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Abstract 
Several organizations across the globe have entered into new geographical locations or other countries to establish and carry out their business operations. Emerging economies have been a location of interest for many multinational companies and locations such as Nigeria have hosted different international organizations in various sectors of her economy in the last couple of decades. The choice of targeting developing countries such as Nigeria as a preferred location for business operations of international companies might not be unconnected with the availability of abundant human and natural resources in the most populous country in Africa. Hence, it is crucial for firms penetrating Nigeria’s business environment to adopt and implement suitable international business strategies that would ensure that their overall organizational goals are accomplished. To this end, this study examined the effect of international business strategies on the performance of Telecommunications companies in Nigeria. 
The study adopted a quantitative research technique and used a cross-sectional design that involves the senior staff of MTN Nigeria Plc. and their customers are knowledgeable about their products/services. Data were obtained from a sample size of 150 respondents located in Lagos, Port Harcourt, Abuja, and Ibadan. The research instrument for data collection was a structured questionnaire using Google form and data was processed with the help of Statistical Package for Social Sciences (SPSS) version 20.0 software. The reliability of the research instrument was confirmed through Cronbach Alpha with a 0.822 reliability result which is above the 0.7 benchmarks as prescribed by Sharma (2016). Descriptive statistics were used for data analysis, answering of research questions, and hypotheses were tested using Spearman’s rank correlation.  
The empirical findings corroborate the significance of international business strategies and their impact on organizational performance in the Nigerian telecommunication industry.  Specifically, the results reveal that differentiation strategy has a significant and positive influence on customers’ loyalty that represents organizational performance.  Furthermore, the study confirms that cost leadership strategy has a strong significant influence on customers’ retention that represents organizational performance and lastly, the research result shows that market focus strategy has a positive significant influence on customer satisfaction which is a good measurement of organizational performance in the Nigerian telecommunication industry. Therefore, the study recommends that managers and decision in the telecommunication industry makers continue to provide affordable quality products and services that would meet their customer’s requirements to ensure their satisfaction and increase their loyalty. In addition, it is also recommended that the Nigerian government should provide a good conducive business environment, most especially necessary infrastructure which will support investors operations enable them to perform optimally to achieve their corporate objectives.
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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
The increase in globalization in recent times allows companies to spread their business tentacles beyond their local business environment or their country into a foreign land and expand their businesses. However, penetrating favorably into a new foreign business environment demands that organizations embrace potent international business strategies that would effectively cater to their needs and ensure that their corporate expectations in terms of customers’ satisfaction, productivity, and profitability are accomplished. According to Todaro and Smith (2015), globalization presents new means for global poverty eradication which could be directly or indirectly beneficial to third world countries in terms of sociocultural, technological, scientific financial, and trade optimization (Gamade et al., 2020). Thus, both advanced and emerging economies can substantially benefit from globalization through a prosperous economy as a result of their engagement in global trade (Ahmedova, 2015; Prasanna et al., 2019). 

International business connotes every international transaction of an entity in respect to goods, services, and information exchange for commercial and revenue generation purposes (Kefalas, 1989). Organizational involvement in international operations exposes it to different benefits as well as uncertainty (Kefalas, 1989). Hence, the formulation, adoption, and implementation of effective business strategies are crucial to ensure proper coordination of the company’s operational processes across national boundaries (Hitt et al., 2015). Economic imperative, political imperative, quality imperative and administrative coordination has been identified by Bhandari and Verma (2013) as the typical approaches that multinational companies adopt in international strategy formulation and implementation. Furthermore, the combination of one or more of these four common methods of implementing international business strategy ensures that organizations are abreast of fundamental realities which will guide them in making strategic choices and informed decisions (Bhandari and Verma, 2013). Therefore, the decisions and choices of managers and decision-makers regarding their organization entering a new geographical location will be geared towards the enhancement of their performance and actualization of overall organizational goals.  

Unprecedented advancement in information technology and other technological infrastructure also provided an enormous opportunity for organizations to go international (Howcroft et al., 2019). Incessant technological innovations. Most especially in the telecommunication industry, has created a highly competitive market which requires equally effective competitive strategies for firms operating in such industry to exploit the available opportunities, manage the risks and threats judiciously and optimize their performance to be successful (Akingbade, 2014). 

Organization's need for expansion into other geographical locations has increased considerably in the last couple of decades (Jones, 2006). The purpose of firms spreading their business tentacles to multiple locations has been linked to the immense benefits inherent in operating businesses across different locations and borders as well as the need to exploit the opportunities that abound in the new locations (Buckley and Munjal, 2017; Mitsuhashi & Min, 2016). Thus, internationalization is a crucial phenomenon that firms penetrating foreign markets must take seriously. This is to enable them to design strategies that would not only align their processes with realities in the new locations but also coordinate their activities in such a way that adds value to their customers (Ayaga and Nnabuko, 2019) in other to accomplish their corporate objectives. 
 
1.2 Problem Statement
There exist different studies on international business, competitive strategies, and organization performance, most especially in the developed countries where there are diverse multinational companies that have penetrated different geographical locations – both developed and developing countries. International business, specifically, has drawn a lot of interest from academic researchers across the globe in the last couple of decades (Tian & Slocum, 2015). However, there are few publications on international business strategies and organizational performance in developing countries, and the available studies on the subject area, most especially in Nigeria did not focus on the entire telecommunication industry. Thus, the researchers’ decision to focus on the telecommunication industry in Nigeria by using MTN Nigeria Plc. being the biggest telecommunication company in the country will provide an in-depth insight into the research area and contribute to academic and industry knowledge. 

1.3 Objectives of the Study
The overall objective of this study is to find out the effect of international business strategies on organizational performance in the developing countries' telecommunication industry. To this end, MTN Nigeria Plc. will be used as a case study. Since its penetration into the Nigeria telecommunication industry in the early 2000s, MTN Nigeria Plc. has been able to solidify its position as one of the best telecommunication companies despite the socio-economic and political problems inherent in the Nigerian business environment. Thus, this study seeks to know the overall impact of Porter's generic strategy theory in terms of differentiation, cost leadership, and cost focus strategies have on their performance in the Nigerian business environment. The outcome of this research will enable relevant players in the communication industry to have in-depth knowledge about competitive international strategies needed to enable them to operate effectively and compete favorably in the Nigerian business environment. Therefore, the following specific objectives are relevant and will be investigated in this study.

i. To investigate the effect of differentiation strategy on organizational performance in the Nigerian telecommunication industry. The researcher would be able to ascertain how different components of differentiation strategies the company utilizes impact their performance. 
ii. To determine the impact of cost leadership strategy on organizational performance in the Nigerian telecommunication industry. This would enable the researcher to look into the overall effect of using cost leadership strategy and how this affects the performance of MTN Nigeria Plc. and by extension, Nigeria Telecommunication Industry.

iii. To examine the effect of market focus strategy on organizational performance in the Nigerian telecommunication industry. The researcher would be able to confirm how strategy geared towards targeted markets impacts the performance of Telecommunication Firms in Nigeria most especially as it relates to customer satisfaction and operational efficiency.
1.4 Research Questions
Considering the above-stated research objectives, the following research questions are pertinent and will be answered during this study.
i. Does the provision of qualitative products/services increase customer’s patronage, retention, and loyalty?
ii. Can organizations use reduced operational costs and lower products/services prices to entice customers and retain them?
iii. Does capturing a wider market segment through innovative products/services with competitive prices enhance customers’ satisfaction and operational efficiency?

1.5 Research Hypotheses
1. H0: Differentiation strategy has no significant influence on customers loyalty  
2. H0: Cost leadership strategy has no significant influence on customers retention  
3. H0: Market focus strategy has no significant influence on customer satisfaction   

1.6 Outline
Chapter 1 introduces the research and gives the reader an insight into its background and why the study is being carried out. It further discusses the problem statement, research objectives research questions, and the research hypotheses.

Chapter 2 presents the review of different works of literature on international business strategies and organizational performance by different authors. Theoretical views of different relevant empirical studies were extensively analyzed, theoretical positions of previous work were referenced to support the theoretical position that the researcher adopts, and the conceptual framework adopted is also discussed.

Chapter 3 describes the research philosophical position and epistemological perspective, research design, research technique, and method adopted. The sampling strategy, research instrument, data collection, measurement procedure, reliability, and validity of the research are discussed. Data analysis processes, ethical considerations, limitations, and constraints of the chosen research technique are also presented.

Chapter 4 presents the data analysis and interpretation based on the research technique adopted in the previous chapter. The objectives of the study and the research scope are re-stated. The result of the validity and reliability test conducted on the research instrument is presented. Descriptive statistics of the respondents are also presented, research hypotheses re-stated and tested, survey questionnaire statements analyzed, research questions are re-stated and answered, and overall research findings discussed.

Chapter 5 closes the research by summarizing the research objectives, technique, and methodology adopted in the course of conducting the study. This chapter also re-states the research outcome in brief as well as the research contribution to theory, managerial implications, recommendations, research limitations, and suggestions for further study based on the research outcome.












CHAPTER TWO
2.0                                                       LITERATURE REVIEW
Organizations operating internationally require effective strategic management that would enable them to cope with business dynamics and allow them to create a sustainable competitive advantage to actualize their corporate goals (Faziljanovna and Yongqian, 2016).   Factors that drive business such as globalization, technological innovations, economic and environmental impact, etc. are contributing to the dynamism in business activities and as such, it has become imperative for organizations to develop strategies that would enable them to have a competitive advantage and be successful (Epure and Bondrea, 2016). Organizations can minimize their dependence on local/national markets when they expand internationally (Twarowska and Kakol, 2013). International markets could help boost organizational productivity when there’s a decline in the local market, thereby increases the potential of the company’s income-generating capability which would lead to increased profitability (Twarowska and Kakol, 2013).

Epure and Bondrea (2016) stated that organizations that wish to enlarge their business operations and make more profits need to consider penetrating international markets. They emphasized that a firm’s choice of going across the border into a new geographical location might not be an easy one, hence, decision-makers need to develop effective business strategies (Epure and Bondrea, 2016). These could be in form of proper consideration of the exact location the firm wishes to penetrate - whether developed or developing country, economic policies of such country, political and socio-cultural condition, as well as the availability of relevant infrastructures, to support their operations (Scalera, 2012). In the same light, numerous internationalization components such as socio-cultural dynamics, investor requirements, trade tariffs, government policies, and consumer expectations have been identified as some of the areas where organizations could face challenges (Khavul et al., 2010). Hence, it is crucial for organizations, expanding internationally to develop a well thought out strategies to address these challenges, overcome them and actualize their goals.

According to Taylor and Jack (2012), businesses are opened to several opportunities and threats because of internationalization, thus, organizations must extremely be strategic in the operational processes and their activities. Shen et al. (2017) suggested that an organization's mode of entry into an overseas market is one of the most crucial decisions to be made in an organization’s internationalization processes. Because of the complexity involved in the making of such decisions, internal & external factors should be carefully considered to ensure that the decision will lead to better performance and stated organizational objectives are achieved (Musso and Francioni 2014; Shen et al., 2017). Furthermore, operating in a foreign market requires special management knowledge about the host country in terms of getting acquainted with the business terrain and practices, relationship building with relevant stakeholders, recruitment and staffing of employees, etc. (Chang and Rosenzweig 2001; Paik and Ando, 2011). 

2.1 Theoretical Framework
Globalization, its proliferation, and its resultant effect on businesses have made the subject of internationalization receive more attention (Yilmaz et al., 2015; Vassileva and Nikolov, 2016). The increase in the organization that internationalizes shortly after incorporation has heightened researcher's interest to comprehend how organizations carry out their international operations in foreign countries (Baier-Fuentes et al., 2019). The theoretical perspective of the mode of internationalization has been studied by organizations using different perspectives such as resource-based view, capabilities-based view, organizational learning, and institutional theory, etc. (Baier-Fuentes et al., 2021). Also, diverse methodological techniques such as quantitative, qualitative, and mixed-method were used in the studies (Schellenberg et al., 2018). 

