes with English and Swahili being official languages. 

Language of command in learning institutions is English. The country is being governed 

under the presidential system and they had an election in March 2013. The country is 

regarded as the largest economic hub in Eastern African region for ICT, trade and finance 

with the market-based economy and liberalized trade policies (World Bank, 2013). 
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Intent market as stated has certain related factors which are seen as its key determinants. 

These are size, nature, geographical distribution of customers, customer’s preferences 

needs and requirements, legal, political and economic stability (Albaum, Duerr and 

Strandskov, 2005). While globalization has become one of the most important aspect in 

strategy issues for managers since 1990s, many forces both external and internal, are 

driving companies to globalize by expanding and coordinating their participation in foreign 

markets. The approach is not standardization, however, managers may indeed occasionally 

be able to take identical concepts and approaches around the world, but most often, they 

must be customized to local tastes (localization). Internally, companies must make sure that 

country organizations around the world are ready to launch global products and programs as 

if they had been developed only for their markets. Companies need to engage in strategic 

planning to better and adjust to the realities of the new market place. Understanding the 

firm's core strategy (i.e., what business they are really in) is very important. 

In partnering strategy, the decision makers have to assess and make choices about markets 

and competitive strategy to be used in penetrating them. This may result in the choice of one 

particular segment across markets or the exploitation of multiple segments in which the 

company has a competitive advantage. The role of information technology is critical in driving 

the engine of economic growth and social stability in a country (Ernst & Young, 2011). These 

entails formulating information technology training  policies, giving relevant professional and 

technical support with a view to ensuring adequate human resources capability, increased 

productivity and efficiency in the country .  The policy should   emphasize on demand driven 

training, sector wide human resource development and the use of modern information 

technology. It should also give directions on how to build individual and institutional capacity 

for performance improvement.  

 

4.3. Business environment in Kenya 

The convergence of different industries causes constant change, when companies seek 

continuously new business opportunities. The change that can be seen in the industry 

structures and the power relations of the firms is caused by many different factors (Grant 

2005, 68). These factors are analyzed by PESTEL analysis, which consists of six different 

categories that are used to describe the macro-environmental factors of a country where a 

company is going to operate in. (P) stands for political factors, (E) for economical, (S) for 

socio-cultural and (T) for technological factors. Commonly used PEST-analysis can be 

complemented into PESTEL-analysis, where the (E) stands for the environmental factors and 

(L) stands for Legal issues. PESTEL-analysis is used to scan the target country, in this case 
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Kenya, as an environment where to do business. Environmental analysis should be 

continuous and feed all aspects of planning. 

Political factors describe how and to what degree a government dominates in the economy. 

While analyzing political environment, factors such as tax policy, labor law, environmental 

law, trade barriers tariffs, and political stability are taken into account. Political factors may 

also include goods and services, which the government wants to provide (Ironclad strategy, 

2013) or be provided and those that the government does not want to be provide (Grant, 

2005, 72). 

Economic factors include economic growth, interest, inflation and exchange rates (Ironclad 

strategy, 2013). These factors have major impacts on how businesses operates, as this 

impacts the interest rates the firm's cost of capital and therefore to the extent a business 

grows and expands (Ironclad strategy, 2013). Exchange rates affect the costs of exporting 

goods and the supply and price of imported goods in an economy (Kotler, 1988, 76). 

Social factors include the cultural aspects and include population growth rate, age 

distribution, education system and emphasis on safety (Ironclad strategy, 2013). Trends in 

social factors affect the demand for companies’ products and how companies operate. For 

example, an aging population may imply a smaller and less-willing workforce. Furthermore, 

companies have got various management strategies to adapt to these social trends. 

Technological factors include technological aspects such as R&D activities, automation and 

the rate of technological changes. They can determine barriers to entry and influence 

outsourcing decisions which impacts the technological shifts can affect costs, quality, and 

lead to innovation (Triz-Journal, 2004 and Business knowledge, 2010). 

Environmental factors include environmental aspects such as weather, climate, and climate 

change, (Ironclad strategy, 2013) which may especially affect industries such as tourism, 

farming, and insurance. The growing awareness of the potential impacts of climate change is 

affecting how companies operate and the products they offer, (Ironclad strategy, 2013) both 

creating new markets and diminishing or destroying existing ones (Kotler, 1988; 76-79).  

 

4.3.1. Political structure 

Kenya has three arms of government, the Executive, Judiciary and the Legislature, with a 

presidential system, where by the president is the head of state. The executive power is 

vested onto the president and it’s Deputy. There are also the governors who are the heads of 

the county government as the country is currently under a devolved system of governance, a 
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change from previous central governance structure. Judiciary is headed by the Chief Justice 

while the speaker heads the Legislature which comprises of the (Senate and the National 

Assembly). The Constitution of Kenya (2010), states that each arm of government is 

independent in exercising its jurisdiction as mandated by the Kenyan constitution. 

 

4.3.2. Economic growth 

The country has embarked on a reform path by adopting a new constitution which is focused 

on the achievement of the country’s blue print vision 2030, through decentralized governance 

amongst the 47 counties created by the new constitution. National Youth Policy (2006) report 

indicates that, Kenyans in the age bracket of 30 years and below constitute about 75% of the 

country's population (Tigweb, 2007), forming the largest source of human resource . National 

Youth Policy (2007), reports that the Youths have remained on the periphery of the country's 

affairs and their status has not been accorded due recognition (Mugo, Oranga and Singal, 

2010) as they have been excluded from planning and implementing their policies. 

Kenya's economy expanded by 4.7% in the year 2012 and is projected to grow at a rate of 

5.7% in 2013, according to World Bank Report, 2013. The Ministry of Devolution and 

planning said that the growth has been attributed by macroeconomic stability and increased 

credit to the private sector (Planning.go.ke, 2012). However, the growth which is at an 

improvement as compared to that registered in the previous years but it is below the target of 

9.2 per cent contained in the Medium Term Plan (MTP 2008-2012) of the Kenya Vision 2030.  

Country’s population is growing at a high rate and it is estimated that in 10 years time the 

country will have a population of over 52 million people (Planning.go.ke, 2012). Hence, the 

MTP 2008-2012 seeks to accelerate the development of effective and reliable infrastructure 

to promote Kenya's competitiveness (Planning.co.ke, 2012). The country is currently 

upgrading its infrastructure to be used as the backbone of national economic growth. The 

upgrading and rehabilitation of the major road networks are major projects going on to 

achieve good connections in the country and the region. The LAPSSET project which is 

aimed at connection Kenya, Ethiopia and South Sudan is being built. This new road network 

comprises of road and railway line (vision2030.go.ke). 

The total international tourist arrivals have been on the rise and the country has embarked on 

an aggressive need for increased resource allocation towards marketing Kenya as a tourist 

destination of choice both locally and internationally. The devolved government structure is 

also a boost to the tourism industry in the county, as each county is endowed with unique 

tourist attractions.  The new government has set a target of three million tourist arrivals by 
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2017 (Tourism Cabinet secretary, 2013). Besides the 5.7 per cent Gross Domestic Product 

(GDP), other key achievements include; employment creation, increased revenue collection, 

Information and Communications Technology (ICT) and Education (Planning.go.ke, 2012 

and Tourism.co.ke, 2013).  

The country uses Annual Progress Reports as tracking instruments for the progress made in 

the Implementation of policy blue prints in the country. As part of this, every Ministry and 

Public entities are obligated to provide progressive results, achievements and future target 

goals through signing of Performance Contracts (PC’s). This is a continuous process since 

the year 2005 and utilizes the National Integrated Monitoring and Evaluation System 

(NIMES) that is coordinated by the ministry of Planning and Treasury. The NIMES system 

aspires provides performance scores and information in the implementation of national 

policies and programmes covering the different sectors of the economy as outlined within the 

current national policy blue print, the Kenya Vision 2030 (Planning.co.ke, 2012).  

 

4.3.3. Kenya investment climate 

The country has a stable political, social and economical climate that offers investment 

opportunities to both local and foreign investors. The Kenyan economy is the largest and 

competitive amongst the east African countries and has the highest literacy level and 

demand for e- learning product as compared to the other east African members. The 

population has fast embraces the tools of information technology innovation and is amongst 

the leading African state in information technology. The government has put in place 

favorable national trade policies that encourage foreign investors to partner with the local 

community in economic development. 

According to Director General of Vision 2030 secretariat, the peaceful and credible election 

which was held in March 4th 2013 has made the nation a destination of international 

investors. The nation is committed to long term agenda and to achieve its goals in the Vision 

2030, which the economy is to grow at average of 10% as the country is known for being the 

most vibrant and innovative nation in Africa (Business Daily Africa News, 2013). 

 

4.3.4. Technological structure 

Information technology has been identified by the government as the key driver in the 

realization of its development vision. This has created the need to embrace information 

technology in empowering the population and inclusion of the youth in the development of 
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the Kenyan economy. It is in this background that the study is to be undertaken in identifying 

Viope solutions towards internationalization in Kenya as a key strategy of empowering 

citizens through e- learning concept.  

E-government practice in Kenyan public service is yet to be fully realized, although there are 

efforts by the government to ensure, that the country becomes information technology 

compliant as envisaged in the vision 2030 blue print. According to first medium term plan 

(2008-2012), the government in collaboration other partners and stakeholders 

(Planning.go.ke, 2008) is doing all the necessary to implement a comprehensive information, 

education and communication strategy.  The objective is to ensure that all Kenyans are 

familiar with the goals of the vision and that of its first medium term plan. National information 

and communication technology ICT policy recognizes the role of ICTs in the social and 

economic development of the nation and has promulgated a national ICT Policy based on 

the Economic Recovery Strategy for Wealth and Employment Creation (2003-2007). 

The overall goal of e government is to make the government more result oriented and 

efficient. The objective of e-government according to e-government strategy 2004 is to 

improve collaboration between government agencies through reduction in the duplication of 

duties by enhancing efficiency and effectiveness of resource utilization. This will improve 

Kenya’s competitiveness by providing timely information and delivery of government 

services. 

 

4.4. Case Company: Viope Solutions 

Viope solutions is a Finnish Small Medium Size enterprise that is located in Helsinki and 

currently operates in Finland, Holland, Estonia, Ghana, Nigeria, Spain, Sweden, and USA. 

The company is a provider and developer of cloud based e-learning solutions to companies, 

educational institutions (Universities and Universities of applied sciences) and individuals 

(Viope, 2012). ViopeTM Programming Courses, ViopeTM World platform, ViopeTM Training 

and ViopeTM Recruitment are Viopes main products that they are provided to companies, 

individuals, Universities, University of Applied Sciences and colleges. The company was 

found in 2001, as a research developed in Lappeenranta University of Technology which 

later on was registered as a trademark. Viope Solutions is owned by young graduates from 

LUT. Mika Lackman, who is the Owner and Chairman of the company where as Antti 

Lihavainen, is the CEO and co-owner of the company (Viope, 2012). 

Viope aims to expand into a limited number of markets with immediate returns feeding 

companies long term objectives. Extensive co-operation is perceived as the tools leading 
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Viope to attain constant growth and this will be highly valued during the internationalization 

process. Viope business model has allowed the firm to effectively convert the innovative 

technology into economic values. The company offers cloud based e-learning with differs 

products, ranging from ViopeTM Programming Courses, ViopeTM World, ViopeTM Training, 

ViopeTM Recruit (Viope, 2012). 

