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Abstract

This paper is anchored on the study carried oesstablish the factors affecting performance — cdddolman
Brothers (E.A) Ltd. It investigated several facttike marketing strategy; capital structure; contjmet; and
quality products and services. This paper howevitrconcentrate on competition as one of the itigeded
factor. Competition is critical in the market adlvimvolve the evaluation of magnitude of competitiin the
firm’s industry, both the number of competing firmsd their relative strengths in the market plade study
adopted a descriptive survey research design wigshribes the characteristics of particular indiaid and was
not restricted to fact finding but results in fodation of important principles of knowledge andwa@ns to
significant problem. The study population includgltl employees of Holman Brothers (E.A) Ltd workiig
Head office and its branches, while the target fadmn consisted of 313 employees comprising of &8es
and 50 females, working in 11 different departmefitee sample size of 37% constituted 116 resposdé@iie
study adopted questionnaires and interviews asrgsenstruments, which were clear, simple to usted,
unbiased and objective. The researcher used RiatiBtackage for Social Science (SPSS) to analgta The
study found that competitive strategies such asingi promotions and innovations determine the camgs’
performance in the market. The study recommended the Government through Ministry of Trade
createconducive environment which promotes fairetition among the companies.

Key words: Pricing, Promotion, Innovation, Market Performan€enstruction Industry
1. Introduction

Companies and Small Medium Enterprises are nowruntEnse pressure to improve business performdnce.
the Internet era expectations have risen sky-high @stomers want immediate response to ordergiceer
requests, knowledgeable service, customer suppert;around time and detailed information delivered
demand (Frank, 2008). Meanwhile, intensified globampetition puts continuous pressure on costs and
efficiency. Business performance entails the oVdnasiness and determining how it can better retscgoals
(Fergus, 2008). This requires the alignment oftatjia objectives and the business sets of actvitieorder to
manage performance. Business seeks to aggregatabéanformation and the managers are more inémm
about the company's position and are able to makertdecisions.

Business performance also involves assessment efrgroyee, process, equipment or other factorsatme
progress toward predetermined goals (Armstrong6206a business performance there are goals aretigs
which are observable and measurable and the eualtsr@sll be achieved within a more or less fix@de frame.

It involves planning for the future success of thgsiness and focusing on specific markets and tedge
customers (Jeffrey, 2004). Strategies are impoitahtisiness performance as they seek to addredariiental
business questions such as; what to sell? Wholltto8eHow will customers be acquired? What pricgé we
charge? And how will we produce, deliver and serwichat we sell? In business performance management
involve; effectively communication, company aligngdals, evaluate employee performance and rewana th
fairly. Clear goal planning, skill development aadfair pay for performance culture are talent managnt
practices that successful companies use to dematmgtreir employees are valued (Robbins, 2002kcHftfe
performance and talent management has been prowecréase employee morale and overall productsiiige
productive employees are essential to any compBmgy.rising costs, increased competition and tineessary
to hire and train new talent have made retentioyoaof top performing employees imperative to thédi line
(Howard, 2008). Recognizing gaps and developintisskinables managers to properly map out succeptms
while employees develop attainable career pathsrdar for an organization to measure performamceraake
judgment about it effectiveness range of performandicators are required (William, 1998).
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The measures may include; contribution to the agiment of strategic objectives, measures of quattume,
measures of efficiency and value for money and oreasof external and internal customer satisfaction
Performance of an organization is the outcome dividuals and units of the organization (Jeffre02).
Organizations can either influence or control alttbrs affecting the performance of individuals amdts
through formal and informal means. Some of the &rmeans of controlling units’ activities are stwre,
operating manuals, standard operating procedunesters and budgets. Greater influence on indivédcan be
exercised informally through communication, worltare and management (Anthony &Rajan, 2000).

Managers of business organizations are under aungieessure to improve performance within their
organizations. They are expected to satisfy thimuarstakeholders, increase efficiency effectiversesl quality

to organizational goals, results, to establish luel of continuous improvement change and distsetice
orientation. Strategies for managing performanece @ achieve increased organizational effectivenlester
results for individuals and teams and higher leeélskill, competence, commitment and motivatiorarddging
performance is a continuous responsibility for nggmaent should be incorporated into the daily reufior
managers. Employees are responsible for manag@igdtvn performance but may need guidance and suppo
(Armstrong, 2006). Holman Brothers (E.A) Ltd is Bngineering Company incorporated in Kenya and kxtat
in Industrial Area with subsidiary branches in NakuNaivasha, Eldoret, Kisumu, Bungoma, MurangagiNy
Meru and Mombasa.