Development and sustenance of organizational competitive advantage have been an important issue in the field of strategic management (Liao and Duy, 2017). 
According to Buckley and Casson (2019), International Business (IB) theory posits that organizations from developed nations spread beyond their national borders into other new regions to take advantage of their ingenious potentials and technological resources. Similarly, current research, as stated by Elia et al. (2020), proposed that developing country Multinational Companies (MNCs) penetrates new geographical locations to increase their innovative capabilities. 

Inside the international business arena, Hennart (2007) for example believes that the theoretical philosophy that backs a positive connection between international expansion and performance requires a conceptual investigative framework that takes an organization’s international strategies as a multidimensional construct. Thus, the following theories are posited by Cabral et al. (2020): Upper Echelons (UE) theory, Resource-Based view (RBV). Furthermore, Liao and Duy (2017) believe that organizations do not only strive to build competitive advantage in the present dynamic business environment but they also have to work hard to maintain the competitive advantage that’s been built. Hence, the increase in scholars' attention on strategic management contributed to the emergence of Dynamic Capabilities Theory (DCT) as a suitable theoretical perspective to address the issue of building & sustenance of competitive advantage (Liao and Duy, 2017).

2.1.1 Upper Echelons Theory
The extensively acknowledged and quoted upper echelon theory (Li, 2018) assigns definite importance to upper managers’ attributes in organizational existence, most especially as it relates to the choices they make and organizational performance (Carpenter et al., 2004; Hambrick, 2007). In other words, this theory recognizes that senior managers have a substantial influence on organizational results through their choices which is a reflection of their characteristics that would in turn determine organisational overall performance (Finkelstein et al. 2009; Nielsen 2010). According to Hambrick and Mason (1984), as cited in Hiebel (2014), the circumstantial peculiarity of an organization such as external environmental factors or the company characteristics has been identified as factors that can influence the choices and decisions of upper echelons. Thus, this could directly or indirectly determine and affect organizational performance and managerial functionality (Carpenter et al. 2004; Nielsen 2010).    

2.1.2 The Resource-Based View
The resource-based view entails the analysis and interpretation of organisational internal resources and how these resources & capabilities could be used in devising a strategy to accomplish long-lasting competitive advantage (Madhani, 2010). According to Barney (2001), organizational resources disparately distributed are the foundation of competitive advantage and performance sustenance. The ownership of exclusive and valuable assets boosts the international market entry capabilities of firms (Oviatt and McDougal, 1994). 
 
This theory is believed to be invaluable and popularly used in international business as well as studying internationalization, performance, and networking concept (Gerschewski et al, 2015; Prange and Pinho, 2017; Saeed and Ziaulhaq, 2019; Sedziniauskiene et. 2019). The resource-based view theory categorizes resources as tangible, intangible, human, and organizational (Lapalme et al. 2016) that organizations possess or control to produce goods and services for human wants satisfaction (Mohamed and Gichinga, 2018). Organizational ability to generate, share and use relevant information required to actualize the desired corporate goals through organizational human assets is dependent on its overall competency (Mohamed and Gichinga, 2018). Organizational capabilities are posited to include organizational culture, human resources, financial assets, information resources, technological innovation, trademark, and goodwill (Inan and Bititci, 2015; Akaegbu and Usoro, 2017). These capabilities are believed to symbolize the instruments which facilitate the acquiring, development, and deployment of firm resources to accomplish remarkable performance and gain sustainable competitive advantage. (Mohamed and Gichinga, 2018; Enderwick and Buckley, 2019). Besides, organizational capabilities must be unique to the extent that they have no close replacements or imitation to allow firms to have superior performance and enjoy sustainable competitive advantage (Madhani, 2010; Mohamed and Gichinga, 2018 ). 

2.1.3 Dynamic Capabilities Theory (DCT)
Dynamic Capabilities definition as stated by Teece et al. (1997) cited in Vogel and Guttel (2013) is “the firm’s ability to integrate, build and reconfigure internal and external competences to address rapidly changing environments” (Teece et al. 1997, p. 516). Also, “the firm’s processes that use resources – specifically the processes to integrate, reconfigure, gain and release resources – to match or even to create market change’ (Eisenhardt and Martin 2000, p. 1107) as cited in Vogel and Guttel (2013). Thus, the dynamic capabilities view is believed to extend the concept of the resource-based view (Liao and Duy, 2017). This extension is by demonstrating how RBV postulation that organizational resources should be invaluable, exceptional, matchless, and non-substitutable are developed and firm assets are repeatedly transformed to respond to changes in the business environment (Liao and Duy, 2017). Therefore, possession and implementation of dynamic capabilities are crucial for an organization that is interested in transferring resources to a new market as this will ensure that its operational processes align with the basic requirements of the new location (Liao and Duy, 2017) to gain sustainable competitive advantage.

2.2 Conceptual Framework
The three theoretical frameworks described above, most especially the RBV theory which lays much emphasis on utilizing organizational resources and its capabilities to accomplish superior performance and generate competitive advantage informed the conceptual model of this study. According to Faziljanovna and Yongqian (2015), organizations penetrating an international business environment need a tenable competitive advantage that could be gained through effective planning and implementation of strategic decisions. There are different classifications of competitive strategies in the field of strategic management which organizations deploy in their international operations to achieve their objectives (Akingbade, 2014). Considering the economic theory of internationalization as posited by Dunning (2001), the perspective into diverse kinds of international business strategies was proposed and differentiation strategy was suggested to be a crucial strategy of firms penetrating a new location (Howcroft et a., 2011). 

Porter’s generic strategies framework is also considered in arriving at the conceptual framework for this study because it is linked to organizational performance (Islami et al. 2020). Hence, this study adopts the following conceptual model because of its frequent usage by various researchers in the field of strategic management (Akingbade, 2014). All the categories of these strategies emphasize reduced operational cost, operational efficiency, and high-quality distinctive products or services (Aghazadeh, 2015). Thus, the study chooses three key strategies, which are differentiation, cost leadership, and market focus strategies to be tested in the research model as they are commonly used in the strategic management field (Allen & Helms, 2006) to ascertain their relationship with organizational performance. 



2.2.1 Differentiation Strategies
A Differentiation strategy demands the development or offering of distinct products or services which stand out among other similar products/services. Faziljanovna and Yongqian (2015) believe that differentiation is one of the most widely used strategies by organizations, most especially those firms penetrating a new geographical location where they are bound to face fierce competition. Hence, utilizing this strategy in a new business environment will assist organizations to adopt different methods that will project their uniqueness before their customers and also add value to them while allowing the company to compete favorably (Pearce and Robinson, 2015; McGee et al., 2010). The diverse differentiation strategies embraced by firms to boost their performance – financial or otherwise, revolves around a different mix of components. These include but are not limited to qualitative products/services, distinctive brand image, unique sales incentives, and products/services innovation (Hernant et al., 2011; Ayaga and Nnabuko, 2019). Furthermore, organizations can also differentiate their brand by implementing a good marketing strategy in the form of advertisement where its products/services, value proposition, and capabilities could be directly communicated to its customers (Chege et al., 2017) to generate sustainable goodwill and customers’ loyalty (Mohamed and Gichinga, 2018). Thus, marketing tools are also a crucial part of differentiation strategy (Porter, 1979) which 21st-century companies that want to create an indelible image on their customers with attributes such as logo and advertisement should embrace (Faziljanovna and Yongqian, 2015) to gain their loyalty. Thus, this study hypothesis that: 

H1: Differentiation strategy has a significant influence on customers’ loyalty

2.2.2. Cost Leadership Strategies
Cost leadership strategy is a unified organizational action plan geared towards ensuring that the firm goods or services that are provided to the customers are satisfactory and provided at the lowest possible cost when compared to other similar competitors’ products/services(Sirmon, Hitt, Ireland & Gilbert, 2011). Cost leadership strategy goal is gaining of competitive advantage through the reduction in organizational operational cost, and other costs within the value chain as well as to attain the leadership position in cost reduction drive among competitors (Kurt and Zehit, 2016). Thus, organizations that have successfully penetrated a new geographical location need to attract the target audiences by offering them relatively lows prices for their product or services (Faziljanovna and Yongqian, 2015) in a way that’d be difficult for their competitor's copy (Mohamed and Gichinga, 2018). According to Thompson et al. (2007), effective -cost management of the value chain and removal of unimportant activities to remove or revitalize the value chain are the two methods of achieving a low-cost provision strategy. Moreover, organizations that adopt a cost leadership strategy seek to generate bigger earnings and gain a competitive advantage through the provision of products or services with the minimum prices in the industry (Kurt and Zehit, 2016). Therefore, offering lower prices on a firm’s qualitative products/services occasioned by the reduction in operational cost will not only entice more customers but will increase their retention leading to more sales, increased revenue, and profitability (Mohamed and Gichinga, 2018; Ayaga and Nnabuko, 2019). Thus, this study hypothesis that: 

H2: Cost leadership strategy has a significant influence on customers’ retention

 2.2.3 Market Focus Strategies
The market focus strategy deals with the concentration on a particular market segment by organizations by having in-depth knowledge about the market movement and customer’s preference in terms of relevant products or services to be able to meet those needs (Farthali, 2016). This strategy focuses on targeting a market which could be a country, a particular geographical location or regional market, group of people to serve the targeted customers (Akintokunbo, 2018). This strategy is believed to be most effective when organizations provide a unique product or service that consumers prefer and competitors are not able to meet up with consumer’s preferences because of their core competency (Islami et al. 2020). According to Faziljanovna and Yongqian (2015), organizations have greater chances of capturing a sizeable portion of the targeted market when this strategy is effectively implemented and customers in the market segment also get to enjoy some form of benefits that accompanies such as reduced prices, etc. in return. Hence, firms tend to apply their innovative capabilities to provide qualitative products/services as well as better service delivery to meet the requirements or expectations of customers in the targeted market delivery and ensure their satisfaction (Faziljanovna and Yongqian, 2015). Firms satisfying their customers at all times through efficiency in their operations will enhance their loyalty and retention which will lead to more patronage, increased sales revenue, and profitability. Thus, this study hypothesis that: 

H3: Market focus strategy has a significant influence on customers’ satisfaction

2.2.4 Organisational Performance
The concept of performance has been a crucial one in the field of management. Bartoli and Blatrix stated that in defining performance, components such as appraisal, exploration, effectiveness, capability, and quality are relevant and should be taking into consideration. Performance is the exact outcome of events or activities and strategic management procedure is rationalize with regards to its capability in advancing an organization’s performance (Mohamed and Gichinga, 2018).

Cho and Dansereau (2010) described the organizational performance as a company's actual performance vis-à-vis its pre-stated objectives. Although organizational performance construct has been extensively used as a dependent variable by different researchers’ in the management field, there’s no unified definition ascribed to it (Akintokunbo, 2018; Mohamed and Gichinga, 2018). Thus, the concept is multifaceted (Chege et al., 2017) and as such is tied to the stated goals of the firm whose performance is being evaluated (Ion and Criveanu, 2016). In other words, measuring organizational performance and the measurement components to be used in measuring it is dependent on the type of entity that’s being measured and who’s measuring it. For instance, Chege et al. (2017) highlighted sales, profitability, productivity, employee satisfaction, customers’ satisfaction among other as key major elements used in measuring organizational performance. Similarly, Akintokunbo (2018), stated that market share, operational efficiency, and profitability are major components required to measure organizational performance.

Notwithstanding, in as much as the performance measurement elements by Chege et al. (2017) & Akintokunbo (2018) stated above are valid components of measuring performance in strategic management, this study uses customer-related elements because of their significance concerning the conceptual model adopted. Thus, customer loyalty, customer retention, and customer satisfaction are three major organizational performance elements chosen which are depicted in Figures 1.1 and 1.2 below. 

