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Abstract

The landscape of the Ghanaian Telecommunicationsingl has seen dramatic changes in the last twadgsc
During these period new companies both local ameido emerged some as start-ups others througherserg
or acquisitions. The liberalized economic environtriead to the influx of operators hence the needdsess
their performance and the effectiveness of comipetistrategies adopted. This paper will evaludte t
strategies adopted by mobile telecommunication aipes to gain competitive advantage in the industit
particular reference to the Ghanaian market. Oudystrevealed that to have a competitive advantagk a
improve on performance a sustain investments inatiea of infrastructure, human capital, technolaples
and marketing activities and essential resourcee writical.
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. INTRODUCTION

The landscape of the Ghanaian Telecommunicatiomsing has seen dramatic changes in the last twadgsc
During this period new companies both local anckiffim have emerged some as start-ups others through
mergers or acquisitions. The liberalized economigrenment lead to the influx of operators henoe ieed to
ascertain each company’s performance in the lastdecade and the resulting effectiveness of itspetitive
strategies adopted if any. The purpose of this vidlo examine the concepts of competitive edgeptibby
the players, its importance and impact on corpgpatéormance in the era stiff competition. The autim [4]
wrote that a company without a strategy is likeaaplane weaving through the skies, hurled up amand
slammed by winds and lost in the thunder header@ete [2] noted that without strategy an orgaionas like
a ship without a rudder. In [4] the correlationvieegn strategic planning and the performance intioslato
growth, profits of a company was studied. Earlierkvhas been done in the area of strategic managenit
the ultimate aim to sustain the competitivenesgigability of companies [12] [6] [1] [7] [8] [5]- h contrast, [9]
have argued that sudden condition in the extenmal@ment could increase a company’s profit natessarily
due to any proper strategic piagimplementation.

According to the authors, road and rail transpornganies enjoyed a sudden boom after the Septebiher
2001 terrorists attack on the World Trade Centrent®gon and in Pennsylvania all in the United State
America. People considered these modes of trangpdré safer during the period. The main objectif¢he
study is to identify the strategies adopted by fieotglecommunication operators in Ghana to gainp=titive
advantage in the industry. The second objectvi® iinvestigate the reasons behind the mixed pedoces
despite huge investments in infrastructure, humapital, technology, sales and marketing activiteasl
essential resources.

Il.  PROBLEM STATEMENT

The economic climate in the country over the periofd the study was relatively turbulent for the
telecommunication business. Several telecommuaitatcompanies went through mergers and acquisition
which attest to the turbulent nature of the contjpetiin the industry. It was clear at a time that all the
operators can be said to have performed to the feae meets industry and stakeholders’ expectatiuch

as the differences in the performance levels ofouar companies are to be expected, it is still ngfip
believed that the strategies pursued by each mobilgpany were largely accountable for the outcofrtheir
performances. Managements led role requiring sfimtéhinking, planning, decision-making and ultimat
implementation could also have much to contribatéhe fortunes or otherwise of the various opegatoithe
industry.

Unfortunately, some mobile companies are perceigethave management structures that overly limit the
authority to make long-term strategic decisiona tiew key shareholders who may be limited in soragsw
This obviously compromises the richness and dit)ersf the operator’s strategic planning agendahie t
detriment of corporate performance. The fear of losownership control is also speculated to hatébited

the expansion of the capital base of some of theradprs which has posed challenges for the hiringy a
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retention of the needed numbers and quality ofgrers!, upgrading of technology and the financiglazity to
insure complex risks.
Ill.  LITERATURE REVIEW

Competition is a pillar of capitalism in that it gpnatimulate innovation, encourage efficiency, oivelrdown
prices. Competitors are organizations that offer same, similar, or substitutable products or sesvin the
business area in which a particular company opefale Competitive Advantage is the condition wharables
a company to operate in a more efficient or othsewiigher-quality manner than the companies it paies
with, and which results in benefits accruingitat company.