Viope offers ViopeTM Programming Courses to schools, and its technology ViopeTM World 

as a platform for the educational institutions which they further use it as a mean to reach their 

students and clients whom attending classes from distance with a more convenient 

timetable. ViopeTM World platform is designed for the educational purposes and has no 

topic limits. Viope platform consists of materials sharing, communication, and content editing 

management; execute online exercises and exams including essay, multiple choices and 

computer coding (Viope, 2012). There are also other features that have brought great value 

to the technology; example is the Automatic Response Technology and Plagiarism Detection 

Technology (Viope, 2013). 

Considering the industry growth and the range of different products that Viope offers as well 

as their unique characteristics and observe a huge opportunity in the emerging markets. With 

a cumulative growth rate of 15.2%, the e-learning industry is expected to reach to $220 

billion in 2017 (Report Linker 2012). To efficiently commercialize these opportunities; Viope 

need not only great commitment but it will also need larger volume of tangible and intangible 

resources better knowledge from the potential foreign markets. Viope strongly believes in 

establishing strong partnership, cooperation networks and long term relationship with 

different segments leading to a mutual benefit for all the involved parties (Lackman, 2012). 

Viope solutions have exhibited readiness to venture into new markets including Kenya which 

is the subject of the research. Kenya is an emerging economy and so it is experiencing an 

economic boom as it is expected to have a steady growth of over 5.7% in the year 2013, 

(World Bank, 2013). The economic growth of these developing nations is a greater 

opportunity for Viope as it needs to geographically diversify its presence and gain entry into 

the emerging markets.   



 

Fig 6: Viope solutions Business model. Source (Viope, 2012)
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PHP for schools and individuals. The product is easy to use and it makes corrections online 

itself (Viope, 2012). 

 

4.5.2. Weaknesses 

Most of the company´s sales are domestic and this pose a great impact to the company 

which is seen as a born global company (Viope, 2012). Viope lacks the adequate capacity 

and infrastructure to establish its network in Kenya. Viope lacks market knowledge on the 

Kenyan e-learning network infrastructure as the company has not established business 

network to fastback e-learning in Kenya. This is a challenge to the company as the Chairman 

narrated that they would like to gain entry into Kenyan market so as to expand its network 

and increase turnover (Lackman, 2012).  

 

4.5.3. Opportunities  

Self-study programming and math courses which are available for schools and individuals 

tending to learn programming from distance at the time suiting their timetable is a great 

opportunity for Viope. These courses are such as: C, C++, C#, Android, Game programming, 

Python, Java, Ruby, SQL, PHP for schools and individuals.  The courses are designed in 

way that the individual users benefit from the real-time support while they are studying. The 

tool is good for teacher, trainer and tutor as an Artificial intelligent for programming and 

applied math (Viope, 2012).  

Viope has the opportunity of establishment of partnership with business influential for 

sustainability of the partnership in Kenya as the industry is still fragmented due to lack of 

clear competitors. Viope offers standardized products for all the markets it operates. The key 

feature that would differentiate the firm is the 24/7 service maintenance. Country of origin 

which many locals prefer product or services from Finland due to the image which Nokia 

company have build in Kenya is an added advantage(Research report, 2013). Artificial 

intelligence so called ART (automatic response technology) and cost efficiency would also 

play a substantial role in the success of the products in the overseas market (Viope, 2013). 

This feature is an added values to the company as many firms to do not have it. The service 

it easy to use hence attracting more potential users. Kenyan economy is growing steadily 

with an average growth rate of 4.6%, hence making it lucrative and attractive for investors.  
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4.5.4. Threats 

The company lack of market information in the Kenyan e-learning industry is a big threat to 

Viope (Lackman, 2012). Also the consumer response may not be adequately captured to 

offer the desired market adaptability in the Kenyan market.  

Competition arising from both internet and mobile providers is a real challenge which Viope 

should be ready to encounter. Kenyan is full of legal bureaucracy in obtaining trading permit 

and airwave frequency from the communication commission of Kenya. There is sudden air 

frequency interference from both competitors and criminals who have the intention of hacking 

into the company systems. This is due to poor, weak or lack of legislation in combating cyber 

crimes in Kenya (Magutu, Ondimo and Ipu, 2011). 

Price wars that may not be friendly to newly established computer network providers and the 

unpredictable government regulation of the industry. Standardization of the e-learning 

curriculum by the education providers which might allow other providers access the product 

offered by the company for duplication and imitation purpose. 

 

4.6. Implication of Buying Behavior for Viope Produ cts in Kenya 

The Kenya market is made of both the public and private providers in e-learning and 

computer network providers. The government has a large role in controlling the industry as 

both, the policy regulator, a provider and user of the computer network in the country. The 

private sector also has a wide role in providing the services to the client although with 

regulation from the government as the major business partner in the country. The aim of the 

government in computer networking is to provide adequate communication infrastructure in 

the industry and does not use it as an avenue to make profit but revenue for its operation. It 

should be noted that the computer industry has turned out to be the largest revenue provider 

for the government.  

The government therefore becomes a key player through e-government and a prospective 

potential customer to Viope Company. The implication of consumer buying behavior and 

decision making process is diverse to a marketer but very important as it assist the 

marketers understand the buyer’s black box as conveyed by consumer behavior model. It 

enables a marketer analyze the buyers reaction to a firms marketing strategy which has a 

great impact on the firm’s success. This will enable the firm create a marketing mix that 

satisfies customers by assisting the marketer predict better on future customer responses. It 
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should also be noted that the buyers decision process itself affect the buyers behavior as an 

impact. 

 

4.7. Viope Business Environment Analysis in Kenya 

Viope has to critically evaluate the business environment with the need to identify the 

economic value of establishing its partners (network) in Kenya. This calls for the company to 

evaluate the major business partners who may directly or indirectly influence its 

establishment prospect in Kenya. In the Kenyan e-learning industry, the major players 

include the Ministry of Information and Communication and its agencies which deal directly 

with the licensing and frequency regulation. Communication Commission of Kenya (CCK) is 

to be addressed under this category. In order to provide e-learning product to the country the 

company must also ensure that its curriculum is endorsed by the Kenya Institute of 

Education and the Commission for Higher Education. According to (Government of Kenya, 

2012) Kenya Institute of Education also influences both the primary and secondary 

education, where as the Commission for Higher Education serves as a strong influencer for 

post secondary curriculum. 

Safaricom, Airtel, YU, and Orange mobile providers serve as major business decision 

makers as they determine both the mobile industry as well as the internet providers. While e-

learning does not have a well structure of partners in Kenya. Much needs to be studied from 

the largest mobile provider Safaricom which will influence the e-learning marketing strategy 

to be undertaken in segmentation, targeting and product positioning of Viope solutions 

products. Recently, Safaricom in collaboration with Intersol, a Canadian business solution 

firm launched a learning management system where student can share and interact with 

their teachers through company’s cloud (eastafrican.co.ke, 2013). 

 

4.8. Marketing Planning and Control of Viope in Ken ya 

Plans are integral in determining the output or outcome to be obtained by systems used in an 

organization. Marketing systems are important components within a successful marketing 

plan implementation (Subhash, 2000). These systems include marketing information system, 

control systems, product, price, and promotion and distribution systems (Proctor, 1991). 

These factors will enable marketers to strategically position its product within the Kenyan 

market place. Viope Solutions, as a marketer should be able to modify the marketing 

systems specifically to allow a strategic process to take place in planning and control of the 
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organization intention within the specific market structure and segment identified. It is 

important to note that markets vary in various dimensions for that reason, require different 

approaches in planning and control to alleviate the challenges obtained by this aspect of 

uniqueness. 

The organization requires a reliable and sustainable marketing information system to inform 

the organization on appropriate mechanism to apply when segmenting, positioning and 

targeting strategies in computer networking. This could be obtained through marketing 

research which will enable Viope Company understand the real need and demand for its 

products & services. This in return enables the organization design marketing plans that will 

allows it engage other elements of marketing in the process of anticipation to the satisfaction 

of customer needs. 

Marketing intelligence system will enable the organization review and monitor the marketing 

plan under implementation on a day to day basis, therefore allowing the advantage of 

constant modification in the light of the expected outcome. This is because the Kenyan 

market trends are dynamic and keep on changing on the day to day basis for example; the 

intelligence system may inform the organization on the performance of local currencies 

against the major international currencies such as dollars, British pound and Euro. This 

economical information is vital in planning the expected profit and sales margin to be 

achieved by the organization in specific market segment and seasons.   

Internal records will assist the organization establish the trend of events that affect the 

organization in the e-learning network segments, it also provide raw data for organization 

future market prospects. Marketing decision support analysis will enable Viope solutions plan 

by assessing the decision maker situation and understanding the multiple criteria decision 

making models. It enables the company design marketing strategies in line with the 

consumer buying roles and behavior. In doing so, the Kenya consumer interest would be 

captured and these will enable the organization assist specific consumers to be identified 

with the product in the market. 

 Marketing anticipation system that involves product, price, place and promotion elements 

have to be established with the focus of satisfying the consumers’ needs and wants 

profitably. In doing so plans should be designed to fully incorporate the systems and maintain 

the focus to the anticipated outcomes. The planning process puts into consideration the 

organizations focus during implementation. This will enable the company according to Kotler 

(1988), address the marketing planning and control process successfully. These processes 

involve conducting situational analysis that enable the organization audit both internal and 

external market environment.   
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Objectives that are specific, measurable, achievable, realistic, and time bound (SMART) are 

the fundamental factors that inform the organization in the development of its product 

portfolio (Garies, 2000; Turner and Müller, 2003). The marketer will then establish a 

mechanism of formulating the marketing strategies to target the identified market segment, 

position this could be viewed as part of control mechanism adopted by the organization to 

the product and develop the marketing mix plan that is modified to suite the market mix 

expectations (McDonald & Payne, 1996). For example the marketing mix for a brand under 

the BCG matrix “cash cow” will be different from the same brand under the “question mark” 

situation in the same market segment. This will call for Viope to establish systems that allows 

modification in the light of the outcome expected in the two scenarios.  

Under control mechanism, Viope solutions should develop a process of establishing the 

performance criteria for the specific brand in the market and this will assist them develop 

performance projections that are realistic to use to develop sales forecasts for the 

organization in the market place. This in return will inform the company in estimating the 

profit margin and establishing the marketing organization structure to achieve the set targets.  

Through control the company is able to evaluate the results of the marketing strategies 

undertaken and design corrective measures in future. This calls for as system control in the 

strategies, tactics and policies undertaken by organization during the implementation process 

(McDonald & Payne, 1996). For example for  under e-learning product, the company may 

design a brand that fits the market expectation but may realize that a specific product feature  

may not function as per the expectation of the consumers, this will inform the company to 

readjust the features to suite the Kenyan market situation in a customized  approach. This 

could be part of customer loyalty retention strategy.  

This is important in the modern marketing scenario where clients’ needs are dynamic and the 

competition trends are very stiff due to innovations. This will inform the organization of the 

management of features diagnosis and relevant corrective remedy to be undertaken to 

ensure that the brand is positively perceived by the customers at present and future. It 

should also be noted that the performance of organization brands in the market place may 

not be consistent with the overall market expectations and this calls for a system control that 

will bridge the gap between the expected projection and the reality outcome from the market. 

There are various types of control that Viope can put in place in the effective management of 

its brands depending with the challenges encountered in the market. They include market 

audit, quality, performance and strategic control. In the computer network industry example 

given, the company could engage independent market auditor to audit the features of e-

learning in Kenya in terms of the effectiveness of the organization performance in the market. 

This will inform the company on the market share enjoyed by the organization in relation to 
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the competition challenges emerging from the recall practice. On quality control, the 

company will be able to critically evaluate the preference of the brand in relation to the brand 

features.  