Drucker (1999) cited in Azigwe et al. (2016) stated that the main purpose of business existence is to serve customers. Customer is the lifeblood of any business and the reason why organizations operate is to meet their needs (Ellsworth, 2002) while accomplishing others' set goals. Hence, customer satisfaction is crucial for companies that want to achieve success. A satisfied customer would continue to patronize the business and probably refer other people to patronize the product or services. Continuous patronage as a result of qualitative products or services will lead to customer loyalty and loyal customers would always come back most especially when effective support services are in place which will lead to their retention. Furthermore, for this research, other performance reports such as profitability and operational efficiency, etc. of MTN Nigeria Plc. could be elicited from other verifiable sources such as their audited financial statements, Prospectus, and industry statistics from the regulatory body like Nigeria Communication Commission (NCC) & Security Exchange Commission (SEC). 

The Conceptual Model Differentiation Strategy



Organization Performance:

- Customers’ Loyalty
- Customers’ Retention
- Customer Satisfaction


Cost Leadership Strategy



Market Focus Strategy




Figure: 1.1 International Business Strategies Research Model – Conceptual Model
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Figure: 1.2 International Business Strategies Research Model – Independent & Dependent Variables 

The research model in Figures 1.1 & 1.2 above depicts international business strategies to organizational performance. The conceptual model showing the relationship between independent variables and dependent variables. The dependent variable is organizational performance while the independent variable is differential strategy, cost leadership strategy, and market focus strategy.
2.3.1 The Nigerian Telecommunication Industry
Nigeria has experienced substantial growth in the telecommunication industry since the approval and issuance of Global System for Mobile Communications (GSM) licenses to some telecommunication companies in 2001 (Wazis et al., 2016).  Nigeria's telecommunication industry is one of the biggest mobile telecommunication markets in Africa with total revenue that is approximated to be 1.97 trillion Naira as of June 2020 financial year (Matthew et al. 2021).  The huge turnover that companies and operators in the communication industry are getting is not unrelated to Nigeria's huge population which is estimated to be over 200 million people presently (Egwuchukwu and Karipe, 2020). The humongous investment and the provision of modern network infrastructure by the telecommunication companies have led to the explosion the telecommunication sector has witnessed over the last two decades (Egwuchukwu and Karipe, 2020). According to Nigeria Communication Commission (NCC), there are about 196 million telecommunication subscribers as of February 2021 with a teledensity of 102.72%. Although four major telecommunications companies dominated the industry, MTN Nigeria Plc. has the biggest market share out of this four-player with 39.52% (Egwuchukwu and Karipe, 2020; Nigeria Communication Commission, 2020). Others firms include Globacom (27.68%), Airtel (26.28%), and 9mobile (6.53%) respectively (Nigeria Communication Commission, 2020). Therefore, the incessant growth in the telecommunication sector, its benefits towards the advancement of information technology, and its contribution to the Nigerian economy cannot be over-emphasized. Thus, it is important to study MTN Nigeria Plc. operational processes which have made them be the biggest telecommunication firm in Nigeria and find out the impact of their international business strategies on their performance. 

2.3.2 MTN Nigeria Communication Plc.
MTN Nigeria Plc. is a subsidiary of MTN Group Limited which was incorporated in South Africa and offers telecommunication products – both voice and data services to individuals and corporate bodies. In 2001, following the Nigerian Communication auction of Nigerian Global Systems Mobil Telecommunication (GSM) auction earlier that year, MTN Group acquired GSM 900MHz and GSM 1,800MHz licenses in Nigeria which enable the company to commence mobile telecommunication services in Nigeria (MTN Prospectus, 2019). The first three locations that MTN covers when it started operations were Lagos, Abuja, and Port Harcourt. The company's customer base was 1 million by 2003, 10 million by 2006, 50 million by 2013, 67 million by 2018, and about 77 million by Feb 2021 (MTN Prospectus, 2019; Nigeria Communication Commission, 2020). The company has experienced tremendous growth since their first entrant into the Nigeria market – this is evidenced in their area of network coverage from just 3 locations at inception to covering almost every part of the country presently.  MTN Nigeria Plc. corporate structure comprises three subsidiaries which are XS Broadband Limited, Yello Digital Financial Services Limited (“YDFS”), and Visafone Communications Limited that provides an array of qualitative products and services. These products/services include voice, data, internet, financial technology services (FINTECH), wholesale, and enterprise business (MTN Prospectus, 2019).  The long-term positioning of the company for the future in the Nigerian market is stated to be the recognition of the huge Nigerian youth population and the need to focus on high-value customer management which will ensure their satisfaction, loyalty, and retention (MTN Prospectus, 2019).   

2.4 Empirical Review
Different studies have been published regarding globalization, internationalization, and the effect of international business strategies on organizational performance in telecommunication – most especially in the developed countries. Although few studies tried to investigate the effect of international business strategies on firm performance in developing countries, only a few of the studies focused on the telecommunication industry. The impact of competitive strategies on organizational performance in the Somalia telecommunication industry was investigated by Mohamed and Cichinga (2018). The entry of different companies into the Somalia telecommunication industry as against the initial two players resulted in a fiercely competitive market and as such, the organization had to embrace different competitive strategies to be able to compete favorably and remain in business (Mohamed and Cichinga, 2018). Thus, the researcher sought to specifically discover the impact of cost leadership, differentiation, market focus strategies, and strategic alliance on Mogadishu, Somalian firms’ organizational performance. The outcome of their research affirmed the significance of different competitive strategies on organizational performance in the research location. The results of the study show that cost leadership and differentiation strategy have positive impacts on organizational performance (Mohamed and Cichinga, 2018). Also, the results of their study revealed that the effect of focus strategy and strategic alliance on organizational performance is inconsequential in Mogadishu, Somalia telecommunication sector. In the same light, Faziljanovna and Yongqian (2015) conducted research to determine the effective business strategy for international strategic performance while focusing on some selected Chinese construction companies.  Three major Porter's generic strategy theories which are cost leadership, cost focus, and differentiation strategies were used in their research model and the 58 Chinese companies were surveyed to find out the strategies that result in the advancement of strategic performance (Faziljanovna and Yongqian, 2015). Their findings revealed that cost leadership and differentiation strategies positively affect strategic performance, conversely, there’s no indication that cost focus has any significant impact on strategic performance (Faziljanovna and Yongqian, 2015).

Considering the importance of selecting a particular target market or a new geographical location that an organization might want to penetrate, the socio-cultural condition of such area only be properly studied but be acquainted (Scalera, 2012) with to ensure proper understanding of the business environment. To this end, Adomako et al. (2021) investigated the connection between perceived corruption and the degree of internationalization via business process digitization in Sub-Saharan Africa while focusing on Nigeria and Ghana where survey data was gathered from. They suggested that there are research gaps in business literature in terms of finding the impact of corruption on organizational strategies. Thus, their research findings revealed that perceived corruption has a positive correlation with business process digitization and that this correlation is more pronounced among newer firms. Moreover, their research results further show that business process digitization has a positive correlation with the degree of internationalization (Adomako et al., 2021). On a global scale, Howcroft et al. (2011) examined the bank internationalization processes and generally how banks turn into an international organization as well as evaluation of the importance of them operating internationally. Their result was based on empirical data of the 60 biggest banks across the globe with the use of content analysis to classify the information relevant to international strategies chosen for the study. The results of their study show that most of the banks analyzed pays more attention to nations or geographical locations where they tend to have some cultural or economic affiliations and a relatively large number of the banks are international banks ad not necessarily global banks (Howcroft et al., 2011).
Furthermore, strategies for gaining customer in a competitive market was examined by Wazis et al. (2016) using MTN Nigeria Ltd. Maiduguri branch as a case study. The objective of their study was to determine the strategies that MTN adopts to enhance its performance and win customers in a competitive Nigeria business environment and to ascertain the influence of those strategies on customer’s loyalty towards their brand, products, and services. The results of their search show that most of their customers surveyed revealed their displeasure about their services and the enticement put forward by the company to her customers in that location (Wazis et al., 2016). Similarly, Ayaga and Nnabuko (2019) examined the relationship between competitive strategies and customer satisfaction in the Nigerian telecommunication sector. Their study sought to find out the relationship between firm competitive strategies and customer satisfaction and the relationship between customer expectations and customer satisfaction. Although the population of their study comprised all the telecommunication firms and their customers in Nigeria, a sample of 400 respondents participated in their survey. The findings of the research revealed that there exists an important positive relationship between organizational competitive strategies and customer satisfaction. 
In the light of the foregoing and considering the empirical work of different researchers on international business strategies, competitive strategies, and other related constructs on organizational performance, it is evident that this study will contribute to the extant literature/knowledge. Most especially in the area of firm’s international business strategies applicable to their operational processes in a developing economy and how this affects their performance.



























CHAPTER THREE
RESEARCH METHODOLOGY
3.0 Introduction
This chapter describes the comprehensive methodology adopted for this research. This includes the research philosophical position and epistemological perspective, research design, and sampling strategy, research instrument, data collection, and data analysis techniques that the researcher used to investigate the effect of international business strategies on organizational performance in the developing country telecommunication industry using MTN Nigeria Plc. as a case study.

3.1 Research Philosophical Position and Epistemological Perspective
A research philosophy entails a notion regarding how data are gathered, examined, and utilized about a phenomenon (Zukauskas, 2018). Epistemology is the philosophical position that deals with what is known to be true and acceptable knowledge (McNamara, 2001). Hence, positivism, which beliefs in understanding the world objectively without personal bias using the scientific method to elicit observable and measurable facts (Gill and Johnson 2010) are especially relevant for the quantitative research approach. Positivism will afford the researcher to be independent of the study and maintains an objective position. Thus, the Positivist research approach beliefs that measuring and acknowledging a single reality (Easterby-Smith et al., 2012) will be embraced for this study. 

3.2 Other Methodological Approaches
There are three main research paradigms in research and their beliefs are drawn from a different philosophical point of view concerning how human scientific knowledge is acquired and what constitutes useful & accurate knowledge (Symeou and Lamprianou, 2008). These approaches are quantitative, qualitative, and mixed methods which is a mixture of both quantitative and qualitative methods (Williams, 2007). The quantitative research approach entails the measuring of quantity and usually applies to phenomena relating to numerical data (Kothari, 2004). The qualitative research approach deals with phenomena that involve quality and requires textual data and to detect the basic expectation using extensive interviews (Williams, 2007). On the other hand, the mixed research approach entails the collection of data mixture - both qualitative and qualitative by researchers in a single study (Creswell, 2003). However, the quantitative research approach is embraced for this study because of the opportunity it provides the researcher in using a survey questionnaire to gather data from the respondents who are in different locations in the country. It is only through the utilization of quantitative research techniques with the use of an online questionnaire that the researcher could get identified respondents – that are chosen in four different locations across the country - to participate in the survey. Hence, the outcome of the research can be generalized and be applied to the Nigerian Telecommunication Industry. 
Therefore, using a quantitative research method with a pragmatic ideology enable the researcher to focus on identified problems, research objectives, and research questions needed to generate the required responses to provide viable solutions. Although, this paradigm can also use a qualitative method but using this technique would require that researcher conduct interviews with the identified samples. This might not be practicable considering how employees value confidentiality, most especially as it relates to their workplace information. Furthermore, there might be time constraints regarding fixing an interview appointment and conduct the actual interview for each of the identified respondents. Thus, adopting a quantitative research method using a survey will ensure that the required survey participants are enlisted without them having to worry about their identities or that of their organizations being revealed while taking little of their time to participate in the survey. 

