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Abstract

The need for manufacturing organisation to actualize set objectives consistently is a sort after
goal that required management concerted effort. The manufacturing organizations are
experiencing difficulties given the harsh business environment in Nigeria and this is
suggestive of their inability to deploy clear competitive strategies and engaged their
customers. Hence, this study on the tenet of dynamic capabilities theory, and competence-
based theory assessed the interaction between competitive strategy, customer engagement,
and performance of selected manufacturing organisations in Lagos State, Nigeria. This study
adopted a cross-sectional survey research design, and the population was 6,470 employees in
the four selected manufacturing organisations in Lagos State. Sample of 422 resp “d&

computed using the Krejcie and Morgan formula. The study adopted @d—random

ts were

sampling technique. A validated questionnaire was used to collect data. Th ach’s alpha
reliability coefficients for the constructs ranged from 0.70 to 0.91. The rg@n ates of 89.1%
was obtained. Data were analyzed using descriptive and inferential stafiSticsNFindings revealed
that product quality has positive and significant effect on market%j@2 0.582, F(1,374)=
520.040, p= 0.000). Market segmentation has positive and sigaifieant effect on profitability
(R’=0.392, F(1,374)= 241.349, p= 0.000). Product differentiation has positive and significant
effect on firm growth (R’= 0.662, F(1,374)= 731.592, p= 0). Customer engagement have
positive and significant moderating effect on the a ion between competitive strategy
and performance of selected manufacturing comp§ in Lagos State, Nigeria (AR? =0.036,
p<0.05).This study concluded that competiti¥;
customer engagement plays a mgmﬁcan\!‘ﬂeratmg role on the relationship between
competitive strategy and performance of selected manufacturing organisation in Lagos State.
The study recommended that mana ﬁ

Lagos State, should re-assess th mpetitive strategy measures and reinvent customer
engagement mechanism beca rder to enhance high performance.

rategy affects performance and that

of the selected manufacturing organisations in

Keywords: Competlt@egy, Customer engagement, Manufacturing organisation,

Performan %
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Chapter One
Introduction
1.1 Background to the Study

The need for business firms to record profit and to actualize set organizational objectives is
real and fervently demanding. It is inevitable that business firms have to strive Wﬁl the
needs for its existence. Only when the organization is able to fulfill these of its
existence can it be said to be performing. Most business firms have )Q ace the harsh
realities of ensuring optimal performance in the face of strong co @re rivalry. Different
measures and policies are put in place by corporate organins to help stem the tide of
competitive forces adamant on influencing the perforrg@f the firm. A clear observation
is that for corporate business establishment to B@«md competitive rivalry and intense

market forces, close attentions have to be @he observable variations in organizational

performance. Eo\’&

Internal and external factors %txy or indirectly influence organizational performance
because the organizati@Qa\tes within a system and not a vacuum!. The external forces in
the environment o P«%rganization such as political and technological factors are capable of
influencing & \formance of the business firms?. Trade wars between countries are
exampl@’bnacroeconomic factors capable of inflecting business performance®. Ground
brealég technological breakthroughs have the capability of altering the way business
activities are carried out. Business firms that have a difficult time adapting to the changes in
the business environment may find itself struggling to perform. Internal factors such as the
quality of leadership, quality of communication and knowledge sharing are internal dynamics

affecting the performance of business firms. While the above-described factors are ever

present swaying the performance of corporate establishments, the role of competitive

1



strategies in preventing organizational failure and enhancing performance deserves thorough

examination®.

Furthermore, the global business world is experiencing far-reaching organizational
performance fluctuations more speedily than ever before’. The increased pressures of

changing demographics, changing market tactics, innovative technology and intense global

competitions have fuelled the competitive rivalry observed among businesses. O
perform various activities to accomplish their organizational objective a izational
performance experts believe that it is the repeatable activities that utﬂ‘«e processes for the
organization to be successful that must be quantified in ord chrtain the level of
performance and for management to make informed decision @ where, if needed, within the

processes to initiate actions to improve performance®. Q

O

There has been a worldwide movement in manu ing from the west to the east, as seen by

the overall success of manufacturing ent@s around the world. The world's factories have

shifted their focus to increasingly h@

They contend with economie&ﬁay their workers less by competing on customer service

ields and goods, moving them up the value chain.

and product variety’. @ufacturing sector contributes very little to Africa's GDP and
exports, as sho@ovewiew of the performance of manufacturing enterprises in Africa.
Recent evic@e rom Africa, however, reveals that the manufacturing sector has been

declini ’Qpite the continent's robust economic expansion over the past decade’.

A scholar estimates that China, the United States, and Japan together account for 48% of
global manufacturing production. The world's factories have shifted their focus to
increasingly high-tech fields and goods, moving them up the value chain®. They contend
with economies that pay their workers less by competing on customer service and product

variety. The manufacturing sector contributes very little to Africa's GDP and exports, as



shown by an overview of the performance of manufacturing enterprises in Africa. Recent
evidence from Africa, however, reveals that the manufacturing sector has been declining

despite the continent's robust economic expansion over the past decade®.

Consumers' purchasing power appears to have eroded in Nigeria's manufacturing sector as a
result of inflation and a gradual economic recovery, according to statistics from the National
Bureau of Statistics’. Fast-moving consumer goods (FMCG) companies are ing the
effects of increased competition from small enterprises offering similar at lower
prices. Top operators are fighting to maintain market share and mglﬁty in today's
oversaturated market. This is according to research!®, Consumers: sing power has hit a
new low as a result of the economic downturn, which ffected many households.

Meanwhile, the Nigerian manufacturing sector has bee@t gling with the inaccessibility of

the dollar and a delayed policy response, b(& which have contributed to weak

macroeconomic conditions!©. @

]
Even as the economic climate }@ft d, product markets have become increasingly
competitive, and disruptive &&logies like social media and online marketing have
emerged, Nigeria's mam@%ﬂng sector has remained resilient. Manufacturing companies in

Nigeria face stiff%@*ition in the current business climate, so they must constantly develop
n

and implem strategies and competitive measures to ensure their continued viability!!.

It is@t to note that many manufacturers have realized that focusing on raising the bar
on product quality is a key to maintaining a competitive edge in today's industry. As the cost
of doing business in Nigeria continues to rise, many businesses have concluded that cutting
manufacturing costs is an essential strategy for survival. Numerous firms, including Procter
& Gamble, Nestle, and Unilever, have adopted a competitive strategy that emphasizes the

introduction of new products and processes, as well as the acceleration of the time it takes to



bring those products to market and the cultivation of positive customer attitudes. Given the
variety of approaches taken by various manufacturers, it follows that any chosen competitive
strategy must keep pace with global shifts and allows the firm to gain an edge over its rivals

while improving its own performance!'?.

The manufacturing industry has experienced the same rise in competition as the rest of the
business world in recent years. The potential to outperform rivals and earn a@zerage
profits is in the hands of those who actively seek and implement an optima c@a y plan'3,
As a result, there has been a rise in articles that analyze competitiﬁ\sgégies in many
contexts. Improved organizational performance and competitive ges can be achieved

by implementing one of three overarching strategies that into account a variety of

resources, organizational schedules, control metho%igdership styles, and incentive

schemes!#. b’b
(e}

According to academics, there are three m: }ways in which businesses can compete: through
.

price leadership, through differen{ﬁ?n%nd through narrowing in on a certain market
niche!>. Companies that -@e consumer goods in today's highly competitive
manufacturing market@ adopt competitive strategies that will allow them to seize
unforeseen opp @s, respond to threats, and outwit competitors. Consumer goods
businesses an edge through competitive strategy because it influences how the
com an@elops and what it focuses on in the long run. This is possible thanks to the
advantageous resource allocation pattern it employs in the face of intense competition. The

use of competitive strategies permeates all levels of an organization, from management to

workers!>.

There has been remarkable expansion in the consumer goods manufacturing sector in Nigeria

during the past decade'®. A scholar notes an impressive improvement in product quality and



variety across a wide range of consumer goods. Given the country's severe macroeconomic
situation, the establishment of democracy in Nigeria has led to a decline in the number of

manufacturers'’. The future of Nigeria's FCMG manufacturing sector is threatened as a result.

In order to maintain their competitive edge, the larger corporations in the consumer goods
manufacturing industry have been seen to dominate the smaller ones through operational
modifications'8. Creating tactical stages for fruitful corporate changes has also co uted to
increased competitiveness. Dangote, Cadbury, Unilever, and PZ are just aclvgc mples of
consumer products firms that have adapted to and profited from tod&dynamic business

climate. In a production setting, this highlights the significance trategy-performance

connection. Q

Given this context, it's clear that the modern co S%Qoods manufacturing industry, and
Nigeria in particular, places a premium on the pment of a competitive strategy and its
consequences for performance. Intense xm\g,the necessity to attain competitiveness and

fulfill stakeholder interests, and environmental

maximize shareholder wealth, the @o

challenges are some of the %fs for the increased focus on the strategy-performance
g gy-p

relationship in consume@cts manufacturing'®.

A sustainable c@e advantage is often cited as the central tenet of successful corporate
strategy. Qies of cost leadership, differentiation, and concentration have all been linked
to in&%d competitiveness'®. Businesses producing consumer goods in Nigeria can benefit
from adopting a cost leadership approach by cutting costs, streamlining their supply chains,
and competing on price?®. Constantly keeping an eye on how those competition methods are
affecting performance is also crucial. Top management teams are responsible for the
structural milieu of the firm, which includes determining the organizational design,

performance management, and information systems, making strategy and performance



extremely important for boards of directors, which influence the spheres of strategic action

and decision-making?!.

In addition to being liable to clienteles and other investors, managers of consumer products
companies must also define strategy and handle the ramifications of performance because
these businesses are publicly traded on the floor of the Nigerian stock exchange. Consumer-
goods manufacturers, and manufacturers in general, have made product differe (A&)n and
diversification central to their business strategies in recent years??. Cost increased
market share, technological leadership, and enhanced performance areﬁ(&tsome of the ways

in which product differentiation and comprehensive quality man have been related to

competitive benefits?>. Q

Q

This study posits that customer interaction plays Vlig le in strengthening the anticipated
functional relationship between competitive ies and performance for fast-moving
consumer goods (FMCG) producers in La é&te, Nigeria. The fundamental emphasis of all
N
organisation is the consumer, as a C%Sency in customer base can impede the expansion of
any commercial company. It is important to acknowledge that the behavior of customers is
not always predictable@?emphasizing the necessity of maintainingcommunication with
them.This appro ilitates enhanced comprehension of client preferences by enterprises,
enabling the&o rovide items that not only meet their requirements but also surpass their
anticipa%@ Customers can serve as a valuable reservoir of market intelligence that can be
effectively utilized to guide and enhance competitive strategy. The significance of
competitive strategy and customer engagement for the attainment of competitive advantages
as well as its performance effects necessitate a study such as this to make manifest the

advantages that competitive strategy and customer engagement can provide in the business

context of FMCGs manufacturing organizations in Lagos State, Nigeria.



1.2 Statement of the Problem

Companies have adopted a variety of strategies in order to increase their chances of success
in a challenging market. To boost productivity, according to Porter, major strategy
adjustments are necessary. Businesses that want to succeed in today's market need
competitive strategies, which are unique approaches to old problems. Organizations face

pressure to adapt to an ever-evolving business environment and must do so _im<brder to

survive?, : Q
There are no agreement in the research on how product quality stratcts market share,

especially when looking at market share using non-financial per ance indicator. Studies

in strategic management have looked at the impact of CO@I e strategy on organizational

performance, but they have not paid enough atten;;o?@e role product quality plays in this

context>>?®, The need to investigate the ¢ ion between product quality and its

"

consequences on market share is highligh }by studies?”?%, The majority of consumer goods
companies experienced declining p{@ice in 2018, according to the performance report.
For instance, Four Mill of NQ& Ic saw a 9.67 percent uptick in sales to N269.7 billion,
but a 45.8 percent dro@Qroﬁt After Tax, PAT, to N5 billion for the same nine-month
period®. Wit 't%%sxption of PZ Cussons, both Unilever and Nestlé saw relatively
unchanged gross Profit margins in 2018, despite the fact that their top lines improved year
over ye%’Qs possible that falling sales are to blame for the deteriorating performance, as
some newly released consumer goods tend to be in high demand due to their superior
quality®®. However, after a while, the quality of the product starts to deteriorate, and

consumers can tell the difference®. It appears that the difficulty that Nigerian manufacturers

have is maintaining a constant level of product quality. Given the emphasis on competitive



strategy in some of the reviewed literature, it seems important to examine the impact of

product quality on market share of manufacturing businesses listed on NSE3*31,

Market segmentation is widely used as a competitive strategy by businesses, as it enables
them to concentrate their efforts on a smaller portion of the market and thereby increase their
profits*2, However, there is little agreement in the literature regarding the impact of market
segmentation on the profitability of manufacturing businesses in Nigeria. Rese on the
correlation has yielded mixed results at best, suggesting that further invest'éj needed.
Market needs tend to vary and can be highly diverse, as many academ&lave pointed out??.
However, if market segmentation is carried out properly, it ca QO be a strategy that
helps promote business success. Therefore, a desk pilot ais was performed utilizing
chosen NSE-listed manufacturers to analyze the proﬁ@&h of NSE-listed manufacturers
over a five-year period. The profitability data @nstrate clearly that development in
profitability is not instantaneous but rather@’gy picks up, maybe as a result of the firm's
competitive strategy. Manufacturing‘@snies risk losing years of hard-earned profits if
they don't pay close attention to @c?mg various market segments. Several academics and
researchers, including, a v@c for additional study of market segmentation's potential to
increase the compan sales and, by extension, its profits. In light of this background, this
research will asses how different types of market segmentation affect the profitability of

selected Ni n manufacturing firms343>,

Q
Given\t(e nature of product differentiation, it's logical that Nigerian business owners would
be wary of adopting it. The upper management of manufacturing companies in Nigeria may
be hesitant to invest in product differentiation strategy due to its perceived high cost and
lengthy implementation time, respectively. Many researchers came to contradictory

conclusions about the variables of interest, demonstrating the importance of considering the



research findings on the relationship between product differentiation strategy and Return on
Investment®®¥7. Price is inextricably linked to product differentiation, as found by a scholar.
Using a cluster analysis, a scholar discovered that premium pricing as a means of product
distinction is strongly correlated with success®. Previous metrics of performance have been
ambiguous and a little confusing, and there has been no research into the precise function of
product differentiation in brand performance output from a financial perspective (utilizing
return on investment. Little is known at this time regarding how a comp return on
investment in manufacturing in Nigeria is affected by its product differ{‘u%i)n strategy. In

light of the foregoing, the purpose of this research is to evaluate%‘o ct differentiation

influences ROI in a subset of Nigeria's manufacturing sector

In the same vein, the study argues that customer en%&nt is important because it is a
modifiable variable that might improve the hyp@zed functional relationship between
competitive strategies and the performance G businesses in Lagos State, Nigeria. This
is due to the fact that the client 15‘% ving force behind any successful enterprise. In
addition, customers often act 1n ‘ge(?ctable ways, so it's crucial for businesses to maintain
an open line of comm @ with them if they want to fully grasp their dynamics and
provide them w1th pr ucts that go above and beyond their needs®®. Customers can provide
valuable 1n51gl0 the state of the market, which can be used to inform and refine
competiti tegy*’. There have been numerous academic articles written about customer
enga?&;pent and competitive strategies in the field of strategic management; however, studies
that focus on the role that customer engagement plays as an intervening variable in the
relationship between customer engagement and competitive strategies are relatively rare.
Thus, an empirical study investigating the moderating influence of customer engagement on
the link between competitive strategy and performance of FMCG manufacturing firms in

Lagos State, Nigeria, is warranted to fill this void in the literature.



1.3 Aim and Objectives of the Study

The aim of this study is to examine the effect of competitive strategy on performance of

selected manufacturing companies in Lagos State, Nigeria. The specific objectives are to;

i.  investigate the effect of product quality on market share of selected manufacturing

S\

ii.  evaluate the relationship between market segmentation and proﬁtab@ selected

companies in Lagos State, Nigeria.

manufacturing businesses in Lagos State, Nigeria. /\

iii.  assess the effect of product differentiation on firm growt%elected manufacturing

businesses in Lagos State, Nigeria. QQ

iv.  evaluate the moderating effect of customet%%ment on the relationship between

competitive strategy and performar@ected manufacturing companies in Lagos

State, Nigeria. . ,&

1.4 Research Questions . @
This study seeks to ans@te following questions:

1. How d@roduct quality affect the market share of selected manufacturing

bé es in Lagos State, Nigeria?
2. What is the functional relationship between market segmentation and profitability in

selected manufacturing businesses in Lagos State, Nigeria?

3. How does product differentiation affect firm growth in selected manufacturing

businesses in Lagos State, Nigeria?

10



4. What is the moderating effect of customer engagement on the relationship between
competitive strategy and performance of selected manufacturing companies in Lagos

State, Nigeria?
1.5 Hypotheses

The hypotheses for the proposed study are as follows:

>\

Hol: Product quality has no significant effect on the market sha@ selected

manufacturing businesses in Lagos State, Nigeria. /\

Ho2: Market segmentation has no significant functional relat%p with profitability in

selected manufacturing businesses in Lagos State,

Ho3: Product differentiation has no signiﬁcan&@ on the firm growth of selected

manufacturing businesses in Lagos & geria.

Ho4: Customer engagement has %&s\\u ificant moderating effect on the relationship

between competitive, st& and organizational performance of selected consumer

goods company %@\s State, Nigeria
1.6 Signiﬁcam(.o.@tudy

The ﬁndi@%@his study will have far-reaching implications for academia since they will lay
the groundwork for further investigation and add to the existing body of knowledge. The
success of a corporation hinges on the ability of its top management and staff to work

together to swiftly alter and arrange the plan in order to overcome difficulties, making

competitive strategy highly malleable and applicable to any business or industry.

11



The value of this research to management can be seen in the fact that it will help them
become more conversant with cutting-edge competitive strategies like product quality,
segmentation, and differentiation, all of which can be used to boost organizational
performance. This would aid in achieving the goal of better implementation of competitive

strategies in Nigeria's manufacturing sectors.

The findings of this research will aid in advancing competitive strategy te ues in
Nigerian government and society. Managers in the manufacturing sector Wt efit from
this research since it will help them make informed decisions durinf&strategic planning

and implementation phases of competitive strategy. $

1.7 Scope of the Study Q

This study focuses on competitive strategy andé%gance in selected consumer goods
manufacturing businesses in Lagos state @ss-sectional survey research design. The
choice of Lagos State as the study a@?s largely because it housed the corporate head
offices of the selected companie@h ¢ the competitive strategy is being conceptualized. In
this study the independent @e competitive strategy is to be measured by product quality,
market segmentation %roduct differentiation. Performance is the dependent variable an
assessed as ma@, profitability, and firm growth. The intervening variable is customer
engagemepb%e unit of analysis for this study comprised of 6470 regular staff of the four

man@f&ing companies in Lagos State, Nigeria in all the departments and categorized as

middle and top management staff who are in charge of designing competitive strategies.
1.8 Limitation of the Study

In spite of the useful findings of this study, this empirical study has some limitations that

must be mentioned. Firstly, the findings cannot be generalized to the overall manufacturing

12



companies. Secondly, the study design was restricted to four manufacturing companies in
Lagos State only. Thirdly, it is difficult to get true responses, which are related or most
accurate to the character or attitude of a respondent. The findings in this study depend on the
honesty of the respondents in answering the questionnaire truly. The tendency to agree more

on socially desirable answers rather than fully and truly express their opinion will result in

false data to be accepted as result. \
1.9 Operationalization of the Variables : QQ

Y = f(X) 6\

Y = f(XZ) %
QO

2
P
-
&
Z = Moderating Variable ° A%
\)

Where:
Y = Dependent Variable

X = Independent Variable

Y = Organizational %I‘mance (OP)Y= (y1,y2, y3)

Y= Organizational Performance

X= d&citive strategy

x1 = Product Quality
x> = Market Segmentation

x3 = Product differentiation

13



y1- Market Share

y2 - profitability

y3= Firm Growth

Z = Customer engagement
1.10 Operational Definition of Terms ’\(J

Customer Engagement: Customer engagement refers to the int%ns between a company
or brand and its customers with the aim to create a positiv, sting impression, enhancing

the customer's overall experience and strengthening tha@notional connection to the brand

Firm Growth: Firm growth is the expansi ’be size of a business or firm over time. In

this study, it is determined by the g‘r@ assets and capital employed by the selected

manufacturing businesses. \(—)\
Q

Market Segmentation: @segmentaﬁon is the process of dividing a market of potential

customers into grog&or segments, based on different characteristics.

Market Sha@ arket share is the portion of a market controlled by a particular company or
prod@b
Product Differentiation: Product differentiation is the process of distinguishing a product

from others, to make it more attractive to a particular target market. This involves

differentiating it from competitors' products as well as a firm's own products.

14



Product Quality: The quality of a product refers to the perception of the degree to which the
product meets the customer's expectations. In this study product quality will be measured

using performance, reliability, conformance, durability and perceived quality.

Profitability: Profitability in this study is the degree to which a business yields profit or

financial gain.

15
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Chapter Two
Literature Review

This literature review discusses the contributions of different authors towards competitive

strategy and business performance. The review follows the conceptual, empirical and

This section examines the s the independent variable with measures @S’mg product quality,

theoretical theme.

2.1 Conceptual Review

market segmentation, and product differentiation. Also, perfo%e been the dependent
variable is measured by market share, profitability, and Q@wth. Lastly, the intervening
variable customer engagement was examined as well.’bQ

2.1.1 Competitive Strategy @

One of the benefits of a competiti y %ach is a deeper familiarity with the sector. A
company's ability to employ c@tive tactics depends on its familiarity with the specifics
of the market in which it tes. By expanding its knowledge of the industry as a whole, a
company improvgs,&)ility to make strategic business decisions and, by extension, its odds

of success i«z tgﬁce of fierce competition'. A more robust plan of action is yet another

benefit % ting a competitive strategy.

AW

Companies rarely make the most effective plans without some sort of competitive strategy.
Without a well-thought-out plan for differentiating your company from the competition, your
company is essentially flying blind’>. Businesses that don't have a clear plan for competing
may be able to stay in business for a time, but companies who do have a strategy will be

better prepared to deal with unexpected challenges.
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Competitive strategy also facilitates the sharing of collective aspirations. When companies
use competitive strategies, they sketch out concrete plans for the future. Companies can
improve goal setting and employee communication by employing competitive strategies®. By
fostering a sense of unity and purpose amongst employees, businesses increase the likelihood

that their teams will work together effectively to achieve their goals.

Last but not least, competitive strategy improves a company's chances of succe dni&in the
marketplace. Even if a company that employs established competitive stratt/ il runs the
risk of failing, that risk is lower than it would be if the company”did not employ any
competitive tactics at all. Firms can improve their prospects o 1 and growth in the

face of intense competition by adopting a more aggressive st.

One of the biggest drawbacks of using a competitiye p&y is that it can cause businesses to
make poor business decisions or adopt the wron%§ of strategy if the data used to build the
plan is gathered improperly. Despite wi %\chad agreement that a competitive strategy is
.
essential to any company's long-ter is, there are a number of drawbacks to using such
a tactic. Wrong or insufﬁci@%rmation on the competition might give rise to poorly
conceived business stra\@%ince numerous companies now provide products and services,
developing a co @e strategy has grown more complex and time-consuming*. Keeping
up with the %G es, products, and services of other competitors can lead to a decline in in-
house o%mity of production and design, which is yet another drawback that arises from

the fact that businesses have to devote resources to gathering business intelligence for

competitive strategy.