Planning require high level of control mechanism to succeed. The challenge in planning is 

driven by the need to integrate control system in the overall implementation process. This if 

achieved well, will enable Viope Solutions to become flexible especially with the dynamism of 

the Kenyan market structure. It will also enable the organization to be fully focused and 

objective enough to be properly identified with the market trends on a day to day basis. In 

Kenya the largest mobile provider Safaricom had to swiftly change its pricing strategy by over 

600% after the second mobile provider decided suddenly to reduce its pricing strategy by the 

same margin. This was seen by Safaricom as an ambush strategy to reclaim the market 

share enjoyed by its rival Airtel.  Safaricom reluctantly agreed to play price war not 

anticipated in its overall marketing plan of 2010 after realizing that the market was tilting 

towards its competitors (Airtel) favors.  

Price reduction was seen by the owners of Safaricom as the best survival and market share 

retention strategy, thus approached as the effective control system measure that was 

informed by the market itself and not its rival (Airtel). Safaricom currently has developed a 

strategy of raising its prices upward again having in minded that all the competitors in the 

mobile market cannot sustain low prices due to high inflation rate affecting the Kenya’s 

economy. Their control strategy was using the tools of promotional campaign to sensitize 

consumers that, due to inflation the company had decided to adjust pricing upward to keep 

afloat. Viope solutions plans should adopt successful systems their modification in light of the 

outcome as the Kenyan market is purely influenced by market unpredictability factors. 

 

4.9. Portfolio Analysis for Viope solutions 

Portfolio analysis involves evaluations of the strategic business unit in relation to meeting 

organizational objectives. Strategic business units are independent business opportunities 

that enable the business realize its business goal. For example the company may have a 

large number of e-learning strategic business units classified according to product line, 

consumer preference, price, originality etc. It should be noted that company should consider 

each strategic business unit independently from each other for effective planning, product 

positioning and targeting to take place. Portfolio analysis could be used to arrive at a 

measure of organizational balance if used as a tool of both strategic planning and control 

system (Udo-Imeh, Edet & Anani, 2012). In strategic planning the analysis could be used to 
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positively assist given organization to identify the strength, weakness and challenges faced 

by independent strategic business units in the market place structure having in mind that the 

SBUs will behave differently in different market structure and situations. According to Boston 

consultancy group matrix, critical analyses of the business opportunities in terms of SBUs 

need to be identified to assist the organization identify question marks, stars, cash cows and 

dogs (Medicosmba.com, 2012). 

Question marks strategic business units have high growth potential but provide low share 

business. They require high financial expenditure budget but have low return on investment. 

This situation is common when a new brand is introduced in the market place. The targeted 

consumers may not be aware of the product features of the new e-learning   product making 

them have negative responses in the consumption of the new brand. Portfolio analysis of e-

learning brand will enable marketers identify the gap in consumer preference. This will inform 

the marketer on the best strategic marketing plan to involve in the positioning and targeting 

the strategic business unit in the consumer black box in order to influence the purchasing 

decision. This analysis may in form the marketer to test the product further in the market and 

engage appropriate promotional campaign to attract more sales in future (Kotler, 1994.70-

72).  

Stars according to the analysis, have high market growth and high market share. The 

analyses will inform the organization of the advantages and disadvantages of having the 

strategic business units in these categories. This is because it will inform the organization on 

the strategic plan to be engaged in positioning and targeting consumer with the product 

(Schnaars, 1998.45-49). For example Viope solutions may enjoy the star status in Finland 

but question mark status in the Kenyan market. Cash cows have low growth but have high 

market share. The portfolio analysis establishes strategic business units with these features 

as being well established and provides the organization with the stability to co-exist in the 

market. Coca cola brands such as Coke, Orange and Sprite could fall under this category in 

the Kenyan market. This analysis may provide the organization with the best information on 

how to sustain the cash cows in the market environment.  

Dogs according to the BCG matrix have low growth with low share products resulting into low 

profit. This situation may not be applicable in Kenya as the company is yet to introduce its 

product in the country. The general electric matrix analysis allows organization to use 

portfolio analysis to collect the market information and categories them into high, medium 

and low market attractiveness (Kotler, 1994). These enable marketers identify opportunity 

gaps and design effective strategies to correct the abnormalities as a way of positioning and 

targeting the strategic business unit in current and future market respectively. The strategies 
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could involve both market and product development depending with the critical issues 

identified amongst the strategic business units in portfolio analysis. 

 Portfolio analysis could be used as a control measure of organizational balance. This is 

because, it enables the organization adapting to environmental changes by effectively 

monitoring the performance of identified strategic business units with the aim of satisfying the 

market segments profitably (Kotler, 1994).  The company needs to understand theses 

overriding factors in portfolio analysis and be informed that demand of e-learning in the 

Kenyan environment is very much controlled with the pricing levels. Viope solutions may 

have challenges in accessing the Kenyan market environment from the perception that 

Finnish mobile products are expensive as compared to counterfeit product of the same from 

China.   

Policies designed by organization form part of organizational balance and could be used in 

setting goals, measuring performance, providing diagnosis and providing corrective action in 

the management of specific strategic business units analyzed. For example Viope solutions 

must identify the product policies to use when targeting the Kenyan market. This is because 

the Kenyan market has unique market response in comparison to the American or European 

market. Currently the Kenya information technology market consumers highly regards 

Finnish product to be of high quality due to Nokia products.   

Portfolio analysis could be used as a measure of organization balance if Viope solutions 

approach the analysis strategically. These could be achieved by modifying the control 

mechanism used in ensuring that the stated strategic business unit is positioned and 

targeted well to the real consumers, who must be involved in both product and market 

development organization. One has to understand that a good portfolio analysis activity 

undertaken by the marketing organization is the baseline towards the success of the 

implementation of the marketing philosophy by enterprising organization in the modern 

business world. 

4.10. Viope Customers in Kenya 

The figure 7, above shows the map of key players in Kenya, these are the relevant ministries in 

charge of Education, Information and Communication, Higher Education Science and 

Technology, Youths and Sports. The ministries below forms the basis of core partnership with 

Viope as they have direct or indirect linkages with other corporations which are responsible for 

learning, licensing and adoption of e learning in Kenya. This means that, any success of Viope 

will vehemently depend on the cooperation of these ministries. The rationale behind the map 

seeks to identify the existing linkage between e learning and business environment 
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development in Kenyan market. The figure is instrumental in examining the business markets 

and buying behavior of e learning program and enable the company establish e- learning 

network with key players of e-learning program in Kenya.      

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig 7: Map of Key players in Kenya (source: Author, 2012). 
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4.10.1. Learning Institutions 

Viope could establish a partnership with learning institutions in Kenyan.  It is important to 

note that most learning institutions are willing to partner with e-learning providers as a way of 

empowering the Kenyan populations and improving their education standards. 

The company could establish the e-learning network within the learning institutions both in 

the lower primary and post secondary market segments opportunities. It is important to note 

that learning institutions in Kenya are very positive to adopting the e- learning process; 

therefore identifying the institutions for the program could be a simpler task for the company. 

Through Viope product segment, the education standards and education development will 

get a boost in order to attain their goals. Those schools with limited facilities with get access 

and share materials with other institutions. 

 

4.10.2. Government departments and agencies 

Analyzed as key players the government a departments and agencies provide the best 

avenue to pilot test the product within the Kenyan market. It is important to identify on 

department or agency and design a customized product with features addressing to the 

agency or departmental needs with a view of introducing a learning culture through the use 

of e- learning technology. These could be duplicated to others across the public service 

depending with its success indicators in building capacity of the public service in public 

service delivery. 

4.10.3. Individual users of mobile phones and inter net services 

Viope solutions could use mobile providers to reach this market segment through mobile 

services and the company could partner with them to target individual users segment. The 

company could also use internet providers to identify these target audience and should 

customize their respective services to appeal to individual consumers within these segment. 

4.10.4. Teachers, Trainers and Tutors 

This appears to be a promising market segment as teachers influence students to adopt the 

consumption of e- learning services. It is through the teachers, trainers and tutors that Viopes 

product will be properly consumed and accepted in the Kenyan market. They are crucial 

market segments who have the greatest impact on learners in any society.  The product 

offered to teachers should be competitive enough to satisfy their student’s expectations. 
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4.11. Customer choice for Viope Products 

Viope solutions products have good reputation in Kenya created by Nokia Company, the 

Finnish giant world leader in mobile phone vendor in telecommunications. This makes 

Kenyans to believe that anything which comes from Finland is of high quality. In addition to 

good reputation the company provides easy to use, logical, flexible learning environment, 

Tool for teacher, trainer and tutor ,Artificial intelligent for programming and applied math and 

Programming courses,  such as C, C++, C#, Android, Game programming, Python, Java, 

Ruby, SQL, PHP for schools and individuals. 

 

4.12. Main Competitors of Viope 

Currently the e-learning industry is fragmented with no defined competitor or challenger as 

the concept is still under the trial stage and has actually not been formally viewed to have 

taken shape (Anderson, 2000b). This has left the industry to have uncoordinated services 

with lack of focus on clients needs and services. Although it is important to note that various 

leading universities in Europe and America are in the process of establishing strategic 

partnership infrastructure with public and local learning institutions in e-learning programs. 

 

4.13. Biggest players in Viope Solutions Product Se gment 

They include mobile and internet providers who have not actually settled within the e-learning 

market segment. Currently Safaricom appears to be the biggest mobile provider with 67% 

over 21.2million users of services (CCK, 2013). Viope Company needs to understand that 

Safaricom offers the greatest internet market accessibility in Kenya through its mobile 

services and the company could partner with the Safaricom to target individual users 

segment. Leading universities in Europe and America are in the process of establishing 

strategic partnership infrastructure with public and local learning institutions in e-learning 

programs hence becoming players in e-learning.  

 

4.14. Market Size for Viope Products 

Kenyan market value is tremendously huge; this is in comparison to the large number of 

Kenyans who are accessible to internet services provided by internet and mobile providers. 

Currently Kenya mobile subscribers range between 31.3million users with 6 millions Kenyan 

having accessibility to internet services on a day to day basis is (CCK, 2013). This is a large 
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fraction as compared to the country’s population of 43.18 million. The e- learning market in 

Kenya is gaining momentum as e-learning providers are developing market creation and 

sustainability strategies (Ndungu and Waema, 2013). 

 

4.15. Future Market Growth and Opportunities for Vi ope 

The network readiness index 2013 puts Kenya on top among the African countries on 

network readiness (World Economic Forum, 2013). Therefore the future in e-learning in 

Kenya is bright as compared to most African countries. This is because 52% (21.2million) of 

the population is accessible to internet directly or indirectly with the use of mobile phone 

services which offer internet services (CCK, 2013). The rate is gradually increasing with the 

government encouraging the citizen to embrace information technology as a crucial enabler 

towards the achievement of the vision 2030. 

 

5. DATA PRESENTATION, RESULTS ANDANALYSIS 

5.1. Introduction 

In this chapter the results of the data analysis, followed by interpretations are presented. The 

data were collected and then processed in response to the problems posed in chapter 1 

(problem statement) of this thesis. Four fundamental goals drove the collection of the data 

and the subsequent data analysis. Those goals were to evaluate international partnering 

strategy for e learning provider in emerging economies. These objectives were 

accomplished. The findings presented in this chapter demonstrate the potential for merging 

theory and practice. Data were obtained from self-administered questionnaires, completed by 

162 learning institutions in East Africa (n= 162), an 81% response rate. 

