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INTRODUCTION 

 The competitiveness of the telecommunications sector 

has become a pivotal determinant of national and regional 

digital transformation. Across the globe, the sector contributes 

not only to economic growth but also to social inclusion and 

innovation-led development. According to the International 

Telecommunication Union (2023), the global telecom market 

was valued at over $1.8 trillion, with mobile connections 

surpassing 10 billion by 2022, a figure far exceeding the global 

population. In this fast-evolving digital economy, competitive 

telecommunication markets are defined by dynamic pricing 

strategies, technological agility, service innovation, and 

subscriber-centric marketing decisions. These dynamics are 

critical in improving organizational market share, brand 

visibility, and long-term profitability. Yet, these gains are not 

equitably distributed, especially across emerging markets 

where disparities in infrastructure, regulation, and competition 

continue to define market realities. 

In sub-Saharan Africa, the telecommunications industry has 

been instrumental in bridging socio-economic gaps. However, 

competition in many African cities remains skewed, largely 

dominated by a few operators with varying degrees of strategic 

penetration and customer engagement. Nigeria, the continent’s 

most populous nation, had over 219 million active mobile 

subscribers as of December 2023, representing a tele density of 

approximately 114% (Nigerian Communications Commission 

[NCC], 2024). In Abuja, the Federal Capital Territory, 

competition among major operators such as MTN, Airtel, Glo, 

and 9mobile is intensifying. Despite a saturated market, growth 

prospects remain promising, contingent upon the strategic 

implementation of innovative penetration approaches that can 

respond to shifting consumer demands, price sensitivity, and 

loyalty triggers. The relevance of this competitive intensity 

forms the backdrop for assessing how strategic positioning and 

market penetration tactics are being adopted in the capital’s 

telecommunications landscape. 

The quest for dominance in such markets necessitates well-

structured market penetration strategies, particularly through 

three critical proxies—price adjustment, promotional 
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intensification, and service differentiation. These approaches 

form the foundation upon which firms build and retain customer 

bases, stimulate demand, and improve service perception. Price 

adjustment strategies allow for realignment with prevailing 

purchasing power without compromising brand value, while 

promotional intensification encompasses advertising, digital 

outreach, incentives, and customer engagement programs 

aimed at deepening awareness and preference (Ogunmuyiwa, 

2022; Eke, 2022). Service differentiation, on the other hand, 

enables firms to stand out through the customization of products 

and services, including data packages, network speed, customer 

care responsiveness, and value-added services such as 

streaming bundles or cloud-based integrations. The effective 

integration of these strategic components improves service 

uptake and creates a cycle of value-driven performance (Etuk 

et al. (2022). In Abuja’s increasingly discerning telecom 

market, operators’ ability to creatively deploy these proxies 

could mean the difference between subscriber acquisition and 

market erosion. 

However, despite these strategic levers, several systemic 

problems persist in Abuja's telecommunications environment 

that inhibit optimal competition and subscriber satisfaction. 

First, consumers frequently complain about inconsistent service 

quality, billing discrepancies, and limited value-for-money 

services. According to a 2023 NCC consumer satisfaction 

report, 46% of mobile subscribers in Abuja expressed 

dissatisfaction with the responsiveness and transparency of 

their service providers. Second, high churn rates remain a 

significant concern; with mobile number portability rising by 

19.4% between 2022 and 2023, it is evident that brand loyalty 

is declining (NCC, 2024). Third, promotional activities are 

often generic and fail to target niche market segments or align 

with changing digital consumption patterns (Iyadi, 2023). 

These issues have combined to weaken the potential benefits of 

competition and undermine the innovative edge of operators in 

the market. 

Also, penetration strategies have not always translated into 

sustainable market advantages. While firms spend heavily on 

advertising and promotional campaigns, the resulting customer 

acquisition is often short-lived, suggesting a lack of strategic 

coherence and customer insight. There is also an observable 

disconnect between pricing strategies and value delivery, 

particularly in prepaid plans where perceived costs exceed 

perceived benefits. The telecommunications landscape in Abuja 

is further compounded by infrastructural deficits, fluctuating 

regulatory policies, and customer segmentation issues that 

make market penetration a more complex undertaking than 

previously imagined. These challenges have spurred a growing 

need for empirical evaluation and strategic realignment. 

This study proposes that structured price adjustments and well-

tailored promotional strategies offer viable solutions to these 

recurring problems in Abuja’s telecommunication space. When 

appropriately deployed, these proxies can drive down 

acquisition costs, increase market retention, and stimulate 

genuine competition (Mugo & Macharia, 2020; Oreagba et al., 

2021). However, existing studies have been insufficient in 

addressing this intersection. For instance, Gyemang and 

Emeagwali (2020) focused predominantly on knowledge 

management and innovation without addressing marketing 

dynamics. Bulle (2020) cantered on Telkom Kenya with limited 

contextual transferability to Abuja. Similarly, the studies by 

Etim et al. (2023), Gabriel and Edenkwo (2024), Iyadi (2023), 

and Oguji and Owusu (2021) have not provided adequate 

analytical frameworks that isolate price and promotion as 

strategic levers for competitive advantage within specific 

metropolitan contexts like Abuja. This paper contributes by 

critically examining both models, presenting fresh data and 

interpretations, and offering actionable recommendations 

through a structured discussion of theoretical perspectives, 

research methods, data insights, and evidence-informed policy 

implications. 

LITERATURE REVIEW 

Conceptual Review of Competitive 

Telecommunications 

 The concept of competition in telecommunications has 

evolved significantly over the past few decades, shaped by 

deregulation, globalization, and digital transformation. 

Traditionally, competitive telecommunications referred to the 

ability of multiple service providers to operate within a given 

market, offering consumers alternatives in pricing, service 

quality, and innovation. According to Meena and Geng (2022), 

competition in this sector is best understood as a dynamic 

interplay among firms seeking to gain or maintain market share 

through differentiated offerings, pricing strategies, and 

technological innovation. This dynamic competition is no 

longer limited to infrastructure provision or voice 

communication but encompasses broader service ecosystems 

including internet data, streaming services, mobile banking, and 

enterprise connectivity. As the industry matures, competition is 

increasingly marked not by entry barriers but by the speed and 

adaptability of firms to consumer demands and technological 

changes. 

However, perspectives on what constitutes “competitive 

telecommunications” differ across markets and academic 

discourses. While some scholars emphasize price 

competitiveness and market access (Oguji & Owusu, 2021), 

others focus on service agility, product innovation, and 

organizational responsiveness (Gyemang & Emeagwali, 2020). 

Gómez, Perez-Aradros, and Salazar (2022) argue that 

competitive advantage in telecom is not solely derived from 

being a market pioneer but from leveraging strategic flexibility 

to respond to shifting industry dynamics. In contrast, Iyadi 

(2023) points out that firms with a niche focus often outperform 

larger rivals by offering specialized and targeted services. This 

divergence in definitions underscores the multi-dimensionality 

of telecommunications competitiveness, which is shaped by 

industry structure, consumer behavior, regulatory 

environments, and technological platforms. 

Further complicating the discourse is the role of regulation and 

institutional frameworks in shaping the nature of competition. 

In Nigeria, for instance, the liberalization of the 

telecommunications sector in the early 2000s led to the 

proliferation of GSM operators, spurring healthy rivalry. 