Since competitive strategy is usually sector-specific, its features can range widely.
Competitive strategy typology traces its roots to the field of organization theory, which views

profit generation as dependent on the interplay between strategy, structure, and process®.
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There are three broad strategic types depicted below. Prospectors, in their pursuit of novel
product and/or market opportunities, typically prioritize a process and organizational
framework that prioritizes predictability and vigilance over expertise®. But defenders focus
on structural and operational changes that enable them to expand into new markets and take
advantage of existing ones more effectively. Finally, analysts position themselves in a variety
of markets that are in various stages of development, using their exceptional administrative
abilities to create structure and process arrangements that allow them to be "quickdollowers"
in developing markets while remaining well-organized when necessa%&oy: mature sub-

O

According to a study, "generic competitive strategies" i@e the substitution strategy

divisions®.

framework, which is rooted in the economic zone. Co%&s can use Porter's framework to
identify generic approaches that, if executed con& should lead to revenues that exceed
industry averages by combining their ‘@n competitive style (cost leadership or
differentiation) with the choice of pf'(%g&narket the business intends to address (broad or
narrow)’. Companies can achie@ompetitive advantage even if the basis of competitive
advantage varies across t e@tyles, provided that their efforts are articulate, i.e. they contain
the realities of the erﬁoﬁent while also increasing and leveraging appropriate competitive
.
competences. &c}ﬂing to Porter, any of these strategies needs consistent investment in
marketiréb and process development in order to be used successfully’.
\/

The strategic management literature has been consistent in identifying the environment's
glaring sway over what measures may or may not be desirable, and neither the Miles and
Snow framework nor the Porter framework portrays management as having limitless freedom

of choice in the execution of companies' approaches. Each of these models emphasizes the

extent to which a company's success depends on the degree to which it is able to find and
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maintain a fit between its own capabilities and the opportunities presented by its
environment®®, However, the internal arrangement is prioritized in both cases, as is the
regularity with which organizational adoptions support the strategic approach. Several studies
within operations management that have investigated the role of strategy echo this emphasis
on the internal organization. It has been shown, for instance, that the strategy being
implemented has a direct impact on the viability of particular operations-allied adoptions
(such as the shaping of manufacturing methods)!'?. Before developing a competi strategy,
it is important to assess the industry's SWOT (Strengths, Weaknesses &y unities, and
Threats). The ideas of author Michael Porter, who classified crategies into four

categories, are paralleled here. Q

With a cost-focused strategy, a company can devel@?ularity and satisfy a sufficient
number of customers by catering to a narrower@nce and keeping prices low in that
audience. Differentiation leadership: In@ approach, companies strive for market
dominance by ensuring that their produets ¢ontinue to stand out from the competition thanks
to their distinctive qualities. As %s(u?t of the product's additional value, the company may
choose to sell it at a highe Aethan similar products on the market. One such strategy is
called "differentiatio%&" and it involves the company setting itself apart from one or two
.
competitors in @to attract customers who might otherwise be hesitant to buy from the
competiti to the absence of certain features!?. Competitive Costs: Here, the company's
goal\&)o achieve cost leadership by becoming the industry's lowest-cost manufacturer

through various means, such as mass production, which yields economies of scale, high

technology implementation, good bargaining power, and high-capacity utilization.

Competitive strategies, in the researcher's opinion, become more important when the industry

is highly competitive and clients have access to products that are essentially identical.
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Without a well-thought-out plan for competing, it can be difficult for a business to succeed.
This is especially true if the company is operating in a market where it faces an abundance of
potential new customers. In light of this, it is possible to define a competitive strategy as an
organization's long-term plan of action to gain an advantage over its rivals by investigating
the strengths and weaknesses of its competitors and comparing them to its own. A company's
competitive strategy can also be thought of as its long-term goal to gain an edge ovegrivals in
the market. The goals of this strategy are to gain a competitive advantage in @arket and

increase the return on investment!'!. (J

N

A company's competitive strategy might consist of anything fro le name change to a
full-scale advertising campaign designed to win over custom@'\d boost sales. When two or
more companies sell the same thing, the one that ofj gstomers more favorable terms
(lower pricing or faster shipping, for example) us@ends up with the greater share of the
market and the greater share of the proﬁts\\onmpany's competitive strategy can also be
thought of as the methods it uses to dvantage over its rivals. In this analysis, we will

look at product quality, market @mentaﬁon, and product differentiation as indicators of

competitive tactics'?. QQ\

2.1.1.1 Product((')j\QAs

The bene product quality are as follows. Businesses succeed in creating a market for
their\e% when they focus on quality. Perceived value is created among consumers and
potential clients when a company employs a quality strategy that emphasizes the quality
value of the product in comparison to other comparable products on the market. Quality-first
approaches stress the superior longevity of the product over competing options. High-quality
goods also encourage consumer loyalty, which is a major plus for any business. A strategy

that increases market share by improving an item's perceived quality may also increase
y 1mp g p q y may
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customer loyalty. Maintaining customer loyalty requires the organization to consistently
provide either quality or value to its clientele'. If a product's standards aren't met, consumers
may look elsewhere in a crowded marketplace. Another perk of product quality is that it may
be exploited as a competitive strategy to provide the impression that there is no suitable
alternative on the market. Competitors in the market may offer a similar product, but the
focus of the product quality strategy is on unique features and improvements. The company

that prioritizes product quality will be ahead of the competition in the '@ because

,\(/

Product quality as a strategy often comes at a hefty price. T ization will need to

consumers would see their product as superior to the competition.

allocate more resources if it is serious about pursuing a pro@quality strategy. In order to
persuade customers that their product is superior, a b@@ must let them know about the
product's special qualities. Businesses that differe their wares based on quality employ
marketing to get the word out to consumer&@price tag for advertising on television and in
magazines is steep for the business. l‘r@t mail marketing, the advertiser foots the bill for
the postage regardless of w}&@(t?e recipient makes a purchase!®. The problem of
consumer affordability i @her drawback of product quality. Companies that focus on
product quality often thgh price points since their customers do not view them as the
S
most cost-effective,alternative in their markets. In fact, some contend with cheap knockoffs

that hurt " This means they need to be careful while creating and promoting their

prode order to appeal to discerning consumers.

The following discussion and list of the five most important factors of product quality

illustrate the characteristics of the product.

The finished goods must be in agreement with the product design requirements in terms of

quality. The product's design quality should reflect the needs and expectations of its target
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market. Consumers should not be in any danger from using the final product. They must have
no adverse effects. The items cannot break or stop working unexpectedly, and they can't need
constant maintenance either. A trustworthy one is one that continues to function for an
appreciable period of time. The product must be stored and packaged such that it retains its

quality until its expiration date'4.

The term "product quality" refers to the sum of a product's attributes that ensure i %ks up to
specified criteria. Product quality also includes the item's capacity to nd meet
customer needs'. This is also consistent with the ideas of Dr. Josepf\Juran, who defined
quality in a few words as the fitness for use of a thing. While Dr. definition of quality
is straightforward and widely used, it lacks the nuance that be helpful to managers in
making decisions on which course of action to t% anagers need to examine the
differences between Dr. Joseph Juran's four no@rbof quality (providing sales income,
expanding market share, securing premiu@es, and competing in the marketplace) to
grasp his idea of quality. 5. Boosting’ @customers, Reducing field failures and warranty
expenses, increasing yield capabi@gs, enhancing delivery performance, decreasing customer

unhappiness, and decre%@hor rates are all things that may be worked on. In this context,

"quality" means that_the pfoduct or service is fit for its intended purpose, including in terms

S

of conformité @1, availability, field usage, and safety. Thus, quality closely incorporates

the persp
5

and M on systems and problem-solving approaches; and such a business prioritizes

of consumers; a quality-minded organization is ready to measure everything

technological methods and top-down administration over employee pride and happiness'>1,

2.1.1.2 Market Segmentation

Marketers have been using market segmentation since the late 20th century because it helps

them focus on what's important, tailor their campaigns to specific audiences, and group

26



consumers with similar needs and interests into manageable, cost-effective groups. One of the
benefits of market segmentation as a business strategy is that it can allow a company put
more resources toward serving specific niches within the market!”. Improved concentration
leads to increased productivity. Automakers, for instance, have shifted their attention to the
subcompact and urban SUV markets as a result of market segmentation strategies's. In order
to maximize profits, businesses should segment their markets. Therefore, organizations might
increase their effectiveness by focusing solely on a new market se@& arket

segmentation also helps businesses become more competitive. (J

N
When a company devotes more resources to one area, it natural@es more formidable
in that sector of the market. When a company markets to eople, that demographic is
more likely to remember and value the company's bra& ere may be fewer opportunities
for new competitors to enter the market, and the @of that market may grow. We might
expect to see a rise in brand loyalty as a r<\ ccording to the research of some scholars,
market segmentation boosts a compafy's,overall competitiveness by improving brand loyalty,
brand recall, and proﬁtability&%&graphic market segmentation, where rapid expansion is
conceivable, is a furt%@%ﬁt of market segmentation. Using a geographically-based

market segmentation Qr ach, in which the company provides services to a specific region,

° &
allows for ra i@nsion into neighboring regions?’.

The fac@rgmarket segmentation raises prices is just one of its many drawbacks. When a
company aims to appeal to a wide variety of consumers, they tend to produce more of their
offerings. Shorter production runs and variations in the final product drive up production
costs. The manufacturer and the wholesalers also have to have more stock on hand, which is

an additional drawback. The costs of marketing and distributing a product rise when different
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programs are developed for various target audiences. Similarly, if a market segment's

defining features shift, an older investment may no longer be viable?!.

The four main types of market segmentation reveal their characteristics: 1. Demographic, or

segmentation based on individual attributes.

Organizational characteristics are used to divide businesses into distinct segments, which we
call "filmography."The third type of market segmentation is known as "psychogtaphie¢," and
it divides consumers into groups based on shared beliefs, goals, and personality*tfaits.Fourth,
we have behavioral segmentation, which takes into account factors@%roduct utilization,

resistance to technological advancements, etc. $

O

The term "market segmentation" refers to the practice & king the total pool of possible
customers into smaller subsets known as ”segm%rbhat have commonalities in terms of
demographics, psychographics, interests, @lghavior. One of the main reasons why
marketers segment the market is so-t\ ey may build a unique marketing mix for each
segment and serve them in the r@g fective way possible??. Author Philip Kotler agrees,
defining market segme ta@ "the sub-division of the market into homogenous sub-

"

sections of customers, e any sub-section may be chosen as a market target to be reached
]
with a unique Q&:}:@

manageab, -markets that share similar characteristics is another way to look at what

marlé\s%nentation entails.

2.1.1.3. Product Differentiation

g mix>. Segmenting the market for a product into smaller, more

Companies that produce consumer goods can greatly benefit from product differentiation
since it helps them set their products apart from competitors' offers. When competing against

several, typically larger, organizations, a product differentiation strategy might give you a leg
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up?*. Businesses selling consumer goods have an opportunity to attract new customers by
using a differentiation approach that emphasizes the product's cost value in comparison to
competitors. A value-based approach emphasizes a product's superiority over its competitors

in terms of, say, its longevity or lower cost.

The savings can be related to the product's list price or its total cost over its useful lifetime.
For instance, even if consumers spend more for an energy-efficient product in'n’%, they
may wind up saving money in the long run. Similar to how the price isn't Q factor in
product differentiation, businesses can compete in other ways. A O&QI manufacturer in
Nigeria, for instance, might set itself apart from competitors by on taste and quality
among other factors. While some cement manufacturers asize low prices, Dangote
Cement may market its product as particularly sturdy, @product differentiation strategy
has many benefits, including customer loyalty @ brand?®. This is attainable because
increasing market share through improved‘@qlber perceptions of product quality or lower
prices may also promote customer R@Maintaining customer loyalty requires constant

rovision of quality or value. W & roduct fails to meet standards in a competitive market,
p quality p p

customers may look els%h@\

A significant fi m@ommitmen‘[ is needed for a business to successfully differentiate its
market offetings™from those of the competition, which is one of the strategy's major
drawbac%’.df a company wants to set itself apart in the fried packaged plantain chip market
by focusing on quality and taste, it may have to spend more money on the types of bananas
and ingredients that will allow them to do so?. While the upfront costs associated with a
product differentiation approach are not inherently problematic, there is a greater need to
increase demand from customers and keep selling prices at reasonable levels in order to

maximize revenue and profits?’. This could lead to higher expenses in marketing, sales, and
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customer service for the consumer goods firm. Product differentiation has the potential to
increase revenue to offset these expenses, but failure carries the risk of significant financial

loss.

Additionally, it is more challenging for the organization to be cost aware when adopting
product differentiation, thereby excluding budget-conscious clients who cannot afford the
increased costs or reduced quantities that may emerge from product diversiﬁcati This is

7

one of the drawbacks of focusing on setting your product apart from the co

Product differentiation strategy is characterized by defining the off@&istinct position in
the market by describing the offering's distinctive benefit to e%t audience. Locating a
product's USP (unique selling proposition) is another waing emphasis on this factor.
One way to set your product apart is by how, i@s. The product's size, form, and
construction can set it apart from competitors! sider any drug as an illustration. The

\®)

effectiveness, ease of use, administr b& route (intravenous vs. oral), and other
]
characteristics of a medicine can s@par from the competitors. Therefore, the process of
production might serve as a d@%n‘[iating factor. The customer's opinion of the product
improves if and only i@%nal features are made available. Differentiation on the basis of
features is best | @d by mobile phones, handsets, and other technological goods. Their
primary poinhof differentiation is the extent to which they can be personalized or enhanced.
Therefo@r@ltures can be used to differentiate products. Some buyers will specifically seek

out high-end items. Therefore, consumer-goods manufacturers set their products apart from

the competition based on how well they perform?’.

The goal of product differentiation is to highlight the features and benefits that set a product
apart from the competition?®. For marketers, product differentiation means setting their wares

apart from the competition so as to attract more customers®. Product differentiation is
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described as the process of setting a product apart from its competitors to increase its appeal
to a specific demographic. This includes setting it out from the company's own products and

those of its rivals.

S\
R
(O

Measuring a company's success has huge benefits. Measuring therssuceess of a company

2.1.2 Organizational Performance

typically involves taking into account both its physical and ir@ble holdings. Business
performance indicators that reveal the company's pr y can motivate long-term
financial success by boosting client retention rates. uality of service improves, clients
are more likely to stick with a business. Somv&@lars found that companies with strong
customer relationships had higher levels of loyee approval and retention®’. Measures of
business performance are more predé%i}'o a company's future success. A long-term capital
project may show a loss in the@ut financial report, but it may turn a profit in the future if
its predicted benefits %Qa\lculated using financial measurements such as return on
investment. Measu@of corporate success can similarly demonstrate how enhancing

customer sa% fegﬁi(n and new client acquisition can boost long-term earnings.

The %gdrawback of business performance measurements is that they tend to create an
environment where short-term profits are more appreciated than the dynamics that underlie
them, especially when organizations set specific financial goals. In the sales industry, for
instance, it is common practice for companies to assign quotas, or a dollar amount in
Nigerian currency that employees must earn within a specified time frame. Since the staff's

pay is tied to reaching a certain monetary goal, they risk becoming overly focused on that
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number. Employees may prioritize meeting quotas for sales over providing quality service to
their customers. It is possible that a lack of creativity could result from the use of
performance measurements, as they tend to encourage somewhat rigid behavioral results.
Employees become preoccupied with making adjustments to their daily routines to facilitate
the implementation of systems and procedures that lead to a desired and rewarded result?!.

This could discourage personnel from trying out novel approaches that could lead &1 more

desirable outcome. QQ

Performance measurements may also encourage dishonest behavior &)me situations. In
order to make his or her normal sales quota, a sales representati , for example, exert
undue influence over a member of the accounting departme@eturn on equity (ROE) and
return on investment (ROI) are two examples §Qccounting-based performance
measurements that tend to be more manageable b&lagers but can be altered more easily
than market-based measures®?. Furtherm! \Q)rganizations (like innovators) that make
substantial investments in the current@ﬂ that are expected to accumulate rewards in the
future are often undervalued b &ounting-based criteria®’. Comparatively, market-based
performance indicators e@ susceptible to manipulation by managers, as seen by their
greater propensity to\reflect true market value of equities. The main advantage of this
.
performance p xy’\t'hat it takes into account projections for the company's future success®*.
The mar ook ratio is determined by dividing the market value of the company (the
share\so’ee times the number of outstanding common shares at the end of the year) by the

book value of the company's total assets.

A company's strategic strategy is an early indicator of its potential for success. This is
evidenced by the company's command of its industry and the clarity of its goals and strategies.

A customer-centric focus is another sign of a successful business. The third trait is the way a
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company's leadership handles employees and sets clear behavioral expectations, all of which
have an impact on the company's ability to "treat its customers," or attract, service, and keep
customers?>. The fourth quality is the company's influence on the processes and practices that
underpin its strategy. The third and fourth qualities are crucial to a business's success. A

company's core principles and beliefs are established and expected to inform all decisions and

actions. \

A company's organizational success can be measured by examining how well achieved

its stated objectives. Companies are typically evaluated on three key mietrics: their financial

performance, their market performance, and their ability to gen@reholder value. The

term "performance" is a "bag-word" because it encom aa wide range of concepts,
glg

including but not limited to: profitability as "the ability s to generate earnings"), which

is, according to a scholar, the end result of manage@rbecisions and various policies*.
2.1.2.1. Market Share Q :

The advantages of having a gooc@qfr?et share include boosting brand image of the business
because the consumers wil \%Ve that the company has got its marketing right by offering
clienteles a product th%t%ts or surpasses their necessities. Another advantage is that it also

gives the busi@

acknowle bs market power?’. Companies with high market share can build barriers to

pportunity to control developments in a marketplace — a dynamic

entry preserve their position. Business firms with high market share similarly attract
financiers and build confidence in potential patrons. By building a robust customer base,
businesses with high market share build a good basis for launching different products to
sustain their position in the present and in the future. A company with high market share can
build barriers to entry, making it problematic for competitors to build their own share. A

contender would have to make a foremost investment in marketing to overcome the blockade,
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giving the company with a high market share a strong gain®®. Total unit costs of producing
and distributing a product tend to decline by a more or less constant percentage with each
doubling of a company's cumulative output. Since, in a given time period, businesses with
large market shares generally also have larger cumulative sales than their smaller competitors,
they would be expected to have lower costs and correspondingly higher profits. Under most
circumstances, enterprises that have achieved a high share of the markets they KVG are
considerably more profitable than their smaller-share rivals. This connection n market

share and profitability has been recognized by corporate executives and con&lt)nts”’”.

One of the drawbacks of using market share as a measure of per is that the business
firm can become self-satisfied*’. For instance, the market shf a business Characteristics
of a company with a good market share include theQbe to understand the impact its
business strategies and their implementation have @’Ql revenue and ability to evaluate both
short and long-term trends in market shal‘e\\@ competitive presence. Business firms with
good market share show the charact@i of having the ability to distinguish and put a
figure on the revenue growth @loss and to recognize the growth and loss which has
occasioned from changes i market that was beyond control. Firms with good market
share are also charac&%by a high rate of return®’. The most obvious rationale for the high
.
rate of return e@ by large-share businesses is that they have achieved economies of scale
in procur , manufacturing, marketing, and other cost components. A business with a
40%§b@e of a given market is simply twice as big as one with ~0% of the same market, and
it will attain, to a much greater degree, more efficient methods of operation within a
particular type of technology. Closely related to this explanation is the so-called "experience

curve" phenomenon widely publicized by the Boston Consulting Group*!.
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One definition of "market share" is the percentage of total industry sales that a given
company accounts for over a given time period; this is determined by multiplying the

company's sales for that time period by the industry's sales for that same time period*2.

>\
N
Q
2.1.2.2. Firm Profitability 6\
One of the foremost advantages of profitability is that it is a@ﬁe ratio. Usually, if this
profitability ratio performs well in the present year and trend is likewise rising, most
likely the company is on a right track. The advan@%een in the fact that it is conclusive
ratio meaning that if there are key issues mlaér ratios or the business’s performance, it
will have its effect on this ratio. Gross s&margin is also advantageous to business firms as
a profitability ratio because it ch C&lsic operations’ efficiency*?. This is possible because
the higher this ratio, high.\zg the chances of enlargement in net profit margins. The
foremost advantage of t}batio is that it figures out if there is a challenge in the rudimentary
operations of t .®y. If this margin is not adequate to cover the managerial and other
expenses, théet profit margin is going to be low or negative. Return on capital employed is
anoth&bﬁtability ratio with a huge advantage for the business firm because it lets
stakeholders know if management is putting the capital to its most efficient use**. With this
metric, stakeholders can review management performance across different businesses in a

similar industry.

One of the disadvantages of profitability ratios like net profit margin is that businesses from
different industries cannot be likened on the basis of net profit margin. E.g. — the net profit
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margin of Apple Corporation is not similar to the Microsoft Corporation. Gross profit margin
may not express the story like the net profit margin. Unlike net profit margin, the gross profit
margin is not the concluding figure; if the sales general and organizational expenses take a
toll on the gross profit margin®’. This metric cannot be likened with businesses that belong to
different industries. The disadvantage of this profitability ratio is that stakeholders cannot
understand this ratio in seclusion without considering the net profit margin. major
disadvantage of return on capital employed a profitability ration is that it tak siders the
book value of the assets in its computations. The book value of the assets décreases either due
to devaluation or the book value may not mirror the market value*¢ 0
S

A profitable business shares many of the same traits as a @ leader, such as an effective
strategy, strong leadership, a cohesive culture, a@ ll-implemented compensation,

performance evaluation, and professional growth p@ms

Earnings, income, and margin all mean % e thlng and are synonyms for profit. Profit is

the driving force behind any succes s1 ess, and Lord Keynes said as much*’.

Thus, profit is not just a Q@ to owners but it is also related to the interest of other

segments of the so %\ oﬁt is the yardstick for judging not just the economic, but the

managerial efffle\y

profit fro e business activities of an organization, company, firm, or an enterprise*®. It

d social objectives also. Profitability means the ability to make a

show efficiently the management can make a profit by using all the resources available
in the market. According to a scholar, “profitability is the ‘the ability of a given investment to
earn a return from its use”*’. However, the term ‘Profitability’ is not synonymous to the term

‘Efficiency’.

Profitability is an index of efficiency and is regarded as a measure of efficiency and

management guide to greater efficiency. Though profitability is an important yardstick for
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measuring the efficiency, the extent of profitability cannot be taken as a final proof of
efficiency. Sometimes satisfactory profits can mark inefficiency and conversely, a proper
degree of efficiency can be accompanied by an absence of profit. The net profit figure simply
reveals a satisfactory balance between the values receive and value given. The change in
operational efficiency is merely one of the factors on which profitability of an enterprise

largely depends. Moreover, there are many other factors besides efficiency, which affect

profitability*$4°. Q
2.1.2.3. Firm Growth ,\QJ

For many businesses, the advantage of firm growth is that it si n%ccess. It produces new
opportunities, brings in more clienteles and engenders g ofits. One of the advantages

of business growth is the ability to take adva a% he economies of scale’’. As the

business firm increases its production output, it educe its costs per unit and achieve cost
savings. Another advantage of firm gro t}is that it gives an impression of the greater

.
financial practicality of the busine é“\n'a cial organizations often see businesses that are
growing as more trustworthy Q@able than their smaller market contenders. Growing into
new markets, products\@%rvices mean that if one part of the business is vulnerable to
market fluctuati

business ﬁrr@

reach fré@stomers or markets>!.

ﬁ\an depend on other revenue streams. Firm growth also enables the

crease its resources and stock; produce more sales and profits and also to

Some of the common drawbacks of firm growth include a shortage of cash — the business
firm may need to borrow money to meet firm growth costs, such as the purchase of new
properties or equipment>2. Another drawback is that firm growth can lead to compromised
quality because increasing production output may result in a weakening of quality control

measurcs.

37



Firm growth is characterized by a combination of factors which includes Managerial factor:
A typical catalyst underpinning firm growth is an ambitious entrepreneur, he or she setting
out to create a ‘big business and establishing a new firm. Over time, as a firm expands, the
original founder is usually unable to manage all facets of the business and will need the
assistance of other directors and professional managers which enables the firm to develop a
growth philosophy and impetus, however, serious management must be imple&ted to
identify changing customer needs or ill-judged diversifications which may @e growth

potential and put the very survival of the firm under threat>3. (J

Economic factors: Some firms thrive and grow instead of d@Q or going bankrupt
because they are superior in sustaining and creating com advantages which enables
them to ‘meet and beat’ rival firms, firms that are able &1 full advantage of economies of
scale and the experience curve are able to expand@market shares and sales by producing
their products at lower cost and selling the?@ver prices than rivals; similarly, firms that
are able to exploit product differentiatien~advantages, particularly through developing new
products are able to expand at th%&pense of less innovative rivals®*. Economies of scope are
often important in und g growth through concentric diversification, where firms
‘transfer’ resources dnd Skills from their core activities into related areas of business;
.
Financial facto@ they grow, firms will need to obtain additional financial resources. This
may invobvb firm in steadily plowing back profits over the years, a quicker way to fund

expab’@n, however, often involves the firm converting from a ‘sole proprietor’ status to one

of the other public joint stock company (Plc) by floating the business on the stock market.