5.2. Demographic Information 

Although it was not part of the purpose of the study, this set of data was intended to describe 

demographic variables of the sample and to assess for any influence on the research 

findings. The demographic data consisted of highest level of education, Time worked for the 

institutions, institutions existence, Length of institutions deal e-learning. The findings in table 

1 indicated majority 125(77.2%) of the respondents had post-secondary education while 

37(22.8%) had studied up to secondary.  Most of them, 54(33.3%) had worked for the 

institutions for a period of between 4-5 years followed by those who  had worked for more 

than 5 years as indicated by 41(25.3%). There was a tie for those who had worked for 
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between3-4 years and those who had worked for less than a year who were 26(16%). Those 

who had worked for between 1-2 years were 10 which represented 6.2% and the least were 

those who worked for 2-3 years who were 5(3.1%).Institutions existence was also enquired 

from them and 61(37.7%) said it had existed for between 6-10 years,44(27.2%) respondent 

that it had existed for 11-16 years.34(21%) said it was above 16 years and those who said it 

had existed for between 1-5 years were 23(14.2%).  80(49.4%) said the institutions had dealt 

with e-learning less than 5 years, 60(37.0%) had used e-learning for e-learning between 6- 

10years, while those who used e-learning for between 11-16 years were 13(8.0%) and above 

16years were only 9(5.6%).    

Table 1 Demographic Information 

Frequency Percent 

 highest level of education Secondary 37 22.8 

post secondary education 125 77.2 

Total 162 100 

Time worked for the Institutions less than  one year 26 16 

between 1-2 yrs 10 6.2 

between 2-3 yrs 5 3.1 

between 3-4 yrs 26 16 

between 4-5 yrs 54 33.3 

above 5 yrs 41 25.3 

Total 162 100 

Institutions existence 1-5 yrs 23 14.2 

6-10yrs 61 37.7 

11-16 yrs 44 27.2 

above 16 yrs 34 21 

Total 162 100 

Length of Institutions e-learning 

system  less than 5 yrs 80 49.4 

 6-10 yrs 60 37.0 

 11-16 yrs 13 8.0 

above 16yrs 9 5.6 

Total 162 100 

Source; (Survey Data, 2013) 

 

5.3. Support Provided By International Partners on Promo tion of e-Learning  

The universities were examined on the support they expect from their e-learning providers to 

the university. Findings in table 3 revealed most universities would like to partner with 

someone who cans support their e-learning in terms of Infrastructure for e-learning and 

training: electricity, buildings, broadband (mean = 4.41) and a standard deviation of 0.769. E-
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learning providers in East Africa are expected provide access to affordable and reliable e-

learning facilities like internet, modern computers among others.  They also provide digital 

initiatives which were meant to drive initiatives designed to address the needs for 

marginalized (mean = 4.86) and SD of 0.4. International e-learning partners for East Africa 

universities facilitate access to e-learning experts across the globe so as to shape e-learning 

in Kenya. E-learning providers explore the implication of increased access and internet 

connectivity across the globe.   

 

Table 2: Scale of Interpretation 

Range  Weight  Interpretation  

4.50 – 5.00 5 Strongly  agree 

3.50 – 4.49 4 Agree  

2.50-3.49 3             Neutral  

1.50 – 2.49 2 Disagree  

1.00 – 1.49 1 Strongly disagree 

 

Table 3 :Dig_Divide  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Neither 3 1.9 1.9 1.9 

Agree 17 10.5 10.5 12.3 

Strongly agree 142 87.7 87.7 100.0 

Total 162 100.0 100.0  

 

E-learning providers in East Africa are expected provide access to affordable and reliable e-

learning facilities like internet, modern computers among others.  They also provide digital 

initiatives which were meant to drive initiatives designed to address the needs for 

marginalized as indicated on table 3 above.  
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Table 4 : Acc_Experts  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 5 3.1 3.1 4.3 

Neither 27 16.7 16.7 21.0 

Agree 101 62.3 62.3 83.3 

Strongly agree 27 16.7 16.7 100.0 

Total 162 100.0 100.0  

 

Table 4 above shows that International e-learning partners for East Africa universities 

facilitate access to e-learning experts across the globe so as to shape e-learning in Kenya. 

E-learning providers explore the implication of increased access and internet connectivity 

across the globe.    

Table 5 : Enhance  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 5 3.1 3.1 3.1 

Disagree 19 11.7 11.7 14.8 

Neither 76 46.9 46.9 61.7 

Agree 55 34.0 34.0 95.7 

Strongly agree 7 4.3 4.3 100.0 

Total 162 100.0 100.0  

 

Findings in table 5, revealed that most universities would like to partner with someone who 

cans support their e-learning in enhancing teacher training, improving education standards 

and academic results.  E-learning will also increase in the enrollment rates. E-Learning has 

been perceived as an education tool that will enhance learning in the institutions and 

development.  Respondents view that partnership will improve the quality of education, 

encounter the shortage of teachers and inadequate human resource.   
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Table 6 : Explore  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 3 1.9 1.9 1.9 

Disagree 21 13.0 13.0 14.8 

Neither 28 17.3 17.3 32.1 

Agree 92 56.8 56.8 88.9 

Strongly agree 18 11.1 11.1 100.0 

Total 162 100.0 100.0  

 

International e-learning partners for East Africa universities are expected in facilitating the 

exploring across the globe in global research through partnership so as to shape e-learning 

in Kenya. The response as indicated on table 6 above shows that E-learning providers 

explore the implication of increased access and internet connectivity across the globe.    

 

Table 7 : App_Content  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 8 4.9 4.9 6.2 

Neither 28 17.3 17.3 23.5 

Agree 86 53.1 53.1 76.5 

Strongly agree 38 23.5 23.5 100.0 

Total 162 100.0 100.0  

  

With appropriate content, e-learning can help improve their human capital and safeguard the 

institution in absorbing the shocks from rapidly growing trend in globalization.  Appropriate 

and improvised content ranging from learning materials such as textbooks, journals, web 

pages, and multimedia packages to learning support tools such as study guides, and are in 

short supply in learning institutions in emerging economies. Therefore from table 7 above, e-

learning providers are expected to provide the support of appropriate content. Given that 

learner appeal is a major contributor to the success of e-learning, therefore best content and 

user interface is very important.   
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Table 8 : Infra_Availabilty  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Disagree 2 1.2 1.2 1.2 

Neither 22 13.6 13.6 14.8 

Agree 46 28.4 28.4 43.2 

Strongly agree 92 56.8 56.8 100.0 

Total 162 100.0 100.0  

  

Findings on table 8 also revealed most universities would like to partner with someone who 

cans support their e-learning in terms of infrastructure for e-learning and training: electricity, 

buildings, broadband.  

Table 9 : Prof_Devepmnt  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 8 4.9 4.9 6.2 

Neither 34 21.0 21.0 27.2 

Agree 74 45.7 45.7 72.8 

Strongly agree 44 27.2 27.2 100.0 

Total 162 100.0 100.0  

 

International partners in East Africa are widely expected to support through e-learning in 

proficiency development. Table 9 above indicates that professional development will drive 

performance improvements in learning institutions.  

Table 10: Acc_E_Facility  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Disagree 10 6.2 6.2 6.2 

Neither 60 37.0 37.0 43.2 

Agree 59 36.4 36.4 79.6 

Strongly agree 33 20.4 20.4 100.0 

Total 162 100.0 100.0  

 



57 
 

E-learning providers in East Africa are expected provide access to affordable and reliable e-

learning facilities like internet, modern computers shown on table 10 above. This enhances 

learners’ access electronic materials which help improve their academic results. 

Table 11: Research  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 3 1.9 1.9 1.9 

Disagree 9 5.6 5.6 7.4 

Neither 41 25.3 25.3 32.7 

Agree 90 55.6 55.6 88.3 

Strongly agree 19 11.7 11.7 100.0 

Total 162 100.0 100.0  

 

Most universities revealed through the findings on table 11, indicates that they would like to 

partner with someone who cans support their institutions through e-learning in terms of 

research. Advanced learning and research in developed countries have been receiving 

increase attention and investment in recognition of their acknowledged contribution to 

economic development and global competitiveness as compared to developing or emerging 

economies. Alliances will further help local institutions’ to develop in research capabilities 

and improve their competitive advantage since partnerships facilitate technology diffusion. 

Hence, there is need for an overhaul or integration of research centers in emerging 

economies and having partners to collaborate in research. International partners would also 

help in funding research which has been under funded in emerging markets due to lack of 

finance.  

 

5.4. Motives and Partner Selection Criteria of E-Le arning Provider 

A motive was set, and criteria followed in order to get an e-learning partner that was 

qualified. It was highly agreed on one who would extend programs’ reach to new audience 

through the use of the internet, with the hope of increasing enrollments and perhaps 

revenues (mean 3.91) with a SD of 0.703.Also, one who had operational skills had a mean of 

3.93 and SD of 0.878. The efficiency and effectiveness of the partner (partner-related 

criteria) (mean, 3.95) with SD of 0.771.A partner who has access to unique competencies 

and local market knowledge was also needed with a mean (3.25 and 3.90) and SD of (0.892 

and 0.753) respectively. Moreover, universities prefer partners who are Not-for-profit content 

syndications, which create virtual course catalogs that describe courses from a state’s or 
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regional universities, colleges, and or corporate training programs, mean (3.9) and SD 

(0.821). Cultural (both corporate and national), strategic, organizational, and financial traits of 

the partners was also being considered in selecting a partner (mean 4.0) and (SD of 0.878). 

One with a vision of creating new academic programs to serve new students was important 

as this would be a promotion of growth (mean 3.61) with SD of 1.2424. 

Expansion or alteration of the cost structure of an institution’s core academic programs for 

existing students (program quality and/or cost reduction); response mean 3.83 and SD of 

0.934.Partner should have the ability to balance financial risk mean (3.85) and SD of 0.761, 

the partner was also required to use e-learning to improve teaching outcomes in 

conventional or hybrid programs (mean 3.76) with SD of 0.685. Leveraging complementary 

skills, strength, and markets (mean 4.06 and SD 0.79), acquiring resources for a new venture 

requires for its competitive success (task-related criteria), mean 3.4 with a SD of 0.98 and 

extension of current offerings to additional students’ access (mean 3.95 and SD of 0.771).   

Table 12: Resource  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 6 3.7 3.7 3.7 

Disagree 22 13.6 13.6 17.3 

Neither 54 33.3 33.3 50.6 

Agree 62 38.3 38.3 88.9 

Strongly agree 18 11.1 11.1 100.0 

Total 162 100.0 100.0  

 

E-learning and ICT infrastructure remains a scarce resource in Kenya, hence the motive of 

acquiring resources for a new venture requires for its competitive success (task-related 

criteria), on table 12, and reveals that an extension of current offerings to additional students’ 

access is paramount.    

Table 13: Lev_Skills  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Disagree 4 2.5 2.5 2.5 

Neither 34 21.0 21.0 23.5 

Agree 73 45.1 45.1 68.5 

Strongly agree 51 31.5 31.5 100.0 

Total 162 100.0 100.0  
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Leveraging complementary skills, strength and markets with a view of improving education 

standards, research and reducing costs. Findings on table 13 shows that complementary 

skills in e-learning partnership is critical to success as this approach has mutual benefit for 

both partners. A good approach is benefit on either side of alliance.  

Table 14: Bal_FinRisk  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Disagree 1 .6 .6 .6 

Neither 58 35.8 35.8 36.4 

Agree 68 42.0 42.0 78.4 

Strongly agree 35 21.6 21.6 100.0 

Total 162 100.0 100.0  

 

Partner should have the ability to balance financial risk, the partner was also required to use 

e-learning to improve teaching outcomes in conventional or hybrid programs as derived from 

table 14 above. 