3.3 Strengths and Weaknesses of Quantitative and Qualitative Research Approaches
According to Choy (2014), the advantages of using a quantitative research approach include reliability and objectivity of the research findings, ability to use statistics in data analysis and interpretation which enhance the generalizability of research findings. Furthermore, the ability to use questionnaires on a fairly large sample and receive survey results within a reasonable short time. 
Also, researchers can test theories, hypotheses and determine the cause and effect in a controlled situation through consideration of variables relationships and the opportunity to make reasonable assumptions regarding population representativeness (Choy, 2014). The above-listed strengths are not without their demerits and these include but are not limited to - structural biases which may arise as a result of usage of a standardized questionnaire and thus affect the totality of research outcome (Choy, 2014).
The merits of the qualitative research approach as pointed out by Rahman (2017) includes the provision of a comprehensive description of respondents' opinions, feelings, and experiences and better interpretations of their actions. Furthermore, it allows for more flexibility as researchers can quickly capture an otherwise non-included question to improve the response rate. It also allows the researcher to be more specific about targeted participants and concentrate on identified samples which would provide the needed data for the research in a cost-effective way (Rahman, 2017). However, there are also weaknesses associated with the qualitative research approach which include the issue of the small sample size which might not be representative, as well as sample size biases (Rahman, 2017). Also, results generated from the qualitative research approach might be difficult to replicate because of the personalization of participants' opinions and reactions (Easterby-Smith et al., 2012).

3.4 Research Design
This study adopted a descriptive survey research design. The descriptive survey research technique gives individuals to show their knowledge and views regarding the research subject (Ngugi and Waithaka, 2020). A descriptive survey research technique entails the detection of the already available connections concerning relevant variables with no alteration (Mugenda, 2003). Thus, primary data will be gathered using an online questionnaire on Google form.  
Hence, a quantitative research method will be adopted while utilizing pragmatic ideology. The researcher will be able to focus on identified problems, research objectives, and research questions needed to generate the required responses to provide viable solutions. Although, this paradigm can also use a qualitative method but using this technique would require that researcher conduct interviews with the identified samples. This might not be practicable considering how employees value confidentiality, most especially as it relates to their workplace information. Furthermore, there might be time constraints regarding fixing an interview appointment and conduct the actual interview for each of the identified respondents. Thus, adopting a quantitative research method using a survey will ensure that the required survey participants are enlisted without them having to worry about their identities or that of their organizations being revealed while taking little of their time to participate in the survey. 

3.5 Research Method
Adopting a quantitative research technique will give the researcher the ability to administer questionnaires to more significant samples and receive survey feedback within a relatively short time because of the online nature of the questionnaire. The population for this study consists of the senior staff of MTN Nigeria Plc. and their customers who use their products and services regularly and are knowledgeable about the telecommunication industry. The reason for choosing MTN customers to also participate in the survey is to get a true position of their performance from their customers. The identified respondents are chosen randomly across 4 different locations, three of those locations are cities where MTN started their operations in Nigeria and the remaining location is a major city where they also have their regional office and a huge customer base. The reason for chosen a quantitative method for this study is also to protect participants’ identity and make them anonymous encouraging them to be more truthful in their responses without worrying about their identity being disclosed or their organization aware of their involvement in the survey.

3.6 Sampling Strategy
Due to cost and time constraints, the researcher limits the research population to 240 across five major cities in Nigeria. Hence, a calculated sample size of 150 was randomly chosen. A sample size of 150 was obtained using the Taro Yamane formula for determining the sample size (Adam, 2020). The sample frame comprises MTN Nigeria Plc. senior staff, knowledgeable about their international business operational strategies and understand their domestic operational processes. In addition, their customers who are conversant with their products and services and also knowledgeable with the Nigerian telecommunication sector also participated in the survey. These respondents are located in Lagos, Port Harcourt, Abuja, and Ibadan.  
The sample size was derived by using the Taro Yamane’s formula calculated and stated below:

n=   N
   1+N (e2)
Where; 
n = the sample size 
N = the total population size 
e = 0.05 (degree of significance) 
e2 = 0.0025 
Therefore, 
n =         240
      1+ 240(0.0025)

n =   	240
           	 1.6
					n = 	150
					n = 	150

3.7 Research Instrument
This study used a research questionnaire as a data collection instrument - a copy is attached in Appendix 1 was designed by proper consideration of the research objectives, questions, and hypotheses to be able to accomplish the overall research objectives. Thus, similar studies were examined while focusing on both the dependent and independent variables before completing the questionnaire. 

3.8 Data Collection 
The primary data was collected through an online web survey platform (Google Form), and the questionnaire was uploaded while the weblink to the questionnaire was sent out to the chosen population (Pandey and Pandey, 2015). One - hundred and fifty (150) samples were sent the web link to the questionnaire out of the 240 chosen populations in the selected locations. The researcher conducted a pilot study before the actual collection of research data and five professionals – three MTN staff and two of their customers – were sent the survey questionnaire link to complete. The reason for piloting the research instrument is to know if the wording of the questionnaire is properly structured and if there’s any ambiguity in the questions to enable the researcher to detect any such error in advance and rectify it accordingly. Out of the 150 sample size, 128 respondents completed the questionnaire representing an 85% response rate.   

3.9 Measurement Procedure 
The questionnaires were designed to contain all the appropriate questions to provide adequate feedback to enable the researcher to answer the research questions, test hypotheses, and eventually see to it that the research objectives are accomplished. To this end, a 5 point Likert scale (Easterby-Smith et al., 2012) which indicates the degree to which the research survey participants agree or disagree with the questionnaire statements was used. Therefore, strongly agree was assigned to 5, agree was assigned to 4, neutral was assigned to 3, disagree was assigned to 2 while strongly disagree was assigned to 1 (Easterby-Smith et al., 2012) to indicate the degree by which the respondents agrees or disagrees with each questionnaire statements’. 

3.10 Reliability and Validity 
The reliability of research findings entails ascertaining the degree to which a particular research result would remain unchanged or similar over time even when the study is duplicated by other researchers using the same research methods (Golafshani, 2003). Hence, the accuracy of the measuring instrument is crucial in determining the reliability of a research result (Golafshani, 2003). Furthermore, an expert in the field of the research topic needs to review the questionnaire to ensure that is suitable and sufficient to address research problems and accomplish the research objectives. Thus, Research findings are believed to be valid when the instruments used in getting the research results measure what it is supposed to measure (Leedy and Ormrod, 2005). In other words, it entails knowing the truthfulness and correctness of the research findings. Therefore, the respondents selected to participate in the survey are senior staff of MTN Nigeria Plc. and their customers who are knowledgeable about the research subject area it is believed that they will answer the questionnaire from an informed and experienced position.

3.11 Data Analysis
Data collected through Google form as stated above was downloaded and exported into Microsoft Excel and the file was subsequently saved on the researcher’s computer and external hard drive and dropbox application for data backup purposes. Statistical Package for Social Scientists (SPSS) by IBM was used to analyze and process the data (Pallant, 2005; Connolly, 2007) which will assist the researcher in turning the data into necessary information needed to test the stated hypotheses and answer the research questions. Descriptive statistics such as simple percentages and frequency distribution were used for data analysis. Also, inference statistics that consist of correlation analysis and multiple regression analysis were applied in testing hypotheses. Thus, the below multiple regression model was adopted where Y is based on a selected value of the independent variable X, the value of a and b in the regression equation are referred to as regression coefficients (Y=a+bX). The functional relationship is expressed in the following models:

Y= f (X)
Y = y1, y2, y3
X= x1, x2, x3
Y= organizational performance (ORP) – Dependent variable
y1 = Customer Loyalty (CTL)
y2 = Customer Retention (CTR)
y3 = Customer Satisfaction (CTS) 
X= International Business Strategy (IBS) – Independent Variable
x1 = Differentiation Strategy (DTS)
x2 = Cost Leadership Strategy (CLS)
x3 = Market Focus Strategy (MFS)  

Model specification; 
Model 1; 
CTL = f (DTS) 
CTL = α0 + β0DTS + α0

Model 2; 
CTR = f (CLS) 
CTR = α0 + β0CLS + α0

Model 3; 
CTS = f (MFS)
CTS = α0 + β0MFS + α0
Where; 
αo – 2 are the intercepts 
βo – 2 are the coefficients 

3.12 Ethical Consideration
The guideline issued by the International Statistics Institute (1986) cited by Jones (2000) stipulates the procedure to follow to ensure honesty and objectivity when interpreting and presenting research results. Thus, this increases the researcher’s consciousness about the “Declaration of Professional Ethics” concerning respondents’ participation in the survey. Therefore, survey participants were informed through the plain language statement sent to their solicitation emails that the collected data will be used for research purposes only. Also, the data collected will be safeguarded and their information kept anonymous to protect their identities and that of the company that they work for. More importantly, survey participants were informed that they have the freedom to withdraw or not participate in the survey should they wish so. Thus, the participants ensured that the moral standard and the interest of the survey research respondents’ vis-à-vis confidentiality, anonymity, informed consent, privacy, and free participation choices (Kumar, 2011) are strictly adhered to in this study (See Appendix 3).
3.13 Limitations and Constraint
The ability to administer a questionnaire to a larger sample size out of the chosen population which usually increases the general acceptability of the research results is one of the advantages of adopting a quantitative research technique (Kothari, 2007). This study concentrated on four major states and the Federal Capital Territory in the selection of survey respondents majorly because of the time constraint. Although, these locations are major urban cities where MTN head offices are located and many of their customers are residents and as such, data generated from the respondents are representative of the population and valid. However, it is believed that extending the sample size across other major states in the country would have had more impact regarding the increase in the generalizability of the research results. 





















CHAPTER FOUR
DATA ANALYSIS AND INTERPRETATION
4.1 Introduction 	
This chapter deals with data analysis, presentation, and interpretation. The results presented below were generated from a research questionnaire that was designed in line with the objectives of this study. The purpose of this study is to investigate the effect of international business strategies on organizational performance in a developing countries telecommunication industry while focusing on MTN Nigeria Plc. as a case study. In analysis, data from questionnaires were coded and analyzed into quantitative summary reports using the Statistical Package for Social Sciences (SPSS) version 20. Data was keyed into the program under a specific category from which analysis was run to obtain descriptive statistics in the form of frequencies and percentages. Scatter plots were employed and correlation was done to determine the influence and relationship between variables under investigation. One hundred and fifty (150) sampled respondents were sent the questionnaire web link to complete and one hundred and twenty-eight representing 85.3% were properly completed and returned.  Similarly, twenty-two (22) sent questionnaire weblinks representing 14.7% were not returned as shown in Table 1.1 below. 
Table 1.1. Rate of Response
	 
	Frequency
	Valid 
Percent
	Cumulative Percent

	Valid Returned

Unreturned/Missing

Total
	
	128
	85.3
	85.3

	
	
	22
	14.7
	100.0

	
	
	150
	100.0
	 


Source: Field Survey, 2021

4.2 Data Presentation
4.2.1 Data Validity
The researcher sent five questionnaire web links to five professionals in the telecommunication industry which is believed to be a good representation of the population chosen (Angell, 2015) to conduct a pilot study on. The reasons for conducting a pilot study include but are not limited to:  the clarification of the wording used in the questionnaire to guide misinterpretations; to discover any ambiguity in the questionnaire and generally detect any problems in the research instrument to ensure the validity of the data.

4.2.2 Data Reliability
A reliability test was carried out on the research instrument used to collect data to confirm its quality. Thus, Cronbach‘s Alpha was used to the reliability of the Likert scale used and determine the research instrument's internal consistency (Drost, 2011; (Tavakol and Dennick, 2011). The reliability coefficient of ≥ 0.7 being recognized in social science research (Sharma, 2016) was considered adequate for this study. Hence, a reliability coefficient of 0.822 depicted in Table 1.2 below was registered, indicating a high level of internal consistency for the Likert scale used. Therefore, the research instrument is relevant for the analysis and hypotheses testing and meets the reliability criterion.

Table 1.2: Cronbach’s Alpha
	Reliability Statistics

	Cronbach's Alpha                                                     Cronbach's Alpha Based on Standardized Items
         0. 822                                                                                               0.880


 
4.3 Demographic Profile
The respondent profile is summarized below and categorized in terms of gender, age, educational qualification, and job position of the respondents in their respective organizations.
 