2.  Statement of the problem

Bergman, Garrison, Scott, Gregory and Bruce (2@08ues that to gauge the effectiveness of a giyate
business should benchmark its performance versusvitn set standards, its sector of business, #pecif
competitors, high performance firms and the priroms of the firms. They further argue that a gawehsuring
tool for measuring performance is through assegbiagjuality of services offered to customers. ifhgortance
of private sectors in the economy include; jobsttom; entrepreneurial opportunities; generate mageto the
Government through taxes; offer corporate sociapoesibility where it involves voluntary actionsaththe
company takes through their core business actvitiepolicy dialogue that are explicitly managedhtave
positive impact in the society while also benefjtiie company directly or indirectly; offer variety products
and services to the customers (Winkler, 2005). &my&, private sector play a key role in economimagin,
creation of employment opportunities, corporateiadoresponsibility, raising the standards of livirg its
employees, provide market for products and servyireduced locally and international (KEPSA, 200B)e
Government contribution to promote private sectoctude; enhancing conducive working environmenbtigh
security measures for instance, installation of € &hmeras within the central business area, pgateols;
provision of modern infrastructures in transpodatinetwork, communication and information technglog
formation of regulatory bodies to safeguard theriesgt of investors and consumers against courttgydeids
example Kenya Bureau of Standard and Communica@emmission of Kenya (KEPSA, 2008). The
Government has also provided incentives for engmeguirship and investment for capital goods by lawger
their taxes which motivate local and foreign ineestcarry out business in Kenya. These initiatilosger the
risks and cost of doing business in Kenya, progdeater access to productive resources, availalfitraw
material (KAM, 2008). The performance, survival austainability of any business depend solely smaltility
to meet its objectives which includes turnover prafit both in the long and short terms.

Holman Brothers (E.A) Ltd is one of the private inesses operating in Kenya and deals with sales and
maintenance of farm earthmoving equipment, conStmicequipment and diesel power generators. The
equipment includes; the tractors, wheel loade@jeps, shovel, combine harvester, compressors emetators.
The management of Holman Brothers (E.A) Ltd ha®aaly introduced motivational incentives through
commissions, bonus and training to its employees whrk very hard in achieving the company’s targats
performance. In Kenya most farmers use too muchheflabour intensive than capital intensive. Holman
Brothers Ltd ranges of products like farming maehies are highly capital intensive which increase
productivity and efficiency in the farming sectéiarming methods in Kenya are expected to be higapijtal
intensive than labour intensive in order to incesfa®d productivity in attaining Vision (2030) geal

Holman Brothers (E.A) Ltd has developed solutiomscépital intensive method of farming through mader

farming equipment and machineries. Tidema, Dowrgcir, Egon and Capron (1997) observes that private
businesses do not operate in a vacuum as theyteparthe market place, where their problem is joet to
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match the wants of consumers to the capabilitieth@ffirm cut also to pay attention to the factoeyond and
their control like competition, changing social teats and pressure and other external environméorzes.
According to information reflected in Holman BrothgE.A) Ltd audited accounts (2010), there hasbee
decrease in sales and revenues. The company hassoae deliberate efforts to provide products amdices
readily available on their showrooms and sales @yanEven with these efforts, customer satisfaationtinues
to decline at an alarming rate, poor marketingtstya and employees’ turnover is also high and teedt is
against the goals, visions, and missions of theafimgtion (Holman audited report, 2011). This stutigrefore,
sought to establish the factors that affect perforoe of Holman Brothers (E.A) limited.

3. Scope of the study

The study was limited to the factors affecting ferformance in Holman Brothers (E.A) Ltd. The targe
population was 313 respondents working in differéepartments from head office in Nairobi and subsyd
branches in Nakuru, Naivasha, Eldoret, Bungoma, basa, Kisumu, Meru, Muranga and Nyeri.