Table 15: Expansion  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 3 1.9 1.9 1.9 

Disagree 10 6.2 6.2 8.0 

Neither 38 23.5 23.5 31.5 

Agree 71 43.8 43.8 75.3 

Strongly agree 40 24.7 24.7 100.0 

Total 162 100.0 100.0  

 

Table 15, delineates that expansion or alteration of the cost structure of an institution’s core 

academic programs for existing students (program quality and/or cost reduction); response. 

Table  16: Exten_Eccess  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Neither 40 24.7 24.7 25.9 

Agree 82 50.6 50.6 76.5 

Strongly agree 38 23.5 23.5 100.0 

Total 162 100.0 100.0  
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The efficiency and effectiveness of the partner (partner-related criteria), was found to be very 

important from the observation in table 16 above. 

Table 17: Creation  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 12 7.4 7.4 7.4 

Disagree 22 13.6 13.6 21.0 

Neither 30 18.5 18.5 39.5 

Agree 51 31.5 31.5 71.0 

Strongly agree 47 29.0 29.0 100.0 

Total 162 100.0 100.0  

 

A partner with a vision of creating new academic programs to serve new students was 

important as this would be a promotion of growth, table 17.  

Table 18: E_Improve  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Disagree 4 2.5 2.5 2.5 

Neither 50 30.9 30.9 33.3 

Agree 89 54.9 54.9 88.3 

Strongly agree 19 11.7 11.7 100.0 

Total 162 100.0 100.0  

 

Partner should have the ability to use e-learning to improve teaching outcomes in 

conventional or hybrid programs as the old study materials and teaching methods are 

undoubtedly of low quality. Also time to time revisions of outdated books make learners to 

miss the latest development in their field of study indicates table 18 above. 
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Table 19: New_Audince  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Disagree 7 4.3 4.3 4.3 

Neither 27 16.7 16.7 21.0 

Agree 102 63.0 63.0 84.0 

Strongly agree 26 16.0 16.0 100.0 

Total 162 100.0 100.0  

 

It was highly agreed on a partner who would extend programs’ reach to new audience 

through the use of the internet, with the hope of increasing enrollments and perhaps 

revenues from the findings on table 19 above. 

Table 20: Non_Profit  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Disagree 11 6.8 6.8 6.8 

Neither 30 18.5 18.5 25.3 

Agree 85 52.5 52.5 77.8 

Strongly agree 36 22.2 22.2 100.0 

Total 162 100.0 100.0  

 

From table 20 above, universities prefer partners who are Not-for-profit content syndications, 

which create virtual course catalogs that describe courses from a state’s or regional 

universities, colleges, and or corporate training programs. 

Table 21: Op_Skill  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 7 4.3 4.3 5.6 

Neither 35 21.6 21.6 27.2 

Agree 74 45.7 45.7 72.8 

Strongly agree 44 27.2 27.2 100.0 

Total 162 100.0 100.0  
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Observation from table 21, shows that partner with operational skills is required. Such 

partners are seen to have wide experience in handling and managing partnership, which 

leads to successful collaboration and highly regarded as a long-term partner. 

 

Cultural (both corporate and national), strategic, organizational, and financial traits of the 

partners was also being considered in selecting a partner. Findings from table 22 below 

shows that culture still plays a significant role in selecting partners in Kenya, as it produced a 

high result.  

Table 22: Cultural  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 6 3.7 3.7 4.9 

Neither 32 19.8 19.8 24.7 

Agree 72 44.4 44.4 69.1 

Strongly agree 50 30.9 30.9 100.0 

Total 162 100.0 100.0  

 

 

Table 23: Unique_Content  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 32 19.8 19.8 21.0 

Neither 63 38.9 38.9 59.9 

Agree 54 33.3 33.3 93.2 

Strongly agree 11 6.8 6.8 100.0 

Total 162 100.0 100.0  

 

A partner who has access to unique competencies and content to local market knowledge 

was also needed. Hence, most of the respondents would expect to have partner with content 

which is compelling to its audience. The content is seen as of high value and productive to 

institutions goal and objective and would ensure access of high quality education (table 23, 

above).  
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5.5. Determinants of Selecting Partners of E-Learni ng Provider  

The partners had conditions that determined their provision of service to East Africa learning 

institutions. Above all, the partners’ favorable international reputation was considered with a 

mean of 4.69 with a SD of 0.76. Their nationality also mattered a lot (mean of 4.0 with a SD 

of 1.057), a foreign partner with market institutions was considered at a mean of 3.81, with a 

SD of 0.661. He/she had to have an administrative governance form of the alliance (mean 

3.87 with a SD of 1.139). With a mean of 3.6 and a SD of 0.792, for a partner who was 

foreign but with cultural context and local market knowledge response was mean of 3.9 with 

a SD of 0.753. A mean of 4.39 with a SD of 0.671, was observed when requiring a partner 

with ability to negotiate with foreign governments and one with international and local 

experiences registered a mean of 3.61 and a SD of 1.181. Partners should be in a position to 

negotiate in order to secure management or administrators buy-in the e-learning programme 

and content. 

 It was also noted that a partner with international strategic alliance, (mean 3.72 and SD of 

1.227), is important. This will hence create international learning opportunities that will also 

transform learning experience for students and open up new possibilities for collaborative 

research. A partner with foreign content would ensure access of high quality education. 

Table 24: Inter_Rep  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Disagree 7 4.3 4.3 4.3 

Neither 8 4.9 4.9 9.3 

Agree 14 8.6 8.6 17.9 

Strongly agree 133 82.1 82.1 100.0 

Total 162 100.0 100.0  

 

Finding in table 24 above showed that partners’ favorable international reputation was 

considered. In order to assist the institution in their quest for expansion, enrollments and 

improving the quality of education, international reputation of a partner is deemed to be a 

greatest asset.  
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Table 25: Neg_Ability  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Disagree 4 2.5 2.5 2.5 

Neither 5 3.1 3.1 5.6 

Agree 77 47.5 47.5 53.1 

Strongly agree 76 46.9 46.9 100.0 

Total 162 100.0 100.0  

  

 From table 25 above, it was observed that requiring a partner with ability to negotiate with 

foreign partners and governments is vital. 

 

Table 26: Inter_LocExp  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 6 3.7 3.7 3.7 

Disagree 30 18.5 18.5 22.2 

Neither 30 18.5 18.5 40.7 

Agree 51 31.5 31.5 72.2 

Strongly agree 45 27.8 27.8 100.0 

Total 162 100.0 100.0  

 

Table 26 above demonstrated that partner with international and local experiences is 

needed. 

Table 27: Stra_Alliance  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 10 6.2 6.2 6.2 

Disagree 18 11.1 11.1 17.3 

Neither 36 22.2 22.2 39.5 

Agree 41 25.3 25.3 64.8 

Strongly agree 57 35.2 35.2 100.0 

Total 162 100.0 100.0  

 

It was also noted that a partner with international strategic alliance, is important. This will 

hence create international learning opportunities that will also transform learning experience 
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for students and open up new possibilities for collaborative research. A partner with foreign 

content would ensure access to high quality education displays table 27 above.  

Table 28: Adm_Gov  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 6 3.7 3.7 3.7 

Disagree 14 8.6 8.6 12.3 

Neither 39 24.1 24.1 36.4 

Agree 40 24.7 24.7 61.1 

Strongly agree 63 38.9 38.9 100.0 

Total 162 100.0 100.0  

 

Table 28 above exposes that a partner should have an administrative governance form of the 

alliance because; partnerships are viewed to involve financial resource, managerial time and 

hence are assumed to represent a longer-term commitment. 

Table 29: Part_Comm  

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly disagree 3 1.9 1.9 1.9 

Disagree 16 9.9 9.9 11.7 

Neither 26 16.0 16.0 27.8 

Agree 54 33.3 33.3 61.1 

Strongly agree 63 38.9 38.9 100.0 

Total 162 100.0 100.0  

 

Partner commitment to financial investment and managerial input is quite important; this is 

evident in respondents. Table 29 shows   that for a successful partnership and striving to 

enhance the effectiveness of e-learning, partnerships commitment will contribute to achieving 

the objectives. 
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Table 30: Nat_ForPt  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 4 2.5 2.5 2.5 

Disagree 10 6.2 6.2 8.6 

Neither 36 22.2 22.2 30.9 

Agree 44 27.2 27.2 58.0 

Strongly agree 68 42.0 42.0 100.0 

Total 162 100.0 100.0  

 

Partner nationality also mattered a lot emerging economies tends to look for partners with 

unique competencies and local market knowledge as demonstrated on table 30 above. 

 

Table 31: For_CulCtxt  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 3 1.9 1.9 1.9 

Disagree 11 6.8 6.8 8.6 

Neither 45 27.8 27.8 36.4 

Agree 92 56.8 56.8 93.2 

Strongly agree 11 6.8 6.8 100.0 

Total 162 100.0 100.0  

 

A partner who is foreign but with cultural context is significant as exhibited from table 31. 

Despite that many institutions in Kenya are thought in English, culture in the way of approach 

and negotiations is considered. 

Table 32: For_MtkIns  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Disagree 6 3.7 3.7 3.7 

Neither 35 21.6 21.6 25.3 

Agree 104 64.2 64.2 89.5 

Strongly agree 17 10.5 10.5 100.0 

Total 162 100.0 100.0  
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Foreign partners with market institutions were considered. Domestic partners would prefer 

partnership institutions with strong financial capabilities as exposed from table 32 above. 

Table 33: Loc_MktKn  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Neither 43 26.5 26.5 27.8 

Agree 85 52.5 52.5 80.2 

Strongly agree 32 19.8 19.8 100.0 

Total 162 100.0 100.0  

 

A partner who has access to local market knowledge was also needed, tables 33 above 

exhibits. 

5.6. Obstacles of E-Learning Partnering Strategy in  East Africa Learning Institutions 

E-learning partnering strategy was however not going to be successful project due to some 

observations made by the respondents that proved to be obstacles to a way forward.  The 

main obstacle was lack of leadership with a leading mean of 4.27 and a SD of 0.499, 

followed by Sustainability mean 4.07 with a SD of 0.769 and instability and lack of security, 

mean 4.07 with a SD of 0.461.  A tie in lack of political will mean 3.93, lack of good quality 

educational content, 3.93, lack of trained teachers 3.93, human resource capacity is 

inadequate 3.93, lack of appropriate training 3.93, lack of appropriate software and 

hardware, 3.93, also, corruption and theft of resources was an issue with a mean of 3.93, 

financial resources was also an issue with a mean of 3.93 and limited electricity mean 3.93 

with all having the same SD of 0.889.Llimited bandwidth as an obstacle registered a mean of 

3.73 with a SD of 0.678. 

Table 34: Bandw_Lim ited  

  Frequency Percent Valid Percent Cumulative Percent 

Valid Disagree 6 3.7 3.7 3.7 

Neither 47 29.0 29.0 32.7 

Agree 94 58.0 58.0 90.7 

Strongly agree 15 9.3 9.3 100.0 

Total 162 100.0 100.0  
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Due to thin-bandwidth in Kenya, contribute to capacity constraints as presented in table 34 

above. Bandwidth still remains a scarce resource in Kenyan learning institutions because of 

high licensing fee and corrupt authorizing authority. Respondents also revealed that limited 

bandwidth and internet security are other significant factor that hinders e-learning. This 

ranges from high cost, lack of skills and lack of comprehensive training on policy of 

bandwidth management irrespective of the available training management which has done 

little input. Bandwidth managers and network administrators don’t possess the required skills 

and policies. This also poses as a big risk to the internet users as they are prone to cyber 

threat due to weak legislation and has a huge negative impact to economy. Scarce and 

irregular distribution which is under a few firms is also another big challenge despite the 

government has being doing a lot to ensure its availability. The government is planning to 

build additional data centers to solidify the country’s foothold in the region as an ICT hub. 

