European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) “—,i.l
Vol.10, No.33, 2018 IIS E

Aggressiveness and Exploration strategies of mobile

communication Firmsin Rivers State

Wegwu, Macaulay Enyindat Professor B. Chima Onuoha
1. Lecturer/Doctorial Student, Department of Managetimeaculty of Management Sciences, University
of Port Harcourt.
2. Department of Management, Faculty of Managemergrgeis, University of Port Harcourt.
Abstract

The purpose of this paper is to present the refeidp between aggressiveness and organizationabexjopn
strategies for assessing opportunities, especiallyigh velocity mobile communication market aslexced in
Nigeria. A sample size of 115 was drawn from a patmn of 162 which consisted of 4 top level mamaga?
middle level managers and 121 supervisory staffiftoe four regional offices of the four mobile camination
firms in Rivers State. A total number of 115 copfgquestionnaire were distributed, 112 copies wetarned
and in the analysis of the study. Data generatedufph quantitative means were analysed using meah a
standard deviation for univariate.The Pearson PradMoment Correlation Coefficient was used to asser
the relationship between the variables. Finding eaded that strategic aggressiveness allows mobile
communication firms to extend their variety of eigreces and competencies and not focus heavilyhen t
capabilities they are good at. The study hence,cleoled that strategic aggressiveness has significan
relationship with organizational exploration strate of mobile communication firms in Rivers Statesd®l on
the findings, it was recommended that strategicreggjveness should be focused on adequate resaarth
information gathering concerning market trends.

Keywords: Aggressiveness, Exploration, Mobile communicafioms, Strategy.

1.0 Introduction

Businesses seen to be operating within modern digngaced environments are usually faced with inmainle
environmental issues which holds significant pagdstin influencing the actual performance of thstitution
against their various expectations occasioned énirgl short falls. Towing the line of the uncovefadt above,
it can be equally observed from records thatv domscacademics and business practitioners havesaody
maintained and called for an absolute attentiotheninevitability and imperative of integratingetboncept of
ambidexterity in organizations that would want dificient in active business indulgence for thialisation
of their predetermined objectives as a strategyefqioiting their capabilities, capacities and saleskills that
are in existence and more importantly, to also e 8o accommodate completely the demands of thé&eana
through the exploration inclination for the deveatmgnt of new capabilities, adequately well qualifeadployees
and also operational skills ( Raisch & Birkinsha&008; Birkinshaw & Gibson, 2004., Tushman & O'Rgill
1996., Duncan, 1976).

Empirical researches that have been conducted jwaxeed without doubts that having the absolute edtiy
provide the needs of the existing market witharmpromising with the needs of the external envirentrand
in addition, having the skill or drive to be respie to sudden changes in the future volatile emvirent of the
market is confirmed to have a positive link withogoorganisational processes of functioning whiehtalieved
to be acceptable as a result of the presented @attepevidence that ambidexterity provides the oimgions
with conforming features, inclinations and orgati@aal structures in respect of meeting their otiyes of
innovation desire without negatively impacting dre torganisation’s on-going competitive endeavourd a
processes of their existing business (He & Won@42@’'Reilly & Tushman, 2004).

Strategy therefore is believed to be an expensiemtah engagement expressing the most enduring and
acceptable means of performance, decision makimg fan the accomplishment of organisation’s required
activities, evaluation and measurement of standdr@dso involves the means of identifying oppoities and
threats from the external environment and alsmgths and weaknesses from the internal environarehialso
brings together all actions involving the actualma of business activities such that the orgaiisa system of
operations could be valuable to the generationstbeoers and to measure an organisation’s effeatidegreater
performance. Achieving the unprecedented performadherefore, strategic orientation function needsriy
cognisance in course of developing strategies 6l&@Ison, & Hult, 2006). Strategic orientationtligerefore
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positioned mean a source for an organisation’silddtatrategy formulation and implementation (Sla@lson,
& Hult 2006). Different researchers have acknowkstighat organizations have varying distinctive tetyec
orientations that are strongly different with empdgon the influence of the factors inherent initbernal and
external environments that affect individual busmeperations. These distinctive dominant strategentation
dimensions are aggressiveness, defensiveness aactipeness have been acknowledged to be conspiéaou
all strategy literature (Paladino, 2007; & Hak&@10).