4. Business Performance

Performance is the accumulated end results othallorganization’s work process and activitiess & complex
but important concept and managers need to underdtze factors that contribute to high organizatlon
performance. They want their organization work siioit work groups to achieve high levels of perfanogno
matter what mission, strategies or goals are bgimgued (Robbins and Coutler, 2000). A performadaseline
integrating all organizational activity communicat¢he organization's game plan and clearly esteddis
accountability for results.Variance analysis ensbtemely, more effective corrective action and sgo
management control.Effective performance measuresi®mws executives where to focus their efforts seid
priorities. This enables proactive management and for strategic thinking (Collins, Jack & Willian2002)
Performance is the outcome of work as it provithesstrongest linkage to the strategic goals ottmapany and
customer satisfaction (Bernadit, Eric, Roliana &mdith, 1995). He says that performance measuraddhe
set up when setting objectives and they shouldgbeific, measurable, attainable and reliable ame thound.

Armstrong (2006) however states that performancasomes should be evidence by whether or not tleaded
results have been achieved and the extent to wihiehjob holder has produced results. Such perfocsan
measures can be in finance (volume, returns, Gogiact, customer service and quality) or even t{speed,
turn around delivery, lead time). Performance iatlics are quantifiable measurements, agreed, rethec
critical success factors of an organization and differ depending on the organization. A business/ have as
one of its key performance indicators as the péagen of its income that comes from return customers
Whatever key performance indicators are selectexy, nust reflect the organization’s goals, they tntneskeys

to its success and they must he quantifiable. KeyoPmance Indicators usually are long-term corsitiens
and the definition of what they are and how they measured do not change often. The goals for tecylar
Key Performance Indicator may change as the orgtaoiZs goals change, or as it gets closer to &uigea
goal. The performance of a small enterprise iscatito its competitiveness because due to its siag small dip

in performance can have detrimental effects thauldvbe the case for bigger ones. Rice, CarvajabnGerist
and Cherns (2000) points out that there are passiblernal and external factors that can affect the
competitiveness hence performance of small and unedinterprises relative to larger ones. To incrétsse
competitiveness small firms improve the internaltdas and/or make the external factors more faverakhe
internal factors are the knowledge and capabilitifshe managers and their knowledge about teclyedo
marketing and management.

External factors include prices, reliability of gy availability cost of finance, illegal tradegatices by big
players and Government support. Objectives thatl neebe set in terms of performance are sales, etiak
shares, growth, productivity, quality and relialyilas well as social responsibility. Sales includen over,
trends and achievement of targets. Market shathdsproportion of the category market that is takgn
particular firm’'s goods. Trends refer to the waysibess is performing month to month, quarter byrigunaor
year by year. Quality and reliability measures udel number of goods returned, customer complaints a
customer feedback (Lucey, 2000).
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5. Competition

Competitors are organizations that produce goodssanvices that are similar to a particular orgatidm. In
other words, competitors are organization’s thatlaoking for the same customers. Rivalry betwesdstiag

competitors is a major threat, so is the poteritininew competitors to enter the task environmeéfien new
competitors enter in an industry, competition iases and prices decrease (Jones, George, HillKaral,

2003). Competition is critical to participation the market as will involve the evaluation of magd# of
competition in the firm’s industry, both the numlmércompeting firms and their relative strengthshia market
place. Ideally a company’'s marketing and sales arng should be designed to gain a differential athge
over its competitors.

Competition is the ability of an individual or firto freely enter into business activities. Comjatitakes place
in a free market here the government has littlenor control of the activities of the market. Though
differentiating factors in the insurance industsyinm the quality and promptness of service. This bacome
increasingly important because most insurance tsdian he easily’ coped and do not remain as getitive
advantage for long. Players have increasingly beeasting in technology to enable them provide tymend
affordable customer service. Wayne (2004) asdeatsfor a firm to achieve competitive advantagenuist have
three strategies of cost leadership, differentiatimd cost focus. In business, organizations trguiperform
their rivals in order to grab a greater share adteng demand .As the space and boundaries of éssiget more
crowded, prospects for profits and growth are redudn such a situation, competition increases el as
rivalry in the industry. This is as a result of smachment into each other's customers and markatesh
Colander (1999) concludes that perfect competiione of the most central factors in a liberalizedrket.
Perfect competition means a market in which theeesa many buyers competing with each other sughrth
single seller or buyer can significantly affect thearket price. Cost Leadership Strategy it involiks
organization aiming to be the lowest cost prodaeel/or distributor within their industry. The orggation aims
to drive cost down for all production elements frtita sourcing of materials to labour costs.