Firm growth is the process by which a company expands its operations and personnel in order

to meet rising demand or take advantage of emerging market opportunities®. This expansion
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can be attributed to a number of factors, including the natural progression of the company's

lifecycle, the rate of expansion within the industry, or the goals of the company's leadership.
2.1.2.4 Customer Engagement

Studies of organizational behavior have adopted the idea of consumer involvement, which
had its origins in fields like psychology®¢. It has been expanded by modern researchers to
include both transactional (purchasing) and non-transactional (influencing, reche ding),
customer interaction behaviors that conceptually progress the trajecto/ consumer
engagement; academics came up with various definitions that@a sulate its core®’.
Specifically, Pansari and Kumar defined customer engagement, "as the mechanics of a
customer's value addition to the firm, either through G% or indirect contribution">®,
Notably absent from their definition is an e %an of what constitutes customer
involvement; nevertheless, in a prior Stud{fgl%g
customer engagement included purchaser ébns such as purchase, referral, persuasion, and
R

awareness. \(9\

Q

015, Kumar and Pansari claimed that

However, this definition_d \o explain how customer engagement is formed, nor does it

clearly define the adxg% derived from it; rather, it is a description of the characteristics of

]
customer enga@

customer | tion and co-creation experience with a business, which they felt was lacking

scholar saw customer engagement as a mental state that arises from

in th%&iption offered by Kumar and Pansari in 2015. Similarly, consumer engagement is
viewed as a multi-level process that begins with an individual's emotional response to a brand
and ends with the fulfillment of a specific objective®”. Customer engagement, as defined by a
scholar, is defined as the extent to which a customer participates in and is identified with a

company's product development and distribution processes®.
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However, a scholar proposed that customer engagement is an attitude transmitted through
emotional, intellectual, and social connection between a client and an organization that
extends beyond simple purchasing®!. Some scholars discuss the creation of consumer
involvement but fail to mention any potential benefits from it®>3. Customers are said to be
engaged when their actions beyond purchasing are motivated by the company they deal with,
as proposed by a scholar®. In 2009, Bowden was another academic who emphasized the
value of client interaction as it related to companies. New and existing consu yalty can

be strengthened through what Bowden calls "customer engagement," an’%(gi(ya process®.

Customers are said to be "engaged" when they actively participa%gompany's marketing
efforts beyond just making purchases, as proposed by scholaowever, viewing customer
engagement as a firm-initiated resource is essential, §$ the organization that typically
takes the initiative to engage the customer and&%)rganization that should proactively
manage the customer engagement experie . To back up this idea, a scholar said that
"the firm's deliberate effort to mofivate,“empower, and measure a customer's voluntary

contribution to its marketing func@s, beyond a core, economic transaction"®,
[ ]

In light of these deﬁniti@%i\sresearch defined customer engagement (or involvement) as a
set of firm-initi &@Vities meant to form a platform, one that invites customers to work
directly and wolufitarily with the organization in its production activities (value co-creation)
and dist@réon process in order to foster brand identity and loyalty and strengthen marketing
capabilities toward the end consumer’. By focusing on value creation, this definition of
customer engagement highlights the ways in which businesses may pique their customers'
interest and encourage them to become repeat customers. This opportunity to provide value is

important to consumer engagement, according to scholars’!.
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The writers agree with some researchers that there are four types of customer engagement:
purchases, recommendations, persuasion, and education. To back up these qualities, a 2014
study by Rosetta Consulting found that engaged customers are six times more likely to spend
more than 60% on buying actions, have the potential to repurchase up to 90% of the time, and
can persuade other customers to do the same’!. This is because, as noted by the researcher,

customer involvement allows businesses to forge deeper connections with their (clientele

beyond the scope of monetary exchanges’!’2. QQ

So it came as no surprise when a scholar concluded that marketer«reg?cf an uptick in
financial (profit & Sales) and market (market share & brand equi formance as a result
of focusing on customer engagement. Adel-Saleh concurs heartedly, as the academic
has found numerous positive outcomes for b@e es that practice transparent
communication with their clientele. Customer in@rgon has the potential to dramatically
impact a company's overall success, whic@ne of its many advantages’. In particular,
building "Outside-in marketing-capab@hat permits a corporation to be a viable going-
concern depends on active &@gipation from customers. Consequences of customer
involvement on value ge i0n are consistent with these stories, as reported by Pansari and
Kumar in 201774, Supporting the value-creation aspect, some scholars noted that "when
S
stimulating cus@ engagement behaviours, companies involve customers in activities that
were onc ved for the firm: promoting the brand, suggesting ideas for new products,

choo}fqyadvertising copy, deciding on logos, and even reacting to competitive actions" (p.

275)75,

Indirectly taking on the roles of employees, customers help businesses cut costs in areas like
advertising and product support’®. When consumers feel that they had a hand in making a

company's product, they are more likely to buy it and spread the word about it to other
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consumers. Because of this component of customer involvement, the company is able to
engage the client further in a "non-employed sales force capacity" without spending a dollar
but seeing an increase in patronage’’. Additionally, a scholar proposed that establishing a
client engagement platform provides the organization with prospects to collect customer
feedback. The company can learn a lot about the product and how the end-user could react to
it from the feedback of satisfied consumers. The fixed costs associated with produgt recalls

and refurbishments may be avoided if this action is taken before the problem@n adverse

,\(/

Scholars have argued that putting an emphasis on customer en activities is a more

effect on the company's product.

cost-effective way for businesses to advertise their wares anc@xct new clients. For instance,
customers are more likely to take into account the advi Sa friend or acquaintance when
making a purchase decision than they are &y attention to a company's sales
representatives or advertising campaig@rgciitionally, the concept that customers'
relationships and loyalty to an organ@re shaped and strengthened by activities that go
beyond simple purchases’. Cus@crs learn about the company and form opinions during
these exchanges and the @s benefits from this learning process by gaining insight into
its customers' minds_and formulating a response strategy that meets their needs®’. Scholars
.
have argued t@stomer interaction is increasingly important for generating customer

pleasure a% alty beyond the value-creation opportunities themselves®!.

Though the benefits of customer engagement for organizations that can initiate it have been
well-discussed in the literature, the concept's implied positive disposition toward an
organization makes it understandable that most authors would rather not discuss the concept's
drawbacks. One of the major obstacles of co-creation, as emphasized by scholars, is lost

influence over a firm's strategic management and planning. Management innovation is a
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critical factor in the success of any organization®?. A scholar claim was supported by another
scholar who argued that when an organization operates from a reactive stance, it risks stifling
the firm's innately inventive impulses. As a result, strategic planning is made more difficult

for businesses when customers are given more say in the innovation process and its results®3.

Customers are unpredictable, as noted by a scholar. As a result, customers have ever-evolving
requirements, which suggest that businesses may struggle to meet customers' tations
even after engagement activities have concluded. Finally, while custome ent can
help reduce the cost of marketing and distributing a product, it doe&()t come cheap. A
dedicated team of employees and careful planning are requ%glaunch an effective
customer engagement platform®4. Despite scholars' emphasis@w positive impact customer
engagement has on organizational performance, em@&studies suggesting a different

outcome have raised concerns about the right@ to plan and implement it for the

organization studied by scholars®>. @
2.2 Theoretical Framework \(o\s&
The resource-based theoi@mic capabilities theory, and competence-based theory are

used in this study to exarihe competitive strategy and performance of business firms in this

study. (.:\\'
2.2.1 D@c Capability Theory

Teece, Pisano, and Shuen proposed the dynamic capability theory in 1997. The ability of
employees to learn quickly and construct innovative strategic assets; the incorporation of
these strategic assets—counting capability, technology, and customer response—into
company processes; and, finally, the conversion or recycle of surviving assets which have

depreciated, were proposed by scholars as essential for an organization to meet different
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challenges. According to a scholar, "corporate agility" is achieved when these three stages are

carried out effectively®®.

The primary idea behind this approach is that an organization's core strengths can be
leveraged to gain a temporary advantage in the marketplace. As stated by scholars, dynamic
capabilities developed in response to the resource-based perspective of the company and the
idea of "routines" in evolutionary theories of organization proposed by Nelson a inter in

1982, "a bridge between the economics-based strategy literature and evoluttﬁ;@a proaches

to organizations," as described by scholars®”-8, /\

One of the critics of the theory, emphasized the need for a 0@ definition of dynamic
capabilities, arguing that using inappropriate constmcts@l render assertions based on
them essentially useless®®. Some skeptics conten tl)%%re is no agreed-upon definition of
dynamic capacities. On the one hand, the con as been criticized for being vague and
hard to pin down, obscure and tautologic ,\an difficult to grasp conceptually, among other
]
criticisms®’. However, new inforrn{ﬁs\has een presented, including a number of ideas and
discoveries, all of which sho\%% carefully considered. One notable attempt to provide a

different definition wa%% by a scholar’!. Other researchers, however, have also made

important cont b@gl’”’%. To address these criticisms and incorporate these new
theoretical a@gﬂ

Propb\egf of the theory, some scholars argue that the resource-based view of the firm

irical advances, a new paradigm is required.

emphasizes sustainable competitive advantage. In contrast, the dynamic capabilities view
places more emphasis on the challenge of remaining competitive in the face of rapidly

shifting modern business conditions®*.

Some scholars, for example, are on board with the theory since they The idea of dynamic

capabilities provides an explanation for how top executives of successful companies come up
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with plans to deal with dramatic discontinuous change while maintaining enough levels of
competence. For instance, industries that have relied on a specific manufacturing process may
find it difficult to make sudden changes to that process when a new piece of technology
becomes available. In such cases, managers must adapt their own procedures to make the
most of the available resources while simultaneously planning for future process changes as
those resources dwindle®. Dynamic capabilities, according to a scholar, allow businesses to
maintain a competitive edge and may aid organizations in avoiding the rigiditi chelr core
that can inhibit inertia and new ideas. Dynamic capabilities, while typi alwracterlzed in
generalities, are said to be made up of distinct and granular by the theory's
proponents®®. An organization's renewal and reconfigurati ﬁs resources are made
possible by its dynamic capabilities, which, as they @it, "embed the organizational

processes by which resources are employed teE gﬁ%te growth and adaptation within

changing environments." \Q(b

Since the dynamic capabilities theory @ts that businesses need two types of capabilities
to compete successfully in thelréckets— ordinary' capabilities to allow them to run their
chosen lines of business tly and effectively, and 'dynamic capabilities' to assist them
in upgrading thelr ord §capab1htles or producing innovations—the theory has significant
relevance for t@erstandlng of competitive strategy and business performance. In support
of the hy is, a scholarclaim that in situations of environmental change, when the firm
needs ‘toerefresh its collection of skills the most, dynamic capabilities are most crucial for
performance®’. Dynamic capabilities, as described by some scholars, can play a wide variety

of functions in businesses, including resource allocation, process management, knowledge

creation and dissemination, and decision making®®.
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2.2.2 Competence-Based Theory

The competency movement, pioneered by authors provides a powerful framework for
strategic management and shows promise for maintaining a company's competitive edge.
First and foremost, this theory rests on the premise that competence encompasses the

readiness to adapt to changes in both the external environment and the internal processes of

an organization. Second, competence considers the capability to handle the syste
organizations and the interactions among them. Competence, thirdly, als ers one's
capacity to oversee the mental operations of an institution. Fourth, corﬁ&tency considers the

ability to manage an organization's inclusive character as an ope °.

Critics of the competency-based theory, a scholar arquQw existence, structure, and
boundaries of the firm are explained in part by existence of individual or team

competencies, such as skills and tacit knowled @:h are in some way nurtured and upheld
by that organization'”’. The fundamental o>§y aint is that there are different points of view,
especially on the units and metho %aysis and the nature of (tacit) knowledge. While
offering management theory alighly relevant framework to explain the origins of corporate

success, the contributi@@rganization theory have yet to be thoroughly analyzed'’!. In

particular, we &\Q%iﬁcation on whether or not the competence-based view provides a
e

fully-ﬂedge%

Numﬁ\o%authors have expressed support for the competence-based theory. Proponents of

of the enterprise.

the competence-based approach argue that it is more logical than the resource-based view,
which they say draws the incorrect conclusion that firms with more resources will have
higher performance levels'’>!%3, The theory's explanation that disparities in performance
cannot be attributed solely to inequalities in resource endowment is highly relevant to my

research. The company must have the capability to utilize these assets in a way that is goal
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and market focused. This is possible only if skills linked to taking action are readily available.
With the help of competency theory, businesses can maximize their available assets and
respond rapidly and predictably to changes in their target markets. Since they take into
account both "asset flows" and activities, competencies are able to provide a fuller

explanation of the relationship between specialized resources and performance!%4.

The theoretical foundation for this research is the competence-based theory. Thi i&ecause
the theory builds upon the foundations laid by the other theories we cort'/ nd so is
more comprehensive and successful. The following are some benefits n&namic capabilities
theory, a competence-based approach. According to the resource proach, company A
will outperform company B if it has access to more Vae resources. However, the
competence-based perspective expands on this idea. O Qompany A is better equipped to
put the available resources to good use than Corr@B will A be more successful'®. This

coincides with the presence of and reliance mpetencies that cannot be easily reproduced

Competence-based theoriese® &%& novel conceptual dimensions that capture additional

or substituted by competitors!®.

stages of the complex ‘an er-changing interplay of assets, resources, and competencies,
making them o@licable than dynamic capabilities theories and going further than
resource-bas& ories'”’. Competence-based theory is characterized as systemic, cognitive,
holistic,%% dynamic!®. The competence-based viewpoint favors an economic line of

thinking, but it is not closed off to cognitive factors like learning.

Because it is so evident that resources can only be of strategic prominence if they are
competent to produce value which is inimitable by market adversaries, the resource-based
theory may have served as a theoretical foundation for this investigation. However, a

resource-based view and dynamic capacity theory's approach to competitive strategy is
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constrained by their reliance on internal aspects like human resources rather than external
factors. Competence-based theory, which serves as the study's theoretical framework, agrees
with resource-based theory, but is more developed and applicable to the independent variable,
competitive strategy (X), because it is more market-oriented, and market-oriented thinking
plays a more noticeable role in influencing business performance (Y). Both resource-based
theory and dynamic capabilities theory place a premium on a company's internal isets as a
key to success. Competence-based theory is favored over resource-based vie dynamic
capabilities theory because it emphasizes not only the firm's resource b a source of
competitive advantage, but also the business, firm developing a 1 us outlook about
$

innovative solutions, allowing the business firm to later ond market needs with

strategy!®. Q

Planning the market limit in a customer-centr@nner is also made feasible by the

competence-based approach. The business\ entify valuable core capabilities and place

their network of customers in an opth@sition to support those strengths throughout time

with the help of competence- baséheory Competence-theory perspective is superior to the

previously reviewed the @e to its strong touch of outside in alignment, as demonstrated
»

by the aforemen‘uon

and dynamics c@mes theory.

antages of competence-based theory over resource-based theory

Com eﬁ@:}ased theory differs from the resource-based approach and the dynamic
capabilities theory in that it does not assume that the market always behaves symmetrically.
Instead, a key strategic objective is to "creatively deconstruct" existing market conditions by

developing novel strategic architectures''®

. Competence-based theory is also useful for
identifying untapped market opportunities and capitalizing on openings provided by the

market mechanism. Competence based theory's relevance to competitive strategies (X) and
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corporate performance (Y) stems from its market-oriented orientation. When examined
through the lens of competence based theory, competitive strategy can take into account the
significance of product differentiation and diversification in tandem with product quality in
deciding the success or failure of a company. Competence-based theory is the only viable
option since it combines market-oriented perspectives to account for both competitive
strategy (X) and company success (Y). Competence-based theory can explain the &ection
between competitive strategy and business performance because it places im ce on the
fact that it is not sufficient for a business firm to be satisfied that superior sesources will
cause performance differences among firms; the firm must also b @e ent in making use
of these resources in a goal- and market-oriented way. Busin@%eed when their leaders

adopt a market- and goal-focused mindset. Q

2.3 Review of Empirical Studies b’b
O

The empirical review consists of the met@gical review, findings review, theoretical

review, theoretical framework, identi 1on and measurement of variables. It ends with

summary and gaps in the liter®g

2.3.1 Competitive Stratégy and Organisational Performance
D"

Many investigati \s have been conducted into the possible correlation between product
quality @arket share; here, we will examine only the most significant of these. Several
reseekﬂ%rs have studied this topic. Product innovation, quality, and market share: evidence
from a generic market was the focus of some scholars!!®!!'!, Some scholars looked at New
Product quality and emerging business growth, and some researchers investigated the factors
that influence the success of innovative businesses'!?. The market shares of Turkish

pharmaceutical companies are significantly affected by the structure of their supply chains.

According to other findings, the uniqueness of products varies significantly depending on
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supply chain structure and market share. This is the first study to combine the relationships
between these two constructs—supply chain structure and market share from the perspective
of supply chain management—and product originality from the perspective of management
in the pharmaceutical industry'!®. The research conducted by a scholar is narrow in scope; it
examines only one industry in Turkey using a convenience sample and a Pareto analysis. The

study's author recommended looking into product quality and market share in other industries

to inform future studies!!%!13.114, QQ

For future research, some scholars suggest focusing on the interplay befween product quality
and innovation to better understand the connections between pr process innovation
and market performance. The expert panel results find that @roduct development is one
of the most important "result indicators" for Iranian p@@eutical companies, and scholars
conduct a descriptive cross-sectional study of the @ pharmaceutical market with a focus
on new products over a five-year period“S"\K’@ ow-innovative locally produced medicines
have significantly increased the gap'%& n the unit value of imported and domestically
produced medicines. Despite this@&(e?manufacturers' share of the market for new medicines
has decreased from 529 @he start of the studied period to 24% at the end. Future

researchers are invit%) shed additional light on the link between product quality and market

share. CI:\\'

Accordi%’gresearch, there are substantial differences between the four types of companies
in terms of new product performance and new product innovation activities related to market
entry strategy and product quality. In addition, the findings demonstrate that, first, MT
companies have the best performance with regards to new products, second, TO companies
are the fastest to market with a new product, and third, MO companies are the best with

regards to the perceived quality of new products!'®. This study answers a need for
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interdisciplinary and multi-perspective research, particularly in the fields of marketing and
strategic management. This research validates the conceptual foundation of the study and
contributes conceptually because it is the first to merge MO and TO and analyze the
interacting impact of these two orientations on new product invention. The author argues for

more investigation into how product quality affects brand performance in the future.

The quality of new products has a substantial impact on the expansion o erging
businesses (EBs), according to research!'®. Quality of new products was @0 correlate
significantly with sales volume. The study indicated that the quality ew products had a
significant impact on market share in the examined sector. Qearch validates the
resource-based view that served as the theoretical foundaof the study by providing
empirical support for a model that connects the qualit@@w products to the expansion of
businesses. Businesses of the future can bank 0@ improved quality of their products.

Researchers recommend more investigatiorN ether or not there is a connection between

a company's product quality and its néo \&Itare.

o\

It looks important to have a-x market share, and the research show that a high quality

product is key to attm@md retaining customers. Studies also indicate the need for

additional reseaé}@e effect of product quality on business expansion.

Future resla&é can add to the body of knowledge by examining the connections between
prodﬁ\tg{d process innovation and market performance, as suggested by the findings of
studies like that of scholars!?*!2!, Evidence from Iran's product market competition and firms'
performance was the focus of some researchers study. According to the study's results and
analyses, further work has to be done on the topic of product market rivalry and market

metrics of business success, such as market share and revenue!?2.
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The literature has also revealed some interesting connections between market segmentation
and financial success. Numerous authors have discussed this issue. Several studies have been
conducted on the topic of market segmentation: one study explored the relationship between
consumer segmentation and brand positioning; another sought to develop a motivation-based
segmentation typology; a third investigated multistage market segmentation: an exploration
of B2B segment alignment; a fourth looked at the relationship between market sewtation
and the performance of service firms; and according to another scholar, a escriptive
approach is needed to explore intricate market dynamics, such as the c@ 1on between

O

Researchers in this field have suggested learning more ab he optimal combination of

market segmentation and firm profitability!23124125,

strategic management drivers that can maximize per@&ce. Research into the possible
connection between the implementation of n@’g segmentation techniques and the
subsequent ability of the organization to g@ more sales and, by extension, profit, is
warranted, as evidenced by the studie wed by scholars'?%!1?7, Culture of flexibility was
also found to have an effect On@&:ess innovation, and through that channel, on product
innovation. Future rese c@warranted to investigate the probable connection between
flexibility and perf an ¢, as this study only examined its impact on innovation. The
findings conﬁr@i moderates the relationship between BDAC and SCA in a positive
and statisti significant way. The scientists, however, found no evidence for the
modMn effect along the line connecting BDAC and competitive advantage, which runs
counter to popular perception. According to the authors, further research has to be done to

determine how organizational flexibility affects the efficiency of individual departments'?,

Some scholars looked at the relationship between organizational networks and strategic

business performance, specifically whether or not organizational adaptability and an
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emphasis on entrepreneurship were significant. The results showed that the connection
between organizational network and SBP may be understood via the lens of organizational
flexibility. Additionally, the connection between organizational adaptability and SBP is

reinforced by higher levels of EO'%,

Findings from this study imply that a company's project and product returns may be affected
by how quickly it can respond to shifting market conditions. This research &to the
literature in two ways: first, it offers concrete examples of how to i the SBP
mechanism in small and medium-sized enterprises. Second, this fesearch adds to our
knowledge of how SBP is impacted by factors including tional connectivity,
adaptability, and EO. Researchers have found a link betweogressive collaboration and
functional flexibility, two other forms of organizationa@&ility, and financial indicators of

organizational effectiveness'’. b’b

This study suggests a fresh approach to ﬁr sing a company's adaptability. The proposed
method helps businesses zero in 0{®most agile qualities, agile enablers, and subsequent
agile improvement paths by u&ng and integrating many instruments like BSC, fuzzy
TOPSIS, and quality f@?deployment (QFD). This research therefore contributes to the
expanding body o@ture on organizational agility both conceptually and empirically. To

further establish “the findings with a specific business sector, such as the manufacturing

industryé&:ase study, the author proposes conducting more descriptive research'?!.

The research provided theoretical input toward the consolidation of multiple disciplinary
viewpoints into a unifying representation framework for the study of agility training and
development. An intensive taxonomic effort yielded the framework. However, further work is
required to validate the theory and examine individual components as well as relationships

between dimensions and sub-dimensions. Some scholars investigated the impact of rapid and
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high-quality innovation on Chinese companies' ability to differentiate themselves and gain a
low-cost competitive edge. The results demonstrate that the connection between OL and
competitive advantage is mediated by the rate and quality of innovation. Low-cost
competitive advantage is more influenced by innovation speed, while differentiation
competitive advantage is more influenced by OL and innovation quality. In order to help
relevant companies promote certain parts of innovation and develop a competitive &n‘tage,
this paper includes both practical and theoretical efforts on innovation a Qmpetitive
advantage. Since the rate of innovation comes first, before the rate of’%Qt} market, it is

crucial to determine how much the latter influences the former'32. 0

Some scholars conducted a two-pronged analysis of competl Strategies and value creation.
Value generation for shareholders does not differ §\& antly between firms adopting
differentiation and cost leadership strategies, wh&ns following differentiation generate
significantly higher value for all stakeholde\\@’gﬁ The findings also reveal the importance
of size and reputational issues in und %mg the various stakeholder value performances.

The research provides emp1r1ca1 @ort for the link between competitive strategies and value

creation, which is paﬁ1§®levant given the importance of competitive strategy as a tool

for creating Value133

iscfiminant values for strategy categorization may have been affected
by out-of- bala@eet items and other data. Therefore, it is recommended that a cross-

sectional on the same topic be conducted in other continents, such as Africa or Asia, in

order\ﬁ&‘set the effect of sampling only 169 European businesses in the future.

Business strategy, market competitiveness, and earnings management in China was studied
by scholars'**. Companies that adopt a cost leadership stance (cost leaders) tend to be better
at managing their real earnings. Real earnings management is less common among

organizations that use a differentiation strategy (differentiators). Whether a differentiation
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approach or a cost leadership strategy results in longer-term financial success was
investigated by scholars!3*!3. According to the findings, there is a favorable relationship
between cost leadership and differentiation initiatives and current performance. However,
unlike the cost leadership plan, the differentiation strategy allows a company to maintain its
existing performance going forward. However, higher systematic risk and more volatile
performance are also features of the differentiation strategy. This research's key c&bution
is a comparison of generic methods based on their capacity to maintain fi formance
over time. This is a new angle on the strategy-performance connection ’%@ een ignored
in the past. The study adds to the literature by examining the costs aneﬁts of alternative
methods across a variety of metrics of company performanc particular, the authors make
a contribution to the literature by showing how, with m@:onsisten‘[ earnings, more risks
and volatility are generated by differentiation. I %Qo persuade businesses that a cost
leadership strategy is superior, future resear: d examine its effects, but concentrate on

the financial success of enterprises afte@g such a strategy'3°.