Strategic aggressiveness in organization is usethéopursuit of increased market share as a nafaachieving
profit in the current business dispensation. Thisaborate with the notion that the aim of the fils1o possess
higher market share ahead of competitors (Abio@009).

In many ways, aggressors respond to their choseémements in a method known to be almost the oppad
the defender. For an aggressor, maintaining a aéipatas an innovator in product and market devakag may
be as important as, perhaps even most signifibamt high profitability.

11 Objective of the Study

The study investigated the relationship betweenremgiveness and exploration strategies in mobile
communication firms in Rivers State.

1.2 Research Question: The major research question asked was: What isrefetionship between
aggressiveness and exploration strategies of mobitenunication firms in Rivers State?

13 Resear ch Hypothesis: The research hypothesis was stated in the null &mm

Hor: There is no significant relationship between aggiveness and exploration strategies of mobile
communication firms in Rivers State.

2.0 Review of Literature
2.1 Aggressive Strategy

This dimension of strategic orientation measuresdiganizations capacity to engage and apply czgtanal
resources in executing aggressive strategies angutsuit of increased market share as a meanshteving
business unit and profitability. The aim of thenfiis to possess higher market share ahead of caompet
(Abiodun, 2009). This strategy takes the form aftdeadership (Wrightt al, 1992; Thompson and Strickland,
1999; Hitt et al. 2007; Chang et al. (2002), Itais explosion and expansion strategy which accortting
Wissema etl. (1980) involves product innovation (Schuler & Jamks1987; Miller, 1988), and al price and
image differentiation (Mintzberg, 1988).

In many ways, aggressors respond to their choseémements in a method known to be almost the oppad

the Defender. In one sense, the aggressor is gAdalthe Defender and establishing an elevateduarnof

consistency among its solutions to the three problef adaptation. Generally speaking, the aggressacts an
environment that is more dynamic than the restloéis within the similar industry. Unlike the Deflan, whose
success comes primarily from efficiently servingtable domain, the aggressor’s prime capabilityusieely

involves finding and exploiting new product and kedropportunities.

In defining its entrepreneurial problem as how doate and develop product and market opportunithes,
aggressor’s domain is usually broad and in a coatis state of development. The systematic additfarovel
products or markets, frequently combined with mattenent inside other segments of the domain, dikes
aggressor’s products and markets an aura of fjuiditharacteristic of the defender.

To locate new areas of opportunity, the aggresaat mxpand and uphold the capability to surveyxdansive
volume of environmental conditions, trends, andéveThis type of organization invests heavily @rgpns and
groups who scan the atmosphere for potential oppibiets. Because these scanning activities areasbticted

to the organization's current domain, aggressoes fiquently the creators of transform in theirevaint
industries. Transformation is one of the most ingnair tools accepted by the aggressor to gain ar eggr
competitors, so aggressor managers typically pe¥ceiore environmental transformation and doubt than
managers of the defender.
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Being much more concerned in serving its changiogaln properly, the aggressor requires a good ofeal
elasticity in the use of its technology and adntiative systems. Differently from the defender, thmice of
products and markets by the aggressor is not ctsdrito only those that are found within the categd the
organization's present technological capabilityt lggressor's technology is contingent upon both th
organization's present and future product mix. &foge, the aggressors’ overall adaptation probkhiriged on
how to avoid long-term commitments to a single tgpeechnological process, and the organizatiorallgdoes
so by creating multiple, prototypical technologiegolving a low degree of normal route and mechaiiin.

2.2 Exploration

March’s (1991) article presented in a seminar dessrexploration as an intellectual skill usedhia testing of a
new idea and an alternative in creating somethieg innovative alternatives). Slater and Narver98)9
defines this intellectual skill as a sign of orgaational learning through questioning, extendirgy khowledge
barrier, engaging in pro-activity and taking ofkss Exploration comprises of activities such asawecing,
concept testing, creative criticism and researdah development. Creative criticism refers to thecaiding of
what has been previously learnt of various cap#sliand the abolishment of current mental modéls o
reference (March, 1991).