However, as Anele and Ubochioma (2021) observe, weak 

regulatory enforcement and inconsistent policies continue to 

undermine fair competition. Comparative studies between 
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countries such as South Korea and Nigeria reveal significant 

disparities in how competition is fostered and maintained. In the 

Nigerian context, issues of spectrum allocation, 

interconnectivity rates, and regulatory capture often skew 

competition in favor of dominant incumbents. Such structural 

limitations constrain the ability of emerging firms to penetrate 

and thrive, thereby diluting the essence of a truly competitive 

market. 

Despite Nigeria’s position as the largest telecom market in sub-

Saharan Africa, significant performance gaps remain in service 

quality, pricing equity, and customer satisfaction. As of 2023, 

Nigeria had over 224 million active mobile subscriptions, yet 

complaints about poor network quality, hidden charges, and 

inconsistent data performance persist (Inegbedion, Asaleye, & 

Obadiaru, 2023). According to Wegwu and Princewill (2022), 

many operators rely heavily on short-term price wars and 

promotional tactics without addressing core issues of customer 

experience and infrastructure investment. Furthermore, the 

rapid urbanization of cities like Abuja has created a demand-

supply mismatch, with newer entrants struggling to establish 

presence amidst stiff competition and customer loyalty to 

legacy brands. This has triggered renewed academic and 

industry interest in unpacking what strategies sustain 

competitiveness beyond mere market entry. 

However, to address these challenges, scholars have begun 

advocating for more strategic and capability-based approaches 

to competition. Technological innovation, for instance, has 

emerged as a powerful differentiator, enabling telecom firms to 

deliver seamless experiences and capture emerging market 

segments (Mugo & Macharia, 2020). Mwaniki and Anene 

(2023) argue that firms that invest in technological capabilities, 

customer data analytics, and agile decision-making structures 

are more likely to achieve sustained competitive performance. 

Nonetheless, many of the existing studies fall short in 

articulating how specific market penetration strategies, such as 

price adjustment, promotional intensification, and service 

differentiation, directly interact with and reshape competitive 

outcomes in complex urban markets like Abuja. While 

contributions from Gómez et al. (2022), Gyemang and 

Emeagwali (2020), Iyadi (2023), and others provide 

foundational insights, they often lack contextual specificity or 

fail to empirically address the nuanced dynamics of competition 

in Nigeria's telecom capital. This study therefore aims to bridge 

this gap by critically evaluating how these strategic levers 

influence competitive performance among telecommunications 

firms operating in Abuja. 

While the conceptual exploration of competitive 

telecommunications has revealed its multidimensional nature, 

rooted in innovation, market agility, regulatory alignment, and 

strategic responsiveness, the real challenge lies in how firms 

translate these competitive imperatives into actionable market 

behaviors. In high-density urban centres like Abuja, where 

subscriber expectations, technological evolution, and market 

saturation intersect, the ability to remain competitively relevant 

depends significantly on the deployment of targeted strategic 

interventions. Among the most instrumental of these are market 

penetration strategies, which serve not merely as tools for 

expanding market share but as frameworks for deepening 

customer engagement, enhancing brand distinctiveness, and 

responding to shifting demand dynamics. As competition 

intensifies and consumer preferences evolve, the strategic 

calibration of these market penetration levers becomes essential 

to maintaining a sustainable competitive edge. The following 

section undertakes a conceptual and analytical review of these 

strategies, shedding light on their core constructs, operational 

relevance, and transformative potential in reshaping 

competitive outcomes in Abuja's telecommunications 

landscape. 

LITERATURE REVIEW 

 The concept of competition in telecommunications has 

evolved significantly over the past few decades, shaped by 

deregulation, globalization, and digital transformation. 

Traditionally, competitive telecommunications referred to the 

ability of multiple service providers to operate within a given 

market, offering consumers alternatives in pricing, service 

quality, and innovation. According to Meena and Geng (2022), 

competition in this sector is best understood as a dynamic 

interplay among firms seeking to gain or maintain market share 

through differentiated offerings, pricing strategies, and 

technological innovation. This dynamic competition is no 

longer limited to infrastructure provision or voice 

communication but encompasses broader service ecosystems 

including internet data, streaming services, mobile banking, and 

enterprise connectivity. As the industry matures, competition is 

increasingly marked not by entry barriers but by the speed and 

adaptability of firms to consumer demands and technological 

changes. 

However, perspectives on what constitutes “competitive 

telecommunications” differ across markets and academic 

discourses. While some scholars emphasize price 

competitiveness and market access (Oguji & Owusu, 2021), 

others focus on service agility, product innovation, and 

organizational responsiveness (Gyemang & Emeagwali, 2020). 

Gómez, Perez-Aradros, and Salazar (2022) argue that 

competitive advantage in telecom is not solely derived from 

being a market pioneer but from leveraging strategic flexibility 

to respond to shifting industry dynamics. In contrast, Iyadi 

(2023) points out that firms with a niche focus often outperform 

larger rivals by offering specialized and targeted services. This 

divergence in definitions underscores the multi-dimensionality 

of telecommunications competitiveness, which is shaped by 

industry structure, consumer behavior, regulatory 

environments, and technological platforms. 

Further complicating the discourse is the role of regulation and 

institutional frameworks in shaping the nature of competition. 

In Nigeria, for instance, the liberalization of the 

telecommunications sector in the early 2000s led to the 

proliferation of GSM operators, spurring healthy rivalry. 

However, as Anele and Ubochioma (2021) observe, weak 

regulatory enforcement and inconsistent policies continue to 

undermine fair competition. Comparative studies between 

countries such as South Korea and Nigeria reveal significant 

disparities in how competition is fostered and maintained. In the 

Nigerian context, issues of spectrum allocation, 

interconnectivity rates, and regulatory capture often skew 

competition in favor of dominant incumbents. Such structural 
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limitations constrain the ability of emerging firms to penetrate 

and thrive, thereby diluting the essence of a truly competitive 

market. 

Despite Nigeria’s position as the largest telecom market in sub-

Saharan Africa, significant performance gaps remain in service 

quality, pricing equity, and customer satisfaction. As of 2023, 

Nigeria had over 224 million active mobile subscriptions, yet 

complaints about poor network quality, hidden charges, and 

inconsistent data performance persist (Inegbedion, Asaleye, & 

Obadiaru, 2023). According to Wegwu and Princewill (2022), 

many operators rely heavily on short-term price wars and 

promotional tactics without addressing core issues of customer 

experience and infrastructure investment. Furthermore, the 

rapid urbanization of cities like Abuja has created a demand-

supply mismatch, with newer entrants struggling to establish 

presence amidst stiff competition and customer loyalty to 

legacy brands. This has triggered renewed academic and 

industry interest in unpacking what strategies sustain 

competitiveness beyond mere market entry. 

However, scholars have begun advocating for more strategic 

and capability-based approaches to competition. Technological 

innovation, for instance, has emerged as a powerful 

differentiator, enabling telecom firms to deliver seamless 

experiences and capture emerging market segments (Mugo & 

Macharia, 2020). Mwaniki and Anene (2023) argue that firms 

that invest in technological capabilities, customer data 

analytics, and agile decision-making structures are more likely 

to achieve sustained competitive performance. Nonetheless, 

many of the existing studies fall short in articulating how 

specific market penetration strategies (such as price adjustment, 

promotional intensification, and service differentiation) directly 

interact with and reshape competitive outcomes in complex 

urban markets like Abuja. While contributions from Gómez et 

al. (2022), Gyemang and Emeagwali (2020), Iyadi (2023), and 

others provide foundational insights, they often lack contextual 

specificity or fail to empirically address the nuanced dynamics 

of competition in Nigeria's telecom capital. This study therefore 

aims to bridge this gap by critically evaluating how these 

strategic levers influence competitive performance among 

telecommunications firms operating in Abuja. 