This will reduce the cost of internet which is still high, boost growth and increase penetration.  

 

 

Table 35:Lack_Fin  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 8 4.9 4.9 6.2 

Neither 34 21.0 21.0 27.2 

Agree 74 45.7 45.7 72.8 

Strongly agree 44 27.2 27.2 100.0 

Total 162 100.0 100.0  

 

Table 35 above demonstrates that lack of finance still remains the main obstacle. Institutions 

in Kenya faces though economic challenges due to the costly infrastructure, expensive 

computer network, whereas, the government continues to trim the institutions budget. The 

current expansion of the institutions in Kenya has surpassed the government capacity as it’s 

the major funder through the Ministry of education and donor funding.  

Table36: Poverty  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Neither 40 24.7 24.7 24.7 

Agree 103 63.6 63.6 88.3 

Strongly agree 19 11.7 11.7 100.0 

Total 162 100.0 100.0  
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Poverty has become hard to eradicate in Kenya because of high rate of corruption and bad 

governance. Poverty has negative impact on e-learning partnership as institutions or 

individual don’t have the capacity to acquire resources. A finding on table 36 above reveals 

that most respondents agreed that, it still a big challenge to the society. 

 

Table 37: Inad_Hum  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 8 4.9 4.9 6.2 

Neither 34 21.0 21.0 27.2 

Agree 74 45.7 45.7 72.8 

Strongly agree 44 27.2 27.2 100.0 

Total 162 100.0 100.0  

 

The deficiency of teachers in learning institutions is significant therefore; there is need for 

developing countries to be active in developing the e-learning capacity so as to encounter 

the challenge of limited capacity, table 37 above shows that inadequate human resource is 

significant. 

 

Table 38: Elect_Lim ited  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 8 4.9 4.9 6.2 

Neither 34 21.0 21.0 27.2 

Agree 74 45.7 45.7 72.8 

Strongly agree 44 27.2 27.2 100.0 

Total 162 100.0 100.0  

 

Frequent power shortages in Kenya contribute to capacity constraints. Frequent power 

shortages in Kenya contribute to capacity constraints and hinder the use of e-learning.  

There are frequent interrupted power supply resulting into rampant black outs in learning 

institutions, which has become a perennial problem in Kenya. Power supply is still 

monopolized by one firm, Kenya power which has kept rising the prices every time. This has 

been a setback for technological advancement and economical growth as delineated from 

table 38 above. 
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Table 39: Appr_Train ing  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 8 4.9 4.9 6.2 

Neither 34 21.0 21.0 27.2 

Agree 74 45.7 45.7 72.8 

Strongly agree 44 27.2 27.2 100.0 

Total 162 100.0 100.0  

 

There is lack of appropriate training due to limited human resource (table 39 above) shows 

that this still remains main constraint. 

 

Table 40: Lack_Teach  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 8 4.9 4.9 6.2 

Neither 34 21.0 21.0 27.2 

Agree 74 45.7 45.7 72.8 

Strongly agree 44 27.2 27.2 100.0 

Total 162 100.0 100.0  

 

As displayed above on table 40; lack of trained teachers, human resource capacity is 

inadequate and lack of appropriate training. This is evident that the obstacles are posing 

great challenges and are still far from over. This is evident in many institutions that have 

either dropped in delivering aspired results over the years or restructured its staffing 

altogether in the hope of striking balance between teachers and their competency levels. 

However, there are interlinked challenges as to maintaining of a competent human capital 

while as well as addressing inadequacy which is common phenomenon across the region. In 

a nutshell, technological revolution has impacted positively particularly education sector but 

at the same time called for need to address the inadequacy of teachers and meeting their 

training needs in order to further grow competent personnel in an institution.   

 

 

 

 



71 
 

Table 41: Appr_Hardw  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 8 4.9 4.9 6.2 

Neither 34 21.0 21.0 27.2 

Agree 74 45.7 45.7 72.8 

Strongly agree 44 27.2 27.2 100.0 

Total 162 100.0 100.0  

 

 

Table 42: Lack_Softw  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 8 4.9 4.9 6.2 

Neither 34 21.0 21.0 27.2 

Agree 74 45.7 45.7 72.8 

Strongly agree 44 27.2 27.2 100.0 

Total 162 100.0 100.0  

 

Despite a strong push to get e-learning technology in many learning institutions, there still many 

obstacles which has proved hard to be implemented. Lack of hardware and software often pose 

problems for teachers in the classroom, and immediate technical support may be unavailable. 

As many institutions lack professional management techniques this is because of their inability 

to operate as a modern university or college. Findings on tables (41 and 42) above, together 

shows that lack of software and appropriate hardware is a big threat to e-learning. 

Table 43: Lack_Political  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 8 4.9 4.9 6.2 

Neither 34 21.0 21.0 27.2 

Agree 74 45.7 45.7 72.8 

Strongly agree 44 27.2 27.2 100.0 

Total 162 100.0 100.0  

 

Table 43 above shows that politics continue to control entirely each and every operation in 

different sectors of the governance systems. It comprises of persons who hold terminal 

elective seats. They play a major role in defining the future of sectors that include education 

and e-learning programmes. In this case, formulation of education policies and allocation of 
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funding for implementation of e-learning projects relies upon political will. Absence of 

contribution from this quota has a major effect to e-learning partnerships and related 

programmes. The states along East African region have been contemplating a common 

protocol that will guide education sector, and e-learning has come at the fore debate. 

However this has taken many years for the wider region with several educational institutions 

due to push and pull political battles coupled with entrenched tradition and diverse political 

interests, which in return has paid little attention to greater involvement in noble projects such 

as e-learning.  

Table 44: Corruption  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 8 4.9 4.9 6.2 

Neither 34 21.0 21.0 27.2 

Agree 74 45.7 45.7 72.8 

Strongly agree 44 27.2 27.2 100.0 

Total 162 100.0 100.0  

 

Corruption/Embezzlement and theft resources as displayed on table 44 above, was a big 

issue. Continued funding of institutions with lack of stringent accounting measures has led to 

increased corruption in most countries along Eastern African region. While some institutional 

accountability measures exists in paper, there have been hardly adhered to the letter hence 

raising fears of mismanagement of resources. Consequently, some key projects say e-

learning face unprecedented challenges due to corruption and embezzlement of resources. 

In some instances, governments have been forced to lock down important education projects 

as a result of misuse of funds. It has a rather fast multiplying and corrosive effect that in the 

end lead to non-implementation of well-designed e-learning projects as weeding out 

corruption related cases has proved difficult even to the authorities in charge.  

Table 45: Quality_Edu cation  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Strongly disagree 2 1.2 1.2 1.2 

Disagree 8 4.9 4.9 6.2 

Neither 34 21.0 21.0 27.2 

Agree 74 45.7 45.7 72.8 

Strongly agree 44 27.2 27.2 100.0 

Total 162 100.0 100.0  
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Table 45 above exhibits that lack of good quality educational content which has been 

experienced due to use of outdated materials is common amongst many institutions. There 

have been successive references to similar content over past decades that lack hybrid 

pedagogy. If any difference, it is very limited and skewed hence unable to offer new ways of 

teaching, learning and even grading of the learners. Departments involved in development of 

new content work under a shoe-string government allocations consequently limiting 

incubation of new development content.  

 

Table 46: Sustainabilty  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Disagree 2 1.2 1.2 1.2 

Neither 36 22.2 22.2 23.5 

Agree 72 44.4 44.4 67.9 

Strongly agree 52 32.1 32.1 100.0 

Total 162 100.0 100.0  

  

There is lack of effective strategy which addresses sustainability and monitoring future 

development. There is need to have partnership which is essential to reduce uncertainty, as 

shown on table 46 above.   

 

Table 47: Leadership  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Neither 4 2.5 2.5 2.5 

Agree 110 67.9 67.9 70.4 

Strongly agree 48 29.6 29.6 100.0 

Total 162 100.0 100.0  

 

A major observation made by the respondents proved that lack of leadership was a great 

obstacle as presented on table 47 above. Governance system play a significant in the 

decision making that affect line of administration in different sectors chief among them 

education. In many cases, the approach in which leaders have employed is non-holistic in 

nature therefore the intended results often shudder midway. As a result, a section of leaders 

in institutional management have come under severe consequences due to incompetent way 

of leadership.  
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Table 48: Security  

  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Neither 12 7.4 7.4 7.4 

Agree 127 78.4 78.4 85.8 

Strongly agree 23 14.2 14.2 100.0 

Total 162 100.0 100.0  

 

There is still lack of good legislation pertaining cyber crime, which still pose a big threat to e-

learners. Government hasn’t adopted an elaborate measure on such threats. Network 

administrators don’t possess the required skills and this pose a big risk to the internet users 

as they are prone to cyber threat due to weak legislation. Respondents table 48 above 

shows that cyber security threat still remains the biggest problem in Kenya as illustrated in. 

 

6. DISCUSSIONS, CONCLUSION AND RECOMMENDATIONS 

6.1. Introduction 

This chapter summarizes the study and makes conclusion and recommendations based on 

the results from the secondary data that was analyzed using quantitative analysis and 

presented inform of tables in the above chapter. The policy implications from the findings and 

areas for further research are also presented.  

6.2. Discussion of Findings 

The main objective of this study was to assess and evaluate international partnership 

strategy for e-learning provider in emerging economies. To achieve the objectives of the 

study, secondary and primary data was collected using content-analysis and structured 

questionnaire. The target population was 200 learning institutions in East Africa with local 

and international e-learning providers. The data obtained from questionnaires, completed by 

162 learning institutions in East Africa (n= 162), an 81% response rate. This section presents 

the findings from the study in comparison to what other scholars have said about motives of 

e-learning partner selection, determinants of selecting e-learning partners as noted under 

literature review.   

The study findings indicated that e-learning provider in East Africa provides digital divide 

initiatives, which facilitates needs to remote or disadvantaged learners. They also assist in 
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accessing e-learning experts from across the globe involved in shaping the e-learning 

landscape in East Africa. E-learning partners enhance e-learning to be made increasingly 

available to the most marginalized population (Ahmed & Nwagwu,2006 ).They also facilitate 

access to appropriate content for ICT-enhanced learning and training. Infrastructures like 

electricity, buildings, broadband, computer, internet among others. These findings are 

supported by Katz (2003) argument that partnership should be emphasized to support 

shared academic goals among traditional institutions of higher learning. The author further 

argued that under each type of partnership, participants must agree on purposes, financial 

arrangement, intellectual property ownership and intended audience, among other issues. 

Motives of selecting e-learning partners/providers were found to have positive relationship 

with kind of support the e-learning partners will provide. Most universities/learning institutions 

in East Africa would want to partner with any international partners in order to acquire 

resources for a new venture, balance financial risk, leveraging complementary skills, strength 

and markets. Extension of current programs offerings to additional students (access), 

Creation of new academic programs to serve new students (growth), use of e-learning to 

improve teaching outcomes in conventional or hybrid programs, to extend programs’ reach to 

new audience through the use of the internet, with the hope of increasing enrollments and 

perhaps revenues while also adding more operational skills or resources which a venture 

requires for its competitive success  and access to unique competencies and local market 

knowledge as evidence study findings. This relates to Nielsen (2002) institutions with 

experience in international strategic alliance activities may place more value on a partner 

with potential for development of new technology/knowledge and learning.  