Exploration creates variety in experience througarsh, discovery, novelty, innovation, and thrives
experimentation. Where organisations have a tend@nmaster the things they repeatedly do succigstioey
could be subjected to a competency trap. Howevemgythe different types of experiences that erglion
allows, organisations could extend their competnai such a way that they do not focus too heanilyonly
those capabilities or intellectual skills for whitiey are good at (Holmqvist, 2004). More recerfiyh &
Menguc 2005) have asserted that exploration is mmohe concerned with revolutionary change. That is,
change that requires the operation of any orgaaiséd be carried out under new assumptions anadigms.

In addition, (March, 1991) argues that the sharnteeturns from exploration are difficult to qudntiThe short
term returns can be interpreted to be uncertain disnt. Furthermore, (March, 1991, p85) stated the
difference in time and space between the periotkafing and the period for the realisation of mesuis
generally greater in the case of exploration timathé case of exploitation as is the uncertaimtyaddition, Auh
and Menguc (2005,) agree with March’s argumentthtirg that “exploration might be effective but digeits
long term nature, it might lack a high degree dicefncy”. This then implies that the concept opkxatory
innovation can be described as radical innovatdesgned to meet the needs of emerging marketsevthere
exists an opportunity to create new products ocgsees. The essence of this kind of innovatiohasit can
create new designs or markets and with sufficianiety, it could redefine these markets.

The creation of something new or explorative innimves result from the search for new organisationatines
and the discovery of new approaches to technolpbigsinesses, processes or products (McGrath, 2(K)0,
Exploratory inclinations for innovations are ackneslged are concerned with continuously pursuing new
knowledge and moving away from existing knowledg®l gparadigms (Jansen et al. 2005). They are
characterised by the desire for looking out for sthimg new, differences, testing of an idea, beidgptable,
and risk-taking (March, 1991). Over-all innovaties based on varying set of rules or principles gairest
incremental innovation which would usually createess to entire markets and meet the future neetlseo
markets.

2.3. M obile communication Firmsin Nigeria.

Enormous infrastructure challenges persist in Négand other developing countries in a manner skaerely
disrupts economic growth and productivity, leadiagoor quality of life in every ramification. Taldress the
huge infrastructure deficits, sector reforms hagerbembraced in recent years as a remedial megbuen,the
observed success of similar initiatives in advantatibns (Okoniji, 2013).

Two crucial components of these reforms are paaditin and competition. The leading argument i$ phizate
sector expertise and profit motive will make prevaector-run infrastructure industries more effitithan the
state’s. This is though, not likely the issue whawepetition does not follow privatization, espdgiat the time
where there is weak regulatory oversight. This fiezssilted to viewing competition to be regarded s of the
most essential options of acceptable reforms th#it produce the fruits of infrastructure developrhen
developing nations (Okonji, 2013).
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The Nigerian telecommunication industry has soméwbad the pathway of improvement of the universal
telecommunication industry — from state monopoly lifeeralization, to weak competition, to growing
competition and to growing service innovation. Tieeord of the nation’s telecommunication industates
back to 1886 when the first telegraphic submariaklec was laid by the British firm, Cable & Wirelektl.
From this time up till sovereignty in 1960, Nigetiad 18,724 fixed telephone lines (Okonji, 2013)ed, the
telecommunication industry was conquered by theeNdgm Telecommunications Limited (NITEL), a
government-owned monopoly operator (Mawoli, 2009)TEL“s services include the stipulation of fixed
telephone, Telegraph (gentex), and Payphone stendin objective was to harmonize the exterior iaterior
telecommunications services, rationalize investsdnt telecommunications development and providey eas
access, efficient and affordable services.

Ndukwe (2003) notes that between 1987 and 1992emarkable improvement was recorded in the funotgpn

of NITEL and consumer demands were largely unmbis €ncouraged the Federal Government to embark on
market oriented reforms by partially liberalizingldcommunication industry. Obviously, Liberalizatio
inclination actually began in the year 1993, whialas followed with the setting up of the Nigerian
Communications Commission (NCC) as enacted intobgWecree 75 of 1992.