Market penetration strategy is widely regarded as a 

foundational approach in competitive market positioning, 

particularly in saturated or maturing industries. It involves 

deploying tactical methods aimed at increasing an 

organization's share in existing markets through intensified 

efforts to capture competitor clientele or stimulate higher 

consumption among existing customers. According to 

Ekankumo and Perearau (2024), market penetration is not 

merely a pricing tactic but a multifaceted strategy involving 

adjustments to service delivery, customer relations, and 

operational agility to achieve deeper market absorption. This 

notion is echoed by Adamu (2020), who posits that firms 

adopting coherent penetration models often experience a dual 

impact immediate sales growth and long-term customer 

retention. In the context of the Nigerian telecommunications 

sector, especially in urban hubs like Abuja, where service 

offerings are largely homogenous, market penetration strategies 

become critical differentiators. 

The conceptual basis of market penetration in competitive 

industries such as telecommunications aligns with Ansoff’s 

Growth Matrix, where it is categorized as the least risky 

strategy but often the most dynamic in implementation. The 

strategy is primarily aimed at strengthening an organization’s 

foothold by leveraging existing products and markets more 

effectively. Gitonga et al. (2025) explain that 

telecommunications firms often resort to this strategy to 

maximize infrastructure utilization, capitalize on network 

effects, and counteract customer churn. However, the challenge 

lies not just in expanding market share, but in doing so while 

maintaining operational efficiency, customer satisfaction, and 

profitability. As highlighted by Iyadi (2023), firms that fail to 

integrate customer-centric and adaptive tactics into their 

penetration efforts risk undermining long-term competitiveness 

despite temporary market gains. 

One of the critical proxies underpinning effective market 

penetration is price adjustment. This involves revisiting pricing 

models to align with the purchasing power and perceived value 

among consumers, especially in price-sensitive markets like 

Abuja. According to Bukoye et al. (2023), adaptive pricing 

mechanisms can mitigate competitive threats, attract undecided 

customers, and optimize revenue streams across income 

segments. Price reductions, bundling, and flexible payment 

plans allow firms to disrupt rival positioning without diluting 

brand equity. However, such strategies must be executed 

cautiously to avoid price wars, which can erode industry 

margins and diminish innovation incentives. Oluwaseun et al. 

(2024) argue that price adjustment, when guided by data 

analytics and segmented consumer insights, can be a 

sustainable driver of market deepening and brand loyalty, 

particularly in telecoms where service parity is common. 

The second major proxy, promotional intensification, is crucial 

in cultivating brand visibility and preference in crowded 

markets. Promotional efforts, ranging from traditional media 

campaigns to digital marketing, influencer engagement, and 

loyalty programs, serve not just to inform but to emotionally 

connect with target audiences. As demonstrated in the work of 

Oluwabiyi et al. (2022), sustained promotional engagement can 

shape consumer perceptions, influence switching behavior, and 

enhance brand attachment, especially among younger, tech-

savvy demographics. In the Abuja telecom market, where 

multiple operators offer similar coverage and tariff structures, 

promotional creativity and frequency often tip the scales in 

subscriber decisions. Bulle (2020) further asserts that firms with 

dynamic and data-driven promotional strategies are more likely 

to sustain top-of-mind awareness, a critical factor in market 

retention and referral-based growth. 

A third and increasingly vital proxy in today’s competitive 

telecom landscape is service customization, a deliberate 

approach to tailoring offerings based on user preferences, 

behavioral data, and localized demand patterns. This involves 

personalizing user interfaces, providing customizable data 

plans, multilingual support, and leveraging AI-driven tools for 

predictive service needs. Asenge and Asue (2020) emphasize 

that firms that embrace service customization are better 

positioned to build emotional loyalty and reduce churn, 

especially in multicultural and income-diverse regions like 

Abuja. Moreover, Gitonga et al. (2025) contend that as 
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consumers grow more discerning and digitally literate, the one-

size-fits-all model becomes obsolete, and competitive firms 

must innovate along the customer experience spectrum. Service 

customization also supports inclusive growth, enabling 

operators to engage underserved or niche segments without 

costly structural overhauls. 

Finally, the synergy among these three proxies (price 

adjustment, promotional intensification, and service 

customization) forms the strategic engine of successful market 

penetration. While each has its distinct impact, their integrative 

execution creates a compound effect that enhances competitive 

agility and market relevance. Ejike (2020) notes that firms that 

align these strategies with real-time market intelligence and 

evolving consumer behavior often outperform their peers in 

revenue growth and customer satisfaction. However, 

sustainable penetration also requires internal alignment 

(organizational culture, technological capability, and frontline 

responsiveness) must support the external strategy. As Isibor 

and Gbandi (2020) caution, penetration without strategic 

coherence risks short-lived gains and operational 

fragmentation. 

Theoretical Review 

 Understanding the theoretical underpinnings of market 

penetration strategies is crucial to contextualizing how firms 

can navigate competitive markets and enhance performance 

outcomes. This review examines two relevant theories: 

Ansoff’s Growth Matrix (1957) and the Resource-Based View 

(RBV) of the Firm by Barney (1991). These theories offer 

distinct yet complementary insights into strategic growth, 

resource utilization, and competitive advantage. 

Ansoff’s Growth Matrix (1957) presents a foundational 

framework for strategic planning and business expansion. The 

model outlines four primary growth strategies: market 

penetration, market development, product development, and 

diversification, with market penetration positioned as the least 

risky route, particularly in familiar markets. According to 

Ansoff, market penetration involves increasing market share 

through existing products in existing markets, often by 

stimulating demand, attracting competitors’ customers, or 

encouraging more frequent use among current consumers. This 

framework is especially relevant in the context of highly 

competitive and saturated sectors like telecommunications, 

where firms must find innovative ways to deepen customer 

relationships without incurring the high risks associated with 

diversification or product reinvention. As Bukoye et al. (2023) 

assert, many Nigerian telecom firms adopt market penetration 

as an immediate growth strategy to optimize existing 

infrastructure and maximize return on investment. 

Furthermore, Ansoff’s theory aligns directly with the three 

proxies examined in this study—price adjustment, promotional 

intensification, and service customization. Through price-based 

strategies, firms aim to undercut competitors or offer superior 

value; through promotional tactics, they reinforce brand 

presence; and through service customization, they align 

offerings with localized consumer needs. Gitonga et al. (2025) 

support this interpretation, emphasizing that market penetration 

in telecoms often requires firms to fine-tune offerings while 

maintaining operational efficiency. Although critics argue that 

Ansoff’s model may oversimplify the complexities of modern 

strategic execution, its conceptual clarity and risk hierarchy 

continue to offer a robust starting point for assessing expansion 

decisions. This makes it particularly valuable for understanding 

short-term strategies that aim to consolidate market presence 

while paving the way for future innovations. 

Barney’s Resource-Based View (RBV) (1991) offers a 

complementary perspective by shifting focus from external 

market opportunities to the internal capabilities of a firm. The 

RBV posits that sustainable competitive advantage arises from 

the ownership and strategic deployment of valuable, rare, 

inimitable, and non-substitutable (VRIN) resources. According 

to Barney, market success is not only determined by external 

positioning but also by how well a firm can leverage its internal 

strengths such as proprietary technologies, organizational 

culture, talent, and customer insights. In the context of market 

penetration, this theory underscores the importance of a firm’s 

internal resource orchestration in executing effective strategies. 

