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Abstract: The drive to become successful in a stiff competitive market is what is making organization to
adopt strong marketing strategies of which Aggressive marketing option becomes a part. The actual and
perceived relationship between marketing strategies and organization performance are well documented in
the literature through research reports. What is less focus on is this reationship as it affects
telecommuni cation industry. This study therefore examined the effect of Aggressive marketing strategies on
the product performance of telecommunication industry in Nigeria. The study made use of survey research
design where well-structured questionnaires were employed. To give room for easy measurement of
variables, a likert scale of strongly agreed to strongly disagree was adopted. The obtained data were
analyzed using simple percentage, descriptive statistics and validation of proposition was confirmed
through regression model. The study revealed that marketing strategies has a significant effect on product
performance with reference to Nigeria Industry, as most, if not all organizations adopt marketing strategies
that affect customer patronage as well as the development of dynamic marketing strategies that reflect
current state of customer preference. The paper, therefore, recommended that organization should embrace
and enhance the development of state of the earth marketing strategies in order to remain afloat in
competing future market.
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1.0 Introduction

The need to achieve set organizational goals ajetibes compel companies to conceptualize, design,
and implement various strategies with marketingtetfies constituting one functional area esseftial
contemporary companies to enhance performance.rRpg@e2) viewed marketing strategies as an array of
techniques employed by marketing managers to iiyerdnticipate and satisfy customer requirement
profitably. If successful, it will qualify as anteblished marketing strategy, while a below paultesften
requires a turnaround strategy that will put perfance back on track. Kotler and Keller (2006) view
marketing theory and practice as a justificatiorthaf belief that consumers patronize a productorise
because they have a need, or because it provigexeived benefit.

The Telecommunication industry is considered tmibe of the largest and most powerful industriegh@n
global market, vis-a-vis technological advancemeiithy its operations covering every corner of thabg

and with the world heavily dependent on communicatiToday, activities in the telecommunication
industry are composed of various procedures inofyidiervice provision, sales of products like Hatglse
Subscriber Identify Module (SIM) packs and othemoaunications gadgets. While all this activities
requires marketing, achieving efficient and effeetmarketing strategy by an organization is difficas a
result of the ambiguity and dynamic of businesddiac(Brownie and Spender, 1995). Sound and robust
marketing commitment on the part of organizationl aales-people are important to the survival and
growth of the communication companies, considetirg subtle, unstable and seemingly hostile business
environments in which contemporary business orgaioizs operate (Creveling, 1994).

Since the 2001 privatization of the Nigeria Telecommication Industry, it has witnessed tremendous
changes, as several marketing strategies havedmeployed by various service providers with the afm
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increasing their customer base and market shareowekkr, The major problem in the Nigeria
Telecommunication Industry is that service provédare still lacking in so many aspect of the coyntr
while their perception of marketing have moved fradvertising and promotion to the organization and
sponsorship of various talent hunt competition withpaying adequate attention to the consequerfces o
their various aggressive marketing campaign on ysbgerformance in term of customer patronage and
continuous loyalty. Hence, the objectives of thigdyg is to examine the effect of marketing strategin
telecommunication companies’ performance in Nigesiddentify the problems facing marketing of their
services with the aim of providing solutions wittetview to establishing their effectiveness.

2.0 Literature review

Marketing strategy has been a prominent focal poiracademic discussion since the 1980s as there ar
numerous definitions of marketing strategy in titerdture with each discussing different perspesti(Li

et al., 2000). Yet, the common ground is that mi@mgestrategy serves as the avenue for utilizing
organizational resources in order to attain setsgaad objectives. Similarly, marketing strategyaéla the
adaptation of marketing mix elements to environrakfurces. Hence, the rationale behind the fornmat

of marketing strategy is the determination of tlaure, strength, direction and interaction betwten
marketing mix elements and the environmental factatainable in a peculiar situation (Jain and Punj
1997). This implies that the objective of a firm nketing strategy is to establish, build, defend and
maintain its competitive advantage. Managerial judgt is important in coping with environmental
ambiguity and uncertainty in strategic marketingo{Bnie and Spender, 1995).