Strategic decisions and managen@&on‘trols were studied by scholars!*’. The results showed
that firms' strategic chois influenced by competition; nevertheless, contrary to what is
expected in the literature, firms operating in more competitive contexts opted for cost
S
leadership oven\disfinctiveness. Quality ambidexterity, competitive strategies, and financial
performamb n empirical study in industrial enterprises is what some scholars looked
intol}\%lth the exception of the focus approach, the results demonstrate a positive and
significant correlation between QAMB and the other two competing strategies, as well as
between the other two and financial performance. We find that higher levels of competitive
strategy implementation are linked with a more even distribution of QEI and QER rather than

with one that favors QER over QEI. This research is the first to use a rigorous empirical test

to investigate how QAMB affects financial success in the face of rival tactics. Managers
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could use the study's findings to put into practice QEI and QER techniques that improve
resource allocation and, by extension, financial success. All responders were from the West
Bank, despite there being two areas in Palestine (the West Bank and the Gaza Strip). This
research relies solely on data collected from the business world. The influence of cost
leadership or other pragmatic metrics of financial success, such as company liquidity or
current asset base, can be investigated in studies of this type utilizing structural equation

modeling. This is crucial in order to put some meat on the bones of the theore@mnection

between cost leadership and financial performance'*. ’\QJ
Most of the studies we looked at urged future researchers to di into the connection
between a company's cost-cutting prowess and its liquidit ere has been a paucity of

empirical research on the topic of using cost leadership g gai a competitive advantage in the
marketplace, prompting the recommendation that@ research examine the impact of cost

leadership on the liquidity of business ﬁrm&\\@as been done here!37:138:139,

2.3.2 Customer En\&ment as a Moderating Factor

C
Consumer e@gement refers to the extent to which a consumer identifies with and takes part
in a%%ﬁny’s brand or mission. The potential for it to affect company performance has
garnered a lot of attention in recent research. Concurrently, a company's competitive
strategy—which includes decisions about things like cost leadership, distinctiveness, and
focus—is a major factor in how well it does in the marketplace. The complex dynamics at

play have been illuminated by recent research investigating how consumer engagement can

influence the relationship between competitive strategy and business success!#.
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A scholar conducted recent research in the retail business to investigate the relationship
between consumer engagement, competitive strategy, and company performance. Higher
customer engagement was found to be more beneficial to differentiation-focused businesses
than cost-leadership-focused businesses, according to the study. Companies that put an
emphasis on differentiation tend to provide exceptional offerings that appeal to customers'

sense of pride and accomplishment. When consumers are invested in a brand's products and

services, they are more likely to be loyal, spread the word, and pay more for@Q products
and services!'#!. (J

N

On the other hand, businesses that aim to be market leaders in t rice may not benefit
as much from having highly engaged customers. Consumer@ are watching their wallets
may place less value on emotional connection and hen§®ce the influence of involvement
on these businesses. The research did note, howe\é at even with a cost leadership plan, a
middle ground between disinterest and é@ participation from customers might boost
profits. This implies that consumer i ion is still relevant across competitive strategies,

even if the amount of the effect V%%E?Z.

Customer involvemen@ontext of technology-driven competitive strategies was the
focus of a furt N rtant study'4. They discovered a more robust connection between
customer in@/e ent and firm success in businesses that used digital platforms to gain a
com et@dge. Higher degrees of involvement are possible because to the digital age's
platforms, which enable individualization and interactivity. Customers who are actively
involved in this context are more likely to make purchases, share more information, and

remain loyal to the company, all of which are consistent with technology-focused tactics.

These recent studies show that consumer involvement moderates the connection between

competitive strategy and business outcomes. The competitive strategy pursued in a given
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industry determines the degree to which client engagement affects corporate success.
Companies should coordinate their engagement activities with their overall business goals.
Companies with a focus on difference stand to earn the most from high levels of engagement,
but even companies with a focus on cost leadership can reap some benefits from keeping at
least some levels of involvement. The effect of engagement on performance results is

magnified in tech-driven strategies thanks to the digital environment!#,

Overall, the most up-to-date research emphasizes the value of focusing oh ‘customer
engagement as a moderating factor in the connection between compgtitive strategy and
business results. In order to achieve performance outcomes, busitesSes need to develop
engaging strategies, and understanding how engagement interacdts with different tactics can
help. Companies that are able to adjust their methods @f inVolvement in light of changes in

the market are more likely to enjoy long-term succ€ss'%.

2.4 Conceptual Framework

Competitive Strategy Organisational Performance
Hol
Product Quality - - » Market Share
Market Segmentation Ho2 Profitability
Product Differentiation Ho3 Firm Growth
Ho4

Customer Engagement



Figure 2.1: Conceptual Model for the Study
Source: Researcher’s Model, 2024

This research's conceptual framework was constructed using the competence-based theory.
The theory clarified the connections among competitive strategy, consumer engagement, and
business results. Competence-based theory successfully connected manufactu s to the
imperative to employ suitable competences in order to preserve their QQQp itive edge. The
model summed up the study's key findings about the compefi trategies, customer

engagement, and organizational performance of a samof Lagos State, Nigerian

manufacturing firms. QQ

Product quality, market segmentation, and pro%%fferentlatlon comprise the independent
variable competitive strategy. Orgamzat on performance is the outcome variable, with
market share, profitability, and ﬁ &\ serving as metrics, and customer engagement
serving as a moderating V&ﬂ%@rherefore the four hypotheses were linked as follows:
customer 1nvolvemen®%etmve strategy, and organizational performance; market
segmentation ands&tablhty, product differentiation; and firm growth. The overall

N\

outcomes, c% i0n, and any suggestions for this study will depend on the statistical test of

these hy@ es.
\/

2.5  Summary of Gap in Literature Reviewed

Many investigations have been conducted into the possible correlation between product
quality and market share; here, we will examine only the most significant of these. Several
researchers have studied this topic'¥. Product innovation, quality, and market share:
evidence from a generic market was the focus of some scholars!¥’. Some scholars looked at
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New Product quality and emerging business growth, and some researchers investigated the
factors that influence the success of innovative businesses!*”!48, The market shares of Turkish
pharmaceutical companies are significantly affected by the structure of their supply chains.
According to other findings, the uniqueness of products varies significantly depending on
supply chain structure and market share. This is the first study to combine the relationships
between these two constructs—supply chain structure and market share from the @ective
of supply chain management—and product originality from the perspective agement

in the pharmaceutical industry'#°. The research conducted by a schola&&rgw in scope; it

examines only one industry in Turkey using a convenience sarnpa eto analysis'>?,

The study's author recommended looking into product qu and market share in other
industries to inform future studies. For future research, Q{l cholars suggest focusing on the
interplay between product quality and innovat% better understand the connections

between product and process innovation an@et performance''.

.
The Iranian pharmaceutical mark§(§\\tfle subject of a descriptive cross-sectional study
conducted by some researoher&%ne of the most crucial "result indicators" for Iranian
pharmaceutical enterpn'%&:ording to the findings of the expert panel, is the creation of
innovative new p@s. Low-innovative locally produced medicines have significantly
increased th %‘l{etween the unit value of imported and domestically produced medicines.
Despite @"b’local manufacturers' share of the market for new medicines has decreased from
52% at the start of the studied period to 24% at the end. It is hoped that further study would

illuminate the correlation between product quality and market share in the future!>2.

According to research, there are substantial differences between the four types of companies
in terms of new product performance and new product innovation activities related to market

entry strategy and product quality. In addition, the findings demonstrate that, first, MT
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companies have the best performance with regards to new products, second, TO companies
are the fastest to market with a new product, and third, MO companies are the best with
regards to the perceived quality of new products. This study answers a need for
interdisciplinary and multi-perspective research, particularly in the fields of marketing and
strategic management. This research validates the conceptual foundation of the study and
contributes conceptually because it is the first to merge MO and TO and analyze the

interacting impact of these two orientations on new product invention. The ay rgues for

more investigation into how product quality affects brand performance i\Qnyurem.

The quality of new products has a substantial impact on nsion of emerging
businesses (EBs), according to research by scholars. Quali@new products was found to
correlate significantly with sales volume. The study ind'@&hat the quality of new products
had a significant impact on market share in the e:@’ged sector. This research validates the
resource-based view that served as the t\@lcal foundation of the study by providing
empirical support for a model that cO@ the quality of new products to the expansion of
businesses. Businesses of tl.le ﬁ@& can bank on the improved quality of their products.

Researchers recommend @twestigation into whether or not there is a connection between
ali

a company's produg&

It appears in@ t to have a sizable market share, and these studies show that a high quality

and its market share!>*.

product%’bey to attracting and retaining customers. Studies also indicate the need for

additional research on the effect of product quality on business expansion.

Several researchers have examined the relationship between product innovation, quality, and
market share in generic markets; the relationship between new product quality and emerging
business growth in Kwara State; and the relationship between fast- determine what factors

influence a company's ability to innovate and succeed in a competitive market by examining
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the relationship between market focus and technological focus'>®. According to the studies we
looked at, having a sizable market share depends on having a high quality product that
attracts loyal customers. Studies also indicate the need for additional research on the effect of
product quality on business expansion. Having a sizable chunk of the market share appears to

be related to an organization's expansion.

The literature has also revealed some interesting connections between market s ntation
and financial success. Numerous authors have discussed this issue!'>>!3¢, Se @ dies have
been conducted on the topic of market segmentation: a scholar ex edcge relationship
between consumer segmentation and brand positioning; another. sought to develop a
motivation-based segmentation typology; the third scholar@stigated multistage market
segmentation: an exploration of B2B segment align@t; a fourth scholar looked at the
relationship between market segmentation and th&ormance of service firms; and More

descriptive research, according to study, i@ed to analyze complicated market linkages,

particularly in areas where marl& mentation and firm profitability should be

Researchers in this fi Q suggested learning more about the optimal combination of

investigated!>’.

strategic mana Q\rivers that can maximize performance. Research into the possible
connection & n the implementation of market segmentation techniques and the
subsequ%’bbility of the organization to generate more sales and, by extension, profit, is

warranted, as evidenced by the studies reviewed by scholars!®

. Culture of flexibility was also
found to have an effect on process innovation, and through that channel, on product

innovation.

Explicating consumer segmentation and brand positioning; Developing a motivation-based

segmentation typology; Multistage market segmentation: an exploration of B2B segment
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alignment; Market segmentation and performance of service firms; Market segmentation via
attitudinal functions: a multiple case study analysis are just some of the topics that have been
studied by academics and researchers. Researchers in this field have suggested learning more
about the optimal combination of strategic management drivers that can maximize
performance. It appears from the analyzed studies that there is a plausible link between the
implementation of market segmentation methodologies and the organization's p&tial to

create more sales and, consequently, a chance for profit'*. QQ

Studies on the relationship between product differentiation strategy andggr;d'rmance already
exist!*160.161 Using a quantitative study methodology, a schola@that implementing a
product differentiation strategy led to improved business re&@z. Strategy and performance

163 To provide

were investigated by scholars who found encouragin%&nce from China
empirical support the connection between proc@ ifferentiation strategy and earnings
management, scholars’ research provide&@ence for the connection between product
differentiation strategy and return'%q" vestment. The correlation between product
diversification strategy and efﬁ%{hcy indicators like return on investment has been the

N

subject of both positiv a@egative studies'®*. Many researchers came to contradictory

conclusions about th%rl les of interest, demonstrating the importance of considering the
.

research ﬁndin@the relationship between product differentiation strategy and Return on

Investmenti®Price is inextricably linked to product differentiation, as scholar found!¢’.

Using\a%lster analysis, a scholar discovered that premium pricing as a means of product

distinction is strongly correlated with success. It is unclear how much of a factor product

differentiation actually is in ROI'¢®,

Endnotes

63



10.

11.

L., Petteri, G., George, & O., Alexy. "When do novel business models lead to high
performance? A configurational approach to value drivers, competitive strategy, and
firm environment." Academy of Management Journal 66(1), 2023, 164-194.

A., Abdulaziz, S., Middelberg, & M., Oberholzer. "4 case study approach to develop
a competitive strategy for a selected automotive distribution company in preparation
for Saudi vision 2030." In Business Research: An Illustrative Guide to Practical
Methodological Applications in Selected Case Studies, Singapore: Springer Nature
Singapore, 2023, pp. 267-2809.

N.A., Dimitriadi, O.I., Shchepilov, & A.K., Atabekov. "Developing competitive
strategies based on scenario analysis with the use of Al capgbilities.”
In Technological Trends in the Al Economy: International Review dnd) Ways of
Adaptation, Singapore: Springer Nature Singapore, 2023, pp. 33-40.

P., Garrido-Vega, M., Sacristan-Diaz, J., Moyano-Fuentes, & R4 Alfala-Luque. "The
role of competitive environment and strategy in the supply chd@ims agility, adaptability

and alignment capabilities.” European Journal of Management and Business
Economics 32(2), 2023, 133-148.

A., Alhamzah, K.W., Khaw, X.Y., Chew, S., AbbaSn&-Z.Z., Khattak. "The influence
of the barriers of hybrid strategy on strategic competitive priorities: Evidence from
oil companies.”" Global Journal of Flexible Systems Management 24(2), 2023, 179-
198.

H., Jeou-Shyan, L., Chih-Hsing, G ¢~Shéng-Fang, Y., Tai-Yi, & N., Yen-Ling.
"Modelling competitive advantage usiug’the concepts of big data and social media to
develop a sustainability strategys“Tourism Review 78(3), 2023, 712-725.

W., Xue-Yan, F., Zhi-Ping,"& L., Guangming. "Strategic analysis for adopting
blockchain technology under” supply chain competition.” International Journal of
Logistics Research and“Applications 26(10), 2023, 1384-1407.

P., Ricardianto, A, Lembang, Y., Tatiana, M., Ruminda, A., Kholdun, I., Kusuma, H.,
Sembiring, G.,\Sudewo, D., Suryani, & E., Endri. "Enterprise risk management and
businessp strategy on firm performance: The role of mediating competitive
advagtage."yUncertain Supply Chain Management 11(1), 2023, 249-260.

P.Andrew, R., Whipp, & R., Rosenfeld. "Competitiveness and the management of
strategic change processes.” In The Competitiveness of European Industry, Routledge,
2023, pp. 110-136.

L.R., Orlando, F., Musiello-Neto, & M., Arias-Oliva. "Linking open innovation and
competitive advantage: The roles of corporate risk management and organisational
strategy." Baltic Journal of Management 18(1), 2023, 104-121.

M.R., Mulyaningsih, D.K., Komariah, R.T., Firdausijah, & Y., Yuniarti. "The effect of
strategic  planning on competitive advantages of small and medium
enterprises.” Management Science Letters, 11, 2023, 411-416.

64



12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

L., Chenchen, P., Wan, H., Gwo-Jen Hwang, T., Yun-Fang, & W., Youmei. "From
competition to social interaction:. A mobile team-based competition approach to

promoting students’ professional identity and perceptions.” Interactive Learning
Environments 31(2), 2023, 1158-1172.

T.J., Tandarma, A., Christian, & R., Jayadi. "Factors of organizational agility
mediated by competitive performance in online fashion retailers.” Indonesian
Interdisciplinary Journal of Sharia Economics (IIJSE) 6(1), 2023, 270-291.

A., Jovo, D., Kulovi¢, F., Dokovi¢, & M., Bav€i¢. Business strategy and competitive
advantage: a reinterpretation of Michael porter’s work. Taylor & Francis, 2023.

N., Bishwajit, S.S., Bhattacharyya, & B., Krishnamoorthy. "Integrating¢he dialectic
perspectives of resource-based view and industrial organizatign \theory for

competitive advantage—a review and research agenda.” Journal of-Business &
Industrial Marketing 38(3), 2023, 656-679.

Y., Chidi, M., Shun, K., Jackson, L., Newiduom, & 1., Browndi))"The significance of
information systems in enhancing strategic agility within Supply chain context: A case

study of telecommunications industry.”" Internationdl Journal of Engineering and
Applied Sciences 11(2023), 2023: 67-74.

M., Gonzalo, R., Aranguiz, J.A., Espejo-Diaz{ B,, Granados-Rivera, & C., Mejia-
Argueta. "Can street markets be a sustainable strategy to mitigate food insecurity in

emerging countries? Insights from a gempetitive facility location model." Socio-
Economic Planning Sciences 86, 2023 #401456.

K., Itai, K., Zvokuomba, B., Nyagadza, & E., Dube. "Swimming against the tide:
Young informal traders’ survival\strategies in a competitive business environment in
Zimbabwe." Youth & Society 53(2), 2023, 280-299.

F., Shakouhi, R., Tayakkoli-Moghaddam, A., Baboli, & A., Bozorgi-Amiri. "4
competitive pharmaceutical supply chain under the marketing mix strategies and

product life cyele) with a fuzzy stochastic demand.” Annals of Operations
Research 324(1-2) 2023, 1369-1397.

C., Ding, & A., Hapzi. "Literature review: competitive strategy, competitive
advapreges, and marketing performance on E-Commerce Shopee Indonesia.” Dinasti
Intéxhational Journal of Digital Business Management 3(2), 2022, 299-309.

D.W., Sanchia, G., Ryana, D.R., Pringgandinie, H., Yulina, & D., Hadiansah. "SWOT
analysis as a competitive strategy at primkopkartikaardagusemacimahi city, West

java, Indonesia." International Journal of Science, Technology &
Management 3(1), 2022, 134-143.

D., Sidhartha, & C., Canel. "Linking manufacturing and competitive strategies for
successful firm performance: A review and reconceptualization.” Journal of Strategy
and Management 16(1), 2022, 148-172.

R., Sahabuddin, M.I., Muhammad Ishlahldrus, & A.K., Hamsyah. "Pottery marketing
competitive  strategy  in  pattallassang  sub-district  Takalar  regency,
Indonesia." SpecialusisUgdymas 1(43), 2022, 11075-11088.

65



24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

P.M., Reza. "Literature review: Competitive strategy and competitive advantages on
e-commerce Shopee Indonesia." Journal of Law, Politic and Humanities 2(4), 2022,
165-174.

G., Jaime, B., Pérez-Aradros, & 1., Salazar. "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), 2022, 102244.

K., Manjeet, R.S., Mor, & S., Rana. "Mediating role of manufacturing strategy in the
competitive strategy and firm performance: evidence from SMEs." Benchmarking:
An International Journal 29(10), 2022, 3275-3301.

W., Huwei, Q., Zhong, & L., Chien-Chiang. "Digitalization, competition tégy and
corporate  innovation:  Evidence  from  Chinese manufa@ listed
companies.” International Review of Financial Analysis 82, 2022 1024:66.

T., Karishma, & K.B., Srivastava. "The role of knowledge &ment processes in
leveraging competitive strategies to achieve firm inn ess.” The Bottom

Line 35(2/3), 2022: 53-72.

I., Larisa, W., Ali, R., Khalid, & M., Raza. "The j of competitive strategies on
performance of banking sector; the mediating rol corporate social responsibility
and operational excellence.” Energies 16(1), 26@, 297.

AM., Karikari, D.D., Sedegah, A.,
"Modeling the influence of industry

resources with the moderating effe
Engineering 9(1), 2022: 2138]

waaAyisi-Addo, & E.K., Gyening.
n intention to invest in renewable energy
sustainable competitive strategy.”" Cogent

I., Xhavit, & M.T., Latkc%ﬁep\"T here is time to be integrated: The relationship
between SCM practice @ organizational performance-The moderated role of
competitive strategy.” ent Business & Management 9(1), 2022, 2010305.

Y., Liping, & V% Aurheboonsuke. "The impact of entrepreneurial orientation on firm
performance._the multiple mediating roles of competitive strategy and knowledge
creationgpi " Mobile Information Systems, 2022, 2022: 1-10.

L., Haihui, L., Tianyou, & G.K., Leong. "Choice of competitive strategy of formal
ormal sectors in recycling WEEE with fund subsidies: Service or

an
@. " Journal of Cleaner Production 372, 2022: 133717.

34. \(/., Jaroslav, & J., Dobrovi€. "Key factors of organizational and management

35.

structures in the formation of competitive strategy.” Journal of International
Studies 15(3), 2022.

B.A., Citra, S., Sudarmiatin, & A., Hermawan. "Competitive strategies in the lodging

service sector: Five porter analyses and case study SWOT analysis.” Journal of
Business and Management Review 3(1), 2022, 001-017.

66



36.

37.

38.

39.

40.

41.

42.

43.

44.

45.

46.

K.M., Adnan, A.M., Alhidari, & S., Tabassum. "Scale development and validation of
total quality and socially responsible management (TOSR-M) framework: dual
competitive strategy for management.”" Social Responsibility Journal, 18(3), 2022,
573-596.

A., Waqas, LI., Alasan, M.H., Khan, A., Shujahat, C., Jun-Hwa, & T., Ramayah.
"Competitive strategies-performance nexus and the mediating role of enterprise risk
management practices: a multi-group analysis for fully fledged Islamic banks and

conventional banks with Islamic window in Pakistan.” International Journal of
Islamic and Middle Eastern Finance and Management 15(1), 2022: 125-145.

P.D., Baez, L., Lopez-Barraza, & J.M., Jiménez. "Organizational capa% and
competitive strategies in a developing country. An empirical analys Procedia
Computer Science 210, 2022, 358-362.

W., Junqi, & C., Hongjun. "Improving competitive strategic a’ec&zqngf Chinese coal
companies toward green transformation: A hybrid multi—@r decision-making

model." Resources Policy 75, 2022, 102483. %

F., Albrecht, & A., Bohnert. "Implications of
development and competitive strategy in digital i
risk and insurance-issues and practice 47(4), 2022,

offerings for business
ce.” The Geneva papers on
-834.

Z., Jiacheng, H., Zhang, X., Tianying, Y., 'f@., Qicheng, J., Yang, C., Limei, & J.,
Yang. "Highly efficient Hg2+ removal pigng*competitive strategy using a Co-based
metal organic framework ZIF-67." of Environmental Sciences 119, 2022,

33-43, A\

J., Gonzalez-Benito, I. %onzalez & D., Gonzalez-Sanchez. "Human
resources strategy as a g@st for the success of the competitive strategy: An
analysis based on alzgnQ Personnel Review 51(4), 2022, 1336-1361.

B., Augusto, B., oldi, C., Giachino, & G., Santoro. "Competitive strategies in the
agri-food indus Italy during the COVID-19 pandemic: An application of K-
means clus eraualysis.” British Food Journal 124(12), 2022, 4782-4799.

\T Shu, S., Chen, S., Wang, & L., Shulin. "Competitive strategy and
jon strategy of the orlgmal equzpment manufacturer and the third-party

acturer in remanufacturing.” International Journal of Computer
%e rated Manufacturing 35(10-11), 2022, 1227-1245.

X.,
prod

C., Beth, & C., Philippou. "Gender diversity and financial sustainability in
professional football: A competitive strategy and proposed interdisciplinary research
agenda.” Managing Sport and Leisure, 2022, 1-5.

K., Changju, & H., Bin. "Role of brand equity and competitive strategies in the
relation between horizontal alliances and its benefits." Journal of Business &
Industrial Marketing 37(9), 2022, 1903-1914.

67



47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

V., Pogodina, A., Chistyakova, N., Ershova, N., Fomenko, & N., Danilochkina.
"Formation of a competitive development strategy for a transport and logistics
company." Transportation Research Procedia 63, 2022, 1595-1600.

W., Shixun, & L., Yang. "Spatial competition, strategic R&D and the structure of
innovation networks." Journal of Business Research 139, 2022, 13-31.

G.S., Kuhunya, & J., Amuhaya. "Effect of competitive strategies on the performance
of SMEs in KIAMBU County, Kenya." Journal of Business and Strategic
Management 7(1), 2022, 69-87.

N.A., Chuong, T.X., Hiep, T.B., Nguyen, H.H., Nguyen, & N.T., Phuong Thao.
"Competitive strategy of India and China in Southeast Asia and its imipact™on the
region.” Croatian International Relations Review, 28(89), 2022, 225-249?

W., Amali, S., Salunke, & G.A., Athaide. "Customerg heterogeneity and
innovation-based competitive strategy: A review, sywthests, and research
agenda.” Journal of Product Innovation Management, 38(3), 2021, 315-333.

R., Rahmayati. "Competition strategy in the islamicbawking industry: An empirical
review.”" International Journal of Business)./Economics, and Social
Development 2(2), 2021, 65-71.

K., Halit, H.A., Sentiirk, E., Tatoglu, 1., Gélgeer; O., Kalaycioglu, & H.T., Etlioglu.
"The simultaneous effect of firm capabjlities and competitive strategies on export

performance:  The role of ~competitive advantages and  competitive
intensity." International Marketing"\Review 38(6), 2021, 1242-1266.

M., Mykola, O., Lozhachevska,\V.}y Smagin, O., Krasnoshtan, M., Zos-Kior, & 1.,
Hnatenko. "Competitive strgtegiés of personnel management in business processes of
agricultural enterprises, \focused on digitalization." Management Theory and
Studies for Rural Business and Infrastructure Development, 43(3), 2021, 403-414.