For instance, a telecom operator with superior customer 

analytics and network infrastructure is more likely to tailor 

attractive pricing plans, personalize services, and launch 

targeted promotions that yield higher conversion rates 

(Oluwaseun et al., 2024). 

The RBV also offers a critical lens through which to interpret 

the differentiated success of market penetration strategies 

across firms. While Ansoff emphasizes the "what" and "where" 

of strategic action, RBV delves into the "how" and "why" 

explaining why some firms outperform others even when 

adopting similar strategies. Adamu (2020) points out that firms 

that harness their core competencies such as agile product 

development teams or efficient service delivery platforms often 

exhibit more impactful market penetration results. In this light, 

service customization, for instance, is not just a market response 

but a manifestation of an internal capability to innovate 

continuously and adapt swiftly to consumer needs. Therefore, 

RBV reinforces the argument that without robust internal assets 

and capabilities, even the most well-planned penetration 

strategy may fail to yield sustainable performance 

improvements. Thus, by integrating Ansoff’s external growth 

model with Barney’s internal resource-centric view, this study 

adopts a balanced theoretical approach to understanding market 

penetration in Abuja’s telecom sector. 

Underpinning Theory 

 Among the two reviewed theories, Ansoff’s Growth 

Matrix (1957) is the most suitable theoretical foundation for 

this study on market penetration strategies within Abuja’s 

competitive telecommunications sector. This is because the 

theory provides a direct conceptual framework for 

understanding how firms can intensify market share using 

existing products in familiar markets exactly the scenario faced 

by telecom operators in Abuja. In an industry characterized by 

intense rivalry, high customer expectations, and limited product 

differentiation, market penetration emerges as a low-risk yet 

high-impact strategy for growth. The theory effectively frames 

the proxies under study (price adjustment, promotional 

intensification, and service customization) as practical tools 
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firms deploy to entrench their position in a saturated market. 

Thus, by anchoring this research in Ansoff’s model, the study 

is better equipped to evaluate how telecom firms exploit tactical 

maneuvers to outcompete rivals, increase customer retention, 

and sustain growth within an existing user base. 

Moreover, Ansoff’s matrix resonates with the empirical 

realities of the Abuja telecom market, where providers 

frequently utilize price wars, promotional bundles, and tailored 

service offerings to attract and retain subscribers. These 

strategic moves fall squarely within the “market penetration” 

quadrant of the model and reflect calculated attempts by firms 

to deepen their dominance without venturing into riskier 

territories like product diversification. Unlike the Resource-

Based View, which focuses primarily on internal competencies, 

Ansoff’s framework allows for a more market-facing 

interpretation of firm behavior, aligning closely with the study’s 

external orientation toward customer acquisition, retention, and 

competitive positioning. Thus, Ansoff’s Growth Matrix not 

only offers a coherent theoretical lens but also enables critical 

analysis of tactical decisions made by telecom firms in the 

unique competitive and regulatory landscape of Abuja. 

Empirical Review 

 Gecheo, Thuo, and Byaruhanga (2016) conducted a 

comprehensive investigation into the relationship between 

market penetration strategies and competitiveness among 

mobile telecommunication service providers in Kenya. 

Employing a census research design, the study gathered data 

from all four mobile service providers using semi-structured 

questionnaires to capture nuanced strategic approaches. Their 

analysis revealed a strong positive correlation between the 

effective implementation of market penetration strategies and 

enhanced organizational competitiveness. The study concluded 

that telecom firms that carefully design and execute market 

penetration tactics tend to secure a competitive edge in the 

industry. Consequently, it recommended that companies adopt 

robust frameworks tailored to local market conditions to 

strengthen their presence and market share. 

Focusing specifically on Telkom Kenya, Ndambuki, Bowen, 

and Karau (year not specified) analyzed how various business 

strategies influenced the growth of market share within the 

highly competitive telecommunications sector. Utilizing a 

descriptive research design, their study highlighted the 

significant impact of strategies such as cultural change, 

retrenchment, product differentiation, and aggressive 

marketing on both market share and profitability. These 

findings suggested that a dynamic approach to strategy 

adjustment is essential for maintaining growth in the telecom 

sector. As such, the study emphasized the importance for firms 

to continuously adapt and refine their business strategies in 

response to evolving market conditions and consumer demands 

to maintain and expand their competitive position. 

Mwaniki and Anene (2023) examined the link between 

competitive strategies and organizational performance within 

Kenya’s telecommunications industry. Their descriptive 

research design encompassed data collection from six 

telecommunications firms, involving 384 employees as 

respondents, providing a broad view of industry practices. The 

findings indicated that differentiation, market focus, and cost 

leadership strategies positively influenced firm performance, 

underscoring the multifaceted nature of competition in the 

sector. The study recommended that firms should increase 

investments in technology and focus on developing unique 

products and services, as these factors were critical for 

sustaining competitive advantages and improving performance 

in rapidly evolving markets. 

Mugo and Macharia (2020) explored the impact of 

technological innovation on competitive advantage among 

Kenyan telecommunication companies. Using an explanatory 

research design, the study surveyed 247 managers across 26 

companies, offering insight into the strategic role of innovation. 

Results showed that innovative distribution channels had a 

significant effect on gaining competitive advantage, while 

advertising and promotional activities played a relatively minor 

role. Based on these findings, the study suggested that 

telecommunication firms should prioritize the development of 

innovative distribution strategies to maintain competitiveness 

in a technology-driven industry landscape. 

Abude and Nwankwo (year not specified) investigated market 

penetration techniques among small businesses in Nigeria, with 

particular emphasis on pricing strategies, promotional 

activities, and distribution channels. The study used a 

descriptive case study approach, collecting data from 150 

participants, and found that penetration pricing and public 

relations strategies were notably effective in enhancing market 

presence. The study recommended that Nigerian small 

enterprises adopt innovative and context-specific strategies to 

boost sustainability and foster business growth in competitive 

environments. 

Mwiti (2021) analyzed the market penetration strategies 

employed by Essar Telecom Kenya Limited (Yu) through a 

detailed case study methodology that incorporated both primary 

and secondary data sources. The research highlighted that Essar 

Telecom utilized a mix of competitive strategies such as pricing 

adjustments, advertising campaigns, and personal selling 

efforts to expand their market share. The results suggested that 

the synergy of these strategies was crucial for achieving market 

dominance in a competitive telecom sector. The study 

concluded by recommending that firms continuously evaluate 

and adapt their penetration strategies in response to changing 

market conditions to maintain a competitive edge. 

Njogu (2024) focused on the market penetration strategies 

adopted by internet service providers (ISPs) in Kenya, with a 

case study of Wananchi Group. Utilizing content analysis of 

qualitative interview data, the study found that the company 

effectively implemented competitive pricing and service 

bundling strategies to attract and retain customers. The study 

recommended that ISPs maintain a proactive stance by 

continuously innovating and tailoring their strategies to align 

with shifting consumer demands and technological 

advancements. 

Gecheo, Thuo, and Byaruhanga (2016) further examined the 

connection between market penetration strategies and customer 

experience management within Kenya’s mobile service 

providers. Conducting a census of the four main providers, they 

identified significant variations in how companies implemented 
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market penetration tactics and managed customer experiences. 