In order to assist the institution in their quest for expansion, enrollments and improving the 

quality of education, determinants and competence of a partner are deemed to be the 

greatest asset. More study findings showed the approach way East African communities in 

selecting their e-learning partners depend on international reputation of partners, partner with 

ability to negotiate with foreign governments, partner with international and local 

experiences, nationality of foreign partner and partners with local market knowledge, Hitt et 

al (2000). However, very few studies have looked at the specific nationality of the partner 

selected for the joint venture. Key interrelated factors that include bandwidth limitation, lack 

of financial resources, inadequate human resource capacity, electricity limitations, political 

will, corruption and embezzlement of resources and lack of good quality educational content 

and lack of leadership. A crucial gap in e-learning design and implementation is the lack of 

leadership and political will. There is no clear framework on how government would like to 

foster e-learning in learning institutions and this has hampered e-learning development. 

Government inability to invest on relevant ministries (Education, Higher education, Youths 
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and ICT) and recent opposition from politicians on the launch of the laptop project for primary 

schools clearly shows the lack of political will despite the country looking forward to achieve 

its vision.  

 

6.3. Conclusion and Recommendation 

This thesis was intended to analyze, or justify any material related to a theory or previous 

studies on international partnering strategy for e-learning provider in emerging economies. 

The study findings provided adequate evidence that most support by e-learning providers, 

were professional development and training for e- learning , access to affordable and reliable 

e-learning facilities e.g. computer, internet ,access to appropriate content for ICT-enhanced 

learning and training, infrastructure for e-learning and training: electricity, buildings, 

broadband. Nevertheless this support will depend on motives of selecting the partners and 

also prior experience of the partners in e-learning as well as their nationality. 

Based on the study findings, the study concludes that most of the universities/learning 

institutions  in East Africa prefer entering into e-learning partnership for the creation of new 

academic programs to serve new students (growth), use e-learning to improve teaching 

outcomes in conventional or hybrid programs, to extend a programs reach to new audience 

through the use of the internet, with the hope of increasing enrollments and perhaps 

revenues, to add more operational skills or resources which a venture requires for its 

competitive success  and access to unique competence and local market knowledge. 

This study concur that prior experience of e-learning, commitment,  nationality and 

international reputation are major determinants of East African learning institutions to choose 

e-partners. 

Based on the findings presented above, this study makes a number of significant 

contributions to existing knowledge. It contributes to existing knowledge in theory of 

international partnering strategy for e-learning provider in emerging economies, by looking at 

several aspects namely; motives of selecting e-provider, determinants of selecting e-partner 

and obstacles of creating efficient e-learning partnership which has been overlooked in this 

form in the existing body of buyer –supplier relationship literature.  

International partnership for e learning providers involves several stakeholders, the way they 

conduct themselves and their businesses influence and change their external environments, 

whereas at the same time being influenced by the external forces.  Viability of an open 

system must be changing and influencing each other over time to the external environments 

in order to avoid failures. Open system theory shares the perspective that partnership 
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survival is dependent upon its relationship with the environment which is the organizations, 

governments and learning institutions (Hannan & Freeman, 1978). Hence, it is critical to 

understand the changing nature of social field with which the organizations and people.  

Example, with the rising education standards and internet presents, consumers tends to be 

independent on decision making. On the theory of open system the findings contribute to the 

theory by indicating on the element and interest of partnering as explained in theory by Katz 

and Kahn (1978) particularly, supports the internet as well as a variety of media and in a 

more open system, providing potential adaptability to learning needs. The studies have 

clearly shown various determinants (referred to theory as elements) and how they relate with 

partnering. The study builds the case that e-learning and open source movement are rooted 

models and motives of selecting e-learning partners.  

Indeed e-learning has triggered a re-think of corporate service and product delivery ways, in 

a bid to cope up with tight regulatory obligations at the same time boosting the effectiveness 

and productivity. Further, (Jonyo, 2011) connotes that there is a trend of growing 

interdependence of countries worldwide through increasing volume and variety of cross-

border transactions in goods and services, freer flow of international capital, more rapid and 

widespread diffusion of technology. This is correlated by  Agere & Mandaza,(1999) argument 

which further observes that globalization, rapid change and complexity have led to the 

demand for better service and the pressure for accountability have come with a large dose or 

uncertainty about the way corporate  policies should be formulated and managed in the 

business market. This has been one of difficult path of globalization for multinational 

companies in Kenya trying to pace with corresponding standards as the rest of the world. 

Recent trends surveyed by CIPD International Learning and Talent Development Survey, 

showed that the number of organizations that deliver at least 50 percent of their training time 

by e-learning is set to more than double over the course of 2012.The same survey showed 

this trend having more momentum in emerging markets, where it found a huge percent of 

companies will have trainees spending at least 25 percent of their training time online 

(Capital.co.ke, 2012).Companies that have implemented learning technologies identified four 

key success factors including employees working effectively with their line manager, offering 

the right support and guidance to learners, less overloading of compliance training and the 

ability to factor in regional preferences (Capital.co.ke, 2012).   

However players in the local business sphere have often expressed skepticism in the 

credibility of online studies and are often dissatisfied with the crop of ‘half-baked’ university 

graduates entering the workforce from local campuses. This has often aroused discussions 

among institutions of higher learning, private sector and the regulatory bodies which is the 

state as to whether e-learning programs should be entirely incorporated to the systems. As a 
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result, many institutions that have earlier rode on traditional approaches are first shifting 

towards conspicuous and effective ways of delivering their services while also meeting the 

demands from corporate players. This compliments a rather prefigurative circumstance 

where design of programmes is in one way or the other, e-learning will emerge in the 

prominence. Consequently, the  most important thing  is  to  encourage  all the  parties  to  

contribute  freely  and  operate  as  equals. ACCA report recommended investing sufficient 

time, resource on planning and design as well as incorporating learning technologies in a 

wider and more integrated approach to learning and assessment. Video format learning, 

online learning hubs and portal interactive master classes are some of the learning 

technologies that are already in practice in global firms such as Standard Chartered Bank 

and Shell. 

A fundamental assumption behind international partnership is that partners should remain 

open and united. Corruption, unity and trust present a real challenge in international 

partnership. Local partners especially from the emerging economies should create a 

favorable environment, as businesses goes where it is invited and stays where it is well 

treated. Consequently, it is vital for the local partners to help build competence, eradicate 

corruption and corporate with foreign partners. This will help in improving the education 

quality; establish a human resource base and economic development.   

The deficiency of teachers in learning institutions is significant and therefore there is need for 

developing countries to be active in developing the e-learning capacity so as to encounter 

the challenge of limited capacity. Government should develop an effective partnership 

between the institutions and the stakeholders and encourage them to play a critical role in 

enhancing e learning. These partnerships will help in funding and eradicate obstacles such 

as lack of finance, lack teachers and inadequate human capital. 

E-Learning has been perceived as an education tool that will enhance learning in the 

institutions and development. It is therefore recommended that it should be rolled in all 

learning institutions in order to improve the quality of education, encounter the shortage of 

teachers and inadequate human capacity.  The initiative will also go well with the government 

vision 2030 and eradicate poverty as it will help to develop the country’s human capital. 

 

6.4. Limitations  

The research had delimited management of partnership as this was not the main focus of the 

study. But during the study it was noted that it would rather have been great if management 

was incorporated during the study. Despite that Kenya and its neighboring countries in East 
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Africa share great similarities’ in culture, governance, education and ICT infrastructure, there 

should be no broad generalization of the findings as the study was mainly concentrated on 

Kenyan learning institutions. This was due to the researchers’ time constraints and wide 

geographical coverage of the region. Thus, the results interpretation should not be aligned to 

other countries. Also, descriptive statistics without many inferences was limited; therefore a 

future study should consider including inferential statistics such as multiple regression 

statistics in the research. 

 

6.5. Suggestions for Future research  

There is little literature which has been written which examines the international partnering 

strategy for e-learning provider in emerging economies, especially in East Africa (Kenya). 

The author further suggests that more researches should be conducted in these developing 

countries in order to have a clear picture on partnerships for e-learning providers. 

The adoption of e learning with the emerging technologies on education system, has led to 

expressions of uncertainty, concern and skepticism by the stakeholders. Therefore, there is 

need for a future research to analyze the negative and/or positive impacts of e learning in 

education in emerging economies. 

Another reason why international partnerships fail is due to poor coordination between 

partners, lack of trust and cultural conflict and casual approach by the domestic partners on 

foreign partners. Therefore, an additional future research in managing these conflicts and 

partnership characteristics in international partnership is fundamental.  
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Obstacles of E-Learning Partnering Strategy in East Africa Learning Institutions 
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8.2. Descriptive statistics 
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Education Work_Duration Age_Institution E_Period Dig_Divide Acc_Experts Enhance Explore App_Content Infra_Availabilty Prof_Devepmnt Acc_E_Facility Research

N Valid 162 162 162 162 162 162 162 162 162 162 162 162 162

Missing 0 0 0 0 0 0 0 0 0 0 0 0 0

Mean 3.77 4.2 2.55 1.7 4.86 3.9 3.25 3.62 3.93 4.41 3.93 3.71 3.7

Median 4 5 2 2 5 4 3 4 4 5 4 4 4

Std. Deviation 0.421 1.745 0.978 0.842 0.4 0.749 0.835 0.912 0.846 0.769 0.889 0.861 0.82

Variance 0.177 3.045 0.957 0.709 0.16 0.562 0.696 0.832 0.715 0.591 0.79 0.741 0.672

Skewness -1.306 -0.835 0.082 1.191 -2.91 -1.002 -0.362 -0.819 -0.857 -1.014 -0.714 0.008 -0.826

Std. Error of Skewness 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191

Kurtosis -0.298 -0.669 -1.013 0.914 8.305 2.344 0.366 0.28 1.077 0.012 0.462 -0.798 1.209

Std. Error of Kurtosis 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379

Resource Bal_FinRisk Lev_Skills Expansion
Exten_Ecc

ess
Creation E_Improve

New_Audi
nce

Non_Profit Op_Skill Cultural
Unique_
Content

Inter_Rep

N Valid 162 162 162 162 162 162 162 162 162 162 162 162 162

Missing 0 0 0 0 0 0 0 0 0 0 0 0 0

Mean 3.4 3.85 4.06 3.83 3.95 3.611 3.76 3.91 3.9 3.93 4 3.25 4.69

Median 3 4 4 4 4 4 4 4 4 4 4 3 5

Std. Deviation 0.98 0.761 0.79 0.934 0.771 1.2424 0.685 0.703 0.821 0.878 0.878 0.892 0.76

Variance 0.961 0.579 0.624 0.873 0.594 1.543 0.47 0.494 0.673 0.772 0.77 0.796 0.577

Skewness -0.383 0.182 -0.405 -0.679 -0.575 -0.602 -0.12 -0.629 -0.566 -0.702 -0.782 -0.03 -2.497

Std. Error of Skewness 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191

Kurtosis -0.196 -1.064 -0.505 0.319 1.155 -0.658 -0.126 0.846 0.014 0.505 0.639 -0.513 5.316

Std. Error of Kurtosis 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379

Neg_Ability Inter_LocExp Stra_Alliance Adm_Gov Part_Comm Nat_ForPt For_CulCtxt For_MtkIns Loc_MktKn Bandw_Lim Lack_Fin Inad_Hum Elect_Lim

N Valid 162 162 162 162 162 162 162 162 162 162 162 162 162

Missing 0 0 0 0 0 0 0 0 0 0 0 0 0

Mean 4.39 3.61 3.72 3.86 3.98 4 3.6 3.81 3.9 3.73 3.93 3.93 3.93

Median 4 4 4 4 4 4 4 4 4 4 4 4 4

Std. Deviation 0.671 1.181 1.227 1.139 1.057 1.057 0.792 0.661 0.753 0.678 0.889 0.889 0.889
Variance 0.45 1.394 1.506 1.298 1.117 1.118 0.627 0.438 0.567 0.46 0.79 0.79 0.79
Skewness -1.147 -0.441 -0.638 -0.699 -0.845 -0.83 -0.9 -0.561 -0.532 -0.331 -0.714 -0.714 -0.714

Std. Error of Skewness 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191

Kurtosis 2.07 -0.889 -0.586 -0.381 -0.105 -0.024 1.198 0.788 1.278 0.189 0.462 0.462 0.462

Std. Error of Kurtosis 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379
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8.3. Institutions List (Universities &Technical/Voc ational/trade schools). 