P., Sidik, D., Sunarsi,"A.P., Sudarso Wahyitno, A., Mogi, F., Agustin, L., [rawati, H.,
Sapari, K., Supriyadi, D., Wandi, & A., Purwanto. "The effect of strategic leadership
on competitive \strategy and business performance: Evidence from Indonesian
SME's."\Annals of the Romanian Society for Cell Biology, 2021, 4908-4918.

MgyAdireza, & O., Ghanadiof. "CRM competitive strategy in financial

indtitutions.” European Journal of Business and Management Research 6(3), 2021,
LAT-117.

A., Muhammad, & S.Z., Shah. "Entrepreneurial orientation and generic competitive
strategies for emerging SMEs: Financial and nonfinancial performance
perspective.” Journal of Public Affairs 21(1), 2021, e2125.

N.P., Nguyen, & S., Adomako. "Environmental proactivity, competitive strategy, and

market performance: The mediating role of environmental reputation.” Business
Strategy and the Environment, 30(4), 2021, 2008-2020.

68



59.

60.

61.

62.

63.

64.

65.

66.

67.

68.

69.

70.

C., Apraiz, J., Nicole, F., Richter, J.M., de Antonio, & S., Gudergan. "The role of
competitive strategy in the performance impact of exploitation and exploration quality
management practices.” European Business Review 33(1), 2021.

A.B., Jamal, & G., Anwar. "Porter’s generic competitive strategies and its influence
on the competitive advantage."International Journal of Advanced Engineering,
Management and Science 7(6), 2021, 42-51.

S., Saumyaranjan. "Aligning operational practices to competitive strategies to
enhance the performance of Indian manufacturing firms." Benchmarking: An
International Journal 28(1), 2021, 131-165.

H.F., Chung, & M., Hsiao-Wen Ho. "International competitive strategies,
organizational learning and export performance: A match dnd\ mis-match
conceptualization.” European Journal of Marketing 55(10), 2021§2794<2822.

S.I., Manuele dos, C.M., de Miranda Mota, & L.H., Alencar. #Fhe'strategic alignment
between supply chain process management maturity \model and competitive
strategy." Business Process Management Journal 27(3), 2021, 742-778.

M., Kulachet. "4 comparative study of a simgléncompetitive strategy and a
combination approach for enterprise performance.*Rolish Journal of Management
Studies 23(2), 2021, 321-334.

A.T., Roshandel, E., Norouzi, A., Omidi,»& J.M., Valero-Pastor. "Competitive
strategies of mobile applications im enline taxi services: The cases of Snapp and
Tap30 in Iran." International Journalef Emerging Markets 16(1), 2021, 113-130.

V., Stadnyk, G., Krasovska, @\Pchelianska, & Y., Holovchuk. "Determinants of
“green entrepreneurship’{ €owipetitive strategies implementation in the agro-

industrial sector of Ukrdipe,¥ In 10P Conference Series: Earth and Environmental
Science, IOP Publishing=623(1), 2021, p. 012032.

H., Duan, K., Ahnigd, & M., Nanere. "Life cycle, competitive strategy, continuous
innovation gnd firm performance.” International Journal of Innovation
Management 25(01), 2021, 2150004.

W., Cheng-Han, & N., Chamnisampan. "Platform entry and homing as competitive
straegies under cross-sided network effects.” Decision Support Systems 140, 2021,
113428.

H.J., Brian, & J., Webster. "From selling songs to engineering experiences: exploring
the competitive strategies of music streaming platforms.” Journal of Cultural
Economy 14(2), 2021, 240-257.

C.H., Wuen, F., Ibrahim, & K.J., Ringim. "Mediating effect of competitive strategy in
the relationship between strategic human resource management and performance of

small and medium enterprises in Brunei Darussalam.” Middle East Journal of
Management 8(2-3), 2021, 254-277.

69



71.

72.

73.

74.

75.

76.

77.

78.

79.

80.

81.

82.

83.

A., Margarita, L., Shevchenko, O., Shalnev, & A., Chugunov. "Creating a
competitive strategy for a digital financial institution.” In E3S Web of Conferences,
EDP Sciences, 244, 2021, p. 10007.

P., Norton. The manager's guide to competitive marketing strategies. Routledge, 2021.

D., Donatella, G., Magnani, L., Crosato, & C., Liberati. "Growth of firms in a
fragmented cultural industry: Italian commercial art galleries’ competitive
strategies.” Sustainability 13(9), 2021, 5057.

N., Kyoo-Sung. "4 study on strategic fitness of digital transformation and competitive
strategy."” Journal of the Korea Convergence Society 12(8), 2021, 257-2“

H., Jaewon, & P., Kyoungmi. "Competitive strategy and res@ sharing:
Moderating effects of strategic contexts.” Journal of the KQJ Academia-

Industrial cooperation Society 22(1), 2021, 138-148. ,\

L.T., Moroni-Cutovoi. "An examination of competitive s
relationships for remanufacturing.” Journal of Remanufg

174. Q

G., Jaime, B., Pérez-Aradros, & 1., Salazar. "Do@a’er of entry shape competitive
strategies? An analysis of European mobile op@ors. " Long Range Planning 54(2),
2021, 101874 o)

gy in buyer-supplier
furing 11(2), 2021, 147-

R.P.1. R.,J. M. H. M. Prasanna, B. Q&., Upulwehera, G. A. K. N. J., Senarath, P.
S. K., Abeyrathne, J. M. S. B., Ry she, E. M. S., Jayasundara Ekanayake, &
S.K.N., Gamage. "Factors dete ing the competitive strategic positions of the smes
in asian developing nations:" tudy of SMES in the Agricultural sector in Sri

Lanka." Economies 9(4), 2@ 3-208.

create sustainabl titive advantages seen from the nine factor model and Bacos
Treacy model.’ rnal of Physics: Conference Series, IOP Publishing, 1764(1),
2021, p. 012058.

N., Hayati, E., Jaelaﬂl?,' ~$opian, & LP., Dewi. "Analysis of competitive strategy to

K., Yo@ng, L., Joo-Hee, L., Sang-Gun, & L., Hong-Hee. "Developing
sustagmnable competitive strategies in the beauty service industry: A SWOT-AHP
ap, ." Sustainability 13(19), 2021, 10852.

, Hermawan. "The effect of competitive strategies on company performance with
supply chain management as moderating variables in Indonesian manufacturing
corporations.” Uncertain Supply Chain Management 9(2), 2021, 237-246.

B., Laura, & F., Murmura. "Industry 4.0 enabling technologies as a tool for the
development of a competitive strategy in Italian manufacturing companies.” Journal
of Engineering and Technology Management 60, 2021, 101629.

M.M., Kurt, & O., Yazicioglu. "Competitive strategy selection in retail E-Commerce
using IF AHP & TOPSIS methodology.” Journal of Intelligent & Fuzzy
Systems 41(2), 2021, 2617-2637.

70



84.

85.

86.

87.

88.

89.

90.

91.

92.

93.

94.

95.

96.

M., Vladan, D., Markovi¢, & V., Mijuskovi¢. "Competitive strategies in premium
automotive segment.” Teme, 2021, 639-659.

B., Ardley, & S., Naikar. "Competitive strategy as practice: Obtaining differential
advantage in the SME." Open Journal of Business and Management 9(1), 2021,
196-212.

S., Zhaoji, T., Danling, & L., Qing. "Competitive strategy of firms’ participation in
the global value chains and labor income share.” Complexity 2021, 2021, 1-18.

G., Xueyao, & W., Manyu. "Research on competitive strategy of coca-cola company."
In 2021 3rd International Conference on Economic Management a ultural
Industry (ICEMCI 2021), Atlantis Press, 2021, pp. 2879-2885. Q

W., Chia-Huei. "Exploring green hotel competitive strategies bySus@the hybrid

method for complex data analysis.”" Mathematical Problems & eering 2021,

2021, 1-10.

M.S., Santalova, I.V., Soklakova, & D.K., Balabanova. ”@01’0@ of the competitive
strategy of the company.” In International Sci€fitific® Conference"” Far East
Con"(ISCFEC 2020), Atlantis Press, 2020, pp. 12

T., Bogdanova, & K., Mikhail. "Problems of ¢ titive strategy choice according to
industry and regional factors.” Internati urnal of Technology 11(8), 2020,
1478-1488.

M., Subramaniam. "Digital ecos@’ and their implications for competitive
strategy." Journal of Organiz%t'\' Deésign, 9, 2020, 1-10.

J., Galbreath, L., LucianetﬁK’.\Thomas, & D., Tisch. "Entrepreneurial orientation
and firm performance talian firms: The moderating role of competitive
strategy." Internatim\&lrnal of Entrepreneurial Behavior & Research 26(4),
2020, 629-646. QQ

W., Stephen. positioning and competitive strategies of higher education
instituti ’&v e United Arab Emirates.” International Journal of Educational
Management 34(1), 2020, 139-153.

a, & H., Salimian. "SMEs’ dynamic capabilities and value creation: The
ting role of competitive strategy.” European Business Review 32(4), 2020,
-613.

0., Londofo, A., Andrés, C., Julia, N., Valencia, & G.C., Hernandez. "Training and
its influence on competitive strategy implementation.” Human Resource
Development Quarterly 31(2), 2020, 149-172.

C., Sheng-Fang, H., Jeou-Shyan, L., Chih-Hsing, H., Yung-Chuan, & Z., Shu-Ning.
"The critical criteria for innovation entrepreneurship of restaurants: Considering the
interrelationship effect of human capital and competitive strategy a case study in
Taiwan." Journal of Hospitality and Tourism Management 42, 2020, 222-234.

71



97.

98.

99.

100.

101.

102.

103.

104.

105.

106.

107.

108.

N., Rohana, & K.Y., Wong. "Linking knowledge management to competitive
strategies of knowledge-based SMEs." The Bottom Line 33(1), 2020, 42-59.

T., Mohammad, P., Barzegar, M., Mahboobi, & S., Mohammadi. "Investigating the

relationship between competitive strategies and corporates performance (Case Study:
Parsian banks of Tehran).”" Management 3(4), 2020, 13-28.

A., Dokukina, & 1., Petrovskaya. "Open innovation as a business performance
accelerator: Challenges and opportunities for the firms’ competitive strategy."
In Proceeding of the International Science and Technology Conference" FarEastCon
2019" October 2019, Vladivostok, Russian Federation, Far Eastern Federal
University, Singapore: Springer Singapore, 2020, pp. 275-286.

maneuverability: The missing link between strategic planni nd firm’s
performance.” International Journal of Advanced Science apKI‘ nology 29(3),
2020, 7413-7422.

K., Hermas, 1., Bernarto, A.W., Widjaja, & A., Purwanto. "Comi@?stmtegic
mn

C., Qiangfei, X., Zhongdong, & Z., Guanghui. "Compe%strategies for original
equipment manufacturers considering carbon cc@; trade.” Transportation
Research Part D: Transport and Environment 78, % 193.

K., Yesim, & A., Tabak. "The interacti mong organizational flexibility,

competitive strategy and competitive adv. @e A path analytic studyl.” In agile
business leadership methods for indust Emerald Publishing Limited, 2020, pp.

303-326.

performance in relatzon to, industry in Kenya." Universal Journal of

M., Ibrahim, & J.N., Oundo ct of competitive strategles on organization
Management, 8(5), 2020, 2& g

C.A., Julen, & J., &&y. "Customizing competitive strategy to entry timing:
Implications for formance in the pharmaceutical industry.” Managerial and
Decision Econo , 41(6), 2020, 976-985.

A., Jerj @Gomez "Competitive strategies in contexts of organized crime. the
case 0 ocado industry in Mexico." International Journal of Criminal Justice

Scie (1) 2020, 114-126.

ca, & C., Giua. "SME network relationships and competitive strategies in the

\ggri-food sector: Some empirical evidence and a provisional conceptual

framework.” European Business Review 32(3), 2020, 405-424.

E., Fiona. "The behavioral model logic: A micro-level examination of competitive
strategies, HR practices and employee outcomes.” Personnel Review 49(9), 2020,
1919-1944.

W., Hsi Tse. "Discussion of the competitive strategies of telecom operators and over-

the-top service providers from the perspective of evolutionary game theory." Decision
Analysis, 17(3), 2020, 260-275.

72



109.

110.

111.

112.

113.

114.

115.

116.

117.

118.

119.

120.

P., Nebojsa, & I, Celi¢. "The analysis of competitive strategies from the perspective
of small and medium enterprises.” Menayumenm y xomeaujepcmsy u mypuzmy 8(1),

2020, 101-110.

R., Barbara, & J., Hanf. "Competitive strategies for wine cooperatives in the German
wine industry.” Wine Economics and Policy 9(2), 2020, 83-98.

A., Murat. "The fit of competitive strategies and firm-specific advantages with
country-specific advantages in explaining manufacturing location
choices.” Competitiveness Review: An International Business Journal 30(3), 2020,
245-268.

C.N., Fernandes, V.C., Simdes, & F., Margarida. "Competitive stfqtegies and
international new ventures’ performance: Exploring the moderafin®, effects of

internationalization duration and preparation.” BRQ Bus$iness# Research
Quarterly 23(2), 2020, 120-140.

S., Sabihaini, & J.E., Prasetio. "Competitive strategy and\Dusifess environment on
SMEs performance in Yogyakarta, Indonesia." International Journal of
Management (IJM) 11(8), 2020, 1370-1378.

S., Robertus. "The impact of competitive strategy“and intellectual capital on SMES
performance.” Jurnal Manajemen 24(3), 20204 427-442.

P.G., Gatutha, & M., Namusonge. "Competitive strategies and the performance of
supermarkets in Nairobi City, Kenya, liitérnational Academic Journal of Human
Resource and Business Administration’3(9), 2020, 291-303.

R., Asminah, & D.E., Poerpathawati. "The effect of competitive intelligence on
competitive strategy and peérfoyinance: study on cafes and restaurants in Malang,
Indonesia." Diponegoro,International Journal of Business 3(1), 2020, 55-60.

S., Larisa, E., Pesétskaya, & A., Hakimov. "Role of innovative development in
implementation™ef gompetitive strategy of business organizations in construction.”
In 8th Internafional Conference on Contemporary Problems in the Development of
Economie,«Financial and Credit Systems (DEFCS 2020), Atlantis Press, 2020, pp.
180-182\

V.S, Fynchenko, N.V., Fedorova, V.V., Kukartsev, A.A., Boyko, A.A., Stupina, &
YV Danilchenko. "Methods of developing a competitive strategy of the agricultural

enterprise.” In 10OP Conference Series: Earth and Environmental Science, 10OP
Publishing, 315(2), 2019, p. 022105.

M.N., Shevchenko, A.F., Dorofeev, A.L., Dobrunova, D.Y., Chugay, & A.V., Lebed.
"The choice of competitive strategy of agricultural enterprise.” HUnnosayuu ¢ AIIK:
npobnemsl u nepcnekmusvt 3, 2019, 105-116.

D., Albert, S., Adomako, J.A., Amoah, S.O., Agyei, & R., Konadu. "Environmental
sustainability orientation, competitive strategy and financial performance." Business
Strategy and the Environment 28(5), 2019, 885-895.

73



121.

122.

123.

124.

125.

126.

127.

128.

129.

130.

131.

132.

133.

S., Sandeep, J., Weerawardena, & J.R., McColl-Kennedy. "The central role of
knowledge integration capability in service innovation-based competitive
strategy." Industrial Marketing Management 76, 2019, 144-156.

E.A., Chzhan, V.S., Tynchenko, V.V., Kukartsev, N.V., Fedorova, A.S.,
Yamshchikov, & D.A., Krivov. "Essence and classification of the agribusiness

organizations competitive strategies.” In IOP Conference Series: Earth and
Environmental Science, IOP Publishing, 315(2), 2019, p. 022106.

GJ., Kilduff. "Interfirm relational rivalry: Implications for competitive
strategy." Academy of Management Review 44(4), 2019, 775-799.

K., Manjeet, S.M., Rahul, & R., Sharma. "The relationship between co$t leadership
competitive strategy and firm performance: A mediating rdle \of quality

management.” Journal of Manufacturing Technology Management=30(6), 2019,
920-936.

H.D., Linda, T.G., Sharma, R., Pandey, P., Sanyal, & M.K\,\Clark. "Fifteen years of
customer engagement research: A bibliometric and network analysis.” Journal of
Product & Brand Management, 31(2), 2022, 293-3(9.

M., Diego, M., Angel Moliner, & M., Estrada. "Inereasing customer loyalty through
customer engagement in the retail banking\industry.” Spanish Journal of
Marketing-ESIC, 23(3), 2019, 461-484.

H., Linda D., E., David Sprott, W, {JAndreassen, C., Costley, P., Klaus, V.,
Kuppelwieser, A., Karahasanovic, I Taguchi, J., Islam, & R., Ahmad Rather.
"Customer engagement in evolving\technological environments: Synopsis and guiding
propositions.” European Journahof)Marketing, 53(9), 2019, 2018-2023.

R., Perez-Vega, V., Kaattémo, C.R., Lages, N., Borghei Razavi, & J., Ménnisto.
"Reshaping the conteXts\ of online customer engagement behavior via artificial
intelligence: A couteptial framework." Journal of Business Research, 129, 2021,
902-910.

Y., Chang-Hua, T., Hsiu-Yu, & T., Jiun-Chi. "Innovativeness and customer value co-
creatiombehaviors: Mediating role of customer engagement.” International Journal
of Hespitality Management, 88, 2020, 102514.

§2 Max, J., Conduit, C., Plewa, & J., Karoli Hentzen. "Customer engagement with
service providers: An  empirical investigation of customer engagement
dispositions." European Journal of Marketing, 2022.

P., Prateeksha, J., Dawra, & V., Sahay. "The role of customer engagement in the
involvement-loyalty link." Marketing Intelligence & Planning, 37(1), 2019, 66-79.

J.A., Fehrer, H., Woratschek, C., Christian Germelmann, & J.B., Roderick.
"Dynamics and drivers of customer engagement: Within the dyad and
beyond."” Journal of Service Management, 29(3), 2018, 443-467.

P., Prateeksha, & J., Dawra. "The role of customer engagement in travel
services." Journal of Product & Brand Management, 2020.

74



134.

135.

136.

137.

138.

139.

140.

141.

142.

143.

144.

145.

146.

P., Catherine, S., Weaven, & 1., Anthony Wong. "Linking Al quality performance and
customer engagement: The moderating effect of Al preference.” International
Journal of Hospitality Management, 90, 2020, 102629.

B.H., Abdelsalam, & F., Ghabban. "Customer engagement behaviour on social
commerce platforms: An empirical study.” Technology in Society, 64, 2021, 101437.

A.B., Eisingerich, A., Marchand, M.P., Fritze, & L., Dong. "Hook vs. hope: How to
enhance customer engagement through gamification.” International Journal of
Research in Marketing, 36(2), 2019, 200-215.

L., Ming-Way, T., Hsiu-Yu, & C., Chien-Yu. "Unlocking the customer engagement-
brand loyalty relationship in tourism social media: The roles of brand attachment and
customer trust." Journal of Hospitality and Tourism Management,(44)2020, 184-
192.

J., Alexander, T., Hilken, M., Chylinski, D., Mahr, J., Heller, Py, [Sgbel Keeling, & K.,
de Ruyter. "The playground effect: How augmented realitwdrives creative customer
engagement.” Journal of Business Research, 116, 2020, 83=98.

P., Catherine, X., Wang, & L., Xiaolin. "Aw=epganic approach to customer
engagement and loyalty." Journal of Computer Information Systems, 2018.

A., Abror, D., Patrisia, Y., Engriani, S., Byvanita, Y., Yasri, & S., Dastgir. "Service
quality, religiosity, customer satisfaction, \customer engagement and Islamic bank’s
customer loyalty." Journal of Islamic Marketing, 11(6), 2020, 1691-1705.

A., Myoung-A., & H., Sang-Lin, \"Effects of experiential motivation and customer
engagement on customer valuecreation: Analysis of psychological process in the
experience-based retail enyiropment.” Journal of Business Research, 120, 2020,
389-397.

C., Shuping, H. Xideyun, A., Bilgihan, & F., Okumus. "Customer engagement
research in hospitality and tourism: a systematic review.” Journal of Hospitality
Marketing & Management, 30(7), 2021, 871-904.

P., Catheringy & S., Maria Correia Loureiro. "Consumer-based approach to customer
engagement—The case of luxury brands.” Journal of Retailing and Consumer
Serviees 43, 2018, 325-332.

H, Fei. "The landscape of customer engagement in hospitality and tourism: A
systematic review.”" International Journal of Contemporary Hospitality
Management, 32(5), 2020, 1837-1860.

S., Kevin Kam Fung, L., Xiang, & K., Hyunsu. "4 decade of customer engagement
research in hospitality and tourism: A systematic review and research
agenda.” Journal of Hospitality & Tourism Research, 44(2), 2020, 178-200.

A., James, S., Shaorong, E., Kofi Penney, E., Abrokwah, & R., Ofori-Boafo. "Linking
CSR and customer engagement: The role of customer-brand identification and
customer satisfaction."” Sage Open, 11(3), 2021, 21582440211040113.

75



147.

148.

149.

150.

151.

152.

153.

154.

155.

156.

157.

158.

159.

H., Linda D. "Developing business customer engagement through social media
engagement-platforms: An integrative SD logic/RBV-informed model." Industrial
Marketing Management, 81, 2019, 89-98.

B., Alexander, A., De Keyser, & K., Verleye. "Customer engagement through
personalization and customization.” Customer Engagement Marketing, 2018, 75-
94.

Y., Mochen, R., Yuqing, & G., Adomavicius. "Understanding user-generated content

and customer engagement on Facebook business pages.” Information Systems
Research, 30(3), 2019, 839-855.

7., Katarzyna, & Z., Barlow. Customer engagement in theory and practicé, Springer
International Publishing, 2019.

W., Rebecca Jen-Hui. "Branded mobile application adopgtionsdnd customer
engagement behavior.” Computers in Human Behavior, 106, 20200\ 06245.

G., David, S., Bozkurt, E., Welch, & N., Gligor. "An éxXptexation of the impact of
gender on customer engagement.” Journal of Marketifig Communications, 2022: 1-
24,

H.H., Al-Dmour, W., Khalil Ali, & R.H., Al~Dmour. "The relationship between
customer engagement, satisfaction, and loyalty¥,International Journal of Customer
Relationship Marketing and Management (IJCRMM), 10(2), 2019, 35-60.

B., Siddik, D., Gligor, & N., Gligon/"Investigating the impact of psychological
customer engagement on custQmek, engagement behaviors: The moderating role of
customer commitment.” Journal‘ef Marketing Analytics, 2021: 1-17.

E.W., Anniek, J., Eelen, &P WJ Verlegh. "Let me entertain you? The importance of

authenticity in  onling ~ customer engagement.” Journal of Interactive
Marketing, 54(1), 202} 53-68.

H., Robert, H4 Bdateng, A., Renner, & J., Paul Basewe Kosiba. "Antecedents and
consequehices, of customer engagement on Facebook: An attachment theory
perspective.*Journal of Research in Interactive Marketing, 13(2), 2019, 204-226.

E..Alan/Tonder, & D., Johannes Petzer. "The interrelationships between relationship

niarketing constructs and customer engagement dimensions." The Service Industries
Journal, 38(13-14), 2018, 948-973.

M.A., Moliner-Tena, D., Monferrer-Tirado, & M., Estrada-Guillén. "Customer
engagement, non-transactional behaviors and experience in services: A study in the
bank sector.” International Journal of Bank Marketing, 2019.

W., Tien, & L., Fu-Yu. "Examining customer engagement and brand intimacy in
social media context.” Journal of Retailing and Consumer Services, 54, 2020,
102035.

76



160.

161.

162.

163.

164.

165.

166.

167.

168.

Y

R., Sanjit Kumar, V., Shekhar, W.M., Lassar, & T., Chen. "Customer engagement
behaviors: The role of service convenience, fairness and quality.” Journal of
Retailing and Consumer Services, 44, 2018, 293-304.

A., James, S., Shaorong, E., Abrokwah, E., Kofi Penney, & R., Ofori-Boafo.
"Influence of trust on customer engagement: Empirical evidence from the insurance

industry in Ghana.” SAGE Open 10(1), 2020, 2158244019899104.

A., Ajay, B.S., Price, & N.H., MclIntyre. "Using machine learning to cocreate value

through dynamic customer engagement in a brand loyalty program.” rnal of
Hospitality & Tourism Research, 43(1), 2019, 78-100. Q

S., Kevin Kam Fung, K., Hyunsu, & K., Ceridwyn. "The then<atz olution of
customer engagement research: A comparative systematic reyiew bibliometric
analysis." International Journal of Conte y Hospitality
Management, 33(10), 2021, 3585-36009. %C s

H., Mia Hsiao-Wen, & H.F., Chung. "Customer e ment, customer equity and
repurchase intention in mobile apps."” Journal of s Research, 121, 2020, 13-
21.