The development of a firm marketing strategy iswoftharacterized with some unique feature such as
sufficient managerial experience, intuition, bregaectrum of strategic information, knowledge-inteasa
high level of uncertainty and ambiguity busineshesp and usually involves subtle decision making by
organizational managers based on exhaustive ex#arinaf relevant environments and a synthesis of
essential and useful pieces of information (Mintgh&996, Berry 1997).

As a result of the ambiguity and instability of @owmental factors, strategic marketing may befficdit

task for organizational strategists. Many factorsvpnt organizational managers from designing and
implementing efficient and effective marketing stgies (McDonald, 1992). Strategic marketing is imgk
choices through a process designed to supportreaueeveloping plans about their goals and tephai

as Bryson (2004)

observed that strategic marketing is a discipliafdrt to produce fundamental decisions and actibas
shape and guide an organisation, objectives and ihamperate with a view on the future. Similarly,
Woodward (2004) argues that strategic marketing pgocess by which one can envision the future and
develop the necessary procedures and operatiomfluence and achieve the future. Similarly, italso
viewed as a process which employed systematicrieritend rigorous investigation in formulating,
implementing, controlling strategy and formally dagent organizational expectations

In the course of analyzing to the impact of mangtstrategies on corporate performance various teode
have been empirically developed which include:

The Resource Based Model (RBM) which emphasizesdtevance of a firm’s internal organizational
resources as a constraint in established the fistrategy and performance (Grant, 1991). The iafern
resources include assets, capabilities, procesg&fyutes; information and knowledge facilitatee th
visioning and implementation of strategies to inyarits efficiency and effectiveness. Although timiedel
identifies the important of firm’s physical resoescas a determinant of performance, it stressewbtaef
firm’s skills and resources (Collis, 1991). Somtaigibles resources of the firm are the markettasaech

as customer satisfaction and brand equity.

The Dynamic Capabilities Model (DCM) twang on tHertd of resources and competences that can be
developed, deployed and protected. The forces dbeide the nature of a firm’s dynamic capabilities
comprises its processes which include capabilittssattained positions the firms, the evolutionpaths
adopted and inherited (Teece et al., 1997). Thigdehopined that marketing factors that determiree th
competitive advantage are marketing efficiency Itesgyfrom the marketing organizational process trel
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endowments of market assets that has generated asucustomer satisfaction and brand equity, i.e.
marketing positions. In the context of global cotitp®, RBM and DCM proposed a chronological
evolution of firm resources, constraints, strategioices and market outcomes (Collis, 1991). Adogrtb
Douglas and Craig (1989), Marketing Strategy degwelent is performed at this stage of global
rationalization which involves achieving the initfareign market entry and expansion of nationatkets
during internationalization. Thus, both stages liateé the process whereby the firm learned and
accumulated different tangible and intangible oig@tional assets while facing diverse and compiglsr

in the market contexts.

Marketing Impact Model (MIM) was developed basedtloa need to justify marketing expenditures and
provide a link between marketing activities andrehalder value for measuring marketing impact is
intensified as firms feel increasing pressure (Grand Rego 2005). Srivastava et al., (1998) obdehat
marketing actions such as packaging, brand namsgjhdition channel density, advertising, exhibispn
sponsorship etc often aid the development of a-temp assets such as brand equity and customer
satisfaction for the firm which can be leveragedptoviding a short-term profitability and sharehaid
value. Marketing Efficiency Model (MEA) focuses tre level of efficiency involved in the discharged
marketing programmes. Efficiency involves the eatibn of firm’s ratio of outcomes and the size of
inputs required to achieve them. Sheth et al. (RO@2v marketing efficiency as the quotient of nmetikg
output over input while Sheth and Sisodia (199%lymed marketing productivity in two dimensions,
efficiency as well as effectiveness, i.e. gettiogal customers at low marketing costs.

Levesque and McDaugall, (1996) views customer’ssfeation as a potential tool for increasing firm’s
customer base, increase customer mix and reputatida Zeithalm, Bitner & Parasuraman (1988) define
customers service as a series of activities dedigmenhance the level of customer’s satisfactiat s,
the feeling that a product or service has met costts expectation. Customer’s service varies bylpcg,
industry and customer with the service industryuass important dimension. Dutta and Roy (2006)
observed that the service industry have no invgnabifinished goods to buffer production from rando
demand variability; the demand for corporate swaliprofitability and growth forced the servicenfihold
their own in competition. The Nigerian telecommuation industry for one, has witnessed significase r
in competition in recent years due largely to tlegedulation policy of government and the advent of
mobile telecommunication companies.