The strategic rationale of competitor profiling pswerfully simple. Superior knowledge of rivals & a
legitimate source of competitive advantage. The raaterial of competitive advantage consists of raffg
superior customer value in the firm's chosen markaistomer value is defined relative to rival offgs
making competitor knowledge an intrinsic componehtorporate strategy. Profiling facilitates thtsasegic
objective in three important ways. First, profiliegn reveal strategic weaknesses in rivals thafithe may
exploit. Second, the proactive stance of competitafiling will allow the firm to anticipate the rsttegic
response of their rivals to the firm’s planned t&tgées, the strategies of other competing firms, emnges in
the environment. Third, this proactive knowledgd give the firms strategic agility. Offensive degy can be
implemented more quickly in order to exploit oppmities and capitalize on strengths. Similarly, ethsive
strategy can be employed more deftly in order tonter the threat of rival firms from eajing the
firm's own weaknesses [13].

According to [14] a growing number of organizatioae giving increased attention to customer service
compete successfully in markets where productsheresame or very similar, and prices are basitalysame,
service is often the only competitive advantagelabke.

Reference [15] investigated the relationship betweempetition and efficiency and concluded thateased
competition breeds efficiency. The author usedoatststic parametric method and the set ofepeddent
variables include macro factors (GDP per eapéind density of demand), an intermediationorati
(loans/deposits) and finally a dummy that corresisdn the geographical location.

The term strategic planning according to [16] aréged in the

1950’s and gained prominence in the mid-1960s t H8i70s. Its use has traversed the 1990’s and nimco
widely practiced as an indispensable tool in thenagggment process in almost all organizations tsecand
the influence of globalization, technological adeements and internet capabilities for business. duthors
[17] [18] [19] [20] have researched into competiti@and time. Their research indicated that comipetit
gradually changes over time.

The authors in [9] explained that it is importahatt an organization applies its strengths and rdistie
competences in such a way that it gains a competitilvantage over its rivals in any given environmi21]
and [22] pointed out that planning involves thirkkiabout the future, identifying and specifying ithvance
(now) what has to be done or achieved (objectigesl) selecting the most suitable means to accomipiese
objectives.

Reference [23] identified some of the major adegtthat are common to all strategic planning psees as
conducting a strategic analysis; setting the siratdirection, and action planning. The author 16][ also
indicated that strategic planning takes an orgaioizanto uncharted territories and does not previdady-to-
use prescriptions for success. Instead it takesrganization through a journey and offers a franmwior
addressing questions and solving problems awatkeopotential pitfalls and being ready to addréssrt and
being successful.

A company’s strategic plan typically lays out it$ssion, vision and future direction, performancegéds
(objectives) and strategy [24] [25]. In anotherdstu24] recommended two very distinct performance
yardsticks; one relating to financial performancel dhe other relating to strategic performance. Trener
looks at performance indicators like sales reveamgt profitability whereas the latter includes otitgrowth,
technical progress, efficiency, shareholder @aladded, economic value added and humanunesso
capital et cetera.

According to [7] the interest in strategy grew ofithe realization that a firm needed a well dediseope and
growth direction not just extrapolations of pastfpenances which were being used to project ingofttiure.
According to [10], the advancements in technologigbalization and market competition in 1950’s and
1970’s have influenced greatly companies’ decistonimplement strategic planning. Reference [26]
confirmed recognition of strategic thinking andmiang in firms

Reference [7] evaluated the impact of strategiawmlag on corporate performance on 93 firms and his
results favored planning. Reference [5] reviewedea8ier studies which revealed that 20 studiesopeed
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better with planning, 5 showedno difference whi3e showedplanning to be detrimental.

In his work [27] reviewed nine previous studies manufacturing firms and concluded that with plagnin
performance was better in 5, neutral effect in @igts and only 1 showed adverse result. In theareke
conducted by [12] they argued that reputation isimportant intangible resource upon which a company
can build capabilities and core competences. Inhenastudy [28] evaluated the impact of stratedgmping

on performance and established the link with boddpositive team spirit, companywide knowledge istogar
common understanding and commitment of managemedt staff to corporate vision. Reference [33]
added that the real measure of strategic planmrany company is the extent to which it affectsawétr in

the organization.