4.3.1 Gender Distribution
The majority (53%) of the respondents are male while the remaining respondents (47%) are female as shown in figure 2.1 below. The representation of both gender in the survey shows that there’s little difference in gender distribution and as such the perceptions and opinions of both genders are almost equally represented.







Fig 2.1: Gender Distribution 


Source: Field Survey, 2021
4.3.2. Age Description 
The majority (47.7%) of the respondents are between 31-40 years, followed by 21-30 years (39.1%)  and 41 - 50 years old which represents 13.3% of the respondents as shown in figure 2.2 below.

Fig 2.2: Age Distribution 

Source: Field Survey, 2021


4.3.3. Education Distribution of respondents
From the responses, the majority of the respondents (53.1%) hold bachelor’s degrees, 35.9% are master’s degree holders, 7% graduated with a diploma and 1.6% hold Ph.D. degrees as shown in Figure 2.3 below. 

Fig 2.3: Educational Distribution of Respondents

Source: Field Survey, 2021
4.3.4 Respondents Job Positions/Title 
The job position of the respondents as shown in Figure 2.4 below shows that 3% are the CEOs, 8% are Directors, 27% are Managers, 28% are Supervisors, while the remaining 34% of the respondents fall within other working categories.  Thus, the majority of the respondents are in the senior staff category and are believed to be knowledgeable as regards the telecommunication industry in Nigeria and organizational business strategies.
. 







Fig 2.4: Respondents Job Position 


Source: Field Survey, 2021

4.4 Correlation Analysis
This study used Pearson correlation to measure the statistical relationship between the dependent and the independent variables (Kothari, 2013). Thus, the Pearson correlation coefficient was used to compute the correlation between the dependent variable which is organizational performance (customers’ loyalty, customers’ retention, customer satisfaction and the independent variables which are: differentiation strategy, cost leadership strategy, and market focus strategy. Therefore, the calculated correlation coefficient was used in determining the strength of the relationship between dependent and independent variables (Kothari, 2013).









4.5. Hypotheses Testing  
4.5.1. Hypothesis One
H01:  Differentiation strategy has no significant influence on customers’ loyalty 
	Table 2.1 Correlationsa

	 
	differentiation
	loyalty

	Differentiation
	Pearson Correlation
	1
	.835**

	
	Sig. (2-tailed)
	
	.000

	
	N
	128
	128

	Loyalty
	Pearson Correlation
	.835**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	128
	128

	**. Correlation is significant at the 0.01 level (2-tailed).


Table 2.1 above shows the Pearson correlation coefficient results where the correlation coefficient is .835 while the p-value is 0.000.  This indicates that there is a significant relationship between MTN Nigeria Plc., differentiation strategy, and customer loyalty. Thus, H01 is hereby rejected, since P-Value (0.000) is less than 0.01, and the alternate accepted. Therefore, differentiation strategy has a significant influence on customers’ loyalty. 

	Table 2.2 Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	3.159
	.644
	
	4.908
	.000

	
	Loyalty
	.802
	.047
	.835
	17.051
	.000


a. Dependent Variable: differentiation

CTL = f (DTS) 
CTL = α0 + β0DTS + α0
CTL = 3.159 + 0.802DTS 
From the regression result in Table 2.2 above, the coefficient of the independent variable is (0.802) positive. This implies that there is a positive relationship between customer loyalty and differentiation strategy. Thus, the coefficient of the international business strategies shows that a 1 unit increase in differentiation strategy will lead to 0.802 increases in customers’ loyalty. The t-statement significance stood at 0.000 which is less than a 5% level of significance, indicative that the result is statistically significant and that differentiation strategy has a significant impact on customers’ loyalty.

4.5.2. Hypothesis Two
H02:  Cost leadership strategy has no significant influence on customers’ retention
	Table 2.3 Correlationsb

	 
	cost_leadership
	customer_retention

	cost_leadership
	Pearson Correlation
	1
	.851**

	
	Sig. (2-tailed)
	
	.000

	
	N
	128
	128

	customer_retention
	Pearson Correlation
	.851**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	128
	128

	**. Correlation is significant at the 0.01 level (2-tailed).


The Pearson correlation coefficient result in Table 2.3 above shows that the correlation coefficient is 0.851 while the P-Value is 0.000. This indicates a significant relationship between MTN Nigeria Plc. cost leadership strategy and customer retention.  Thus, the H02 is rejected, since the P-Value (0.000) is less than 0.01, and the alternate hypothesis is accepted. Therefore, cost leadership strategy has a significant influence on customers’ retention.
	
Table 2.4 Coefficientsb 

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.681
	.638
	
	2.636
	.009

	
	customer_retention
	.870
	.048
	.851
	18.222
	.000

	a. Dependent Variable: cost_leadership



CTR = f (CLS) 
CTR = α0 + β0CLS + α0
CTR = 1.681 + 0.870CLS
From the regression result in Table 2.4 above, the coefficient of the independent variable (1.681) is positive. This indicates that there is a positive relationship between customer retention and cost leadership strategy. The coefficient of the international business strategies shows that a 1 unit increase in cost leadership strategy will lead to 1.681 increases in customers’ retention. The t-statement significance stood at 0.000 which is less than a 5% level of significance, indicative that the result is statistically significant and that cost leadership strategy has a significant impact on customers’ retention.

4.5.3. Hypothesis Three
H03:  Market focus strategy has no significant influence on customer satisfaction
	Table 2.5 CorrelationsC

	
	market_focus
	customer_satisfaction

	market_focus
	Pearson Correlation
	1
	.852**

	
	Sig. (2-tailed)
	
	.000

	
	N
	128
	128

	customer_satisfaction
	Pearson Correlation
	.852**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	128
	128

	 **. Correlation is significant at the 0.01 level (2-tailed).


Table 2.5 above shows the Pearson correlation coefficient results where the correlation coefficient is 0.852 while the P-Value is 0.000. This shows a significant relationship between MTN Nigeria Plc. market focus strategy and customer satisfaction.  Thus, the H03 Is hereby rejected, since the P-Value (0.000) is less than 0.01 and the alternate hypothesis is accepted. Therefore, a market focus strategy has a significant impact on customer satisfaction.



Table 2.6 Coefficientsc
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.176
	.780
	
	.226
	.822

	
	customer_satisfaction
	1.005
	.055
	.852
	18.240
	.000

	a. Dependent Variable: market_focus



CTS = f (MFS)
CTS = α0 + β0MFS + α0
CTS = -0.176 + 1.005MFS 
From the regression result in table 2.6, the coefficient of the independent variable (0.176) is positive. This implies that there is a positive relationship between market focus strategy and customer satisfaction. Moreover, the coefficient of the international business strategies shows that a 1 unit increase in market focus strategy will lead to a 0.176 increase in customer satisfaction. The t-statement significant stood at 0.000 which is less than 5% level of significance. This shows that the result is statistically significant and market focus strategy has a significant impact on customer satisfaction.

4.6 Data Analysis Results
This section provides participants generated responses to the survey questionnaire statements concerning the conceptual model used as independent and dependent variables to ascertain the respondent’s perspective on the effect of international business strategy on the Nigeria telecommunication industry. The analysis of the results is presented below using descriptive statistics.








4.6.1 Differentiation Strategy and Customers Loyalty

Fig 2.5: Provision of distinctive recognizable brand image attracts customers easily


Source: Field Survey, 2021
Figure 2.5 demonstrates respondents' view on the provision of a distinctive recognizable brand image and they easily attract customers. The result reveals that 124 (96.9%) of the respondents agreed that the provision of a distinctive recognizable brand image attracts customers easily, 2 (1.6%) disagreed with the statement while the remaining 2 (1.6%) were neutral about the statement. This implies that the majority of the respondents believe that unique brand image plays a crucial role in consumer's acquisition processes. 











Fig 2.6: Introduction of unique qualitative products that meet customers’ needs enhances their loyalty

Source: Field Survey, 2021
Figure 2.6 above shows how the introduction of unique qualitative products that meet customers’ needs enhances their loyalty. This result shows that 125 (97.7%) of the respondents agreed that the introduction of unique qualitative products that meet customers’ needs enhances their loyalty, 2 (1.6%) were indifferent while 1(0.8%) respondent disagreed with the statement. Hence, a large percentage of the respondents believes that unique qualitative products that meet customer’ needs influence their perception and enhances customers’ loyalty. 

















Fig 2.7: Implementation of effective marketing strategies promotes customers retention

Source: Field Survey, 2021
Figure 2.7 shows how the implementation of effective marketing strategies promotes customer retention. The result shows that most of the respondents 116 (90.6%) are of the view that implementation of effective marketing strategies promotes customer retention. Although 4 (3.1%) of the respondents disagree with the statement while, 8 (6.3%) respondents were indifferent. Thus, effective marketing strategy implementation by organizations promotes customer retention based on the majority of the respondents agreeing with this statement.


Fig 2.8: Continuous improvement of operational processes enhances efficiency

Source: Field Survey, 2021
Figure 2.8 above revealed that the majority of the respondents 122 (95.3%) agreed that the continuous improvement of MTN Nigeria Plc. operational processes enhance efficiency, 5 (3.9%) of the respondents were neutral while 1(0.8%) of the respondents disagreed with the statement. Moreover, the number of respondents that strongly agreed and agreed with the statement shows the varying degree with which they believe that continuous improvement of organization operational processes enhances efficiency.


Fig 2.9: Differentiation strategy promotes innovative capability that entices customers

Source: Field Survey, 2021
The result as reflected in Figure 2.9 above shows that the majority - 108 (84.4%) of the respondents agreed that differentiation strategy promotes innovative capability which in turn entice customers. Although, 19 (14.8%) of the respondents were neutral about this statement while the remaining 1 (0.8%) strongly disagree with this statement. Thus, based on this result, it can be concluded that differentiation strategy will promote organization innovative capabilities that will translate to unique products/services which will entice customers.













4.6.2 Cost Leadership Strategy and Customers Retention

Fig 2.10: Offering of lower prices for qualitative product/services promotes customer patronage

Source: Field Survey, 2021
The results in Figure 2.10 above show the majority of the respondents. 109 (85.1%) agreed that offering lower prices for qualitative products/services leads to increase customer patronage. Although, 13 (10.2%) of the respondents were indifferent while 6 (4.7%) disagreed with this statement. Therefore, the fact that only 4.7% of the respondents disagreed with the statement gives support to the credibility of others respondent’s belief that offering of lower process on MTN Nigeria Plc. qualitative products and services. These include clearer calls, fast internet data, roaming capability, information back-up, SIM registration among others which will promote customer patronage. 









Fig 2.11: Development of new products with lower prices to attracts and retain more customers

Source: Field Survey, 2021
Figure 2.11 shows that out of the 128 respondents, 103 representing 80.5% agreed that the development of new products with lower prices helps organizations to attract and retain customers. Although, 15 respondents representing 11.7% were neutral while the remaining 10 respondents representing 7.9% are of disagreed with the statement.  This implies that new products/services development by organizations with lower prices attracts more customers and the usage of such products confirming its quality will lead to retention of such customers.

Fig 2.12: Reduction in operational cost for better products price variation to capture wider market segment enhances customers satisfaction 

Source: Field Survey, 2021
Figure 2.12  result above shows that 98 (76.5%) of the respondents agreed that reduction in operational cost for better product price variation to capture a wider market segment will enhance customer satisfaction. Twelve respondents representing 9.4% believe otherwise while the remaining 18 respondents representing 14.1% were neutral.  Thus, reduction in operational cost for better product price variation to capture wider market segment enhances customers’ satisfaction.