1. Kabarak University 

2. Egerton University 

3. Maasai Mara University 

4. Kabianga University College 

5. Maseno University 

6. Masinde Muliro University of Science and Technology 

7. Kisii University College 

8. Moi University 

9. University of Eldoret 

10. University of Eastern Africa - Baraton 

11. Technical University of Mombasa 

12. Pwani Univerisity College 

13. Kenya Methodist University (KeMU) 

14. Meru University of Science and Technology 

15. Kimathi University of Science and Technology 

16. Laikipia University 

17. Chuka University College 

18. South Eastern Kenya University(SEKU) 

19. Jomo Kenyatta University of Agriculture and Technology 

20. Strathmore University 

21. United States International University – Kenya 

22. KCA University 

23. Kenyatta University 

24. Daystar  University 

25. Multimedia University 

26. Africa Nazarene University 

27. Catholic University Of Eastern Africa 

28. St Paul's University main Campus 

29. Technical University of Kenya 

30. Bandari College 

31. Government Training Institute (GTI)Mombasa 

32. Kenya School of Government 

33. Eldoret Polytechnic 

34. Kenya Institute of Administration (KIA) 

35. Kenya Institute of Biomedical Sciences and Technology Nakuru 

36. Kenya Institute of Management (KIM) 

37. Kenya Institute of Mass Communication - South C 

38. Kenya Utalii College 

Appr_Train Appr_Hardw Lack_Teach Lack_Softw Lack_Political Corruption Quality_Edu Poverty Sustainabilty Leadersp Security

N Valid 162 162 162 162 162 162 162 162 162 162 162

Missing 0 0 0 0 0 0 0 0 0 0 0

Mean 3.93 3.93 3.93 3.93 3.93 3.93 3.93 3.87 4.07 4.27 4.07

Median 4 4 4 4 4 4 4 4 4 4 4

Std. Deviation 0.889 0.889 0.889 0.889 0.889 0.889 0.889 0.591 0.769 0.499 0.461

Variance 0.79 0.79 0.79 0.79 0.79 0.79 0.79 0.35 0.591 0.249 0.213

Skewness -0.714 -0.714 -0.714 -0.714 -0.714 -0.714 -0.714 0.038 -0.294 0.412 0.255

Std. Error of Skewness 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191 0.191

Kurtosis 0.462 0.462 0.462 0.462 0.462 0.462 0.462 -0.212 -0.782 -0.497 1.639

Std. Error of Kurtosis 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379 0.379
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39. Kenya Forestry College - Londiani 

40. Kenya Forestry Research Institute 

41. Kenya Medical Training Centre (KMTC) 

42. Kenya School of Monetary Studies - Ruaraka 

43. The Kenya College of Science and Technology 

44. Baraton Teachers' Training College 

45. Gusii Institute of Technology 

46. Kaiboi Technical Training Institute 

47. Kagumo College 

48. Kabete Technical Training Institute, 

49. Kenya Science Teachers College University of Nairobi 

50. Kenya Technical Teachers College(KTTC) 

51. Kenya Water Institute- South CNairobi 

52. Kenya Wildlife Service Training Institute - Naivasha 

53. Kericho Teachers College 

54. Kiambu Institute of Science and Technology 

55. Kigari Teachers College – Embu 

56. Kitale Technical Institute, Kitale 

57. Machakos Institute of Technology – Machakos 

58. Kilimambogo Teachers College - Kilimambogo 

59. Technical Training Institute (MTTI) – Mombasa 

60. Kisumu Polytechnic - Makasembo,Kisumu 

61. Ramogi Institute of Advanced Technology 

62. Valley Institute Of Science & Technology, Nakuru 

63. Rift Valley Technical Training InstituteEldoret 

64. Railway Training Institute - South B, Nairobi 

65. Sirisia youth polytechnic 

66. Mboya Labour College, Kisumu 

67. Technical Training InstituteThika 

68. Technical Training Institute-Nairobi 

69. Nakuru Counseling & Training Institute, Nakuru 

70. Sacred Training Institute 

71. International Centre of Technology (ICT-Thika)  

72. Elite Centre(Embakasi-Nairobi)  

73. Stepup training institute 

74. Kimathi Chambers 

75. Oshwal College, Parklands, Nairobi 

76. Western College of Hospitality and Professional Studies,Kisumu. 

77. Pioneer's Training Institute 

78. School of ICT & Hairdressing and Beauty (Pioneer College) 

79. Kenair travel and related studies 

80. Kenya Institute of Applied Sciences 

81. Stanbridge College (Voi) 

82. Superior Group of Colleges Intl. 

83. The Kenya College of Science and Technology 

84. Airways Travel Institute 

85. Consolata Institute of Communication and Technology  

86. African institute of research and development studies 

87. East Africa Vision Institute 

88. Nakuru Institute of Information Communication Technology 

89. Africa college of social work 

90. St. Andrew's Pre-Medical College  

91. Nairobi Institute Of Business Studies 

92. Nairobi Institute of Technology - Westlands 

93. Alphax College, Eldoret 
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94. Talent institute (nairobi) 

95. Associated Computer Services, Development House, Nairobi 

96. Augustana College - Kasarani, 

97. Bell Institute Of Technology - Nairobi 

98. Bungoma Technical Training Institute-Bungoma 

99. Career Training Centre, Nairobi 

100. Centre for Distance & Online Learning  

101. Century Park College, Machakos 

102. Coast Institute of Technology 

103. College of Management Sciencies, NairobiCBD 

104. Computers for Schools Kenya Training Institute - Nairobi 

105. Computer Pride Training Centre - Nairobi 

106. Computer Training Centre - Nairobi 

107. Cornerstone Training Institute - Nairobi 

108. Digital Age Institute, View Park Towers, Nairobi 

109. Digital Resource Center (DRC) - Karama Estate, Nakuru 

110. East Africa Institute of Certified Studies - Nairobi 

111. East African Media Institute (EAMI) - Nairobi 

112. East African School of Aviation - Embakasi, Nairobi 

113. East Africa School Of Journalism (EASJ) 

114. Eldoret Aviation Training Institute - Eldoret 

115. Graffins College - Westlands, Nairobi 

116. Gusii Institute of Technology, Kisii 

117. Globoville Shanzu beach College - Mombasa 

118. Hemland Computer Institute – Thika 

119. Hi-tec Institute of Professional Studies, Mombasa CBD 

120. Hansons College of Professional Studies  

121. Holy Rosary College - Tala 

122. Institute of Advanced Technology, Loita House, Nairobi 

123. Institute of Advanced Technology Campus, Westlands 

124. Institute of Information Technology Studies & Research, Nairobi 

125. Institute of Zaburi Technologies - Nairobi 

126. Inter-Afrika Development Institute -  Nairobi 

127. International Centre of Technology (ICT-Thika) 

128. International college of Kenya. 

129. International Hotel & Tourism Institute - Nairobi 

130. InterWorld College, Nairobi 

131. Intraglobal Training Institute - Nairobi, Kisumu, Nakuru, Embu, Kisii 

132. Kenya Aeronautical College 

133. Kenya College of Medicine & Related Studies - Nairobi 

134. Kenya Christian Industrial Training Institute (KCITI)- Eastleigh Campus 

135. Kenya College of Communications Technology - Mbagathi, Nairobi 

136. Kenya Institute of Administration (KIA) - Kabete 

137. Kenya Institute of Biomedical Sciences and Technology [KIBSAT]- 

138. Kenya Institute of Development Studies (KIDS) Nairobi 

139. Kenya Institute of Management (KIM), Nairobi 

140. Kenya Institute of Mass Communication - South C, Nairobi 

141. Kenya Institute of Media and Technology (KIMT) - Nairobi 

142. Kenya Institute of Professional Studies - Nairobi 

143. Kenya Institute of Special Education (KISE), Kasarani, Nairobi 

144. Kenya Institute of Social Work and Community Development (KISWCD) 

145. Kenya School of Professional Studies (KSPS) - Parklands, Nairobi 

146. Kenya School of Technology Studies (KSTS), Thika 

147. Kenya Science Teachers College - Jamhuri, Nairobi 

148. Kenya Technical Teachers College – Gigiri, Nairobi 
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149. Kenya Utalii College - Nairobi 

150. Kenya Water Institute - South C, Nairobi 

151. Kenya Wildlife Service Training Institute - Naivasha 

152. Kericho Teachers College – Kericho 

153. Kiambu Institute of Science and Technology – Kiambu 

154. Kigari Teachers College – Embu 

155. Kilimambogo Teachers College - Kilimambogo 

156. Kima International School of Theology (KIST)  

157. Kinyanjui Technical Training Institute - Riruta, Nairobi 

158. Kisumu Polytechnic , Kisumu 

159. Meru Technical Institute - Meru 

160. Migori Teachers college, Migori 

161. Moi Institute of Technology - Migori 

162. Muranga University College 

163. Mosoriot Teachers College – Eldoret 

164. Murang'a Institute of Technology – Murang'a 

165. Nairobi Institute of Technology - Westlands 

166. Nakuru College of Health Sciences and Management- Nakuru 

167. Nakuru Counseling & Training Institute, Centre of Hope - Nakuru 

168. Narok Teachers Training College – Narok 

169. National Youth Service Engineering Institute - Nairobi 

170. Nairobi Aviation College [Nairobi] 

171. Pan African School of Theology (PAST) 

172. Regional Training Institute - CBD, Nairobi 

173. St Joseph's Medical training College 

174. Sagana Institute of Technology 

175. School of Professional Studies  

176. Shanzu Teachers College  

177. Tambach Teachers Training College 

178. The Regional Institute of Business Management 

179. Universal Group of Colleges  

180. Vision Institute of Professionals  

181. Royal Institute of Applied Sciences  

182. Rift Valley Institute of Science & Technology, Nakuru. 

183. St. Joseph Vocational Training Centre  

184. Regional Institute of Business Management Studies, Nairobi 

185. Kenya School of Accountancy and Finance 

186. Premier College of Professional Studies Ltd, Nairobi 

187. Lakeview Training Institute 

188. Lake Region Business training and Consultancy  

189. Intraglobal Training Institute. Nairobi 

190. Kenya College of skills and talent development 

191. Zetech College - Nairobi 

192. Tec Institute of Management - Nairobi 

193. Higher Institute of Development Studies - CBD, Nairobi 

194. Institute of Business and Technology-Nakuru 

195. Premier college of Hospitality and Business Studies  

196. East Africa Institute of Certified Studies-Nairobi 

197. East Africa School of Management- Nairobi 

198. Nairobi Institute of Business studies[NIBS] 

199. Nationwide Hotel and Tourism College[NHTC] 

200. UoN Main Campus 

 

 