IV. METHODOLOGY

The instrument used for collection of relevant dditet the study was a questionnaire and the semi-
structured interview approach [31]. The researskrimment is a compilation of structured questiohgctv were
given to respondents for their completion or resgsn The questions were close-ended multiple-choice
questions giving respondents a choice from a rarfigenswers based on the 5- point Likert-style asoale
[34] [33]. They had choices either to agree or glisa with the statements made within the ranges Wais

to ensure that the choice of answers directly asbde issues at stake and make collation and asalfshe
data simple. On the scale 1 is the lowest scoréahd highest.

Furthermore, in-depth interviews were heldth the managerial staff of the telecommunaabperator

to solicit answers, opinions and suggestions orsthdy because of the peculiar knowledge they pssse the
subject under study. This involved the use of ssimietured open-ended questions to allow foe feit brief
expression of relevant ideas, opinions and sstgges that might not have been captured by theeelended
questions. Each interview lasted for twenty (200urtés since the managers have very busy schedules.

The questions were under three sections; Sectioto Section C. Section A covered the demographic
(personal) data of respondents and included agelegemarital status, educational background, iredevel

et cetera. Sections B and Section C were categbrineer headings that dealt with each of the eviakia
indicators for assessing competitive strategias the Telecommunication industry. Prior to adistering

the questionnaire the importance of the researchaxplained to the respondents and they were eagedrto

be truthful and diligent with their responses tokem#he research worthwhile.

V. DATA

The study used a population that consists of manageand staff of the biggest telecommunicatiorraioe in
Ghana in terms of subscribers. The target populasi@as follows: Managers = 50, Non-managerialf$t&£00,
Target Clients =

5,000. A sample size of one thousand, seven hurarédifty (1,750) respondents out of the entirpydation of
5,250 was selected for the research. The numbecavesdered adequatend representative [32] enough to give
informed answers to the research problem.

This research work used thirty (30) management sthfthe operator due to their relatively small rhen
however their inputs were considered very vitale®@undred and forty (140) staffs of the non-managgrade
and two thousand, five hundred and eighty (2,58@)vidual clients were however selected using tinepke
random sampling technique. The objective was t@ l@afair and credible representation of respondehtsare
stakeholders.

VI. RESULTS AND ANALYSIS

A. Respondents distribution

A sample size of seven hundred and fifty (750), posing thirty (30) Managerial staff and one hurtiend
forty (140) Non-Managerial Staff and five hundrediaighty (580) customers responded to the adraneidt
questionnaires; scheduled interviews with otkeeecutives who were not really related to thg t day
operations of the units targeted were also caeducTable 6.1, shows the distribution of resfemts of
which 4.0% of the respondents were manmalgestaff, and the non-managerial staff segied
18.7%, while the remaining 77.3% went for customers
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Table6.1: RespondentsDistribution

Respondent Distribution
Male Female Total (%)
Managerial Staff 18 12 30 4.0%
Non-Managerial
Staff 78 62 140 18.7%
Customers 325 225 580 77.3%
Total 421 329 750 100.00%
(%) 56.07% 43.93% 100.00%

B. Respondents age

The ages of all the respondents are within thegaifdl9 to

57 years. The ages of majority of the staffs (bo#nagerial and non-managerial) fell

40 years; representing 74%

of the stadlspondents.

betwe2d and
No staff respondent was lems 20 years,

only 2% were between the ages of 51 and 57 yednite 4% represented the age group of 41 and 5@.yea

Table 6.2: Agesof Respondents

Employees Customer s
Per centage Per centage
Frequency (%) Frequency (%)
Less than 20
years 0 0% 12 2%
20 - 30 years 68 40% 313 54%
31 - 40 years 58 34% 116 20%
41 - 50 years 40 24% 46 8%
51 - 60 years 4 2% 64 11%
Above 60 years 0 0% 29 5%
170 100% 580 100%

Furthermore, 54% of the respondents as per theomass were found within the ages of 20 — 30 years;
closely followed by 31 — 40 years. This is an imadiien that the Operator has a more youthful custdrase.
The data representation is shown in

Figure 6.2.