2.4 Business Strategy

Business strategy elucidates how a firm differ¢esaitself from competitors concerning how it getes
substantial revenues. It is seen to be a high-lpl@h undertaken by firms to achieve specific besn
objectives. In other words, strategies could orgysbiccessful when they lead to business growtld, teaa
strong competitive position and financial performanof a firm. If the high-level strategy becomes
disadvantageous, the firm has no choice than heritverse the strategy or prepare to go out sihbss.

Fred R. David (2009) defined strategy as potermtiions that require decisions by top level maragédrich
involve large sums of an organizations resouraestter words, he maintains that it is the meanascbfeving
long-term objectives. Thompson and Stickland (2G3erts that strategy consists of the competfifaets and
business approaches that managers employ to plessmamers, compete successfully and achieve oraamial
objectives.

The business world is rapidly changing followed d¢gne rapid change in industries and firms than,ever
especially in the telecommunication industry. Fied David (2009) believes that high-velocity charige
telecommunication influences the firms to havedheice of whether to react, anticipate or leadrtfaeket as a
result of its strategies. This scenario can beestdd by a choice of business strategy which iegobhoosing
different set of activities, position to reducethesue by mastering the competitive environmemthie business
world, the choice of strategy is an outcome offtmis on achieving the highest level of objectives.

Miles et al. (1978) defined strategy as a procéss is going for the purpose of evaluating, questio,
verifying and redefining the interaction mannerhathe competitive environment. Fred R. David (20@8erts
that strategy is a master plan which is comprekehsiformed to state how mission and objectivesaof
organization can be achieved. This according to kinmeans that this can be realized by maximizing
competitive advantage and minimizing the disadwgedahat could arise from competition.

There are also different types of strategies foatadl in different levels of an organizations hiehgr which
could be at the corporate level for the overalediion of company and management of business, ubimdss
level strategy for competitive or corporative anohdtional strategy for the maximization of resosr@nd
productivity (Wheelen & Hunger, 2010).

3.0 M ethodology

This section comprises of research design, populaind sampling procedure, data collection methods,
measurement of study variables, test of validitg agliability, and the data analytical methods echiniques
utilized in the analysis of the data generated ftbentarget units of measurement for this study.

31 Resear ch Design

In this study, a cross sectional survey design wadspted and data generated through self-administere
structured questionnaire copies distributed pedgona the target organizations of interest. Thissign is
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chosen as a result of the nature and characterisfithe study, which primarily engages social mmeana
concerned with human interactions and organizatiactvities.

3.2 Population

The population for this comprised of top level mgexs, middle level managers and supervisors wiHithe
Nigerian Communication Commission (NCC) registe@8M mobile communication firms in Rivers State. A
total of 162 (where top level managers = 4) middlel managers=37 and supervisory staff = 121) drixam
the regional offices of the four (4) mobile comnuation firms in Rivers State formed the populatafrthe
study. Presented in table 3.1, is the distributafnthe population and the list of the four (4) nlebi
communication companies that met the criteria efstudy.

Table 3.1 Population for the study

SN Firm Top level managers Middle level Supervisors Total
Rivers State Managers Rivers Rivers State
State

1 MTN 1 13 54 68

2 GLOBACOM 1 6 27 34

3 AIRTEL 1 8 33 42

4 9 MOBILE 1 10 7 18
Total 4 37 121 162

Researcher’s field survey (2018)
33 Sampling Technique

As a result of the relatively small size of the plapion, the sample procedure that was adoptedeisnbn-
probability sampling technique (i.e selective atgmental sampling) which ensured that not all membéthe
population had equal chances of being selected.