N.C., Sylvia, J.C., Sweeney, & C., Plewa! stomer engagement: A systematic
review and future research priorities.’, ralasian Marketing Journal, 28(4),
2020, 235-252. \Q

H., Lian-Lian, C., Prentice, \, Xiaoyun. "A netnographical approach to
typologizing customer engage d corporate misconduct.”" Journal of Retailing

and Consumer Services, 5& 1, 102366.

V.J., Rajkumar, A., R
engagement val
Marketing, 20 P@—

C., Sh Z., Rahman. "Customer engagement and employee engagement:
-959

sén, & L., Guissoni. "Measuring and managing customer
ough the customer journey." Customer engagement
4.

Systematic review and future directions.” The Service Industries Journal, 40(13-14),
2020,93

Q0

77



Chapter Three
Methodology

Methods for studying competitive strategies and business effectiveness are outlined in this
chapter. Included in this section are discussions of research objectives, study population,
sample size and sampling method, data collection strategy, research instrument, pilot study,

validity and reliability of the research instrument, and techniques of data analysisQ\

3.1 Research Design ’\QJ

A cross-sectional survey design was used for this investigati researcher analyzed
competitive tactics and organizational performance based results of the survey using
evidence-based inquiry. The features of a sizable popu@n can be described with the use of
surveys. This survey research guarantees a repre@ve sample is used to collect relevant
data from which meaningful inferences carf\@awnl. The vast majority of researchers have
employed it, as evidenced by a litefafoce Search®>*. The study's survey research design is

economical when compared to | %Si?inal survey design.

3.2 Population of the S@

Four (4) manuf(ctﬁ@nterprises currently listed on the Nigerian stock exchange and within
the flour r;lb cturing industry is the focus of this research. These FMCGs manufacturing
orga&i&ns have been chosen because the researcher considers that being on the stock

exchange shows to an extent that their competitive strategy is worthy of examination

alongside organizational performance.

The FMCGs sector is chosen given the problem identified and under investigation in this
study. The population of the study is 6470 employees spread across the selected organizations

obtained from the records of the organizations held with the Nigeria Stock Exchange and the
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human resources unit of the selected firms. Hence, the population for each consumer goods
company is presented in Table 3.1 for detailed segmentation. Table 3.1 shows the consumer

goods manufacturing organizations that make up the population of this study.

Table 3.1 Population of the Study

No Company Name Employee Population

1. Northern Nigeria Flour Mills Plc. 63

N
2. Honeywell Flour Mill Plc 800 < Q
3 Flour Mills Nig. Plc. 3,520 6\

4 Crown Flour Mills Plc 2,087 %
Total 6,470QQ

Source:! fb
Q
3.3 Sample and Sampling Technique \Q(b
Four FMCGs manufacturing compaﬂ% purposively selected because of their presence
on the Nigerian stock exchan ,&2? are within the flour manufacturing category. The
sampling unit included t e@\managemen‘[, senior level and lower-level employees, which
formed the unit of %1 1s with reference to their perceptions on competitive strategy,
customer en a@t and organizational performance. The justification for these units of
analysis 1 &d on the following: (1) the top management staff are the leadership team
respo\fsyb@e for the design of competitive strategy; (2) the senior staff are the middle
leadership team, who are in between the management staff and the lower level employees,
responsible for communicating competitive strategy; (3) the inclusion of the lower level

employees ensures that the perception of the lower level staff concerning strategy and

performance is included thus making the result holistic, and unbiased.
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Table 3.2 Sampling Frame

No. Company Name Number of Number of Number of Total
Junior Staff Senior Managers No.ofEmployees
Managers
1 Northern Nigeria 43 14 6 63
Flour Mills Plc.
2 Honeywell Flour Mill 510 245 45 800
Plc \

4 Crown Flour Mills 1287 550 250
Plc

3 Flour Mills Nig. Ple. 2720 600 200 (@?

Total Population g$ 6,470
Source:! V

The sample size for this study is determined by e Krejcie and Morgan 1970 sample
size determination table. From the table, the@iate sample size for a population of 6,470,
is 384 at .5% margin of error®. Beaﬁ\(k' in mind that the researcher has no intention of
adopting a total enumeration, it i@&(c?al to determine the appropriate sample size that will be

representative of the poiu@n. In order to compensate for non-response and for wrong

filling of questionnam§ %0 (38) attrition rate is added. Thus 422 is the sample size for this
study. The use <f 10% attrition rate align with extant literature.

For the@ose of this study, the stratified random sampling was used to determine the
numkfof samples from each consumer company. When the sample size is distributed in

proportion to the number of employees working with each selected FMCGs manufacturing

company in Lagos State as illustrated in the formula below, the result is as shown in Table

3.3.
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Staff Strength of each company x Sample size

Total number of employees of all companies

Table 3.3: Sample of the Study that the questionnaire was administered to

No Company Name Number Number of Number Total No Proportionate
of Junior Senior of of Distribution
Staff Managers  Managers Employees

1  Northern Nigeria 43 14 6 63 4 Q‘\

Flour Mills Plc.

2 Honeywell Flour 510 245 45 800 ,\(42

Mill Plc

3 Flour Mills Nig. 2720 600 200 %0 230
Plc. Q

4 Crown Flour 1287 550 250 Q 2,087 136
Mills Plc

>
Total Population (66 6,470 422

Source:' \\\’
)

The researcher adopted stratified ga)rtionate random sampling to select the participants.
The respondents was stratif] ! cording to level of management. The top managers, senior
level staff and lower—gemployees of each selected consumer goods company are the
study responde(;@sed because the population of interest is not homogeneous and could
be subd1v1d%pto groups or strata to obtain a representative sample. Stratified proportionate
rand%gmpling technique produced estimates of overall population parameters with greater
precision and ensures a more representative sample is derived from a relatively homogeneous
population®. Stratification aims to reduce standard error by providing some control over

variance.
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3.4 Description of Research Instrument

A questionnaire was developed from extant literature and was used to collect data relating to
dependent, independent and moderating variables of the study. Competitive strategy is the
independent variable and its sub-variables are product quality, market segmentation, and
product differentiation. The dependent variable is organizational performance and its sub-
variables are market share, profitability, and firm growth. Moderating variable 1%tomer
engagement. The questionnaire design is in three parts: Part A is for demo ta Parts
B and C are to obtain information required for the analysis of the inde Sﬁependen‘[ and
moderating variables respectively. Each question on the ind Qnt dependent and
moderating variables was designed in the form of a modiﬁedint-type Likert scale format

of Very High (VH) = 6, High (H) =5, Moderately High & = 4, Moderately Low (ML) = 3,

Low (L) =2 and Very Low = 1. 6’6
O

Table 3.4: Sources of Adapted Questio \;

N

Independent Variable Dimensi ‘S’h)r the study  Sources of Instrument

of In ent Variable
Competitive Strategy 6 t Quahty 7
. Market Segmentation
\ Product Differentiation
Organizatio% Market Share 8

Performal%
\9 Profitability

Firm Growth
Moderating variable Customer Engagement ?
Demographic Age, Sex, Job, Rank,
information Marital Status, Academic
Qualification, Length of
service

Source: Literature Review, 2023
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3.5 Validity of Research Instrument

It is always considered a good thing for the researcher to pre-test the questionnaire using
businesses and respondents who share similar characteristics with the target population of
study. Pre-testing the questionnaire is considered important because it allows the researcher
to ascertain the level of reliability, understanding and comprehension of the statements posed
in the questionnaire to study respondents. A total of 40 copies of the questionnaire.&re sent

out to employees at corporate strategy department of Sumal foods in Ibadan. Q

C

Validity refers to the degree to which an instrument accurately megsures,what it intends to
measure’. Three common types of validity for researchers an%luators to consider are
content, construct, and criterion validities. In this pilo @both content and construct
validity was adopted. Content validity was done by ﬂ@hing out to experts in the field of
competitive strategies both in the academia a%%the industry through the internet and
professional networking websites, emails wone calls. Suggestions were used to modify

the questionnaire where considered {é%;xﬁ .

Construct validity was also\@ because it indicates the extent to which a measurement
method accurately re&z@ts a construct. This was done through factor analysis which

include the us(??Ba

Sampling A@acy. The result of the Bartlett test of Sphericity should be less than 5%, and

lett test of Sphericity and Kaiser-Meyer-Olkin (KMO) Test for

this \Qj&icate that there is high significant relationship among study variables. The result

of the KMO and Bartlett test of Sphericity can be seen in the table below.
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Table 3.5 Validity of Research Instrument

Variable No. of Items AVE KMO Bartlett's Test Composite Reliability
Product Quality 7 0.671 0.713 0.030 0.872

Market Segmentation 6 0.612 0.728 0.000 0.881

Product Differentiation 7 0.601 0.916 0.120 0.888

Market Share 8 0.623 0.878 0.000 0.800 \
Profitability 7 0.682 0.881 0.010 0.8

Firm Growth 8 0.634 0.701 0.000 &Qy
Customer engagement 8 0.676 0.961 0.0370’%

.886

Source: Pilot study, 2023 Q\
3.6 Reliability of Research Instrument Q J

Reliability is the degree of internal consistenc e research instrument!®, The Cronbach
alpha coefficient for the instrument is in l}gQith the benchmark, which suggests that the

instrument used for evaluation is hii@sxﬁ le (Cronbach’s a > 0.70).

Table 3.6: Reliability of R%@h Instrument

Variable . \Q No. Of Items Cronbach Alpha Coefficient
2 s\,
Product Qu it)&_/\ . 7 0.984
Market S ation 6 0.934
Prodb&ferentiation 7 0.876
Market Share 8 0.918
Profitability 7 0.891
Firm Growth 8 0.801
Customer engagement 8 0.887
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Source: Pilot study (2023)
3.7 Administration of Research Instrument and Method of Data Collection

This study used primary data. Justification for using primary data in this study is based on the
sensitive nature of competitive strategy, there is no other form of data that can provide the
sensitive information concerning competitive strategy needed in this study. Primary data was
collected using questionnaire. A structured questionnaire makes it possible to colQAﬁta ina
highly organized and efficient manner which consequently makes the appli(ti/ f advanced
statistical analysis needed in this study possible’. The research inst@e was also used to
collect data on both the independent variable and dependent V@@S in this study. Some
scholars observed that the questionnaire is mostly used to ata in most survey research
method as it enhances adequate uniformity of res 0%@’16 questionnaire was administered
by five research assistants. They were traln the researcher for four days, on the
procedure of administering the question 1\&6 respondents. The training included how to
be courteous to respondents. Due @;\%e’anmve nature of competitive strategy and the

magnitude of this study, priqr @) the study firms are made to explain to the management

team the nature of the,@nd to create a working relationship prior to the collection of

data’. (..:\\%

3.8 Method@ata Analysis

Data\g}%cted was analyzed by descriptive and inferential statistical technique. The
demographic data as well as the responses of the respondents were presented using tables.
Descriptive Data analysis was carried out using SPSS 25 to obtain frequencies, percentages,
means and standard deviation of the collected data. For the inferential statistics, regression

analysis was applied to test the hypotheses formulated in this study. The analysis was carried
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out using Statistical Package for Social Science (SPSS) version 25 with emphasis on a

probability statistic of less than or equal to 0.05 level of significance.

The data collection for this research work was drawn from a normally distributed population.
Therefore, before conducting the regression analysis, several diagnostic tests such as
Normality, Linearity, Homoscedasticity and Multicollinearity tests was conducted to
establish the appropriateness of the data for making inferences. Violations of the a%nption
of regression analysis results in biased estimate of relationships, over or un E@" dence of

i«d significance

regression, the precision coefficients and untrustworthy confidence in%

tests'?. These tests are discussed below accordingly. $

Normality is the assumption that the error term is norm ibuted with a mean of zero
and a constant variance. Normality is important in kﬂb g the shape of the distribution and
helps to predict dependent variables scores?. 1@ for normality, Shapiro-Wilk test was

used, which has power to detect departur%%ormality due to skewness or kurtosis or both.

es higher than 0.05 indicate that data is normal?.

Its statistic ranges from -0.1 to +1.0 @g

The Pearson’s correlation co.e@ent was used to test the linearity of the relationship between
the variables in the stubé recommended by scholars®. The correlation coefficient indicates
the strength an@ 10n of linear relationship. A negative coefficient indicates an inverse
relationship @ere an increase in one variable caused a decrease in the other, whereas a
posit’VQ/ elation indicates a direct influence, where an increase in one variable causes an

increase in the other variable?.

The assumption for homoscedasticity requires that the variance of the disturbance term be
constant for all observations and a violation of this assumption gave rise to the problem of
Heteroscedasticity. Presence of heteroscedasticity rendered the estimates inefficient. Levene

test for equality will be computed using one-way ANOVA procedure'!. It was used to assess
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the equality of variances for the variables calculated for two or more groups. The level of
significance for the study ought to be a =5%, for p >0.05 fail to reject, so as to conclude that

there is difference between variances of the population.

Multicollinearity occurs when two or more predictors in the model high highly correlated and
provided redundant information about a response. The assumption of non-multicollinearity
required that none of the explanatory variables in the model is correlated with% other

explanatory variable or with any linear combination of those explanatory Vii Presence

of explanatory variables implies that it will be difficult to separa,)%le mpact of one

independent variable on the dependent variable from that of ot dependent variable,
which can make the regression results misleading. Q
To test for multicollinearity, Variance Inflation Fact F) and Tolerance value was used.

Variance inflation factor (VIF) quantifies the p&éty of multicollinearity in a regression
analysis and it provided an index that measifes how much the variance of an estimated
regression coefficient increased be ﬁg

N

independent and dependent ,\/@s less than 3 (VIF < 3) indicated no multicollinearity'°.

multicollinearity. A value of VIF for all the

Furthermore, a scholar %@m that if the variance inflation factors (VIFs) are more than 10,

then, there is a ¢ or concern about multicollinearity. A researcher suggested that a
Tolerance ue(elz 0.1 indicated no multicollinearity. Multicollinearity usually poses a
problen@multiple regression models, and if collinearity increases, the standard error of

coef&rnts also increases, making them less trustworthy?.
Also, the model specification is presentation as follows;
Y = f(X)

Y = (XZ)
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Where:
Y = Dependent Variable
X = Independent Variable

Z = Moderating Variable

Y = Organizational Performance (OP) Q\
Y =(y1, 2, ¥3) ( 0

Where: E
y1= Market Share (MS)

y2= Profitability (PT)

2
y3= Firm Growth (FG) ’b

O
X = Competitive Strategy (CS) .@
&

X = (x1, X2, X3) ¢ A
&
Where:

Q

x1= Product Quality (PQ)

X2= k%%’Qegmentation (MS)
x3= Product Differentiation (PD)
Z = Customer Engagement (CE)

The variables in Equation 1 - 4 are the working regression equations to be evaluated in this

study.
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Hypothesis one

yi="f(x)

MS = Bo + B1PQ1 + e1

Hypothesis two

y2=f(x2)

PT =Bo + B2MS; + el

Hypothesis three

ys =f(x3)

FG = o + B3PDI + el

Hypothesis four

Y = f(X*2)

OP = Bo + B1CS; + B@3CE3*B4CS4 + el

@@

Eq2
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Table 3.7

Summary of the Tool of Analysis

Hypotheses Statement of Hypotheses Measuremen Tools of Justification
t Analysis
Hol Product quality has no Quantitative  Descriptive The tool was
significant effect on the Modified and suitable to
market share of selected Likert Scale inferential ascertain the
manufacturing businesses in statistics - effect of
Nigeria simple indepf;%p
regression %d endent
Ho2 Market segmentation has no Quantitative Descrip&q'(e tool was
significant relationship with Modified and suitable in
profitability  in  selected Likert Scale in ascertaining the
manufacturing businesses in tistics -  effect of an
Nigeria. @ple independent (s)
Qregression on the dependent
(OQ variable
Ho3 Product differentiation has no Q ative  Descriptive The tool was
significant effect on the retu 1ﬁe and suitable in
on investment in select ikert Scale  inferential  ascertaining the
manufacturing busines: % statistics - effect of an
Nigeria. Simple independent (s)
A% regression  on the dependent
Q variable
Ho4 Custom: r@agement has no Quantitative  Descriptive This tool was
signi% moderating effect Modified and suitable to
}e relationship between Likert Scale  inferential — determine the
§ etitive  strategy  and statistics - moderating effect
rformance  of  selected Hierarchica of a variable on

\¥

manufacturlng companies in
Lagos State, Nigeria.

1 regression

the relationship
between two or
more variables.

Source: Compiled by the Researcher, 2023
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Chapter Four
Results and Discussion of Findings

The chapter provides empirical information concerning the result of the data analysis with
respect to data description, interpretation of the result of the hypotheses tested and the
discussion of the study's implications within extant literature. The purpose of this research is
to analyze the interaction competitive strategy, customer engagement and pe@ce of
selected manufacturing companies in Lagos State, Nigeria. This research v@/ ied out via
questionnaire in order to acquire the necessary information for tin rpose. The study

adopted the SPSS version 25 for the descriptive statistics and f$ inferential statistics to

analyze the data. QQ

4.1  Demographic Data Analysis 6{§
()

A total of four hundred and ninety-nine (49@3168 of questionnaire were administered, and
four hundred and sixty-seven (467) '@were returned. After sorting the questionnaires
only four hundred and forty-ei @M ) copies were certified as duly filled and considered
usable. The useable qu%@re represented 89.7% response rate. The high response rate
was recorded as the \rescarcher administered the instruments with the help of research

]
assistants who @ncerted efforts to regularly visit the respondents to request them to fill

the inStré he response results are presented in Table 4.1.

Tabbﬁ: Response Rate
Responses Frequency Percent
Completed usable copies of questionnaire 448 89.7%
Unusable, unreturned and disqualified questionnaires 51 10.3%
Total 499 100%

Source: Field Survey Results, 2024
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Demographic Data of Respondents

This presents the demographic information of the respondents of this study

Table 4.2 Demographic Characteristic of Respondents

Variables Category Frequency Percentage
Gender Male 238 53.1% \

Female 210 46.9) Q
Age 18-28 years 36 80%

29-39 years 194 0’8‘3.3%

40-49 years 153 34.2%

50-60 years 65 QQ 14.5%

Years of Experience 0-5 years SQ 19.6%

5-10 years ,6630 29.0%
10-15 years sg 108 24.1%

15-20 ye&
2o®rs 26 11.8%

ars 43 9.6%
Educational Level @BSC degree 173 38.6%
‘ s\\' Master degree 163 36.4%

6 PhD 41 9.2%
\9% Others 71 15.8%

53 8.8%

Source: Field Survey Results, 2024

This section consist of background and respondents information that describes basic
characteristics such as gender of the respondents, age, years of experience, and educational

level. To this effect, the results are presented in Table 4.2.
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Table 4.2 presents the demographic and personal profile of respondents used for this study.
Demographic and personal profile of respondents as shown in table 4.2. Profile of gender
indicated that 238 respondents representing 53.1% were male, while, 210 respondents
representing 46.9% were female, indicating that most of the respondents were male. Also, 36
respondents representing 8.0% were between 18-28 years,194 respondents representing
43.3% were between 29-39years, 153 respondents representing 34.2% were betw$40-49
years, and 65 respondents representing 14.5% were 50-60 years, indicating t ost of the
respondents were 40-49 years. Furthermore, 88 respondents representing, 1946%,had 0-5 years
of experience, 130 respondents representing 29.0% had 5-10 , 108 respondents
representing 24.1% had 10-15 years, 53 respondents representing 8.8% had 15-20 years, 26
respondents representing 11.8% had 20-25 years, and 43%0ndents representing 9.6% had
26 years.. In addition, 173 respondents representi @ had BSc degree, 163 respondents

representing 36.4% had Master degree, 41 Ke@ ents representing 9.2% had PhD, and 71

respondents representing 15.8% had Ot@

Table 4.3: Descriptive Analysis@(?sponses to Competitive Strategy
D

Product Quality \B)\‘ H MH ML L VL MEAN

4
Distinctive quality@l 168 81 24 9 - 4.84
C

5.0%) (44.7%) (21.5%) (6.4%) (2.4%)

Fewest itial 55 113 99 57 49 3 4.16
defect Q’b (14.6%) (30.1%) (26.3%) (15.2%) (13.0%) (0.8%)
Quality\t/racking 85 151 83 33 18 6 4.62
(22.6%) (40.2%) (22.1%) (8.8%) (4.8%) (1.6%)
Top  management 91 160 68 21 12 24 4.60
commitment (24.2%) (42.6%) (18.1%) (5.6%) (3.2%) (6.4%)
Employees 76 167 103 15 9 6 4.71
commitment (20.2%) (44.4%) (27.4%) (4.0%) (2/4%) (1.6%)
Quality as central 94 125 112 27 15 3 4.66
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value

Inimitability of

product quality

Weighted Mean

Market
Segmentation

Channel
segmentation

Psychographic
segmentation

Behavioural
Segmentation

Demographic
segmentation

Geographic
segmentation
Overall of
market

segmentation

use

Weighted Mean

Product

(25.0%)

67
(17.8%)

VH

46
(12.2%)

43
(11.4%)

39
(10.4%)

34
(9.0%)

66
(17.6%)

48
(12.8%)

AQ

wa

Differentiation
0\*

Unique brand'name
Uniq Selling
Proposition
Strategic ~ product
positioning
Distinctions in
design

Distinctions in

(34.3%)

64
(17.0%)

66
(17.6%)

92
(24.5%)

81

(33.2%) (29.8%)

112
(29.8%)

94
(25.0%)

175
(46.5%)

113
(30.1%)

124
(33.0%)

110
(29.3%)

127
(33.8%)

138
(36.7%)

120
(31.9%)

133
(35.4%)

132
(35.1%) (28

164

(43.6° {&Q@) 1%)
\

MH
145 72
(38.6%) (19.1%)
151 101
(40.2%) (26.9%)
163 84
(43.4%) (22.3%)
141 80
(37.5%) (21.3%)
134 85

95

(7.2%)  (4.0%)

54 37
(14.4%)  (9.8%)

ML L
24 9
(6.4%)  (2.4%)
78 15

(20.7%) (4.0%)

48 24 ’\
(12.8%) (

65
(17 % (6.4%)

6@‘%) (4.8%)

(10.4%) (5 6%)

ML L
6 12
(1.6%)  (3.2%)
33 24
(8.8%)  (6.4%)
33 24
(8.8%)  (6.4%)
27 24
(7.2%)  (6.4%)
52 15

(0.8%)

12 4.22
(3.2%)

4.54
VL MEAN
9 4.53
(2.4%&
6 4.22

6%

4.29
; 4.20
3 4.45
(0.8%)
6 4.43
(1.6%)

435
VL MEAN
12 4.90
(3.2%)
3 4.50
(0.8%)
6 4.52
(1.6%)
12 4.57
(3.2%)
9 4.50



performance (21.5%) (35.6%) (22.6%) (13.8%) (4.0%) (2.4%)

Consumer perceived 47 162 91 46 27 3 4.39
differences (12.5%) (43.1%) (242%) (12.2%) (7.2%)  (0.8%)
Brand loyalty 73 153 87 36 24 3 4.55

(19.4%) (40.7%) (23.1%) (9.6%) (6.4%)  (0.8%)

Weighted mean 4.56

Source: Field Survey Results, 2024

S\

According to results in Table 4.3, 25.0% of the respondents are rated Ve@ that the
products quality is distinctive, 44.7% high, 21.5% moderately high, @gﬁderately low,
and 2.4% very low. On average, the respondents indicated tha @ product quality is
distinctive has a mean of 4.84. Results also indicated that lof the respondents are rated
very high that there are fewest initial defect, 30.1%&@6.3% moderately high, 15.2%
moderately low, 13.0% low, 0.8% low. On avera%% respondents indicated that there are
fewest initial defect has a mean of 4.16. Rﬁ@o indicated that 22.6% of the respondents
are rated very high that there is qualit ing, 40.2% high, 22.1% moderately high, 8.8%
moderately low, 4.8% low, and %%(Rrery low. On average, the respondents indicated that
quality tracking has a m an@Z Results also indicated that 24.2% of the respondents are
rated very high that theré={s top management commitment, 42.6% high, 18.1% moderately
high, 5.6% m@y ow, 3.2% low, and 6.4% very low. On average, the respondents
indicated here is top management commitment has a mean of 4.60. Results also
indi&&hat 20.2% of the respondents are rated very high that there is employee
commitment, 44.4% high, 27.4% moderately high, 4.0% moderately low, 2.4% low, and
1.6% very low. On average, the respondents indicated that there is employee commitment has
a mean of 4.71. Results also indicated that 25.0% of the respondents are rated very high that
quality has central value, 33.2% high, 29.8% moderately high, 7.2% moderately low, 4.0%

low, and 0.8% very low. On average, the respondents indicated that quality has central value
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has a mean of 4.66. Results also indicated that 17.8% of the respondents are rated very high
that there is inimitability of product quality, 29.8% high, 25.0% moderately high, 14.4%
moderately low, 9.8% low, and 3.2% very low. On average, the respondents indicated that

there is inimitability of product quality has a mean of 4.22.