-

0y %

years

HEmployees ® Customers
54%

40%

Lessthan 20 20 - 30vears 31 - 40years 41 - 50years 51 - 60 years

Above 60
years

Figure 6.2: Graph of respondendge
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C. Years of Service with the Operator

The study showed that majority of staff and custeriead been with the company for between 6 and 10
years (3% and

58%) respectively. This indicates that the Operabas enjoyed a substantial customer loyalty and
experienced workforce (see Figure 6.3)

m Customers  m Employees

11 - 15 years

6 - 10 years

Less than 5 years

Figure 6.3: Years of customers’ loyalty and emptogervice with Operator

However, from Figure 6.3, 34% of the respondents wiere customers had been with the Operator as thei
mobile phone service provider within the periodesfs than 5 years. This explains that the compamy the
stated period had engaged in strategies to caphatenaintain more customers.

D. Customers educational background

The study revealed that as much as 60.47% of temers of the Operator were holders of Unitsers
certificate and

17.67% were for various diplomats, while P24 had professional certificates. Neverthelesdy on
2% were illiterates as illustrated in Figure 4

If
60.47%

! 17.67%

07

12.09% 11.54% 9.02%
N R
i _—

: Professional ~ University Diploma . SeniorHigh  Basic/MSLC Non

Figure 6.4: Graph of customers’ educational baclgdo

From Figure 6.4 and Figure 6.5 indicate that thetamers of the Operator cuts across all shadesople
(both educated and uneducated) with the literatasihg the majority of the respondents.
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Figure 6.5: Occupation of customers

E. Response to competition by Operator

From Figure 6.6, the Operator has strongly postibitself to respond to the prevailing competitionthe
industry by adopting massive expansion drive arajepts which are carefully matched and knitted toge
with other resources such as IT infrastructure lamahan resources. It is clear also that over 90%eabito
the creation of a service manager office with tlesponsibility to offer quality service. This affi
helped greatly in responding to the ever increasamgpetition on the Ghanaian telecommunicationketar

Ultra-modern customer center introduced
Corporate centres for customer exclusively
Vigorous advertising campaign

Expanded branch network

Charge lower to attrtact customers

Charge higher rates to make profit

Figure 6.6: Response to competition®yerator

F. Effect of competition edge on the Operator

The research showed that in order for the Opetatonaintain being the market leader in such a tlebiu
competitive industry, several competitive strategimist be put in place to arrive at a good result.
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Figure 6.7: Competitive edge of the Operator

VII. DISCUSSION

It was discovered that 99% of respondents stroagige with the notion of the existence of high degof
competition within the telecommunication indust®8% also affirmed that the competition is very gdod

the industry, while almost

96% are of the view that proliferation of the mebdompanies had fuelled competition. However, 100%
disagreed with the notion that Operator enjoys rpohpin the industry; and 87% strongly disagreedhe
notion that there has been increased customer aass@nd sovereignty in the industry.

The authors also found out that 90% of respondiextisated that there had been increaserbfitp
margin, enhanced customer service and increasgleinshare; rise in revenue as effect on competiti
edge was also registered with a percentage of f@ke gespondents.

The study indicated that the Operator has stropghitioned itself to respond to the prevailing cetiton in
the industry by adopting massive expansion drivd projects which are carefully matched and knitted
together with other resources such as IT infratitrecand human resources.

VIIl. CONCLUSION

The main objective of the study is to identify gteategies adopted by mobile telecommunicationaipes to
gain competitive advantage in the industry withtipafar reference to the Ghanaian market.

We found out that the provision of customer sendgeater, sustained advertising campaign, trainimg) re-
training of staff to improve on their competenced askills level, were the competitive strategiesnbei
implemented by the Operator.