34 Sample Size Deter mination

This study therefore utilized the Taro Yamane 18&Mpling formula in its decision on an approprsi#e for
representing the entire population. An error pienisalue of 0.05 was adopted in calculating theyse size
given the adoption of a confidence interval of 9@aridam, 2001; Bryman & Bell, 2003). The Taro Yares
Formula is shown as:

n = N

1+ N(®)

Where:

n = the sample size to be determined

N = the population of the study

e = Limit of the error acceptable for the study.8®
1 = constant
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Table 3.2 Proportionate distribution of the sample acrossthe firms

SIN | Firms Top level Middlelevel Supervisors Total Proportion Proportion
manager s managers Rivers Rivers State Calculation allocated
Rivers State State
1 MTN 1 12 54 68 nh = 48
68115
162
48
GLOBACOM 1 6 27 34 nh = 24
34115
16z
24
AIRTEL 1 8 33 42 nh = 30
420115
16z
30
9 MOBILE 1 10 7 18 nh = 13
18119
16z
13
TOTAL 4 37 121 162 115

Source: Research Survey 2018
35 M ethod of Data Collection

These included the questionnaire and the persotaiview methods. The questionnaire has the adganté
providing more valid data that can be easily quiati Each questionnaire was structured and dedigmelicit
information from respondents.

3.6 Validity and Reliability of Research Instrument

The scales for this study were pretested and ualiddan addition, the research instrument was nsadbgect to
content and face validity.

However, we verified reliability outcomes througbnéirmatory test of internal consistency on thetrimsmient
with our sample using the Cronbach Alpha coeffitien

37 Operational M easures of the Variable. The four point Likert — type scale was used t@suee a set of
5 indicators for each variable with each rangingveen Strongly Disagree = 1 to Strongly Agree = 4.

38 Data Collection and Analysis Technique:

The data which concerned the extent to which aggresess correlate with exploitation strategy waalysed
using mean and standard deviation descriptivessitzl tools.

4.0 Discussion of Findings.

Findings are consequences of data generated asdrped in tables as shown below.
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Table4.1 Survey result
SIN  Firms Distributed Questionnaire Copies Retrieved Questionnaire copies Percentage
1 MTN 48 46 40%
2 GLOBACOM 24 24 21%
3 AIRTEL 30 30 26%
4 9MOBILE 13 12 10%
TOTAL 115 112 97%

Source: Research survey, 2018

Survey activities as presented in table 4.1, candmsidered as substantially successful at a 9Tfeval rate.
All retrieved copies were examined and considesesgudtable for inclusion in the analysis of thedstuAll data
where thereafter coded into the SPSS version Zi-w&woe for analysis.

411 Demographic Section
Analysis in this section utilized simple percemtalistributions and charts to illustrate frequescie

The evidence revealed that a higher proportiothefstudy participants are male as compared tpribygortion
for female with a percentage difference of 42%, lyimg a high level of unequal distribution withimet
workforce for the telecommunication firms.

WORK EXPERIENCE
The distribution for the participants based on rthieingth of work experience with particular mobile
communication firm revealed that a majority of gticipants have work experiences ranging betvigen 15
years.

QUALIFICATION

From the distribution for the participants basedeir qualifications, the results of the analysigealed that on
a generality, most of the participants only havstftlegree certifications, followed by post gradudegree
holders and other forms of certifications .

MARKET POSITION

The distribution for the participants’ views of thearket positions of their organizations revealeat most of
the participants believed their organizations hdwminant market positions followed by the frequefaythose
who view their market positions as being relativelipstantial and finally the least frequency fortipgants
who view their market positions as being good eholdne data distribution revealed MTN as havinggindér
proportion of participants affirming dominant pasits.

Table 4.2. Distribution for the indicators of aggressive strategic orientation

N Mean |[Std. Deviation Skewness Kurtosis
Statistic[Statistic| Statistic [Statistic|Std. ErrorStatistic|Std. Erro
Aggressive?2 112| 2.7679 .78249| -.713 .228| 1.003 453
Aggressive3 112] 2.8482 .98831f -.601 .228| -.356 453
Aggressives 112| 2.9464 76922 -512 .228| 1.465 .453
Valid N (listwise)| 112

Source: Research survey, 2018.
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lllustrated in table 4.3 above is the distributifor aggressive strategic orientation, the first @fision of
strategic orientation. The dimension is measur@aguve items with each indicating significant nif@stations
based on their mean values. The first (aggressng2ahave significant mean values of £x2.8929 and x2 =
2.7679) respectfully which implied aggressivenesteims of market positioning and market share.