To achieve cost leadership a business will usuadlgd large scale production so that they can hefiefn
economies of scale. Large scale production meaatstile business will need to appeal to a broad gfattie
market. A cost leadership business can create getitme advantage by reducing production costs and
therefore increasing the amount of profit made achesale as the business believes that its brandazamand

a premium price or by reducing production costs passing on the cost saving to customers in the fiogt it

will increase sales and market share.Porter (2882)rts that businesses can stand out from thapetitors by
developing a differentiation strategy.In a diffdiation strategy the business develops product eovice
features which are different from competitors apdeal to customers including functionality, custorsepport
and product quality. A differentiation strategykisown as a broad scope strategy because the bsisnesping
that their business differentiation strategy wipaal to a broad section of the market. New comscetich
allow for differentiation can be protected throygditents and other intellectual property rights, &éesv patents
have a certain life span and organization alwage the danger that their idea which gives themrapatitive
advantage will be copied in a way. Focus (Nichejt8gy a business focuses its effort on one péatis@gment
market and aims to become well known for providipgpducts/services for that segment. They form a
competitive advantage by catering for the spedigeds and wants of their niche market. Once a fia®
decided which market segment they will aim thewdarcts at, Porter said they have the option toysuescost
leadership strategy or a differentiation strategguit that segment.

The evaluations of rivalry between competitors helgxamine the degree of head competition in dnstry.
The common reasons for high rivalry include; lowustry growth, high exit barriers, undifferentiaggoply of
products and price war to cover fixed costs. Thodatew entrant is usually based on the marketydvdrriers
which include; economies of scales, capital reqoéet entry, access to supplies and distributiomocéks,
customer or suppliers’ royalty, lack of experiemtéhe industry and legal restrain such as tradddya. Threat
to substitutes products depend on the relativeepdifferent between products that can equally fyatiee same
basic customer needs. Switching costs also afteetshreat of substitutions. Bargaining power & Huyers is
determined by concentration and size of the custamd to extend to which the buyer are informedualbioe
other vendors and suppliers and how quickly bugarsidentify other sources of supply. The reasongfeater
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bargaining power include; few buyers, low suppkgitching cost, many suppliers, forward integratemd
backward integration (Porter, 1998). Bargaining posuppliers is when supply and suppliers may exiytbe
very strong and able to put pressure on the bugorgpany. Reasons for high bargaining power incligde
suppliers, greater supplier switching costs and/dod integrations.

6. Research methodology

The study adopted a descriptive research desigehwhelped the researcher to get more rich and broad
information about employees, management and desvidf Holman Brothers (E.A) Ltd. Descriptive resdea
design described the characteristics of the manageof Holman Brothers (E.A) Ltd and was not reséd to

fact finding but may often result in formulationiafportant principles of knowledge and solutionsignificant
problems. A research design is the scheme, outlipgan that is used to generate answers to rdsgaoblems
(Orodho, 2003). It constitutes the blueprint fotadaollection, measurement and analysis of datath@tg
2003).

6.1  Research population

The study population involved all the 748 employgesiolman Brother (E.A) Ltd across the country i
include; head office in Nairobi and subsidiary lmiaes in Nakuru, Naivasha, Eldoret, Kisumu, Bungoma,
Muranga, Nyeri, Meru and Mombasa. The target pdjmriavas 313 respondents comprising of 263 malés an
50 females, working in 11 different departmentgdjpulation is a complete set of individuals, casexbjects
with common observable characteristics while theget population refers to that population to whigh
researcher want to generalize the results of ygdddgenda&Mugenda, 2003).

6.2 Sampling techniques

The sample size was derived from the employeesotrhkin Brothers (E.A) Ltd in the eleven departmefite
study adopted purposive sampling technique whiatoisprobabilistic. According to Webster (1985%kample

is a finite part of a statistical population whgs®perties are studied to gain information abouat Whole.
According to Gregory, (1996) and Mugenda and Muge(®D03) sample size of respondents can be derived
from the formulae below:

sss B xp(l-p)
m2
Where

ss= required sample size
t = confidence level at 95% (standard value of 1.96)

p = the proportion of the population having the chagdstic been measure. (If proportion is unkown,pse0.5
with maximum variability).

m = margin of error at 5% (standard value of 0.05)
pop= the population 313

We evaluate Holman Brothers (E.A) Ltd in the foremilabove to calculate the required sample sizeeSin
sample size for the population is less than 10@0use improved formula of Mugenda and Mugenda (2003

13



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) g
Vol No 24, 2013 STE

new ss = Ss

pop

According to Mugenda and Mugenda (2003), sampze sf at least 30% of the target population inualgtis
representable. The total sample after calculatias 16 out of the total population of 313 whicl87%6 thus
considered representable. The sampling frame veasléven departments in Holman Brothers (E.A) Lidciv
include; Sales and Marketing; Human Resource; E@amd Accounts; Customer service; Store and lovent
Maintenance; Procurement and Logistic; ResearchDanatlopment; Installation and Information techmylp
Machinery and Equipment. Sampling frame is a litlements from which a sample is selected (Bat#69).