The study demonstrated that firms aligning their penetration 

strategies with customer experience initiatives were more likely 

to enhance customer satisfaction and loyalty. It was 

recommended that telecommunication firms integrate 

customer-centric approaches into their market penetration 

efforts to foster long-term competitive advantages. 

Mosomi (2022) investigated the effect of competitive strategies 

on the performance of telecommunication firms in Kenya using 

a descriptive research design, with data gathered from 445 

respondents. The study found that cost leadership, 

differentiation, and market focus strategies all had positive and 

significant effects on firm performance. These results 

emphasized the multifaceted nature of competition and the 

importance of strategic alignment in driving success. It 

suggested that firms should deliberately implement these 

competitive strategies to optimize operational performance and 

strengthen their market position. 

Ongache (2015) examined the competitive strategies adopted 

by Airtel Kenya, employing a case study design to gain in-depth 

understanding. The findings revealed that Airtel leveraged a 

combination of pricing strategies, product differentiation, and 

targeted market segmentation to secure a competitive 

advantage. The study concluded that these strategies were 

central to Airtel’s success in the telecommunications industry 

and recommended their continued application alongside 

ongoing refinement to address the dynamic market 

environment. 

Ahmed (2019) assessed the effects of generic strategies on 

competitive advantage with a focus on Safaricom Limited in 

Kenya’s telecommunications sector. Using a descriptive 

research design and surveying 101 managers, the study 

demonstrated that cost leadership, differentiation, and focus 

strategies significantly contributed to Safaricom’s competitive 

advantage. This finding reinforced the importance of adopting 

a balanced approach to strategy implementation. The study 

recommended that firms strategically deploy these generic 

strategies to sustain competitiveness and adapt to the evolving 

telecommunications landscape. 

Wanyande (2006) explored the application of Ansoff’s Growth 

Strategies by internet service providers in Kenya through a 

descriptive research design involving 16 firms. The study 

identified market penetration as the predominant growth 

strategy used within the sector. Despite its popularity, the 

research highlighted the need for ISPs to diversify their 

strategic approaches to navigate increasingly competitive 

markets successfully. Thus, the study recommended that ISPs 

consider adopting diversification and other growth strategies to 

sustain expansion and competitiveness over time. 

Viard (2021) analyzed the impact of switching costs on market 

competitiveness, focusing on the case of 800-number 

portability in the telecommunications industry. Employing an 

infinite-horizon theoretical model, the study found that high 

switching costs tend to reduce market competitiveness by 

limiting consumer mobility. The research advocated for 

regulatory interventions aimed at lowering switching costs to 

enhance competition and improve market efficiency. These 

findings have broad implications for policy makers and industry 

stakeholders interested in fostering competitive market 

environments. 

Marfil, Sanchez-Esguevillas, and Carro (2022) examined the 

effects of bundling strategies within the Spanish 

telecommunications market using technological diffusion 

models. Their study found that bundling led to reduced 

effective prices for consumers but also contributed to increased 

market concentration among a few dominant firms. The study 

recommended that telecommunications companies consider 

bundling strategies to boost market penetration while 

monitoring regulatory environments to avoid anti-competitive 

outcomes. 

Ajao, Oludamilare, and Sadeeq (2023) investigated the drivers 

of mobile payment acceptance in Nigeria, focusing on the role 

of network externalities. Through survey data analysis, the 

study demonstrated that network effects significantly 

influenced the adoption of mobile payment technologies, 

thereby facilitating deeper market penetration. Their findings 

emphasized the critical role of network externalities in shaping 

consumer acceptance and competitive dynamics. The study 

recommended that firms leverage these network effects 

strategically to enhance both market penetration and 

competitiveness in the evolving digital financial services 

landscape. 

Gaps from Review 

 The reviewed empirical studies offer valuable insights 

into market penetration and competitive strategies across 

various contexts, predominantly focusing on the 

telecommunications sectors in Kenya and Nigeria. However, a 

key methodological gap lies in the limited application of 

quantitative approaches that are both context-specific and 

geographically targeted. While several studies used case study 

designs or combined methods, only a few employed descriptive 

survey designs with a clearly defined population and sampling 

strategy focused on urban centers like Abuja. Furthermore, 

most existing research generalized findings across national or 

multi-company scopes without delving into regional market 

dynamics, which may differ significantly due to economic, 

infrastructural, and consumer behavior variations. This study, 

by focusing specifically on Abuja a rapidly growing urban and 

administrative hub addresses this methodological and 

contextual limitation through a structured, quantitative design 

that captures the market penetration strategies of 

telecommunications firms operating in the city. 

Conceptually, although prior research has examined aspects of 

competitive strategies such as cost leadership, differentiation, 

and innovation, there remains a gap in the integration of specific 

market penetration strategies, particularly price adjustment, 

promotional intensification, and service differentiation, as a 

composite framework influencing competitiveness. Few studies 

have explicitly assessed how these three strategic dimensions 

jointly contribute to organizational competitiveness in a 

liberalized and saturated market like Abuja’s 

telecommunications sector. In addition, while customer 

experience and firm performance have often been used as 

outcome variables, competitive positioning in a highly 

contested urban market remains underexplored. This study 
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bridges these conceptual and scope gaps by focusing on how 

these targeted strategies enhance competitive advantage in a 

densely competitive and economically significant regional 

market. 

METHODOLOGY 

 This study adopts a descriptive survey research design, 

which is appropriate for systematically investigating the 

relationship between market penetration strategies and 

competitiveness in the telecommunications industry in Abuja. 

This design enables the collection of quantitative data from key 

respondents actively involved in strategic decision-making and 

customer engagement across major telecom firms. 

The target population consists of 1,050 management and senior-

level employees from key departments (strategy, marketing, 

and customer service) across four major telecommunications 

operators in Abuja: MTN Nigeria, Airtel Nigeria, Glo Mobile, 

and 9mobile. Using Krejcie and Morgan’s sample size 

determination table, a sample size of 284 respondents is 

selected. To ensure representativeness and reduce sampling 

bias, a stratified random sampling technique is employed. This 

allows for proportional representation from each telecom 

company and department, ensuring a balanced and 

comprehensive dataset. 

Data are collected using structured questionnaires, comprising 

closed-ended questions and items measured on a five-point 

Likert scale to capture the extent of market penetration strategy 

application and perceived competitiveness. The instrument is 

pre-tested with 30 respondents to refine clarity and ensure 

reliability. After field administration, the responses are 

analyzed using Statistical Package for the Social Sciences 

(SPSS) version 25. The analysis includes descriptive statistics 

(mean, frequency, and standard deviation) and inferential 

statistics (Pearson correlation and multiple regression analysis) 

to test the hypothesized relationships. 

However, to enhance reliability, the instrument’s internal 

consistency is evaluated using Cronbach’s Alpha, with a 

threshold of 0.70 or higher deemed acceptable. Additionally, 

the study observes strict ethical protocols: informed consent is 

obtained, anonymity and confidentiality are guaranteed, and 

participation is entirely voluntary. This robust methodological 

framework ensures that the study generates credible and 

generalizable insights into how market penetration strategies 

influence competitiveness in Abuja’s telecommunications 

sector. 