Fig 2.13: Charging of lower prices increases sales volume and organizational market share

Source: Field Survey, 2021
The result presented in Figure 2.13 above shows that the majority 105 (82.1%) of the respondents agreed that charging lower prices increases sales volume and organizational market share. Although, 6 respondents representing 4.6% disagree with this statement while 17 (13.3%) were neutral about the statement. This implies that charging lower prices for MTN products and services will lead to an increase in their sales volume, which will, in turn, translate to an increase in their market share.












Fig 2.14: Cost leadership strategy enhances judicious fund allocation and profitability

Source: Field Survey, 2021
Figure 2.14 above shows that the majority of the respondents 107 (83.6%) believe that cost leadership strategy enhances judicious fund allocation and profitability. Conversely, 3 respondents representing 2.4% believe otherwise while 18 (14.1%) are neutral about the statement. Based on this result, it could be concluded that the cost leadership strategy that management uses to decrease firm operational costs will not only enhance the judicious fund allocation but also contribute to the increase in the overall firm profitability.












4.6.3 Market Focus Strategy and Customer Satisfaction

Fig 2.15: Concentrating on chosen target markets and geographic segment for better service delivery enhances customer satisfaction

Source: Field Survey, 2021
The results presented on Figure 2.15 above shows that out of the 128 respondents, 113 representing 89% agreed that concentrating on chosen target markets and geographic segment for better service delivery enhances customer satisfaction. Conversely, 2.4% disagreed with the statement while the remaining 8.7% of the respondents were indifferent regarding the statement. Thus, the concentration on a particular market segment or geographical location by a firm while providing qualitative services will result in the enhancement of customer satisfaction in such a location.








Fig 2.16: Provision of uninterrupted services at all times helps keep existing customers and gaining of new customers

Source: Field Survey, 2021
The result presented in Figure 2.16 above shows that the majority 119 (93.0%) of the respondents agreed that the provision of uninterrupted services at all times helps keep existing customers and gaining new customers. Although, 6 respondents, representing 4.7% are neutral about this statement and 2.4% disagreed with the statement. The fact that only 3 out of the 128 respondents disagreed with this statement is a strong indication that most MTN Nigeria Plc. customers and employees align with the statement and are confident that the provision of uninterrupted services helps keep existing customers and gain new customers.


Fig 2.17: Provision of better network connectivity across the country promotes customer engagement and contentment 

Source: Field Survey, 2021
The result reflected in Figure 2.17 above shows that 118 (92.2%) respondents agreed that the provision of better network connectivity across the country promotes customer engagement and contentment. Other 7 respondents representing 5.5% are indifferent about the statement while the remaining 3 (2.4%) disagreed with the statement. Thus, the provision and availability of a better telecommunication network across the country will promote good customer engagement and contentment, as can be seen by most of the survey participants’ responses to this statement.



Fig 2.18: Provision of innovative products/services than competitors encourage customer’s loyalty

Source: Field Survey, 2021
Figure 2.18 shows that 125 respondents representing 97.6% believe that innovative products/services than the competitors will encourage customer loyalty. Although, two respondents representing 1.6% disagreed with this statement while one respondent decided to be neutral. The fact that only 2 out of 128 of the respondents disagreed with the statement gives credence to the majority of the respondents who believe that providing innovative products/services than competitors encourage customer loyalty.











Fig 2.19: Market focus strategy enhances new product development and operational efficiency

Source: Field Survey, 2021
The result presented in Figure 2.19 above shows that out of the 128 respondents, 117 representing 91.5% agreed that market focus strategy enhances new product development and operational efficiency. Although, 2.3% disagreed while the remaining 6.3% of the respondents were indifferent regarding the statement. Thus, it can be concluded that market focus strategy enhances new product development and operational efficiency.

4.7 Research Questions Analyses 
The empirical results generated from the survey questionnaire completed by various respondents are sufficient to answer the research questions for this study. In answering the first question, most respondents (97.7%) believed that when firms provide qualitative products/services, there is bound to be an increase in customer’s patronage and loyalty leading to their retention. Furthermore, the respondents’ response to research question two shows that most (80.5%) believed that the development of new products/services by organizations with lower prices attracts more customers and the enticement usually leads to their retention. Also, 76.5% of the respondents believed that reduction in operational cost for better price variation would enable organizations to capture a wider market segment and enhance customer satisfaction. Lastly, in answering the third research question, the majority of the respondents (89%) believe that customer’s satisfaction and operational efficiency will be achieved when organization concentrate on a particular targeted market and geographical segment for better service delivery, 

4.8 Interpretation and Discussion of the Findings
The results generated from the gathered data in the survey provide an in-depth insight into the respondents’ perceptions on the effect of international business strategies on a developing economy (Nigeria) telecommunication industry. The findings from this research indicate that most of the survey participants who completed the questionnaire believe that there is a significant positive relationship between the stated independent and dependent variables. In a broader sense, all the null hypotheses in this study were rejected and alternate hypotheses accepted because of a significantly strong positive relationship between conceptual model variables. The empirical results from this study are significant in the management field because of their conformity with previous similar research findings on international business strategies and their effect on organizational performance both in the developing and developing economies. 

The first tested hypothesis - differentiation strategy has no significant influence on customers’ loyalty was rejected because the correlation coefficient is 0.835 while the P-Value is 0.000 indicating a significant and positive relationship between differentiation strategy and customer’s loyalty. Thus, based on this result, the null hypothesis is rejected and the alternate hypothesis is that differentiation strategy has a significant influence on customers' loyalty. This finding is consistent with that of Faziljanovna and Yongqian (2015) who conducted empirical research on effective business strategy for international strategic performance on some Chinese construction companies. Their findings revealed that differentiation strategies have a significant positive impact on firm strategic performance. Similarly, the outcome of Chege et al.'s (2018) research on the effectiveness of differentiation strategy on business performance of Kenyan betting companies also reveals the existence of a significant positive relationship between differentiation strategy and organizational performance. 
Therefore, differentiation strategy in actualizing organizational performance and goals cannot be overstated, especially for organizations penetrating the international market. This will help organizations exhibit their brand and image in a unique manner that will stand them out among different competitors. This could be through the provision of innovative products/services, advertisement, unique sales incentives, etc. (Ayaga and Nnabuko, 2019) capable of imprinting the company’s brand image on customer’s minds to gain their patronage and loyalty (Mohamed and Gichinga, 2018). 

The second hypothesis which states that cost leadership strategy has no significant influence on customers’ retention is rejected and the alternate hypothesis is accepted. The rejection of the null hypothesis is because the correlation coefficient 0.851 and P-Value 0.000 indicating a significant and positive relationship between cost leadership strategy and customers’ retention. Thus, the researcher confirms that cost leadership strategy has a solid significant influence on customers’ retention. This result is also in conformity with Ngugi and Waithaka's (2020) findings on their research work, which sought to ascertain the effect of cost leadership strategy on the organizational performance of insurance companies in Nyeri country Kenya. Their findings revealed that cost leadership strategy has a strong positive correlation with organizational performance and positively affects organizational performance (Ngugi and Waithaka, 2020). In the same light, the findings of this study also align with the research results of Fathali (2016) where they investigated the impact of competitive strategies on corporate innovation in the Iran automobile industry. Cost leadership was chosen as one of the independent variables used to measure competitive strategy. Their findings show a strong positive relationship between cost leadership strategy and product innovations, which result in better performance (Fathali, 2016). Thus, by reducing operational costs and providing competitive prices on a firm’s product and services, organizations will be able to attract more customers and retain them, leading to more revenue generation and increased profitability (Mohamed and Gichinga, 2018). 

The third hypothesis that states that market focus strategy has no significant influence on customer satisfaction are also rejected because the correlation coefficient is 0.852 and P-Value 0.000 which indicates a significant and positive relationship between market focus strategy and customer satisfaction. Hence, the alternate hypothesis is accepted - market focus strategy has a strong positive significant influence on customer satisfaction. This finding is consistent with Akintokunbo's (2018) research on market focus strategy and organizational performance of Telecommunication companies in Port Harcourt. The result of his study revealed the existence of a significant positive relationship between market focus strategy and organizational performance in terms of profitability, market share, and product innovation (Akintokunbo, 2018). Therefore it is crucial for organizations entering a new geographical location to first and foremost target a particular segment of the market for effective service delivery and be more focused and strategic in their approach. This would enable them to compete favorably by focusing more on their core competence (Islami et al. 2020) and providing qualitative products/services to satisfy their customer and accomplish organizational goals.

In summary, the results generated from the gathered data in the survey provide an in-depth insight into whether differentiation strategy promotes innovative capability that entices customers. This statement has been confirmed based on the outcome of this study. 108 respondents representing 84.4% percent of the total sample size believe that differentiation strategy promotes innovative capability that attracts customers. This is also confirmed by accepting the alternative hypothesis, which states that there is a significant relationship between differentiation strategy and customer loyalty in MTN Nigeria Plc. This supports the view of Johnson and Scholes (2011) and Chang (2010) that differentiation strategy is usually developed around many characteristics such as a brand image that entice customers.

Furthermore, the positive relationship between cost leadership strategy and organizational performance has also been established in this study. For example, most respondents believe that cost leadership strategy in terms of lower prices for qualitative products/services and reduction in operational cost enhance customer patronage, satisfaction, increased sales volume, and profitability. Hence, the statistical relevance of this outcome is confirmed by the alternate hypothesis that cost leadership strategy has a significant influence on customer retention. This result aligns with the finding of Kago, Gichunge, and Baimwera (2018), and Baraza (2017), whose their studies outcome revealed that cost leadership has a positive effect on organizational performance. 

Lastly, a strong positive relationship has also been established between market focus strategies and organizational performance in this study. The finding reveals that the provision of uninterrupted qualitative services and concentration on a particular market segment will promote customer acquisition and retention and ensure their satisfaction. Similarly, the provision of better network connectivity across the country will enhance customer engagement and lead to the gaining of competitive advantage and operational efficiency. This finding support is associated with the research result of Rose, Abdullah, and Ismad (2010) where they stated that organizations that adopt and implement market focus strategies perform better and achieve their strategic goals.





















CHAPTER FIVE
SUMMARY OF FINDINGS, RECOMMENDATIONS, AND CONCLUSION

5.1 Introduction
The overall objective of this research study was to investigate the effect of International business strategies on organizational performance in the developing country telecommunication industry. To achieve this, MTN Nigeria Plc., being the largest telecommunication company in Nigeria was chosen as a reference point. Furthermore, relevant research questions and hypotheses were stated in line with the overall research objectives, and the researcher utilized the data generated from the survey questionnaire which the selected respondents completed to answer the research questions and test the hypotheses. This study used a descriptive and quantitative research method. Data were gathered from 128 respondents who are MTN Nigeria Plc. staffs in a senior position and their customers located in Lagos, Port-Harcourt, Abuja, Ibadan out of the 150 samples selected to participate in the survey. There are three stated research questions and three tested hypotheses in this study and the results generated to provide an in-depth insight regarding the effect of international business strategies on firms’ performance in the telecommunication industry. Most especially as it relates to organizations in the developing economies.

5.2 Summary of Findings
Based on the findings of this study, it can be deduced that international business strategies have a strong positive impact on organizational performance in the Nigerian telecommunication industry. To drive home these results, all the three tested null hypotheses were rejected and the alternate hypotheses accepted because the coefficient of the independent variable is positive which translates to a significantly positive relationship between the stated independent and dependents variables. Analyses of the stated hypotheses reveal that differentiation strategy has a significant influence on customers’ loyalty; cost leadership strategy has a strong significant influence on customers’ retention, and market focus strategy has a strong positive significant influence on customer satisfaction. Similarly, survey participants’ responses to the questionnaire items used in answering the research question revealed that the majority of them agreed and strongly believed that the provision of qualitative products/services increases customer patronage, retention, and loyalty. Also, the majority of the respondents believed that organizations can use reduced operational costs and lower products/services prices to entice customers and retain them. Lastly, the majority of the respondents agreed that capturing a wider market segment through innovative products/services with competitive prices will enhance customers’ satisfaction and increase operational efficiency. 