Another complex dimension to the competitive trémdhe Nigerian telecommunication industry is the
ease and rate at which products and services alicated in the industry and multi-dimension natofe
communication. This trend fosters a scenario otinanus fight for customers share (Mendzela, 1291)
increasing the need to build loyal customers thicefflective customer’s service activities.

All these marketing activities will influence buess performance which invariably translates ingghér
valuations for the firm since higher business panfance provides higher net income, which provides f
higher dividends and distributions to sharehold&rese distributions directly affect firm value base
the value of the firm’s stock can be viewed asdiseounted value of all expected cash dividendsideal

by the issuing firm until the end of time (Van Her& Wachowicz, 1998).

McNaughton, Osbourne, Morgan & Kutwaroo (2001) obse that market orientation leads to improved
business performance, which is recognized in higladnations, translating to higher share prices and
wealth creation for the owners of the firm. Reichahd Kenny (1990) opined that loyal customers from
cost perspective tend to stay longer with the prefeproviders, buy more and generate favourablelwo
of-mouth effect that may further benefit the prederprovider. Furthermore, Long term customers tend
take less of company time and are less sensitipeite. Gan et al. (2006) indicates that retairdngtomer
becomes a priority for most enterprise and theee @ampelling arguments for manager to carefully
consider the factor that might increase custommtsntion rate. In any case, the cost of creatimpwa
customer has been estimated to be five times thieof@etaining an existing customer (Reichhel®6)9

Obasan and Soyebo (2012) observed that promotisralsgnificant effect on marketing management in
Nigerian telecommunication Industry and recommendsia veritable tool which must be reviewed
regularly in order to meets customer’s needs atidgfaetion. It must focus explicitly on the firmrig run
competitive advantage by serving as a link betvae®mm, clients, competitors and other stakeholders
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3.0 Data Collection and Analysis

In order to attain the objective of this study aafefour hundred and fifty (400) pre-test questiaimes was
administered among the various customers of the foajor mobile telecommunication companies in
Nigeria (MTN, CELTEL, GLO and ETISALAT) using ther@bach Alpha to test the reliability of the
guestions. A simple model formulated to show thegiged relationship is given as:

Y=a+bX+e

Where Y = product/ service performance

X= Marketing activities

a = autonomous product/service performance

b = marginal change in product performance dueunitachange in the size of marketing activities

e = error term

All respondents were asked to indicate extent efrthgreement with the various statements by tgkin
from strongly agree to strongly disagree on eaemitThe Kaiser-Meyer-Olkin (KMO) measure of
sampling adequacy was 0.768. The use of the measeided a Cronbach alpha coefficient of 0.974,
which indicates very high internal reliability fure scale. (See Table 1)

However, only 348 completed questionnaires wernermed out of which 54%, 37% and 9% of the total
respondents were from the marketing departmentiogwes’s service section and finance department
respectively. The observed views about the sulbjedter were reported in table 3. The obtained date
analysed using simple percentage, descriptive rdfiedantial statistics of correlation and regression

Table 1
Reliability Statistics

Cronbach's Alpha Based o
Cronbach's Alpha Standardized Items N of ltems

0.974 0.974 348

The estimated regression equation is thus presasted
Y =2.1733 + 0.3522X + 0.6234
(6.0071)* (4.0995)*

Table 2

Variable Co-efficient Standard-error t-statistic
Constant 2.1733 0.3619 6.0071
Aggrmkt 0.3522 0.0859 4.0995

r=0.4740 7=0.2247, Adjusted’= 0.2113 f-statistic = 16.8060
a. Dependent Variable: performance
Source: Author’'s computation (2013)

4.0 Discussion of Result

The table 2 above showed the result of the coroslato-efficient, coefficient of determination atite
regression model specified for this study. The elation co-efficient (r) value of 0.4740 indicatds
existence of a moderate positive relationship betwaarketing activities and product performancehin
telecommunication as observed from the variousamdent views. The coefficient of determinatiof) (r
value of 0.2247 implies that marketing activitiesplains only 22.47% of the total variation in the
product/service performance in the industry. Baith talue of standard error and the t-statisticsvstiat
the parameters obtained for the marketing actwitiee statistically significant at 5% of significen The
f-statistic of value 16.806 shows that the modsltagistically significant at 5% level of significesm as the
value of the regression co efficient is signifidardifferent from zero. This is also confirmed byet
corresponding standard errors of the coefficienthay are less than the estimated coefficient dividy
two i.e. (0.0859 < 0.3522/2).