Results 

 Out of the 284 questionnaires administered, only 261 

were retrieved and valid for analysis. The results of the 

descriptive and inferential statistics are presented below: 

 

Table 4.1: Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

PAS 261 5.00 20.00 10.2400 2.38075 

PIS 261 5.00 32.00 10.4983 2.56206 

SDS 261 5.00 20.00 10.1761 2.25807 

CP      

Valid N (listwise) 261     

Source: Field Survey, 2025 

 

Table 4.1 presents the descriptive statistics for the key variables 

in the study. The Price Adjustment Strategy (PAS) had scores 

ranging from 5.00 to 20.00, with a mean of 10.24 and a standard 

deviation of 2.38, indicating moderate application of price-

related strategies among telecom firms in Abuja. Promotional 

Intensification Strategy (PIS) showed a wider range from 5.00 

to 32.00, with a mean of 10.50 and a standard deviation of 2.56, 

suggesting variability in the use of promotional tactics across 

firms. Service Differentiation Strategy (SDS) had a similar 

range to PAS, with a mean of 10.18 and a standard deviation of 

2.26, reflecting consistent but modest implementation of 

service-based competitive strategies. Data for Competitive 

Performance (CP) was not reported in this table, but the sample 

size for all variables remained consistent at 261, indicating no 

missing values in the dataset. 

 

Table 4.2: Correlations  

 CP PAS PIS SDS 

CP Pearson Correlation 1 .344** .167** .192** 

Sig. (2-tailed)  .000 .004 .000 

N 261 261 261 261 

PAS Pearson Correlation .344** 1 .228** .209** 

Sig. (2-tailed) .000  .000 .000 

N 261 261 261 261 

PIS Pearson Correlation .167** .228** 1 .222** 

Sig. (2-tailed) .004 .000  .000 

N 261 261 261 261 

SDS Pearson Correlation .192** .209** .222** 1 
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Sig. (2-tailed) .000 .000 .000  

N 261 261 261 261 

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

 

Table 4.2 shows the Pearson correlation coefficients among the 

study variables (CP, PAS, PIS, SDS). All independent variables 

were positively and significantly correlated with CP at the 0.01 

significance level. PAS had the strongest correlation with CP (r 

= .344, p < .01), indicating a moderate positive relationship, 

suggesting that effective pricing strategies are strongly 

associated with improved competitiveness. PIS and SDS 

showed weaker but still statistically significant positive 

correlations with CP (r = .167, p < .01 and r = .192, p < .01 

respectively), implying that promotional and service 

differentiation strategies also contribute to competitive 

outcomes, albeit to a lesser extent. Furthermore, all independent 

variables were significantly intercorrelated, with PAS and PIS 

(r = .228), PAS and SDS (r = .209), and PIS and SDS (r = .222), 

indicating some overlap in strategic deployment among the 

firms studied. Overall, the results suggest that market 

penetration strategies are interlinked and jointly contribute to 

competitive performance in Abuja's telecommunications 

market. 

 

Regression Analysis 

Table 3: Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .756a .627 .621 2.00061 1.899 

a. Predictors: (Constant), PAS, PIS, SDS 

b. Dependent Variable: CP 

 

Table 3 presents the model summary for the multiple regression 

analysis examining the relationship between the independent 

variables. The model yielded an R value of 0.756, indicating a 

strong positive correlation between the predictors and the 

outcome variable. The R Square value of 0.627 suggests that 

approximately 62.7% of the variance in competitive 

performance can be explained by the combined influence of the 

three market penetration strategies. The Adjusted R Square 

value of 0.621 accounts for the number of predictors and sample 

size, reinforcing the model’s robustness and generalizability. 

The standard error of the estimate (2.00061) reflects the average 

distance that the observed values fall from the regression line, 

while the Durbin-Watson statistic of 1.899 indicates no 

significant autocorrelation in the residuals, confirming the 

appropriateness of the regression model assumptions. Overall, 

the model demonstrates a substantial explanatory power of the 

selected strategies on telecommunications competitiveness in 

Abuja. 

 

Table 4: ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 194.027 3 64.677 14.334 .000b 

Residual 1335.609 296 4.512   

Total 1529.637 299    

a. Dependent Variable: CP 

b. Predictors: (Constant), PAS, PIS, SDS 

 

Table 4 presents the ANOVA results for the regression model. 

The model is statistically significant, with an F-value of 14.334 

and a p-value of .000, indicating that the combination of the 

three strategies significantly predicts competitive performance 

in the telecommunications sector. This confirms the overall 

validity of the regression model and supports the rejection of 

the null hypothesis. 

 

Table 5: Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 6.169 .668  9.231 .000 

PAS .307 .053 .323 5.797 .000 

PIS .309 .066 .126 4.511 .000 

SDS .283 .049 .094 5.783 .003 

a. Dependent Variable: CP 
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Table 5 displays the regression coefficients for the model 

predicting Competitive Performance (CP) based on Price 

Adjustment Strategy (PAS), Promotional Intensification 

Strategy (PIS), and Service Differentiation Strategy (SDS). All 

three independent variables significantly contribute to the 

model. PAS (B = 0.307, p = .000) and PIS (B = 0.309, p = .000) 

show the strongest positive effects, indicating that increased 

efforts in pricing and promotions are closely associated with 

higher competitive performance. SDS also has a significant 

positive effect (B = 0.283, p = .003), though with a slightly 

smaller impact. These results suggest that a blend of pricing, 

promotion, and differentiated service delivery effectively 

enhances competitiveness in Abuja’s telecommunications 

market. 

Findings 

 The first key finding from this study indicates that 

Price Adjustment Strategy (PAS) has a strong and statistically 

significant positive impact on the competitive performance of 

telecommunications firms in Abuja. This aligns with the 

argument that effective pricing is a vital component of market 

penetration, helping firms attract price-sensitive customers and 

increase market share. For instance, Gecheo et al. (2016) 

confirmed that pricing as a penetration tactic boosts 

competitiveness. Similarly, Mwiti (2021) found that Essar 

Telecom’s use of competitive pricing increased its subscriber 

base. Njogu (2024) also emphasized pricing as a central 

strategy among ISPs in Kenya to remain competitive. From a 

conceptual angle, Ansoff (1957) highlights pricing as a core 

tool under market penetration strategies. Likewise, Porter 

(1985) underscored cost leadership, including pricing 

efficiency, as a means of gaining competitive edge. Therefore, 

this study reinforces the strategic value of price adjustments as 

a deliberate tactic for enhancing organizational performance in 

competitive markets. 

The second major finding reveals that Promotional 

Intensification Strategy (PIS) significantly enhances 

competitive performance. Promotions increase product 

visibility and brand recall, influencing customer acquisition and 

loyalty. This finding aligns with Mugo and Macharia (2020), 

who found that promotional activities, although secondary to 

distribution, still contributed positively to competitive 

advantage. Ndambuki, Bowen, and Karau also reported that 

aggressive marketing improved market share and profitability 

in Telkom Kenya. Likewise, Ongache (2015) and Ahmed 

(2019) documented that market segmentation and promotional 

campaigns drove competition in the Kenyan telecom industry. 

Theoretical support comes from Ansoff’s Growth Matrix, 

which frames promotion as a primary activity within market 

penetration efforts. Kotler and Keller (2016) further assert that 

consistent and targeted promotion plays a key role in shaping 

competitive brand positions. This indicates that in highly 

saturated markets like Abuja’s, robust promotional activities 

are indispensable for standing out and sustaining competitive 

advantage. 