Interestingly, the findings of this study align with most of the other studies conducted on the impact of international business strategies on organizational performance in both developed and developing economies – most especially in the telecommunication industry. The outcome of these studies shows different organizations both in the telecommunication industry and other sectors have been using business strategies such as differentiation, cost leadership, and focus strategies which in turn have a positive impact on their performance. Therefore, it is believed that the adoption and utilization of international business shouldn’t be restricted to the telecommunication industry but can also be applied to other sectors.

5.3 Contribution to Research Theory
This study contributes to theory by providing empirical results generated from investigating the impact of international business strategies on organizational performance in the Nigerian telecommunication industry. There have been few studies regarding international business strategies and firm performance in the developing economies such as the Nigerian telecommunication sector most especially those with survey respondents drawn from different parts of the country. Furthermore, the empirical results revealed that international business strategy is not a new phenomenon, and organizations such as MTN Nigeria Plc. have been using some of the strategies to enhance their performance to accomplish the set organizational goals. Therefore, this study has contributed to the few available work of research in the area of international business strategies and organizational performance with empirical evidence on the positive effect of international business strategies on organizational performance.  



5.4 Managerial Implications
The upshot of this study also reveals appreciable implications for managers and other organizational managerial personnel. For instance, the majority of the surveyed respondents believe that charging lower prices for products/services increases sales volume which will translate to increased revenue generation and profitability which will, in turn, lead to high market share. Therefore, a reduction in the prices of products and services in a business environment such as Nigeria is crucial because the country is underdeveloped and consumers are likely going to tilt towards reduced competitive prices when making a purchasing decision. However, the huge population of this country means huge consumers which organizations could target as many as possible to increase their sales volume and make up for the price reduction to increase their sales capability and by extension increased profitability. 

5.5 Recommendations
After extensive investigation, the findings of this study revealed the existence of a strong positive relationship between international business strategies and organizational performance in the Nigerian telecommunication industry. Therefore, it is pertinent to make the following recommendations:
i) MTN to allocate more resources in research and development, especially on new products and services that would attract young people that make up a huge chunk of the population. Also, the company should endeavor to increase its Corporate Social Responsibility (CSR) towards the youth and those outside the big cities inclusive impartation and development. Market research is essential for any firm, especially in such times that call for greater market orientation. This could impact organizations in developing product differentiation strategies according to customers' actual needs thereby increasing their satisfaction and loyalty. 
ii) The study further recommends that the MTN establishes new sales outlets to enable them to access new markets that were otherwise inaccessible or competitor’s strongholds. In addition, the company should consider using different e-commerce platforms to sell their products which will cater to the busy consumers who might not always be chanced to visit their offices or sales centers. Using an e-commerce medium will reduce cost and enhance firm customer engagement even to the consumers in other locations different from where the main office is located. 
iii) The company should continue to provide good quality products and services that will stand them out among the various competitors in the industry and improve on their after-sales services to be able to attend to customer’s queries and complaints. This will promote good firm-customer relationships and bridge communication gaps which will lead to better service delivery and customer satisfaction.
iv) There’s no gainsaying that developing country such as Nigeria is battling with different socio-economic problems and political upheaval which has impacted the overall business environment in the country negatively. Therefore, the government should take decisive action in eradicating or at least, curtail these myriads of problems to the barest minimum. More importantly, a concerted effort should be geared towards building new infrastructure and improving the existing ones to support investor's businesses in the telecommunication industry and other sectors of the economy.     
v) The research into the effect of international business strategies on organization performance in the developing economy and has brought about an in-depth insight into this research area, hence, it is recommended that future researchers should consider focusing their research on other major sectors of the economy. Their investigation could be on Oil & Gas, Manufacturing, or the Agricultural industry as these are some of the mainstays of Nigeria's economy.  These sectors have the potential of export capabilities that could earn foreign exchange for the country.
From the foregoing, the researcher’s experience in conducting this study has been an interesting and educative one. The researcher was able to extract first-hand information from the survey participants about international business strategies and organizational performance in Nigeria and the research outcome has confirmed that strategies that are effective in developed economies can also be potent in a developing country such as Nigeria. Furthermore, given the same opportunity to conduct this study again, the researcher would try as much as possible to increase the samples used in data gathering and probably would have incorporated a qualitative method to enable interview sessions with some of the respondents. Despite the successful completion of this study, the researcher also encountered some challenges and the biggest of these is the initiation of communication with the MTN Nigeria Plc. employees and customers in Nigeria, however, this was surmounted with the help of a database management company and some families and friends in Nigeria.
5.6 Research Limitations
The researcher tried as much as possible to ensure the reliability and validity of the research result; however, there still are few limitations that should be pointed out. To start with, the sample size selection used in the survey was restricted to three major states in the country and the Federal Capital Territory (FCT) – all of which are urban centers and very well representative of the population. However, it is believed that selecting samples from all the 36 states in Nigeria and the FCT would have significantly increased the representativeness of the samples and boost the research results' generalizability. Furthermore, a much bigger sample size from the selected population would have been used to enhance the generalizability and acceptability of the research result as the quantitative research method demands. However, the time constraint experienced during the research prevented the researcher from having much bigger samples. 
The effect of the COVID-19 pandemic has been substantial in Nigeria like many other countries globally. A lot of organizations reduced their workforce and it is believed that this also affects NTN Nigeria Plc. as they have closed some of their outlets and as such reduced the number of their staffs which could have participated in the survey and increase the sample size. It is also believed that given an adequate time, a more experienced researcher would have conducted a comparative analysis on the research results and MTN Nigeria Plc. integrated reports such as the Annual Financial Statements, Independent Auditor’s Assurance report, and other relevant Assessment reports confirming if it aligns with positive performance reports generated on this study.  
5.7 Suggestions for Further Study 
The study's research findings confirm that there is a strong positive effect of international business strategies on organizational performance in the Nigerian telecommunication sector based on survey participants’ responses to the survey questionnaire. This shows that the focal point of this study is on the telecommunication industry in determining the effect of international business strategies on organizational performance in developing economies. Hence, further research could be conducted on other sectors of the economy such as the Manufacturing, Banking & Finance, or Oil and Gas industry which is the mainstay of Nigeria's economy. This might give decision-makers as well as the investors in those industries more insight regarding the needed strategies to embrace to develop their operational processes and actualize their stated objectives.
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	Appendix 2

Comprehensive Data analysis generated
	
	
	

	
	
	
	
	
	

	a1 Gender

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	68
	53.1
	53.1
	53.1

	
	Female
	60
	46.9
	46.9
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	

	a2 Age

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	21-30yrs
	50
	39.1
	39.1
	39.1

	
	31-40yrs
	61
	47.7
	47.7
	86.7

	
	41-50yrs
	17
	13.3
	13.3
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	

	a3 Education

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Diploma
	9
	7.0
	7.0
	7.0

	
	Bachelor
	68
	53.1
	53.1
	60.2

	
	Master
	46
	35.9
	35.9
	96.1

	
	Phd
	2
	1.6
	1.6
	97.7

	
	Others
	3
	2.3
	2.3
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	

	a4 Position

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	CEO
	10
	7.8
	7.8
	7.8

	
	Director
	4
	3.1
	3.1
	10.9

	
	Manager
	34
	26.6
	26.6
	37.5

	
	Others
	44
	34.4
	34.4
	71.9

	
	Supervisor
	36
	28.1
	28.1
	100.0

	
	Total
	128
	100.0
	100.0
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b1 Provision of distinctive recognizable brand image attracts customers easily

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	2
	1.6
	1.6
	1.6

	
	Neutral
	2
	1.6
	1.6
	3.1

	
	Agree
	21
	16.4
	16.4
	19.5

	
	Strongly agree
	103
	80.5
	80.5
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	

	[bookmark: _Hlk70403353]b2 Introduction of unique qualitative products that meets customers’ needs enhances their loyalty

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	.8
	.8
	.8

	
	Neutral
	2
	1.6
	1.6
	2.3

	
	Agree
	22
	17.2
	17.2
	19.5

	
	Strongly agree
	103
	80.5
	80.5
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	

	[bookmark: _Hlk70404448]b3 Implementation of effective marketing strategies promotes customers retention

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	.8
	.8
	.8

	
	Disagree
	3
	2.3
	2.3
	3.1

	
	Neutral
	8
	6.3
	6.3
	9.4

	
	Agree
	30
	23.4
	23.4
	32.8

	
	Strongly agree
	86
	67.2
	67.2
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	




	b4 Continuous improvement of operational processes enhances efficiency

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	.8
	.8
	.8

	
	Neutral
	5
	3.9
	3.9
	4.7

	
	Agree
	19
	14.8
	14.8
	19.5

	
	Strongly agree
	103
	80.5
	80.5
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	

	b5 Differentiation Strategy promotes innovative capability that entice customers

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	.8
	.8
	.8

	
	Neutral
	19
	14.8
	14.8
	15.6

	
	Agree
	49
	38.3
	38.3
	53.9

	
	Strongly agree
	59
	46.1
	46.1
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	

	b6 Offering of lower prices for qualitative product/services promotes customer patronage

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	2
	1.6
	1.6
	1.6

	
	Disagree
	4
	3.1
	3.1
	4.7

	
	Neutral
	13
	10.2
	10.2
	14.8

	
	Agree
	20
	15.6
	15.6
	30.5

	
	Strongly agree
	89
	69.5
	69.5
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	




	b7 Development of new products with lower prices to attract and retain more customers

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	2
	1.6
	1.6
	1.6

	
	Disagree
	8
	6.3
	6.3
	7.8

	
	Neutral
	15
	11.7
	11.7
	19.5

	
	Agree
	15
	11.7
	11.7
	31.3

	
	Strongly agree
	88
	68.8
	68.8
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	

	b8 Reduction in operational cost for better products price variation to capture wider market segment enhances customers satisfaction

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	5
	3.9
	3.9
	3.9

	
	Disagree
	7
	5.5
	5.5
	9.4

	
	Neutral
	18
	14.1
	14.1
	23.4

	
	Agree
	25
	19.5
	19.5
	43.0

	
	Strongly agree
	73
	57.0
	57.0
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	

	b9 Charging of lower prices increases sales volume and organizational market share

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	3
	2.3
	2.3
	2.3

	
	Disagree
	3
	2.3
	2.3
	4.7

	
	Neutral
	17
	13.3
	13.3
	18.0

	
	Agree
	13
	10.2
	10.2
	28.1

	
	Strongly agree
	92
	71.9
	71.9
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	




	b10 Cost leadership strategy enhances judicious fund allocation and profitability

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	2
	1.6
	1.6
	1.6

	
	Disagree
	1
	.8
	.8
	2.3

	
	Neutral
	18
	14.1
	14.1
	16.4

	
	Agree
	26
	20.3
	20.3
	36.7

	
	Strongly agree
	81
	63.3
	63.3
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	

	b11 Concentrating on chosen target markets and geographic segment for better service delivery enhances customer satisfaction

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	2
	1.6
	1.6
	1.6

	
	Disagree
	1
	.8
	.8
	2.3

	
	Neutral
	12
	9.4
	9.4
	11.7

	
	Agree
	27
	21.1
	21.1
	32.8

	
	Strongly agree
	86
	67.2
	67.2
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	

	b12 Provision of uninterrupted services at all times helps keep existing customers and gaining of new customers

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	2
	1.6
	1.6
	1.6

	
	Disagree
	1
	.8
	.8
	2.3

	
	Neutral
	6
	4.7
	4.7
	7.0

	
	Agree
	10
	7.8
	7.8
	14.8

	
	Strongly agree
	109
	85.2
	85.2
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	




	b13 Provision of better network connectivity across the country promotes customer engagement and contentment