In summary, the study indicated that the workfovees made up of very young, energetic and intelligen
individuals who are hunger for success and exoefien

In order to stay at the top, the Operators mustigoously monitor and evaluate its competitive adage.
This could be achieved by first identifying specifhanges in the marketplace, even subtle onesng@nce,
if a company’s product is having low patronage ntperhaps it's time to introduce or vary the prodache
needs and satisfaction of the customer.

It is essential that for an Operator to remain cetitige in the telecommunication market it must toamally
re-define and re-invent the company’s strategies.

REFERENCES

[1] T. L. Wheenlen and J. D. Hunger (2008), “Stgigemanagement and business poIicy”,thlEdition,

81



Journal of Information Engineering and Applications www.iiste.org
ISSN 2224-5782 (print) ISSN 2225-0506 (online) 5-'—.![1
Vol.4, No.11, 2014 IIS E

Pearson Prentice Hall: Upper Saddle River, NeweJetdSA.

[2] E. J. Ross, and M. J. Kami,( 1973) "Corporsanagement in Crises: Why the Mighty Fall”, Preatic
Hall.

[3] A. J. Strickland (2003), “Strategic managemesncepts and cases”, McGraw-Hill/lrwin.

[4] A. Toffler( 2003) “Revolutionary wealth: howillvit be created and how will change our BVe New
York: Alfred Knopff.

[5] J. S. Armstrong (1982), “The value of Formalambing for strategic decisions: Review of empirical
research”Strategic Management Journal, Vol. 3, No. 3, pp7-221

[6] Y. Sarason and F. Tegarden (2003) “The erogibrihe competitive advantage of strategic planning”
Journal of Business and Management, Vol. 9, Npp11-21

[71 H. I. Ansoff, (1985 “Corporate strategy”, Pengium, London,

[8] L. S. Paine (1994), “Managing for orgariaaal integrity,Harvard Business Review”, Vol. 72, pp. 106-
117

[91 R. A. Pitts and D. Lei (2003), “Strategic nagement: Building and Sustaining competitive athger,

3rd Edition, Ohio, Thompson Learning

[10] L. J. Rosenberg and L. D. Schewe (1985),dtefic planning: Fulfilling the promise”, Busindssrizons

[11] S. Tzu (1965.), “The Art of war as Businessdamanagement strategies for World class Business
excellence evaluation under QFD methodo|dgysiness Process Management Journal, Vol. 4. 2Npp. 96-
113

[12] M. Hitt and R. D. Ireland (1999), “Achievingnd maintaining strategic competitiveness in th&t 21
Century: the role of strategic leadershiphe Academy of Management Executive, Vol. 13, Nijp.#43-57

[13] C. Fleisher and B. B. Soussan (2007), “Bussnand competitive analysis: Effective applicatafnnew
classic methods, Financial Times Press

[14] K. Albrecht and R. Zemke (1985), “Service Amgea, doing business in the new econom)f”ijdition,
Dow Jones Irwin.

[15] L. Weil (2004), “On the relationship betweenmpetition and efficiency in the EU Banking settor
Kredit und Kapital, Vol. 37, No. 3, pp. 329-352

[16] F. R. David (2003), “Strategic managemennaapts and cases"Frg Edition, New Jersey, Prentice Hal.
[17] A. Nathan and E. H. Neavé989, “Competition and contestability in Canada’s ficéal system:
Empiricalresults,Canadian Journal of Economics, Vol. 22, pp. 58+

[18] P. Molyneux, D. M. Lloyd-Williams and JThornton (1994), “Competitive conditions in Eurape
banking”,Journal of Banking and Finance, Vol. 18, pp. 44945

[19] G. Hondroyiannis, S. Lolos and E. Papape (1999), “Assessing competitive conditions e t
Greek Banking systemJournal of International Financial Markets, Institans and Money, Vol. 9, No. 4, pp.
377-391

[20] O. De Bandt and E. P. Davis(2000), “Competiti contestability and market structure in European
Banking sectors on the eve of EMUurnal of Banking and Finance, Vol. 24, pp. 104064

[21] R. L. Ackoff, (1981 “Creating the corporate future, John Wilketyd Sons, New York,.