The third finding demonstrates that Service Differentiation 

Strategy (SDS) has a positive and statistically significant 

influence on competitive performance, albeit with a relatively 

smaller effect than price and promotion. Differentiation enables 

firms to attract niche segments and enhance customer 

satisfaction through unique offerings. This is supported by 

Mwaniki and Anene (2023), who found that service uniqueness 

and innovation led to improved firm performance. Mosomi’s 

study similarly emphasized differentiation as a driver of 

competitiveness. Ahmed (2019) and Marfil et al. (2022) also 

validated that service bundling and uniqueness improved 

competitive advantage. Theoretically, Porter (1985) viewed 

differentiation as a vital generic strategy for outperforming 

rivals. Barney (1991) in his Resource-Based View (RBV) also 

emphasized that unique services can serve as a source of 

sustained competitive advantage. Hence, the study affirms that 

differentiation, even though less dominant than pricing and 

promotion, remains crucial in shaping competitive outcomes in 

Abuja’s telecom market. 

CONCLUSION AND RECOMMENDATIONS 

 Market penetration strategies play a critical role in 

shaping competitive dynamics within telecommunications 

markets, especially in vibrant and growing urban centers like 

Abuja. Strategies such as price adjustment, promotional 

intensification, and service differentiation are pivotal for firms 

seeking to expand their market share and strengthen their 

competitive positions. The highly competitive nature of the 

telecommunications industry demands continuous innovation 

and adaptation of these strategies to meet evolving consumer 

needs and market conditions. Drawing from Ansoff’s Growth 

Matrix, this study underscores market penetration as a 

fundamental growth strategy, emphasizing the importance of 

increasing sales of existing products in existing markets. This 

theoretical framework supports the view that strategic efforts 

focused on pricing, promotion, and differentiation can 

effectively enhance market presence and drive competitive 

advantage in telecommunications. 

More specifically, this study found that price adjustment and 

promotional intensification have significant and positive 

impacts on competitive performance in Abuja’s 

telecommunications sector. Price adjustments serve as a key 

lever for attracting and retaining price-sensitive customers, 

while intensified promotional activities enhance brand visibility 

and customer engagement, contributing to stronger market 

positioning. Based on these findings, it is recommended that 

telecommunications firms in Abuja prioritize dynamic pricing 

strategies that reflect market demand and competitor actions to 

maintain relevance and attract customers. Additionally, firms 

should invest in targeted and sustained promotional campaigns 

that build brand awareness and foster customer loyalty. By 

strategically combining competitive pricing with effective 

promotions, firms can leverage the full potential of market 

penetration to outperform rivals and achieve sustained growth 

in the competitive telecommunications market. 

Based on the three specific findings, price adjustment, 

promotional intensification, and service differentiation, the 

following recommendations are proposed for 

telecommunications firms operating in Abuja: 

1. Telecommunications firms should implement flexible and 

competitive pricing strategies that respond promptly to 
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market changes and customer preferences. Regular market 

analysis should be conducted to identify optimal price 

points that attract new customers while retaining existing 

ones. Introducing promotional pricing or discounts during 

off-peak periods can also stimulate demand and increase 

market share. 

2. Telecommunications companies should design and 

execute comprehensive promotional campaigns that 

effectively communicate their value propositions. 

Leveraging digital marketing platforms, social media, and 

personalized advertising will help enhance customer 

engagement and brand loyalty. Continuous evaluation of 

promotional effectiveness should guide adjustments to 

maximize reach and impact. 

3. Telecommunications firms must invest in innovating and 

diversifying their service offerings to meet distinct 

customer needs. This can include improving network 

quality, introducing value-added services, and 

customizing packages for different market segments. 

Emphasizing superior customer service and after-sales 

support will further strengthen competitive advantage and 

foster long-term customer relationships. 

Implications 

 The findings of this study have significant 

implications for both telecommunications firms and 

policymakers in Abuja’s competitive market. For firms, 

understanding the critical role of price adjustment, promotional 

intensification, and service differentiation highlights the need 

for dynamic and customer-centric strategies to sustain growth 

and outperform competitors. This insight encourages 

investment in market research, innovative marketing, and 

tailored service delivery, fostering better customer satisfaction 

and loyalty. For policymakers, the study underscores the 

importance of creating a regulatory environment that supports 

competitive pricing and innovation while protecting consumer 

interests. Overall, these implications contribute to the 

development of a more vibrant telecommunications sector, 

driving economic growth and enhancing access to quality 

services for consumers. 

REFERENCES 

 Abude, P., & Nwankwo, C. (2023). Market penetration 

techniques for small businesses in Nigeria: A case study 

approach. Journal of the Management Sciences, 5(1), 1–15. 

https://journals.unizik.edu.ng/jfms/article/view/5955 

Adamu, G. (2020). Effect of market penetration on the 

performance of small and medium scale enterprises in Makurdi 

metropolis, Benue State, Nigeria. International Journal of 

Business, Management and Social Research, 9(1), 508–515. 

Ahmed, A. (2019). Effects of generic strategies on competitive 

advantage in the telecommunications industry in Kenya: A case 

of Safaricom Limited [Master's thesis, United States 

International University - Africa]. 

http://erepo.usiu.ac.ke/handle/11732/4701 

Ajao, Q. M., Oludamilare, O., & Sadeeq, L. (2023). Drivers of 

mobile payment acceptance: The impact of network 

externalities in Nigeria. Open Access Library Journal, 10, e240. 

https://doi.org/10.4236/oalib.1110240 

Alugbuo, J. C., & Eze, E. (2021). A correlational and 

descriptive study on the economic effect of telecommunication 

industry in Nigeria. Vol. V(No. V), 423–431. 

Anele, K. K., & Ubochioma, W. (2021). Regulation of 

competition in the telecommunications sector: A comparative 

study of the Korean and Nigerian legal regimes. African 

Journal of Legal Studies, 14(3), 279–305. 

Asenge, E. L., & Asue, T. T. (2020). Market growth strategies 

and performance of small and medium scale enterprises in 

Benue State, Nigeria. Saudi Journal of Business and 

Management Studies, 5(1), 1–9. 

Bukoye, J. A., Muritala, T. A., Hadiza, S., Nwoye, M. I., & 

Ogedengbe, F. A. (2023). Impact of penetration strategy on the 

performance of manufacturing industry in North West Nigeria. 

Journal of Human Resource and Sustainability Studies, 11(3), 

472–493. 

Bulle, M. J. (2020). Market penetration strategies on 

organizational performance in Telkom Kenya Limited, Nairobi 

city County, Kenya. European Journal of Business and 

Strategic Management, 2(4), 16–32. 

Ejike, I. K. (2020). Expansion strategies (product-market 

strategies) and competitiveness of Nigeria brewing firms: A 

study of Nigeria Breweries Awo-Mmamma, Imo State. 

Emerald International Journal of Scientific and Contemporary 

Studies, 2(1), 1–19. 

Ekankumo, B., & Perearau, O. (2024). Market penetration 

strategies and customer retention in the hospitality industry in 

Bayelsa State, Nigeria. BW Academic Journal, 1(2), 118–129. 

Eke, C. U. (2022). The influence of online marketing on 

marketing performance of small and medium scale businesses 

in Akwa Ibom State Nigeria. International Journal of 

Multidisciplinary Research and Analysis, 5(01), 118–127. 

Etim, G. S., James, E. E., Ekong, J. E., & Jemil, D. O. (2023). 

Information and communication technologies (ICT) and 

performance of micro, small and medium enterprises (MSMEs) 

in Nigeria. African Journal of Economics and Sustainable 

Development, 6(3), 89–112. 