6.3 Data collection instruments

The study used questionnaires and interviews a&sarels instruments, which were clear, simple to tstdad,
unbiased and objectives (Orotho&Kombo, 2002). kitavs were applied to senior managers in 11depatsne
Questionnaires were issued to the rest of the satapfjets. The study adopted the use of questi@maince
they collect more information from large samplenfiadentiality is upheld, saves time, there is neiview bias
since they are presented in paper format. Accortlinglothari (2003), they recommend the questiormsair
During interview the responses from the respondertg instant and provided direct contact withréeearcher
which cleared any misunderstanding on the subjeitteostudy (Kothari, 2003).

7 Research Findings and Discussions

The study sought to establish how competition &fftlee performance of Holman Brothers (E.A) LtdeTavel
of competition in a given market prompts the manag@ of organizations to seek new ways to remain
competitive in the market (Waynes, 2004).

8 Descriptive Statistics
8.1 Business Performance

The study collected data on competitive aspectdatimnan Brothers (E.A) Ltd. From the findings presehin

Table 1, data was captured using a five-point likeale. According to the scale continuum, 1 regresd poor 2
represented fair, 3 represented average and 4smpiesl good and 5 represented excellent. Desariptatistics
such as mean and standard deviation were usedlysarthe data.

Performance is the accumulated end results ofhalbrganization’s work process and activities. bgars want
their organization work units or work groups to iaele high levels of performance no matter what ioigs
strategies or goals are being pursued (RobbinsGmdler, 2000). According to the findings, the cunsér
complains for products and services are on aveffsig.5) and customer retention services are vefgcgte
and efficient (M=2.9). The staff turnover has faideclined over the last two years (M=2.4), sakent are
fairly given bonus as incentives (M=1.8) and operatl overhead expenses are fairly low (M=2.1).

The company environment creates team work and atadivamong the staff fairly (M=2.0). The findingkthe
study indicated that mean ranged (M=1.8 — 2.9) Wwhigllaborates with the studies conducted by RRESQ) on
internal and external factors affecting the perfance of small and medium enterprises the mean ef th
variables should range between (M=1.6-3.0). Howdhkerfindings also contradict the studies condudigd
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Walton, (2003) where he stated external factors tigmpetition dominates more than internal factdfscting
business performance hence pushing mean of theblasiupward to (M=4.0-5.5).

8.2 Competition

The study collected data on competitive aspectdatinan Brothers (E.A) Ltd. From the findings presehin

Table 2, data was captured using a five-point likeale. According to the scale continuum, 1 regaresd poor 2
represented fair, 3 represented average and 4sespesl good and 5 represented excellent. Deseriptatistics
such as mean and standard deviation were usedlysarthe data.

According to Porter (2002), businesses can stardrom their competitors by developing a differamiton
strategy. The finding shows some differentiationamees taken by Holman Company. The study findings,
shows that Holman Brothers Ltd on average (M=3fgred prices for products and services that wegh h
compared to that of her competitors. The compapydsnotions for products and services is average2(B)=
On average the company embraces innovations arelagenent when designing new products and servizes t
suit (M=2.6) and incorporates information technglag design of products and delivery of services=o\p).
According to the findings, the company fairly o¥eafter sales services (M=2.2) and delivers theidpcts and
services reliably to the customers. In general HoinCompany has some competitive measures to eftsure
remains competitive in the market which is beinganded as new competitors continue to join the dtrgiu
(Holman management report, 2012). The findingshef study indicated that mean of the variables edng
between (M=2.3 - to 3.0) which collaborate with stedy conducted by Jones et al, (2003) where dtedt
when new competitors enter in an industry, comipetiincreases and prices decrease and the meald shoge
between (M= 2.0 - 3.5) for the survival of the arigation.