According to results in Table 4.3 12.2% of the respondents are rated very high that there is
channel segmentation, 46.5% high, 30.1% moderately high, 6.4% moderately low 4&% low,
and 2.4% very low. On average, the respondents indicated that there is cha entation
has a mean of 4.53. Results also indicated that 11.4% of the respondeﬂ%rt(ated very high
that there is psychographic segmentation, 33.0% high, 29.3% rately high, 20.7%
moderately low, 4.0% low, 1.6% very low. On average, the a@ dents indicated that there is
psychographic segmentation has a mean of 4.22. Re%&o indicated that 10.4% of the
respondents are rated very high that there is beh@al segmentation, 33.8% high, 36.7%
moderately high, 12.8% moderately lows\\@’QA% low. On average, the respondents
indicated that there is behavioural sc;)&% tion has a mean of 4.29. Results also indicated
that 9.0% of the respondents ar%{cgi very high that there is demographic segmentation,
31.9% high, 35.4% mod rq@dngh, 17.3% moderately low, and 6.4% low. On average, the
N

respondents indicatedyt here is demographic segmentation has a mean of 4.20. Results

also indicated @ o of the respondents are rated very high that there is geographic
segmenta@il% high, 28.7% moderately high, 13.0% moderately low, 4.8% low, and
0.8%\@g/10w. On average, the respondents indicated that there is geographic segmentation
has a mean of 4.45. Results also indicated that 12.8% of the respondents are rated very high
that there is overall use of market segmentation, 43.6% high, 26.1% moderately high, 10.4%
moderately low, 5.6% low, and 1.6% very low. On average, the respondents indicated that

there is overall use of market segmentation has a mean of 4.43.
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According to results in Table 4.3, 34.3% of the respondents are rated very high that they have
unique brand name, 38.6% high, 19.1% moderately high, 1.6% moderately low, 3.2% low,
and 3.2% very low. On average, the respondents indicated that they have unique selling brand
has a mean of 4.90. Results also indicated that 17.0% of the respondents are rated very high
that they have unique selling proposition, 40.2% high, 26.9% moderately high, 8.8%
moderately low, 6.4% low, and 0.8% very low. On average, the respondents indi&ﬁed that
they have unique selling proposition has a mean of 4.50. Results also indicate 17.6% of
the respondents are rated very high that they have strategic product positioning, 43.4% high,

22.3% moderately high, 8.8% moderately low, 6.4% low, and %@W low. On average,
itionin

the respondents indicated that they have strategic product g has a mean of 4.52.
Results also indicated that 24.5% of the respondents @ted very high that they have
distinctions in design, 37.5% high, 21.3% modera 1@1, 7.2% moderately low, 6.4% low,
and 3.2% very low. On average, the resp indicated that they have distinctions in
design has a mean of 4.57. Results alfo &é&d that 21.5% of the respondents are rated very
high that they have distinctions in K@mance, 35.6% high, 22.6% moderately high, 13.8%
moderately low, 4.0% low, %% very low. On average, the respondents indicated that
they have distinctions @'Qormance has a mean of 4.50. Results also indicated that 12.5%
of the responde '@ted very high that they have consumer perceived differences, 43.1%
high, 24.2%¢moderately high, 12.2% moderately low, 7.2% low, and 0.8% very low. On
averq&/@espondents indicated that they have consumer perceived differences has a mean
of 4.39. Results also indicated that 19.4% of the respondents are rated very high that they
have brand loyalty, 40.7% high, 23.1% moderately high, 9.6% moderately low, 6.4% low,

and 0.8% very low. On average, the respondents indicated that they have brand loyalty has a

mean of 4.55.
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Table 4.4: Descriptive Analysis of Responses to Performance

Market Share VH H MH ML L VL Mean
Acquire new 82 162 55 41 18 18 4.52
customers (21.8%) (43.1%) (14.6%) (10.9%) (4.8%) (4.8%)
Desired market 39 143 84 62 39 9 .14
share (10.4%) (38.0%) (22.3%) (16.5%) (10.4%) (24°/Q
Desired sales 76 130 90 41
growth (20.2%) (34.6%) (23.9%) (10.9%) (4. 8%)/\;640
Open new market 51 126 85 4.11
(13.6%) (33.5%) (22.6%) (162‘V) ( (4.8%)
Retain existing 104 115 88 Q 6 4.58
customers (27.7%) (30.6%) (23.4%) ( (6.4%)  (1.6%)
Weighted Mean gb 4.35
Profitability VH H L VL MEAN
Increase  between 103 127, 5\% 28 25 12 4.58
2016 and 2017 (27.4%) (33 1.5%) (7.4%) (6.6%) (3.2%)
Increase  between 34 19 7 4.64
2017 and 2018 i®367% (21.5%) (9.0%) (5.1%)  (1.9%)
Increase  between 108 102 37 15 6 4.64
2018 and 2019 \\}% 8.7%) (28.7%) (27.1%) (9.8%) (4.0%)  (1.6%)
Increase ; 45 115 140 46 21 9 4.24
2019 and (12.0%) (30.6%) (37.2%) (122%) (5.6%) (2.4%)
Incre‘x{iQ between 51 134 82 61 45 3 4.20
2020 and 2021 (13.6%) (35.6%) (21.8%) (16.2%) (12.0%) (0.8%)
Increase between 74 136 60 64 36 6 4.35
2021and 2022 (19.7%) (36.2%) (16.0%) (17.0%) (9.6%)  (1.6%)
Weighted Mean 4.44
Firm Growth VH H MH ML L VL MEAN
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Number of 78 150 115 15 18 - 4.68
employees (20.7%) (39.9%) (30.6%) (4.0%) (4.8%)

Number of new 49 146 95 38 36 12 4.26
products introduced  (13.0%) (38.8%) (25.3%) (10.1%) (9.6%) (3.2%)

Expansion of 66 108 92 74 33 3 4.24
production facilities  (17.6%) (28.7%) (24.5%) (19.7%) (8.8%)  (0.8%)

Rising  customer- 79 126 91 59 15 6 4.47

base (customer (21.0%) (33.5%) (24.2%) (15.7%) (4.0%) (1.6%)
acquisition) \

Improvement in sale 86 117 92 45 30 &9Q 4.44

revenue (22.9%) (31.1%) (24.5%) (12.0%) (8.0%)
Operation in 71 112 86 59 36 \2 4.23
additional location  (18.9%) (29.8%) (22.9%) (15.7%) ( (3.2%)
Weighted mean (\Q 4.39
Source: Field Survey Results, 2024 QV

O

According to results in Table 4.4, 21.8% of t pondents are rated very high that they
acquire new customers, 43.1% high, 1 % derately high, 10.9% moderately low, 4.8%
low, and 4.8% very low. On ave@§§f

customers has a mean of 4. Q{gilts also indicated that 10.4% of the respondents are rated

respondents indicated that they acquire new

very high that they @mrket share, 38.0% high, 22.3% moderately high, 16.5%
moderately low, J@OW, 2.4% very low. On average, the respondents indicated that they
desire new& \ers has a mean of 4.14. Results also indicated that 20.2% of the
respon rare rated very high that they desire sales growth, 34.6% high, 23.9% moderately
high, 10.9% moderately low, 4.8% low, and 5.6% very low. On average, the respondents
indicated that they desire sales growth has a mean of 4.38. Results also indicated that 13.6%
of the respondents are rated very high that they open new market, 33.5% high, 22.6%
moderately high, 16.2% moderately low, 9.3% low, and 4.8% very low. On average, the
respondents indicated that they open new market has a mean of 4.11. Results also indicated

that 27.7% of the respondents are rated very high that they retain existing customers, 30.6%
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high, 23.4% moderately high, 10.4% moderately low, 6.4% low, and 1.6% very low. On

average, the respondents indicated that they retain existing customers has a mean of 4.58.

According to results in Table 4.4. 27.4% of the respondents are rated very high that there is
increase between 2016 and 2017, 33.8% high, 21.5% moderately high, 7.4% moderately low,
6.6% low, and 3.2% very low. On average, the respondents indicated that there is increase
between 2016 and 2017 has a mean of 4.58. Results also indicated that 25.8% of the

respondents are rated very high that there is increase between 2017 and 2Ef ¥7% high,

21.5% moderately high, 9.0% moderately low, 5.1% low, 1.9% Very@. average, the
respondents indicated that there is increase between 1027 an as a mean of 4.64.
Results also indicated that 28.7% of the respondents are rate@y high that there is increase
between 2018 and 2019, 28.7% high, 27.1% modera‘ﬁ% , 9.8% moderately low, 4.0%
low, and 1.6% very low. On average, the respond%’édicated that there is increase between
2018 and 2019 has a mean of 4.64. Results\\@’gdicated that 12.0% of the respondents are
rated very high that there is increase b@? 2019 and 2020, 30.6% high, 37.2% moderately
high, 12.2% moderately low, 5.@(?% and 2.4% very low. On average, the respondents
indicated that there is i c@ etween 2019 and 2020 has a mean of 4.24. Results also
indicated that 13.6% Q

2020 and 2021,@’0 high, 21.8% moderately high, 16.2% moderately low, 12.0% low, and

respondents are rated very high that there is increase between

0.8% VeryfﬁbOn average, the respondents indicated that there is increase between 2020 and
202 %@mean of 4.20. Results also indicated that 19.7% of the respondents are rated very
high that there is increase between 2021 and 2022, 36.2% high, 16.0% moderately high,
17.0% moderately low, 9.6% low, and 1.6% very low. On average, the respondents indicated

that there is increase between 2021 and 2022 has a mean of 4.35.

According to results in Table 4.4. 20.7% of the respondents are rated very high that they have

high number of employees, 39.9% high, 30.6% moderately high, 4.0% moderately low, and
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4.8% low. On average, the respondents indicated that they have high number of employees

has a mean of 4.68. Results also indicated that 13.0% of the respondents are rated very high

that they have number of new products introduced, 38.8% high, 25.3% moderately high,

10.1% moderately low, 9.6% low, and 3.2% very low. On average, the respondents indicated

that they have number of new products introduced has a mean of 4.26. Results also indicated

that 17.6% of the respondents are rated very high that there are expansion of production
™

facilities, 28.7% high, 24.5% moderately high, 19.7% moderately low, 8.8% 0.8%

very low. On average, the respondents indicated that there are exp SQI)) production
facilities has a mean of 4.24. Results also indicated that 21.0% o @gondems are rated
very high that they have rising customer-base (customer a; &), 33.5% high, 24.2%
moderately high, 15.7% moderately low, 4.0% low, an@ o very low. On average, the
respondents indicated that they have rising custo I@B (customer acquisition) has a mean
of 4.47. Results also indicated that 22.9% espondents are rated very high that they
improve in sale revenue, 31.1% high., %&%ﬂoderately high, 12.0% moderately low, 8.0%
low, and 1.6% very low. On aven&ég\the respondents indicated that they improve in sale
revenue has a mean of 4.44" &%s also indicated that 18.9% of the respondents are rated
very high that they ope eQadditional location, 29.8% high, 22.9% moderately high, 15.7%

moderately low, \%w, and 3.2% very low. On average, the respondents indicated that
addi

they operate§ tional location has a mean of 4.23.

\/Q/
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Table 4.5: Descriptive Analysis of Responses to Customer Engagement

Customer VH H MH ML L VL MEAN
Engagement
Respond to 99 134 62 48 21 12 4.55

customer need (26.3%) (35.6%) (16.5%) (12.8%) (5.6%) (3.2%)
quickly
Attend to 48 121 85 65 39 18 4.05

customers' ideas in  (12.8%) (32.2%) (22.6%) (17.3%) (10.4%) (4.8%)\
new products

Co-create with 46 97 124 61 33 § 4.05
customers (12.2%) (25.8%) (33.0%) (16.2%) (8.8%) (20%)

Interact with 80 128 61 56 30 0 21 4.29
customers via social (21.3%) (34.0%) (16.2%) (14.9%) (X% (5.6%)
media Q

Creates avenue for 106 108 64 50 36 12 4.43
customer feedback  (28.2%) (28.7%) (17.0%) (I3¥%) (9.6%)  (3.2%)

Handle customer’s 135 91 73 33 3 4.65
complaint ~ without (359%) (24.2%) @ (10.9%) (8.8%)  (0.8%)

prejudice

Weighted mean ° @ 4.34
7

S
Source: Field Survey Results, 2@

According to results il@ 4.5, 26.3% of the respondents are rated very high that they
respond to custom\\"Afd quickly, 35.6% high, 16.5% moderately high, 12.8% moderately
low, 5.6% l% 3.2% very low. On average, the respondents indicated that they respond
to cust@need quickly has a mean of 4.55. Results also indicated that 12.8% of the
respchélts are rated very high that they attend to customers’ ideas in new products, 32.2%
high, 22.6% moderately high, 17.3% moderately low, 10.4% low, 4.8% very low. On average,
the respondents indicated that they attend to customers’ ideas in new products has a mean of
4.05. Results also indicated that 12.2% of the respondents are rated very high that they co-
create with customers, 25.8% high, 33.0% moderately high, 16.2% moderately low, 8.8% low,

and 4.0% very low. On average, the respondents indicated that they co-create with customers
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has a mean of 4.05. Results also indicated that 21.3% of the respondents are rated very high
that they interact with customers via social media, 34.0% high, 16.2% moderately high,
14.9% moderately low, 8.0% low, and 5.6% very low. On average, the respondents indicated
that they interact with customers via social media has a mean of 4.29. Results also indicated
that 28.2% of the respondents are rated very high that they create avenue for customer
feedback, 28.7% high, 17.0% moderately high, 13.3% moderately low, 9.6% low, and 3.2%
very low. On average, the respondents indicated that they create avenu customer
feedback has a mean of 4.43. Results also indicated that 35.9% of the respondents are rated
very high that they handle customers complaint without preju. .2% high, 19.4%
moderately high, 10.9% moderately low, 8.8% low, and 0,89 %

low. On average, the

respondents indicated that they handle customer’s withouu ice has a mean of 4.65.

4.2 Test of Hypotheses 6’6

Hol: Product quality has no signi@ effect on the market share of selected

]
manufacturing companies ir@

ate.

The null hypothesis one w i &ates that there is no significant effect of product quality on

market share of selec&\ nufacturing companies in Lagos State was tested using simple

]
regression anal(si&ﬁ

of market %ﬁ: The data for product quality (independent variable) was generated by

the analysis, the value of product quality was regressed on the values
summ&esponses of all items while that of market share (dependent) was generated by

adding responses of all items used to measure the variable. The regression test results are

presented in Tables 4.6
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Table 4.6: Summary of Regression Analysis for the Effect of Product Quality on Market

Share of Selected Manufacturing Companies in Lagos State

Model F(df) Anova Sig
R 0.763
R Square 0.582 520.040 (1,374) 0.000
Adjusted R Square 0.581 \
Coefficients Unstandardized t %

Coefficients < 0
(Constant) -.387 -1.834 6\ .067

Product Quality 1.042 22.8% .000
N\
a. Dependent Variable: Product Quality

b. Predictors: (Constant), Market Share

Source: Field Survey Results, 2024 CAl

Table 6 presents the results of the re@ analysis for the effect of product quality on

companies in Lagos State, Nigeria. Table 4.6a

market share of selected manu‘f\%g{\n

presents a model summar@h establishes how the model equation fits into the data.

The R? was used to@u the predictive power of the study’s model.

From the r(ﬁ?@yduct quality has and significant relationship with market share of
selected ufacturing companies in Lagos State, Nigeria (R = 0.763). The coefficient of
d%/%nation (R?) of 0.582 shows that product quality explained 58.2% of the changes in
market share while the remaining 41.8% variation in market share is explained by other
exogenous variable different from those considered in this study. This result suggests that
product quality influence 58.2% of market share of selected manufacturing companies in
Lagos State, Nigeria. It is important to stress that the effect predicted by product quality

is positive and strong.
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Table 4.6 presents the results of ANOVA (overall model significance) of regression test
which revealed that the product quality has a significant influence on market share of
selected manufacturing companies in Lagos State, Nigeria. This can be explained by the
F-value (520.040) and p=0.000 which is statistically significant at 95% confidence

interval. Furthermore, the results of regression coefficients in table 4.6c, revealed that at

95% confidence level, a unit change in product quality will lead to a 1.042 in&:se in
market share of selected manufacturing companies in Lagos State, Nigeri
other factors are held constant. On the strength of this result (R’= , F(1,374)=

520.040, p= 0.000), this study reject the null hypothesis og@ which state that

product quality has no significant effect on market s@ selected manufacturing

companies in Lagos State, Nigeria. Q

Hypothesis Two 6’§
O

Ho2: Market segmentation has no si@agt relationship with profitability in selected

manufacturing businesses iri\' a

The null hypothesis two - states that there is no significant effect of market
segmentation on profi zbhl of selected manufacturing companies in Lagos State was tested
using simple rériéﬁl) analysis. In the analysis, the value of market segmentation was
regressed OGG values of profitability. The data for market segmentation (independent
Varia%zﬁas generated by summing responses of all items while that of profitability
(dependent) was generated by adding responses of all items used to measure the variable. The

regression test results are presented in Tables 4.7
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Table 4.7: Summary of Regression Analysis for the Effect of Market Segmentation on

Profitability Selected Manufacturing Companies in Lagos State

Model F(df) Anova Sig
R 0.626
R Square 0.392 241.349 (1,374) 0.000
Adjusted R Square 0.391 \
Coefficients Unstandardized t %

Coefficients < 0
(Constant) 1.524 7.958 6\ .000

Market Segmentation 0.670 15.5% .000
O\

a. Dependent Variable: Market Segmentation

b. Predictors: (Constant), Profitability

Source: Field Result, 2024 RQVV

Table 4.7 presents the results(%’&\h regression analysis for the effect of market
segmentation on proﬁtab@f selected manufacturing companies in Lagos State,
Nigeria. Table 4.6a® a model summary which establishes how the model equation

fits into the dat\)& R?was used to establish the predictive power of the study’s model.

From thé;ults, market segmentation has a significant relationship with profitability of
s%@d manufacturing companies in Lagos State, Nigeria (R = 0.626). The coefficient of
determination (R?) of 0.392 shows that market segmentation explained 60.8% of the
changes in profitability while the remaining 41.8% variation in profitability is explained
by other exogenous variable different from those considered in this study. This result

suggests that market segmentation influence 41.8% of profitability of selected
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manufacturing companies in Lagos State, Nigeria. It is important to stress that the effect

predicted by market segmentation is positive and strong.

Table 4.7 presents the results of ANOVA (overall model significance) of regression test
which revealed that the market segmentation has a significant influence on profitability of
selected manufacturing companies in Lagos State, Nigeria. This can be explained by the
F-value (241.349) and p=0.000 which is statistically significant at 95% sg\ﬁdence
interval. Furthermore, the results of regression coefficients in Table 4.7 d that at
95% confidence level, a unit change in market segmentation will 1 tg'ﬁ.mo increase
in profitability of selected manufacturing companies in Lagos , Nigeria, given that
all other factors are held constant. On the strength of t@sult (R’= 0.392, F(1,374)=
241.349, p= 0.000), this study reject the null hypotl@&o (Ho2) which state that market

segmentation has no significant effect Olﬁ(ﬁitability of selected manufacturing

companies in Lagos State, Nigeria. @

RN
N\
Q;\(')

Ho3: Product differentia@s no significant effect on the firm growth of selected

Hypothesis Three

manufacturing businesses in Nigeria.

Q)

The null h o&e}& three which states that there is no significant effect of Product
differenti n firm growth of selected manufacturing companies in Lagos State was tested
using\sbﬂple regression analysis. In the analysis, the value of Product differentiation was
regressed on the values of firm growth. The data for Product differentiation (independent
variable) was generated by summing responses of all items while that of firm growth
(dependent) was generated by adding responses of all items used to measure the variable. The

regression test results are presented in Tables 4.8.
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Table 4.8: Summary of Regression Analysis for the Effect of Product Differentiation on

Firm Growth in Selected Manufacturing Companies in Lagos State

F(df) Anova Sig
R 0.813
R Square 0.662 731.592 (1,374) 0.00
Adjusted R Square 0.661 (JQQ
Coefficients Unstandardized t 6\ sig

Coefficients $
O

(Constant) 754 Q.478 .000

Product differentiation

Sb(\
0.797 27.048 .000
O

\O

a. Dependent Variable: Product differentiation
b. Predictors: (Constant), Market share

Source: Field Result, 7%\\‘

Table 4.8 (r.e?}ﬁthe results of the regression analysis for the effect of Product
different@on on firm growth of selected manufacturing companies in Lagos State,
Ni%%. Table 4.6a presents a model summary which establishes how the model equation
fits into the data. The R? was used to establish the predictive power of the study’s model.
From the results, Product differentiation has a significant relationship with firm growth of
selected manufacturing companies in Lagos State, Nigeria (R = 0.813). The coefficient of
determination (R?) of 0.662 shows that Product differentiation explained 60.8% of the

changes in firm growth while the remaining 33.8% variation in firm growth is explained
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by other exogenous variable different from those considered in this study. This result
suggests that Product differentiation influence 60.8% of firm growth of selected
manufacturing companies in Lagos State, Nigeria. It is important to stress that the effect

predicted by Product differentiation is positive and strong.

Table 4.8 presents the results of ANOVA (overall model significance) of regression test
which revealed that the Product differentiation has a significant influence on fx%rowth
of selected manufacturing companies in Lagos State, Nigeria. This ca %ained by
the F-value (731.592) and p=0.000 which is statistically signiﬁc&tt{% confidence
interval. Furthermore, the results of regression coefficients i @4.8, revealed that at
95% confidence level, a unit change in Product diffation will lead to a 0.797
increase in firm growth of selected manufacturin@&anies in Lagos State, Nigeria,
given that all other factors are held constant. e strength of this result (R’= 0.662,
F(1,374)= 731.592, p= 0.000), this st@ ct the null hypothesis three (Ho3) which

state that Product differentiation® %O significant effect on firm growth of selected

N

manufacturing companies i&%&(%tate, Nigeria.
Hypothesis Four QQ
Ho4: Custom(@ment has no significant moderating effect on the relationship

betw%competitive strategy and performance of selected manufacturing companies

\@lagos State, Nigeria

To evaluate the null hypothesis four, hierarchical regression was applied whereby the
analysis was carried out in the order of hierarchy. A composite score was obtained for
customer engagement. Also, data for organisational performance (Y) was created by
adding responses of all items for the variable, while that of customer engagement (Z) was

obtained from adding responses of all items for the variable. In addition, an interaction
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term for customer engagement and competitive strategy was obtained by multiplying the
composite score for customer engagement and competitive strategy. The hypothesis
would be supported if the effect of the interaction of customer engagement and
competitive strategy on performance of selected manufacturing companies in Lagos State,

Nigeria is statistically significant. The results of the analysis step by step are presented in

Table 4.9. \
Table 4.9: Summary of Hierarchical Regression Analysis for the Mod @Effect of
Customer Engagement on the Effect of Competitive Strategy ;fformance of

Selected Manufacturing Companies Lagos State, Nigeria %0

Model!23 Beta t Sig. R Q\IAdj. AR? AF Sig. F
R? Change

(Constant)! %0 )
=227 .093 764 763 0.764 1209.8

1.684 @fé 0.000

Competitive 1.030 34.78 .5@8

Strategy 3 (9\
F &Anova Sig: 1209.833 (1,3@
p=.000 Q®

.0000
.5&3 4.751  .000 894> 800 .798 0.036 66.4

(Constant)? (

ifc’rgnype“}lb 0527 7.816 000

Compyetitive
strategy*Enga 0.057 8.149  .000
gement

a. Dependent Variable: Performance
b. Predictors: (Constant), Competitive strategy
c. Predictors: (Constant), Competitive strategy, Competitive strategy*Engagement

Source: Field Result, 2024
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Tables 4.9 present hierarchical regression results for the moderating effect of customer
engagement on the relationship between Competitive Strategy and performance of

Selected manufacturing companies in Lagos State, Nigeria.