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	2
	1.6
	1.6
	1.6

	
	Disagree
	1
	.8
	.8
	2.3

	
	Neutral
	7
	5.5
	5.5
	7.8

	
	Agree
	15
	11.7
	11.7
	19.5

	
	Strongly agree
	103
	80.5
	80.5
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	

	b14 Provision of innovative product/services than competitors encourage customer’s loyalty

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	.8
	.8
	.8

	
	Disagree
	1
	.8
	.8
	1.6

	
	Neutral
	1
	.8
	.8
	2.3

	
	Agree
	15
	11.7
	11.7
	14.1

	
	Strongly agree
	110
	85.9
	85.9
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	

	b15 Market focus strategy enhances new product development and operational efficiency

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	3
	2.3
	2.3
	2.3

	
	Neutral
	8
	6.3
	6.3
	8.6

	
	Agree
	29
	22.7
	22.7
	31.3

	
	Strongly agree
	88
	68.8
	68.8
	100.0

	
	Total
	128
	100.0
	100.0
	 

	
	
	
	
	
	




	Hypothesis 1
	
	
	
	

	
	
	
	
	
	

	Descriptive Statistics
	
	

	 
	Mean
	Std. Deviation
	N
	
	

	differentiation
	14.0469
	1.66889
	128
	
	

	loyalty
	13.5703
	1.73742
	128
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Correlations
	
	

	 
	differentiation
	loyalty
	
	

	differentiation
	Pearson Correlation
	1
	.835**
	
	

	
	Sig. (2-tailed)
	
	.000
	
	

	
	N
	128
	128
	
	

	loyalty
	Pearson Correlation
	.835**
	1
	
	

	
	Sig. (2-tailed)
	.000
	
	
	

	
	N
	128
	128
	
	

	**. Correlation is significant at the 0.01 level (2-tailed).
	
	

	
	
	
	
	
	

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	3.159
	.644
	
	4.908
	.000

	
	loyalty
	.802
	.047
	.835
	17.051
	.000

	a. Dependent Variable: differentiation




	Hypothesis 2 
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	Descriptive Statistics
	
	

	 
	Mean
	Std. Deviation
	N
	
	

	cost_leadership
	13.0859
	2.64136
	128
	
	

	customer_retention
	13.1016
	2.58353
	128
	
	

	
	
	
	
	
	

	[bookmark: _Hlk70452967]Correlations
	
	

	 
	cost_leadership
	customer_retention
	
	

	cost_leadership
	Pearson Correlation
	1
	.851**
	
	

	
	Sig. (2-tailed)
	
	.000
	
	

	
	N
	128
	128
	
	

	customer_retention
	Pearson Correlation
	.851**
	1
	
	

	
	Sig. (2-tailed)
	.000
	
	
	

	
	N
	128
	128
	
	

	**. Correlation is significant at the 0.01 level (2-tailed).
	
	

	
	
	
	
	
	



	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.681
	.638
	
	2.636
	.009

	
	customer_retention
	.870
	.048
	.851
	18.222
	.000

	a. Dependent Variable: cost_leadership




	Hypothesis 3 
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	Descriptive Statistics
	
	

	 
	Mean
	Std. Deviation
	N
	
	

	market_focus
	13.9453
	2.02079
	128
	
	

	customer_satisfaction
	14.0547
	1.71289
	128
	
	

	
	
	
	
	
	

	[bookmark: _Hlk70453385]Correlations
	
	

	 
	market_focus
	customer_satisfaction
	
	

	market_focus
	Pearson Correlation
	1
	.852**
	
	

	
	Sig. (2-tailed)
	
	.000
	
	

	
	N
	128
	128
	
	

	customer_satisfaction
	Pearson Correlation
	.852**
	1
	
	

	
	Sig. (2-tailed)
	.000
	
	
	

	
	N
	128
	128
	
	

	**. Correlation is significant at the 0.01 level (2-tailed).
	
	



	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.176
	.780
	
	.226
	.822

	
	customer_satisfaction
	1.005
	.055
	.852
	18.240
	.000

	a. Dependent Variable: market_focus
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				PLAIN LANGUAGE STATEMENT
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Education

Educational Distribution	Diploma	Bachelor	Master	PhD	Others	7	53.1	35.9	1.6	2.2999999999999998	


Position

Position	CEO	Director	Manager	Others	Supervisor	7.8	3.1	26.6	34.4	28.1	




Strongly disagree	Neutral	Agree	Strongly agree	1.6	1.6	16.399999999999999	80.5	



Strongly disagree	Neutral	Agree	Strongly agree	0.8	1.6	17.2	80.5	


Strongly disagree	Disagree	Neutral	Agree	Strongly agree	0.8	2.2999999999999998	6.3	23.4	67.2	


Strongly disagree	Neutral	Agree	Strongly agree	0.8	3.9	14.8	80.5	


Strongly disagree	Neutral	Agree	Strongly agree	0.8	14.8	38.299999999999997	46.1	


Strongly disagree	Disagree	Neutral	Agree	Strongly agree	1.6	3.1	10.199999999999999	15.6	69.5	


Strongly disagree	Disagree	Neutral	Agree	Strongly agree	1.6	6.3	11.7	11.7	68.8	


Strongly disagree	Disagree	Neutral	Agree	Strongly agree	3.9	5.5	14.1	19.5	57	


Strongly disagree	Disagree	Neutral	Agree	Strongly agree	2.2999999999999998	2.2999999999999998	13.3	10.199999999999999	71.900000000000006	


Strongly disagree	Disagree	Neutral	Agree	Strongly agree	1.6	0.8	14.1	20.3	63.3	


Strongly disagree	Disagree	Neutral	Agree	Strongly agree	1.6	0.8	9.4	21.1	67.099999999999994	


Strongly disagree	Disagree	Neutral	Agree	Strongly agree	1.6	0.8	4.7	7.8	85.2	


Strongly disagree	Disagree	Neutral	Agree	Strongly agree	1.6	0.8	5.5	11.7	80.5	


Strongly disagree	Disagree	Neutral	Agree	Strongly agree	0.8	0.8	0.8	11.7	85.9	


Strongly disagree	Neutral	Agree	Strongly agree	2.2999999999999998	6.3	22.7	68.8	

Gender


Gender	Male	Female	53.1	46.9	

AGE

Age Distribution	21 – 30 years	31 – 40 years	41 – 50 years	39.1	47.7	13.3	
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Questionnaire

The Effect of International Business Strategies on Organizational Performance in the
Developing Country Telecommunication Industry - A Case Study of MTN Nigeria Plc.

‘This survey is being conducted by Josephine Ojonugwa Abutu, a post-graduate student at the Griffith
College Dublin. The study will investigate the effect of Intemational Business Strategies on
Organisational Performance in the Developing Country Telecommunication Industry using MTN Nigeria
as a case study.

1'am soliciting your assistance to give your sincere response to this questionnaire. Kindly answer all the.
questions as there is no fight or wrong answer. Your responses will be kept anonymous and be treated
‘with utmost confidentiality. The data gathered from the survey will be used for statistical analysis and
academic purposes only.

‘Thank you for your anticipated corporation and assistance.

1. Gender

QO wmale
Q Female

2.Age

QO 21-30
QO 31-40
QO #1-5%0
Q s1-60

QO 60and above




image2.png
3. Education

Diploma
Bachelors
Masters

PhD

00000

Others

4.Please indicate your present job position/title
O ceo

O birector

O Manager

O supervisor

() others

5. Provision of distinctive recognizable brand image attracts customers easily

1 2 3 4 5

swongypisagree = O O O O O swongy agree

1 2 3 4 5

swongypisagree = O O O O O swongy agree
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7. Implementation of effective marketing strategies promotes customers
retention

1 2 3 4 5

swongypisagree = O O O O O swongy agree

8. Continuous improvement of operational processes enhances efficiency
1 2 3 4 5

swongypisagee O O O O O stongyagree

rentiation Strategy promotes innovative capability that entice customers

1 2 3 4 5

swongypisagree = O O O O O swongy agree

10. Offering of lower prices for qualitative product/services promotes customer
patronage

1 2 3 4 5

swongypisagree = O O O O O swongy agree

11. Development of new products with lower prices to attracts and retain more
customers

1 2 3 4 5

swongypisagree = O O O O O swongy agree
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12. Reduction in operational cost for better products price variation to capture
‘wider market segment enhances customers satisfaction

1 2 3 4 5

swongypisagree = O O O O O swongy agree

13. Charging of lower prices increases sales volume and organizational market
share

1 2 3 4 5

swongyagee O O O O O swongyisagree

swongypisagree = O O O O O swongy agree

15. Concentrating on chosen target markets and geographic segment for better
service delivery enhances customer satisfaction

1 2 3 4 5

swongypisagree = O O O O O swongy agree
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16. Provision of uninterrupted services at all times helps keep existing customers
and gaining of new customers

1 2 3 4 5

swongypisagree = O O O O O swongy agree

17. Provision of better network connectivity across the country promotes
customer engagement and contentment

1 2 3 4 5

swongypisagree = O O O O O swongy agree

18. Provision of innovative productiservices than competitors encourages
customer's loyalty

1 2 3 4 5

swongypisagree = O O O O O swongy agree

19. Market focus strategy enhances new product development and operational
efficiency

1 2 3 4 5

swongyagee O O O O O swongyisagree

“This content s neither created nor endorsed by Google. Report Abuse - Terms of Service - Privacy Policy

Google Forms
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PLAIN LANGUAGE STATEMENT

Introduction to the Research Study

Research Study Title “The Effect of International Business Strategies on
Organizational Performance in Developing Countries Telecommunication Industry
- A Case Study of MTN Nigeria Plc.”.

University: Griffith College, Graduate Business School
Principal Investigator: Dr. Garrett Ryan.

Researcher Name: Josephine Ojonugwa Abutu

Email: josephincoabutu@gmail.com

IL Details of what involvement in the Research Study will require

This project involves taking part in semi-structured interviews and questionnaires.
The interviews/survey responses will be recorded, and seck to gather information on
the strategies used by businesses to attain global recognition. Questions are directed
towards ideas and experiences on the various strategies o employ in businesses for a
cutting edge advantage globally. I estimate the interviews/survey will take no longer
than 30 minutes to complete.

TIL Potential risks to participants from involvement in the Research Study (if
greater than that encountered in everyday life)

Paticipation in this research study does not represent any risk fo participants since
all the responses fo the interview/survey are for rescarch purposes only.
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IV. Benefits (direct or indirect) to participants from involvement in the Research
Study

The objective of this Research Study is to gain new knowledge that will enable me to
evaluate which type of strategies to employ in various businesses o attain global
grounds recognition. This study may, therefore, be of benefit to you by providing you
with an avenue to showcase your expertise in the business environment, also the
opportunity to contribute to society by providing ideas with which global markets are
introduced into the economy.
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V. Advice as to arrangements to be made to protect the confidentiality of data,
including that confidentiality of information provided is subject to legal
limitations

Every effort is made to ensure the confidentiality of the paticipant. Participant
‘names will not be recorded, as all participants will be assigned a code. Where used,
recorded interviews/survey data will be downloaded to a password-controlled
computer, typed transeripts/survey results are held within password-controlled
documents. Participant biographical details and or mention of other persons will be
omited in the final report. The confidentiality of information provided is subject to
legal limitations.

VI Advice as to whether or not data s to be destroyed after a minimum period
Audiotapes/Survey data will be destroyed on the successful completion of this
master’s degree in full compliance with GDPR regulations.
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VIL  Statement that involvement in the Research Study is voluntary

Tnvolvement in this Research Study is voluntary. Participants who decide to take part
may withdraw from the Research Study at any point. There will be no penalty for
withdrawing before all stages of the Research Study are complete..

1f participants have concerns about this study and wish to contact an independent
person, please contact:

Dr. Garrett Ryan
MSCIB Programmd director
Graduate Business School

Office: A109

Griffith College
South Circular Road, Dublin 8, Ireland

Phone: +353 14163324
Email: garrett.ryan@griffith ie

Website: www.griffith.je