The interviews revealed that competition was a megmcern to the management of the Holman Brothtts
The managers were very positive on use of new mtsdand services through innovations, products
development and incorporation of information tedbgy. The study collaborate with the studies conedidy
Colander (1999), where he stated that for the forfit in a perfect competition market it shouldraduce new
differentiated products and services, which the agens of Holman Brothers (E.A) Ltd are embracirithe
company according to the interview results embrategegies to counter the progress of rival corgsai he
company does strategic marketing to ensure it mejsrity of the customers and market share. Gre{@098)
points out that marketing strategy is a long tewnrse of action designed to optimize allocationscérce
resources at disposal of a firm in delivery supedostomer experiences and promote the interesithodr
stakeholder.

9. Inferential Statistics

Following the model summary, of’Rvas 0.994. This implies that competition accoumts §9.4% of the
variations in the dependent variable (performarce) the rest 0.6% were explained by other facfons. co-
efficients from the model are 0.426 and its sigifice is 0.000. An increase in competition by wmié holding
other factors constant increased the performande4R6 units.

10. Findings Conclusion and Recommendation

The company has good competitive abilities and athges. The prices of the company’s products andces
are higher than their competitors. Promotional apphes are average. The company has included itiveva
and developmental designs which suits customersfairiy offers after sales services to their custosn The
competitiveness of the company contributes to gomrébrmance of the company (Armstrong, 2005).

The study found that competition among the com@ameade Holman Brother (E.A) Ltd achieve competitive
advantage. This contributed to the general impr@mnon the performance of the company. The study
recommends that for the firm to achieve competitidgantage it should embrace cost leadership rdiftation

and cost focus strategy Wayne (2004). The studyralsommends that the government and through thestmyi

of trade puts up a conducive environment by imprguinfrastructure, security, regulation of traderteas and
affordable taxation which promotes fair competitiwhich in turn improves the performance of the viatial
companies.
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Table 1: Performance of the Company

Descriptive N Mean  Std. Dev
There has been decline in staff turnover for tiséthao years 163 2.4 0.5
Sales team are given bonus as incentives 163 18 4 O.
Customer complains for products and services anefeav 163 25 0.6
Operational overhead expenses are very low 163 2.10.3
Customer retention services are very effectiveeffidient 163 2.9 0.3
There is team work and motivation aspect among staf 163 2.0 0.1

Table 2: Effects of Competition on Performance

Description N Mean  Std. Dev

170 3.0 0.3

Prices offered for products and services are higmpared to that of

competitors

Promotions for products and services are very nahim 170 2.6 0.6
After sale services for machines sold are very mhi 169 2.2 0.6
The means of delivering products and servicesdiabie 170 2.3 0.5
The company embraces innovations and developmeanh wlesigning new 169 2.6 0.6

products and services to suit customers
Information technology is incorporated in desigmpodducts and delivery of 170 2.6 0.5

services

17



This academic article was published by The International Institute for Science,
Technology and Education (IISTE). The IISTE is a pioneer in the Open Access
Publishing service based in the U.S. and Europe. The aim of the institute is
Accelerating Global Knowledge Sharing.

More information about the publisher can be found in the IISTE’s homepage:
http://www.iiste.org

CALL FOR JOURNAL PAPERS

The 1ISTE is currently hosting more than 30 peer-reviewed academic journals and
collaborating with academic institutions around the world. There’s no deadline for
submission. Prospective authors of IISTE journals can find the submission
instruction on the following page: http://www.iiste.org/journals/  The IISTE
editorial team promises to the review and publish all the qualified submissions in a
fast manner. All the journals articles are available online to the readers all over the
world without financial, legal, or technical barriers other than those inseparable from
gaining access to the internet itself. Printed version of the journals is also available
upon request of readers and authors.

MORE RESOURCES

Book publication information: http://www.iiste.org/book/

Recent conferences: http://www.iiste.org/conference/

IISTE Knowledge Sharing Partners

EBSCO, Index Copernicus, Ulrich's Periodicals Directory, JournalTOCS, PKP Open
Archives Harvester, Bielefeld Academic Search Engine, Elektronische
Zeitschriftenbibliothek EZB, Open J-Gate, OCLC WorldCat, Universe Digtial
Library , NewJour, Google Scholar

e BSCO INDEX@ COPERNICUS
ros INFORMATION SERVICES DN RSN B LI AR

@ vmensyize sourmaocs @

£z Elektronische
@0® Zeitschriftenbibliothek

open

GEORGETOWN UNIVERSITY

LIBRARY



http://www.iiste.org/
http://www.iiste.org/journals/
http://www.iiste.org/book/
http://www.iiste.org/conference/