Iltems 3, 4 and 5 have their corresponding meanegatf (x = 2.8482; x = 2.9464 and x= 2.7143. This
affirmation is based on the x > 2.5 base for agsgssgnificant manifestations of the variables. Agh, given
the evidence presented, it is in the opinion ofgthdicipants that their organizations are keewd@minance and
often engage in price slashes which are projeabedards capturing market segments and clients df the
competitors.

Table 4.3. Distribution for the measur es of exploration

N Mean |Std. Deviation Skewness Kurtosis

Statistic|Statistic| Statistic |Statistic{Std. ErronStatistic|Std. Erroy
Exploration1 112| 2.9643 .84819 -.473 .228| .939 .453
Exploration2 112] 3.1071 1.06844 -.262 .228| -.265 .453
Exploration3 112| 2.9554 92404 -.050 .228| .323 .453
Exploration4 112| 2.8750 91164 -.111 .228| .176 .453
Exploration5 112| 3.0268 .86431 -.137 .228| .184 .453
\Valid N (listwise) 112

Source: Research survey, 2018

lllustrated in table 4.2 is the distribution for pdaration which is the first measure of organizasib
ambidexterity. The evidence from the analysis dsptbe indicators of the variable as being substiynt
manifested by the examined target mobile commuioicdirms of the study. The results indicate thajonity

of the participants of the study affirm to theirpexiences when it comes to the explorative capaifittheir
organizations. This is as the items 1 and 2 whéftect the organizations drive for new technologg both
observed to have significant mean coefficients{x2.9643; x = 3.1071) reflecting strong indications of the
organizations pursuit for advantages through neWwrtelogy.

The evidence also reveals that items 3, 4 and & B@nificant levels of manifestations based orir threan
coefficients (% = 2.9554; x = 2.8750; ¥ = 3.0268).

Test of Hypothesis

Ho: There is no significant relationship between aggjxemness and exploration

Table 4.4 Test for hypotheses
Aggressive Exploration Exploitation
Pearson Correlation 1 727" 740
Aggressive Sig. (2-tailed) .000 .000
N 112 112 112
Pearson Correlation 727" 1 887"
Exploration Sig. (2-tailed) .000 .000
N 112 112 112

**_Caorrelation is significant at the 0.01 leveH@iled). Sources: Research survey, 2017

Aggressiveness and exploration: The first hypothesis which assessed the relatipnishiween aggressiveness
and exploration revealed that there is a significefationship between the variables given thedation (R)
coefficient of R = .722 where P = 0.000 (P < 0.0H)e results present aggressiveness as being tastials
predictor of exploration. The evidence also suggesthat aggressiveness contributes to enhancing the
manifestations of exploration. As such, both vddalcan be considered as having a significantioalsttip.
Hence, the null hypothetical statement is on treshaf the evidence presented rejected.
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5.0 Summary, Conclusion and Recommendations

Business around the world operates in complex amamic environments. Mobile communication firms in
Rivers Stat fall within one of the organizationattioperate in retailing, commercial and corporatels. With
the enormous amount of competition in Rivers Stallehe mobile communication firms strive towagkning

a greater percentage and dominant of the market.

Exploration therefore, is a strategy used by fitmexperiment new and innovative capabilities. timeo words,

it creates variety in experience through searcttadiery and innovation which enables them to nteeihkeeds
of the emerging markets. As a consequence, iteigrtachanism that drives aggressive strategy wkiskén as
engaging in high risk activities for change andowation. In other words, adoption of aggressivatetyy

facilitates improvement to the organizations exglion strategy towards gaining larger market share.

Aggressive strategy measures an organization’s cigpso engage and apply organizational resources i
executing strategies in pursuit of increased masketre. In many ways, aggressors respond to theisen
environments in a manner that is almost the oppadithe defender by maintaining a reputation amaovator

in product and market development. To locate negasrof opportunity, the aggressor must develop and
maintain the capacity to survey a wide range ofrenwmental conditions, trends and events.

Based on the relationship between aggressivenessexploration strategy  outcomes of the studyais
recommended as follows;

1. Mobile communication firms in Rivers State shoulthpt aggressive strategies as means of enhancing
exploration.

2. Use the strategies as the most suited for Nigeéekcommunication industry.

3. Aggressive strategy should be based on sound odsaad understanding of the market trend.
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