Etuk, A., Anyadighibe, J. A., James, E. E., & Ulo, A. I. (2022). 

Marketing mix and subscribers' satisfaction in the 

telecommunications industry. Journal of Advanced Research 

and Multidisciplinary Studies, 2(1), 29–41. 

Gabriel, P. D. I., & Edenkwo, C. (2024). Entrepreneurial 

innovations and organisational performance of 

telecommunication firms in Port Harcourt, Nigeria. Academia 

Networks Journal of Management Research, 8(7), 91–103. 

Gecheo, P. O., Thuo, J. K., & Byaruhanga, J. (2016). Market 

penetration strategy and competitiveness of mobile 

telecommunication service providers in Kenya. IJRDO - 

Journal of Business Management, 2(12), 102–120. 

Gitonga, G. M., Kariuki, P., & Kimani, E. (2025). Market 

penetration strategies and competitive advantage of the 

https://journals.unizik.edu.ng/jfms/article/view/5955
http://erepo.usiu.ac.ke/handle/11732/4701
https://doi.org/10.4236/oalib.1110240


 
Abdulazeez, A. S. (2025). Impact of market penetration strategies on competitive performance in the telecommunications market in 

Abuja. GAS Journal of Economics and Business Management, 2(7), [19-31]. 30 

 

telecommunication firms in Kenya. International Journal of 

Strategic Management, 4(1), 1–26. 

Gómez, J., Perez-Aradros, B., & Salazar, I. (2022). How to beat 

early movers: The role of competitive strategy and industry 

dynamism on followers’ performance in the 

telecommunications industry. Long Range Planning, 55(5), 

102244. https://doi.org/10.1016/j.lrp.2021.102244 

Gyemang, M., & Emeagwali, O. (2020). The roles of dynamic 

capabilities, innovation, organizational agility and knowledge 

management on competitive performance in 

telecommunication industry. Management Science Letters, 

10(7), 1533–1542. 

Inegbedion, H., Asaleye, A., & Obadiaru, E. (2023). 

Competitive behaviour of major GSM firms’ internet data 

pricing in Nigeria: A game theoretic model approach. Heliyon, 

9(1), e13489. https://doi.org/10.1016/j.heliyon.2022.e13489 

Isibor, O. F., & Gbandi, E. C. (2020). Strategizing for growth 

within a niche: Market penetration as a viable alternative in the 

hospitality sector. Uniport Journal of Management, 5(1), 1–12. 

Iyadi, R. C. (2023). Niche marketing techniques and firms 

survival in the Nigeria telecommunication sectors. Journal of 

Emerging Trends in Management Sciences and 

Entrepreneurship, 5(1), 1–5. 

Marfil, J. J., Sanchez-Esguevillas, A., & Carro, B. (2022). 

Bundling impacts in Spanish telecommunications market. 

arXiv preprint. https://arxiv.org/abs/2212.04189 

Meena, M. E., & Geng, J. (2022). Dynamic competition in 

telecommunications: A systematic literature review. Sage 

Open, 12(2), 21582440221094609. 

Mosomi, S. N. (2018). Impact of competitive strategy on the 

performance of telecommunication firms in Kenya. Strategic 

Journal of Business & Change Management, 5(4), 1–20. 

https://www.strategicjournals.com/index.php/journal/article/vi

ew/749 

Mugo, P., & Macharia, J. (2020). Technological innovation and 

competitive advantage in telecommunication companies. 

International Journal of Research in Business and Social 

Science, 9(5), 38–47. 

Mwaniki, S. W., & Anene, E. (2023). Competitive strategies 

and performance of firms in the telecommunication industry in 

Kenya. International Academic Journal of Economics and 

Finance, 3(10), 471–525. 

Mwiti, J. K. (2011). Market penetration strategies used by 

Essar Telecom Kenya Limited (Yu) [Master's thesis, University 

of Nairobi]. http://erepository.uonbi.ac.ke/handle/11295/13816 

Ndambuki, A., Bowen, D. M., & Karau, D. J. (2017). The 

effects of business strategies on growth of market share in the 

telecommunications industry in Kenya: A case study of Telkom 

Kenya. European Journal of Business and Strategic 

Management, 2(4), 16–32. 

https://www.iprjb.org/journals/index.php/EJBSM/article/view/

366 

Njogu, M. W. (2014). Market penetration strategies used by 

internet service providers in Kenya: A case of Wananchi Group 

[Master's thesis, University of Nairobi]. 

http://erepository.uonbi.ac.ke/handle/11295/76799 

Oguji, N., & Owusu, R. A. (2021). Market entry into Africa: 

Acquisitions and international joint ventures. Studies of foreign 

firms' market entry strategies, challenges, and performance in 

Africa. Thunderbird International Business Review, 63(1), 5–9. 

Ogunmuyiwa, M. S. (2022). The influence of publicity and 

sales promotion on marketing performance in Nigeria. Athens 

Journal of Business & Economics, 8(1), 65–78. 

Oluwabiyi, O. E., Asikhia, O. U., & Egwuonwu, T. K. (2022). 

Relationship marketing and market penetration of insurance in 

Lagos State, Nigeria. European Journal of Management and 

Marketing Studies, 7(4), 1–16. 

Oluwaseun, O. A., Oladele, K. J., David, I., Julius, O. K., 

Rebecca, A. O., Michael, E. O., ... & Izegbuwa, T. N. (2024). 

The relationship between market penetration and performance 

of selected small and medium enterprise. In Board Diversity 

and Corporate Governance (pp. 105–115). Cham: Springer 

Nature Switzerland. 

Ongache, R. A. (2015). Competitive strategies adopted by 

Airtel Kenya for success in the telecommunications industry 

[Master's thesis, University of Nairobi]. 

http://erepository.uonbi.ac.ke/handle/11295/93635 

Oreagba, O. T., Ogunnaike, O. O., & Kehinde, O. J. (2021). 

Capitalizing on game theory for optimal marketing decision in 

service industry: Evidence from telecommunication industry in 

Nigeria. SAGE Open, 11(2), 21582440211023199. 

Viard, V. B. (2021). Do switching costs make markets more or 

less competitive? The case of 800-number portability. The 

RAND Journal of Economics, 38(1), 146–163. 

https://doi.org/10.1111/j.1756-2171.2007.tb00049.x 

Wanyande, P. (2006). Application of Ansoff's growth strategies 

by internet service providers in Kenya [Master's thesis, 

University of Nairobi]. 

http://erepository.uonbi.ac.ke/handle/11295/21440 

Wegwu, M. E., & Princewill, S. J. (2022). Entrepreneurial 

orientation and competitiveness of telecommunication firms in 

Rivers State, Nigeria. Journal La Bisecoman, 3(3), 96–106.

 

https://arxiv.org/abs/2212.04189
https://www.strategicjournals.com/index.php/journal/article/view/749
https://www.strategicjournals.com/index.php/journal/article/view/749
http://erepository.uonbi.ac.ke/handle/11295/13816
https://www.iprjb.org/journals/index.php/EJBSM/article/view/366
https://www.iprjb.org/journals/index.php/EJBSM/article/view/366
http://erepository.uonbi.ac.ke/handle/11295/76799
http://erepository.uonbi.ac.ke/handle/11295/93635
https://doi.org/10.1111/j.1756-2171.2007.tb00049.x
http://erepository.uonbi.ac.ke/handle/11295/21440