25



British Journal of Marketing Studies
Vol.1, No 1, pp.22-28

Published by European Centre for Research TraiigDevelopment UK (www.ea-journals.org)

From the analysis, it is clearly shown that markgtactivities exerted a moderate positive relatignsn
product performance with the accompanying testigifiiicance of the results harmonizing the statati
significance of the obtained outcome.

5.0 Conclusion and Recommendation

This study examined the influence of aggressiveketarg on product performance in the Nigeria
telecommunication Industry and the obtained resedtaled that marketing activities has a significan
effect on product performance in the industry astnooganisations adopt marketing strategies tHatisf
customer patronage through various marketing progras as well as the development of dynamic
marketing strategies that change with time andocnet preference. This submission is in line with th
result of Epetimehin (2011) who observed that mimige(especially relationship marketing) has a elac
the insurance industry especially in the area efamer satisfaction and retention.

This notion of peculiar emphasis on consumers’guegfce has resulted in increased customer satisfact
through the development of the various marketingg@mmes and effective communication/feedback
channels and indicates clearly the role of markeitinproduct performance. Also, product being atstgic
variable in firm’s operation requires adequate iimfation about competitor's actions which often etffe
rivals revenue as healthy competition increased@nd attention on consumer in the industry.

Hence, marketing activities often increase theresteof potential customer in a product, especialigcom
consumers that exhibit high changes in taste aefitq@nce over time. This often forced service piers

to embark on continuous product innovation in oremaintain market share and increase sales. Hence
this study revealed that an effective and efficieratrketing activity is a virile tool for a desirgaoduct
performance in the Nigerian Telecommunication Indus

Similarly, telecom operators in Nigeria need toigies feedback mechanism such as pool vote, web pag
etc, to review their customer’s needs and satisfadevel. This will help to address the challengépoor
product performance, increase consumer brand pgaltl prevent the development of products that will
not stand the test of time due to unanticipatedfusygional consequences arising from product
performance. Similarly, marketing/brand manager tnfasus overtly on the firm long run competitive
advantage by providing a conduct pipe betweenithe its clients and other stakeholders in the stdu
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Table 3 RESPONDENTS'’ VIEWS ABOUT VARIOUS RESEARCH STATEMENT

s/ | Statement SA | A U |D |SD
n D
1 | Our organisation adopts marketing strategies. 1»8 | 15
5
2 | Those strategies have affected our package [zageon 20| 129 | 18
1
3 | Our organisation spent more money on promotion. 16 | 178 | 3
7
4 | Most customers benefited from our promotionaggpammmes 23| 111
7
5 | Our marketing strategies are dynamic and chairiifetime and | 19 | 150
customer preference 8
6 | Most customers are satisfied with our services 2B16
2
7 | Our communication and feedback channels have &féective 15| 173 | 19
6
8 | Product/service is an essential strategic vagiabfirm’s 18 | 161
operation 7
9 | Competitors actions often affect our firms revenu 16 | 154 | 25
9
10 | Marketing activities often increase the intedgiotential 14 | 187 | 19
customer in a product 2

27



British Journal of Marketing Studies
Vol.1, No 1, pp.22-28

Published by European Centre for Research TraiigDevelopment UK (www.ea-journals.org)

11 | There is a relationship between marketing d@s/iand firm 18 | 157 | 07
profitability in the industry 4
12 | An effective marketing activities increase firsades 14| 199
9
13 | Competition increase focus and attention consumtbe 15 | 195
industry. 3
14 | Telecom consumers exhibit high changes in tastepreference| 12 | 153 | 41 | 27
over time 7
15 | Continuous product innovation increase firmssal 16 | 154 | 32
2

Source: Authors computation
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