Results in Table 4.9 model one, summarize the output for the analysis if moderation
effect is not considered. Therefore, in this model, the independent variable was
Competitive Strategy and performance is the dependent variable. From Table {%\Model
1 reveals that R = 0.874%, R* = 0.764, and F(1,374) = 1209.833, p= 0.00@% value of
coefficient of determination, R? indicates that 76.4% of the varianc t&(erformance of
selected manufacturing companies in Lagos State, Nigeria was ined by competitive
strategy. The remaining 23.6% of the total Variati0® performance of selected
manufacturing companies are explained by fact&g included in the model. The
explained variation in the influence of compet@fatrategy on performance was found to

be significant at p-value of 0.000 whic@w the accepted threshold of 0.05. Moreso,

a unit change in competitive strate@ result in an increase of 1.030 in performance.

The second model involyed«@ﬁntroduction of interaction term of customer engagement
and competitive str@,u\ing regression model. Result in Table 4.9 indicates that the R
square change 5&36, and F-change of 66.402with a corresponding p-value of 0.000,
implyin%haﬁhk interaction term of customer engagement and competitive strategy have
a p(@ and significant moderating effect on performance of Selected manufacturing
c%fanies in Lagos State, Nigeria (p<0.05). Furthermore, the interaction term of
customer engagement and competitive strategy has a beta coefficient of 0.057 and a
corresponding p-value of 0.000. Hence, this implies that customer engagement moderates
the functional relationship between competitive strategy and performance of selected
manufacturing companies in Lagos State, Nigeria. Based on this result, this study rejects

the null hypothesis four (Ho4) which states that customer engagement has no significant
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moderating effect on the relationship between competitive strategy and performance of

selected manufacturing companies in Lagos State, Nigeria.
4.3 Discussion of Findings

The results of the simple regression analysis for the effect of product quality on market
share of selected manufacturing companies in Lagos State, Nigeria revealed that product
quality has a positive and significant effect. Conceptually the possessio ternal
organisational competencies in product quality is considered a sustainejgments that
drive market performance such as market share. The findings o ’&tudy have support
in empirical literature. For instance recent empirical studieﬁ% reinforced the notion
that product quality indeed plays a crucial role%@uencing market share for
organizations. These studies have consistent)@und a positive and significant
relationship between product quality and m, hare. For instance, research conducted
by some scholars analyzed data from m industries and concluded that organizations
with higher product quality tend .%Q'pt e a larger share of the market compared to their
competitors!. Similarly,, 2@1 investigated consumer preferences and found that
customers are mor@o choose products from companies known for their superior
quality, thereb@ributing to an increase in market share?. Moreover, a meta-analysis
conduct%gu}me scholars synthesized findings from multiple studies and confirmed a
strm@’bsitive association between product quality and market share across different
ckgxts and industries’. These findings underscore the strategic importance for
organizations to invest in maintaining and improving the quality of their products to gain
a competitive edge in the market. Furthermore, a study delved into the food and beverage
industry and found that while high product quality is essential for establishing initial
market presence, continuous innovation and adaptation to changing consumer preferences

are equally vital for maintaining market share amidst intense competition®.
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On the contrary, there are dissenting opinions in the empirical literature regarding the
linkage between product quality and market share. Some studies have suggested that
while product quality is important, it may not always translate into a significant increase
in market share for organizations. For instance, a study explored the smartphone industry
and found that although high-quality products can attract loyal customers, other factors
such as pricing strategies and brand perception also play a significant role in d&nining
market share’. Additionally, research by some scholars in the automobile revealed
that while product quality influences initial purchase decisions, factors such as after-sales
service and brand reputation become more critical in retainin @mers and sustaining
market share over time®. These dissenting views hi %\

the complexity of the

relationship between product quality and market shar gesting that other factors may

intervene to shape consumer behavior and maﬂ(ge@mics beyond just the quality of the

product itself. (b
O

These dissenting perspectives u e the need for a nuanced understanding of the
interplay between product q@? and market share. While high-quality products can
serve as a competitiv, @age, organizations must also consider other factors such as
pricing, branding, &mer service, and innovation to effectively capture and retain
AW
market share. Mereover, the importance of context-specific factors cannot be overlooked,
as in%b dynamics and consumer preferences may vary, influencing the relative
sﬁq%ance of product quality in shaping market outcomes. Thus, while empirical
evidence generally supports the positive relationship between product quality and market
share, it is essential for organizations to adopt a holistic approach to strategy formulation

that takes into account the multifaceted nature of market competition and consumer

behavior.
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The results of the simple regression analysis for the effect of market segmentation on
profitability of selected manufacturing companies in Lagos State, Nigeria revealed market
segmentation has positive and significant effect on profitability of selected manufacturing
companies in Lagos State, Nigeria. The findings of this study have support in empirical
literature. Empirical studies conducted in recent years have consistently shown a positive
and significant relationship between market segmentation and organizational pro&tbility.
For instance, research by some scholars demonstrated that compani ffectively
segmenting their markets experience higher profitability due to {&y to tailor

products and marketing strategies to specific customer ne preferences’. By
identifying distinct market segments, organizations 6 locate resources more

efficiently, optimize product development, and enhan@:stomer satisfaction, ultimately

leading to improved financial performance. be

Moreover, studies have highlighted the@ market segmentation in fostering customer

loyalty and retention, which dired% acts profitability. For instance, a study found that

companies implementing tar@dcosegmentation strategies experienced higher customer

satisfaction levels an. @ased customer lifetime value, resulting in greater profitability

over time®. By undérStanding the unique characteristics and behaviors of different
.

customer s@ts, organizations can develop personalized marketing campaigns and

oya ams that resonate with specific audiences, there riving repeat purchases
lylty& that te with specific aud thereby d g repeat purch

a %g-term profitability.

However, despite the abundance of evidence supporting the positive impact of market
segmentation on profitability, dissenting opinions exist within the academic literature.
Some studies suggest that the relationship between market segmentation and profitability
may be contingent upon various factors, such as industry dynamics, competitive pressures,

and organizational capabilities. For example, a study found that while market
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segmentation can lead to short-term gains in profitability for some firms, its long-term
sustainability depends on the firm's ability to effectively execute segmentation strategies

and adapt to changing market conditions®.

Furthermore, critics argue that market segmentation alone may not guarantee profitability
if not accompanied by complementary strategies such as product differentiation, pricing
optimization, and efficient distribution channels. For instance, a study found% while
market segmentation can help identify profitable market opportuniti @ pact on
overall profitability may be limited if not integrated with broad«stiﬂgic initiatives
aimed at creating sustainable competitive advantages’. @empirical evidence
overwhelmingly supports the positive relationship bet market segmentation and
profitability, dissenting views suggest that the efﬂ&@ess of segmentation strategies
may vary depending on contextual factors& the integration of complementary
initiatives. Further research is needed tc}\@ ¢ the nuanced mechanisms underlying this
relationship and identify best prai\I& for maximizing the financial benefits of market

segmentation for organizatior%:r?ss different industries and markets.

The results of the @egression analysis for the effect of product differentiation on
firm growth .(K%*cted manufacturing companies in Lagos State, Nigeria revealed
product %gﬁ}iation has positive and significant effect on firm growth of selected
mar@ﬂring companies in Lagos State, Nigeria. Some scholarly work equally shares
the Submission of this study. A study analyzed data from a sample of firms across various
industries and found a strong correlation between product differentiation strategies and
increased market share and profitability. The study attributed this relationship to the
ability of differentiated products to command higher prices and foster customer loyalty,

ultimately driving revenue growth for firms!©.
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Similarly, some scholars conducted a longitudinal study examining the performance of
firms that implemented product differentiation strategies compared to those that did not.
Their findings revealed that firms adopting product differentiation not only experienced
higher growth rates but also demonstrated greater resilience during economic downturns.
This suggests that product differentiation can act as a protective barrier against market

volatility, enabling firms to maintain a competitive edge and sustain growth over{ime“.

Conversely, there are dissenting opinions within the empirical literat r@%fding the
linkage between product differentiation and firm growth. A &\dyifﬁallenged the
conventional wisdom by arguing that while product differenti Qnay initially lead to
increased market share, its long-term effects on firm th are more nuanced. The
researchers found that in certain industries 0&1 rized by rapid technological

advancements, overly differentiated produc {Qld become obsolete more quickly,

leading to diminishing returns on inves@nd hindering long-term growth prospects

for firms!2. 80\5&

Furthermore, some scholaQ&ucted a meta-analysis of existing empirical studies on
product differentia% \ﬁrm growth and found mixed results. While some studies
supported the @Ve relationship between product differentiation and firm growth,
others \8&} insignificant or even negative effects. These conflicting findings
und%%e the complexity of the relationship and highlight the need for further research
t&plore the contextual factors that influence the efficacy of product differentiation
strategies in driving firm growth. Although the majority of extant literature suggest a
positive and significant effect of product differentiation on firm growth, there are
dissenting opinions within the literature. These dissenting views emphasize the

importance of considering industry-specific dynamics and other contextual factors when

assessing the impact of product differentiation strategies on firm performance!'>.
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The results of the hierarchical regression analysis for the moderating effect on the
association between competitive strategy and performance of selected manufacturing
companies in Lagos State revealed Customer engagement have positive and significant
moderating effect on the association between competitive strategy and performance of
selected manufacturing companies in Lagos State, Nigeria. From the articles reviewed,
there were increasingly supported the notion that customer engagement playm)ivotal
role in moderating the relationship between competitive strategy and per nce. One
study found compelling evidence that firms leveraging high le% of customer
engagement alongside competitive strategies experience signifi c@gher performance
outcomes compared to those without such engagement %esearch underscores the
importance of cultivating strong connections with cu@ers as a means to enhance the
effectiveness of competitive strategies, ultix&@eading to improved performance

metrics such as market share, profitability, ustomer satisfaction!#.

Moreover, another study conduct@sroborated these findings, demonstrating a clear
positive and significant modé&g effect of customer engagement on the relationship
between competitive sj@gy and firm performance. Their analysis revealed that firms
employing proactiye clistomer engagement strategies, such as personalized marketing
.
campaigns @ter ctive customer service channels, were better positioned to capitalize
on thejbmpetitive advantages and achieve superior financial performance outcomes.
w findings highlight the strategic imperative for businesses to prioritize customer

engagement initiatives as integral components of their competitive strategy formulation

and implementation processes’.

On the other hand, dissenting opinions on the moderating role of customer engagement in
the relationship between competitive strategy and performance have also emerged in

empirical studies. For instance, a study challenged the widely held belief that heightened
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customer engagement necessarily leads to improved performance outcomes in the context
of competitive strategy. Their research indicated that while customer engagement may
have a positive impact on certain aspects of firm performance, such as customer loyalty
and brand perception, its ability to moderate the association between competitive strategy

15, This divergence in findings

and overall performance metrics remains ambiguous
suggests the need for further nuanced examination of the underlying mechanisms and
boundary conditions shaping the interplay between customer engageme mpetitive

C

strategy, and firm performance.
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Chapter Five

Conclusion

This chapter presents and discusses the summary of findings, conclusions and provides useful

recommendations, contributions to knowledge and suggestions for further studies.

5.1

Summary of Findings \

From the interpretation of data analyses and findings of the study, the C ifng can be

summed up as the main empirical findings of this study: /\

5.2

. Product quality has positive and significant effect or%ket share of selected

manufacturing companies in Lagos State, Nigeriﬁ 582, F(1,374)= 520.040, p=

2

0.000);

. Market segmentation has positive ificant effect on profitability of selected

manufacturing companies in Lg&State, Nigeria(R’= 0.392, F(1,374)= 241.349, p=

0.000); . Q;\(')\

. Product differenti ﬁ@as positive and significant effect on firm growth of selected

manufactl.lr@mpanies in Lagos State, Nigeria(R’= 0.662, F(1,374)= 731.592, p=
0.00Q<E; 0
@mer engagement have positive and significant moderating effect on the

association between competitive strategy and performance of selected manufacturing

companies in Lagos State, Nigeria (AR? =0.036, p<0.05).

Conclusion

Based on the empirical findings, this study concluded that there was a statistically significant

effect of competitive strategy vis-a-vis product quality, market segmentation, and product
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differentiation on each of the measures of performance which include market share,
profitability, and firm growth of selected manufacturing companies in Lagos State, Nigeria.
Hence, the study established that competitive strategy is a critical success factor for
organisation performance especially during environmental uncertainties. Further analysis
showed that customer engagement moderated the functional-relationship between
competitive strategy and performance, given the interaction effect was signiﬁxnt. This
suggest that market intelligence can be gained from engaging customers and this\¢an inform

better competitive strategy that can enhance the sustainability of the s’e&%anufacturing

Based on the findings in this study, the following rec?@ndations were made:

1. Management of the selected manuﬂ@g companies in Lagos State must ensure

companies in Lagos State, Nigeria.

5.3 Recommendations

their quality control unit acqgi{&\ebest technology and technique to consistently
guaranty their product is 0@\est quality. This is important to sustain significant

market share. ° $
Q

2. A scientific s&cess needs to be engage in relation to market assessment to be able to
arrive @appropriate market segment to offer products. This is because the
op ity of making higher profitability abound if the companies are able deploy

\ysources to offer marketing offerings to the right market segment.

3. The management of the selected manufacturing companies in Lagos should ensure
they consistent identify their customers and deploy product differentiation strategy
which will set their product apart for competitors and enable their different customers

to buy product that will invariably enhance the performance.
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4. Management of the selected manufacturing companies in Lagos State must reinvent
customer engagement mechanism as it has the potential to improve the interaction

between competitive strategy and performance.
5.4 Contribution to Knowledge

This study offers significant implication for researcher and practitioner.

1. Conceptually, the study focused on identifying gaps in litera@ertaining
competitive strategy and performance. (/

2. The conceptual framework of this study equally offers co al contribution as it
was constructed by the researcher analyze the gaps i %n literature. Being the
first model to combine dependent (organisa 1 performance), independent
(competitive strategy) variables and mode '@iable (customer engagement).

3. From the theoretical stand point th\@%nic capabilities theory, and competence-
based theory was strengthene.d’&n inside-out perspective emphasize that for firm
to achieve superior perform&ﬁ@, such organization must own internal organizational
capability such as cc;u@itive strategies and customer engagement competency that
are enormousl \é) aceable. The theories relevance for this study stems from its
ability t(pi\é theoretical explanations for how competitive strategy and customer
enga@ent can interact to enhance organisational performance. The understanding of

\t/%customer that the organisation offers value and create avenue for positive
relationship with them based on their need will guarantees favourable outcome in
market share, profitability and firm growth for the manufacturing companies. This
study’s results are in concomitance with these theoretical perspectives.

4. The study is able to add to recent literature on the interaction between competitive

strategy, customer engagement, and organisation performance. Though, individual
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studies on competitive strategy linkage with performance abound in developed and in
developing economy context, however empirical study from developing countries like
Nigeria that addressed interaction between competitive strategy, customer
engagement, and organisation performance within the manufacturing context in Lagos
State seem less unexplored. This mean not much is known about how customer
engagement moderates the interaction between competitive strategy and per&mance
of manufacturing companies in Lagos State, Nigeria. Hence by the Qgs of the
four null hypotheses examined, the study becomes a basis for re&e}ce for future
study on competitive strategy, customer engagement and o @onal performance.

%&an use to buttress the

Moreover, the study provides findings which later @

empirical submissions in their study. Q

Overall, these above-mentioned points lay em@ on the fact that this study offers

significant contribution to knowledge and@tical implication for the management of

manufacturing companies in Lagos St@ were investigated.
5.5 Suggestion for Furthe&arch
This study focused on\é effect of competitive strategy on performance using customer

° . . . . . . .
engagement asci\&de ating variable within selected manufacturing companies in Lagos

State, NigerNevertheless, to further broaden the frontiers of knowledge, the following

areas&fj&%es are suggested for further research.

1. The present study was carried out in focusing on selected manufacturing
companies in Lagos State, further studies in the area of competitive strategy,
customer engagement and organisational performance can as well be carried out

in other industry like the banking industry, insurance industry, and Quick service
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restaurant so as to be able to extend the knowledge gained from this work and to

enhance generalization of the findings of this State.

A cross-sectional survey design was used in the course of the study, and this
means evidence of causality cannot be established hence, future study may

consider the longitudinal survey design to explain causality on a long period of

time. \
Other factors other than competitive strategy and customer en‘ag@nt that can

enhance organisational performance can also be exam@% create a broader

framework of strategic options for the manufacturing %nies examined.

A comparative analysis of the each of the sele manufacturing companies vis-

a-vis there competitive strategy and i i@ay with engagement strategy will

present an interesting area for fut\s@’blies.
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Appendix I
Questionnaire
Competitive Strategy and Organizational Performance
Dear respondent,

This study titled competitive strategy, customer engagement, and performanc%&lected
FMCGs companies in Lagos State is part of the requirement for a Master of degree in
business administration, which must be met. This research is purely academic purpose

and all information provided would be treated with utmost coa@ ity. In any case you

feel uncomfortable to proceed you may withdraw your conff@no cost.

2
&

Instruction: Respondents are humbly, @ted to approach each item by ticking (\) the best

Lawal Yetunde

options in one of the following sp@‘éaipulated below.
Section A: Demograpl@mation
Age ] 1(@ 129-39yrs [ ]40-49 yrs[ ] 50-60yrs

Gender [ ,@5 [ ]Female
Q

Years\o{experience[ 10-5 [ 15-10 [ J10-15 [ ]15-20[ ]20-25[ ]26yrs Above

Highest Educational Level [ ] B. Sc. Degree [ | Master Degree [ | PhD [ ] Others (please

specify)
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Section B: Competitive Strategy

Using the scale below, please answer the statement below by ticking the options that best

satisfies your response to the following statements as it relates with your experiences and

practices in the organization. VH-Very High=6, H-High=5, MH-Moderately High=4, ML-

Moderately Low=3, L-Low=2, VL-Very Low=I1. The scaling is in ordinal form where 6

points implies highest score and 1 point implies lowest score.

Product Quality

How will you rate your firm regarding the following areas of

@\quality?

D
(J\)

7~
1 Distinctive quality 6 b\) 3 2 |1
2 Fewest initial defect 6 (b ,3 4 3 2 |1
O
3 | Quality tracking @ 6 5 4 |3 2 |1
4 Top management commitment C){\' ) 6 5 4 3 2 |1
D
5 Employees commitmeﬁt\“ 6 5 4 3 2 |1
-
6 | Quality as ce@a ue 6 5 4 |3 2 |1
7 Inimitﬁ%f product quality 6 5 4 3 2 |1

Market S€gmentation

How will you rate your firm in the following areas of market segmentation?

1 Channel segmentation

2 | Psychographic segmentation
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Behavioural Segmentation 6 5 4 3 2 1

Demographic segmentation 6 5 4 3 2 1
Geographic segmentation 6 5 4 3 2 1
Overall use of market segmentation 6 5 4 3 2 1

'f)/,

Product Differentiation

How will you rate the extent of your product differentiatio

area?

O
C’
n gllowmg

Unique brand name 6 (zg\ 4 3 2 1

Unique Selling Proposition f &, 5 4 3 2 1

&Q

Strategic product positioning . 6 5 4 3 2 1

.(‘o

Distinctions in design _ A%\ 6 5 4 3 2 1

\{\

Distinctions in pe@lance 6 5 4 3 2 1

RN

Consume@wed differences 6 5 4 3 2 1

O
ifgl&byalty 6 |5 4 3 |2 1
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Section C: Organizational Performance

Using the scale below, please answer the statement below by ticking the options that best
satisfies your response to the following statements as it relates with your experiences and
practices in the organization. VH-Very High=6, H-High=5, MH-Moderately High=4, ML-
Moderately Low=3, L-Low=2, VL-Very Low=I1. The scaling is in ordinal form where 6

points implies highest score and 1 point implies lowest score.

&

Market Share VH |H MH | ML 1(J

How will you rate the Market Share

{

of your firm in the last eight years? é )
5

\!

1 | Acquire new customers Sb\d

2 Desired market share o 5& 6 5 4 3 2 1
5
.

3 Desired sales growth . @\ 6 5 4 3 2 1
N
4 | Open new market\)\ 6 5 4 3 2 1
TN
5 Retain ex@cug‘[omers 6 5 4 3 2 1
Prefitability

How will you rate the Profitability of your firm in the last eight years?

1 Increase between 2016 and 2017 6 5 4 3 2 1

2 Increase between 2017 and 2018 6 5 4 3 2 1
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Increase between 2018 and 2019 6 5 4 3 2 1

Increase between 2019 and 2020 6 5 4 3 2 1
Increase between 2020 and 2021 6 5 4 3 2 1
Increase between 2021and 2022 6 5 4 3 2 1

Firm Growth Q\

How will you rate these items in relation to your firm’s gr n the

industry? O

Number of employees 6 Q 4 3 2 1

Number of new products introduced \(

Expansion of production famhtﬁ;& 6 5 4 3 2 1

Rising customer-base (cu@ﬁé 6 5 4 3 2 1

acquisition) QQ

Improvenﬁt?hsae revenue 6 5 4 3 2 1

Ope@ﬂ in additional location 6 5 4 3 2 1

\Y

v
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Section D: Customer Engagement

Using the scale below, please answer the statement below by ticking the options that best
satisfies your response to the following statements as it relates with your experiences and
practices in the organization. VH-Very High=6, H-High=5, MH-Moderately High=4, ML-
Moderately Low=3, L-Low=2, VL-Very Low=I1. The scaling is in ordinal form where 6

points implies highest score and 1 point implies lowest score.

Cust E t (:\\}Q\
ustomer Engagemen

A
O

To what extent, does your company do the following? E
N

Respond to customer need quickly 6 5 w 3 2 1

Attend to customers' ideas in new

NN
products fbb;b
NS

L\
Co-create with customers . \
S
{

Interact with customers \@}dl
[ ]

media QQ\

\
Creates a('n;@})customer feedback
D\

Hanel'a\eﬁ’stomer’s complaint without

}@Qudice

Thank you for participating in this research.

147



Bio-data

. Personal Data

Full Names: Yetunde Khadijat LAWAL

Address: 7, Joy Close Providence Estate Sango-Eleyele Road,
Ibadan, Oyo State

>\
Date and Place of Birth: 14" April, 1987/ Ogun State QQ
C
Nationality: Nigeria 6\
Name and Address of Next of Kin: Olasupo LAWb%
i G
. Educational Background 6’6

ence Estate Sango Eleyele Road,

. Educational Institutions Attended wi&\\gtes and Qualifications

Tai Solarin College of Edu. Sta@ool Ijebu-Ode, Ogun State 1991 — 1997
Tai Solarin College @@econdary School, [jebu-Ode, Ogun State 1997 — 1999

Lawrence Banj@omprehensive High School I[jebu-Ode, Ogun State 1999 — 2003
Tai Sola%University Of Education [jagun Ijebu Ode, Ogun State 2005 —-2009

O

. Mmic Qualifications Obtained (with Dates)

Primary School Leaving Certificate (PSLC) 1997
Junior Secondary School Certificate Examination (JSSCE) 1999
Senior Secondary Certificate Examination (SSCE) 2003

148



Bachelor of Science(Ed) in Economics 2009

. Professional Qualifications with Dates: Nil

. Working Experience with Dates

a.

Internal Auditor at Nigerian Postal Services Dugbe, Ibadan 2017 till date
Personal Assistant to Awujale of [jebuland. Ijebu-Ode, Ogun State 2012 5&7

Admin Officer at [jebu Chambers of Commerce, Mines and Industry, Ig' bge Ogun
State 2

Etsu Nupe Day Secondary School Bida Niger State (N ational@ewice Corp)

Q 2010-2011
D. Award and Fellowships if any: Nil Q J

E. Membership of Academic Professiona% es: Nil

O

F. Publications: Nil E—@
Lo\

Thesis/Dissertations: Ni

\}
b. Books/Monogra%Q

C.

a) Autht(;./@(s: Nil

b) é& Books: Nil

¢) Contribution to Books: Nil

Published Refereed Conference Proceedings: Nil

d. Papers Accepted for Publication: Nil

e.

Book Reviews and Commentaries in Scholarly Journals

149



f. Technical Reports:

g. Other Publications:

h. Creative Work:

G. Notable Scholarly or Professional Accomplishments:

H. Major Conferences /Workshops Attended
I. Referees

e Chief S.O Bakare

Plot 6 Familusi Avenue GRA Iyaganku

e Mrs TemitopeAdewale ’b
Head, General Insurance Underwrw@
Old Mutual General Insurance any
Victoria Island, Lagos °\

08036179035 C)
&

N\
(JOQ
N
O
D

09060002639 QD

150

Date



The University Compliance Certification

This is to certify that this thesis was written by Yetunde Khadijat LAWAL with
Matriculation number LCU/PG/002598, in the Department of Management & Accounting,

Faculty of Management and Social Sciences, Lead City University, Ibadan in full compliance

S\
R
O

with approved University format and style.

Signature ° 5\% Date

151



	Chapter Four
	Table 4.1: Response Rate 
	Chapter Five
	The University Compliance Certification