[22] Nickols,(2008 “Strategy, strategy management and strateigking, McGraw-Hill Ryerson Ltd,
Canada

[23] G. McNamara (2008), “Political and competitiveévalry in Developing country sovereign risk”,
Academy of Annual Best Meetings Proceedings

[24] A. A. Thompson, J. E. Gamble and A. J. Stackl 11l (2004), “Strategy winning in the marketpéa
Core concepts, analytical tools and cases”, McGriliv-

[25] P. Drucker (1999), “Management challengestlﬁtmrzft Century”, Butterworth- Heinemann,

[26] S. Hart and C. Banbury (1994), “How strataggking processes can make a differen&ttategic
Management Journal, Vol. 15, No. 4, pp.251-269

[27] G. E. Greenley1989 “Does strategic planning improve compasyformance?”in G. Hamel and
C. K. Prahalad, (1991) “Corporate imagination argdeglitionary marketing’Harvard Business Review, Vol.
69, pp. 8192

[28] J. A. Pearce and R. B. Robinson (2000), 18g& management, formulation, implementation and

control”, 7h Edition, Boston, Irwin, McGraw-Hill

[29] L. Goodstein, T. Nolan and J. W. Pfeifer (1993)\pplied strategic planning: How to develop ampl
that really works”, New York, McGraw-Hill

[30] M. A. Hitt, R. D. Ireland and R. E. Hoskisq@2003), “Strategic management: Competitiveness and

globalization (concepts and cases)“,1 gditioq Ohio, Thompson learning,.

82



Journal of Information Engineering and Applications www.iiste.org
ISSN 2224-5782 (print) ISSN 2225-0506 (online) 5-'—.![1
Vol.4, No.11, 2014 IIS E

[31] M. Saunders, P. Lewis and A. Thornhill (2007Research methods for Business Student@,%d't'oq
Prentice Hall

[32] G. T. Henry{es9, “Practical Sampling, Vol. 21, London, Saggblications

[33] R. Likert (1932), “A technique for the measment of attitudes"Archives of Psychology, Vol. 140, pp.
987-995

[34] L. Chang (1994), “A Psychometric evaluation of 4fR@nd 6- Point Likert-Type scales in relation to
reliability and validity”, Ap plied Psychological Measurement, Vol. 18, No. 3, pp.205-

ACKNOWLEDGEMENTS

I am thankful to the National communication Autltgrand MTN- Ghana that made their data accessible t
young researchers. Next is my gratitude to therirgas of the 7 annual ICAST 2014 Conference Nigeria, for
reviewing and there after edging me to publisH &m thankful to the resource persons and memhkietiseo
review team for their insightful comments and siggiges from the beginning of the study to its costiph. |
also appreciate the useful comments by Prof. ka@icBobbie helping improve the quality of the paped Dr.
Robert Awuah Baffour for his advice which has bratume this far. | am, however, responsible for exrand
omissions in the study

83



The I1ISTE is a pioneer in the Open-Access hosting service and academic event
management. The aim of the firm is Accelerating Global Knowledge Sharing.

More information about the firm can be found on the homepage:
http://www.iiste.org

CALL FOR JOURNAL PAPERS

There are more than 30 peer-reviewed academic journals hosted under the hosting
platform.

Prospective authors of journals can find the submission instruction on the
following page: http://www.iiste.org/journals/ 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. Paper version
of the journals is also available upon request of readers and authors.

MORE RESOURCES

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

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 INDEX ({@‘ COPERNICUS

ros I NTERNATIONAL
INFORMATION SERVICES

@ vimsice soumaocs @

£z 8 Elektronische
@O0@ Zeitschriftenbibliothek

open

-

|

o » (..L()R( H()\\\L\I\H{SII\
— UniverseDigitalLibrary —



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

