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ABSTRACT

This study examined the relationship between sustainable competitive advantage and
organisational growth of telecommunication firms in Rivers State. The research design adopted for
the study was correlational survey design. The population of this study was 100 management staff
of telecommunication sectors (MTN, Airtel, Glo, and 9mobile) in Rivers State. Census sampling
technique was adopted. Self-designed questionnaire titled “Sustainable Competitive Advantage and
Organisational Growth (SCAOGQ)” was used to obtain information from respondents. Cronbach’s
alpha reliability coefficient of 0.83 was ascertained. PPMC (person product moment correlation) was
used to test hypotheses on SPSS version 25. There is a significant relationship between dimensions
of sustainable competitive advantage and measures of organisational growth of telecommunication
firms in Rivers State. The study recommended that Management should foster a strong innovative
culture by investing in research and development, encouraging employee creativity, and adopting
flexible structures that support continuous improvement thereby enhancing profitability and long-
term competitiveness.

INTRODUCTION

Organizational growth is a vital objective for firms seeking long-term survival, increased profitability,
and expanded market share in today’s intensely competitive business environment. However, in
rapidly evolving industries, such growth is increasingly dependent on the ability to sustain a
competitive advantage over time. Organizational growth is a fundamental objective for modern
enterprises seeking long-term viability, increased profitability, market expansion, and enhanced
shareholder value (Uche & Okoro, 2022). In highly dynamic and competitive sectors like
telecommunications, achieving and sustaining growth demands more than temporary success, it
requires a well-established and enduring strategic edge. Sustainable competitive advantage (SCA)
plays a critical role in ensuring that firms maintain superior performance over competitors by
leveraging unique resources, capabilities, and innovations that are difficult to imitate. The
telecommunication sector in Rivers State, Nigeria, exemplifies a market environment where only
firms with distinctive and enduring advantages can thrive amid intense competition, rapid
technological change, and increasing consumer expectations.

Organizational growth, often measured by metrics such as revenue expansion, market share
increase, customer base enlargement, and profitability, is central to the survival and relevance of
telecommunication firms. However, growth in such a fast-evolving industry is not accidental but
rather a product of deliberate strategies anchored on sustainable competitive advantages.
According to Barney (1991), firms achieve sustainable competitive advantage when they possess
valuable, rare, inimitable, and non-substitutable resources that provide long-term superiority in the
marketplace. In the Nigerian telecommunications industry particularly in Rivers State telecom firms
like MTN, Glo, Airtel, and 9mobile face stiff competition that necessitates strategies beyond basic
service provision.
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Sustainable competitive advantage in this context could stem from technological innovation, brand
loyalty, customer service excellence, efficient infrastructure, or strategic partnerships. These factors
empower firms to not only survive but also grow consistently despite the volatility of the industry.
As noted by Rothaermel (2021), firms that continually innovate and align their core capabilities with
customer needs are more likely to experience sustained growth. Yet, studies such as Nwosu and
Chukwu (2023) suggest that many telecommunication firms in Rivers State struggle to retain their
market position due to challenges in sustaining competitive advantages over time. This study,
therefore, explores the relationship between sustainable competitive advantage and organizational
growth of telecommunication firms in Rivers State, providing insights into how enduring strategies
contribute to long-term business performance.

Statement of the Problem

In today’s rapidly evolving and highly competitive business environment, achieving and sustaining
organizational growth has become a significant challenge for many firms. Business growth, typically
reflected in market expansion, increased profitability, and operational enlargement, is critical for
ensuring long-term survival and competitive relevance. However, despite strategic efforts, many
organizations struggle to consistently attain these growth dimensions due to internal inefficiencies
and external market pressures. The growing saturation of markets, intense rivalry, and shifting
consumer demands create a complex landscape where firms must continuously innovate and adapt
or risk stagnation. These conditions make it increasingly difficult for businesses to expand their
customer base and penetrate new markets effectively.

Profitability, another core indicator of business growth, is often undermined by rising operational
costs, fluctuating market conditions, and price wars triggered by competitors. Many firms, especially
in developing economies, find it difficult to maintain profit margins due to limited access to advanced
technologies, weak brand positioning, and inefficient cost management systems. Even firms with a
strong initial market presence may witness a decline in profitability if they fail to differentiate their
offerings or sustain customer loyalty. Moreover, challenges such as regulatory hurdles, poor
infrastructure, and inadequate investment in innovation further hinder efforts to build and maintain
profitability over time.

Furthermore, business expansion whether through diversification, geographic spread, or scaling
operations is fraught with risks and complexities. Firms often face difficulties in accessing capital,
managing a growing workforce, and maintaining operational efficiency across multiple locations or
product lines. Without a clear and sustainable strategic advantage, expansion efforts may lead to
overstretching of resources, poor service delivery, and even organizational decline. These
challenges underscore the importance of identifying and leveraging sustainable competitive
advantages to drive and sustain meaningful business growth. As such, there is a pressing need to
explore how firms can develop enduring strategic capabilities that enable them to overcome these
obstacles and achieve long-term growth in a volatile business environment. It is against this pitfall,
the study investigated sustainable competitive advantage and organisational growth of
telecommunication firms in Rivers State.
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Figure 1: Conceptual framework on sustainable competitive advantage and organisational growth
of telecommunication firms in Rivers State.

Source: Conceptualize by Desk Researcher (2025)

Dimensions of sustainable competitive advantage Adapted from Teece, Pisano, & Shuen. (1997)
Measures of organisational growth Adapted from Davidsson, Achtenhagen, & Naldi, (2010).

Aims & Objectives
The aim of this study is to determine the relationship between sustainable competitive advantage
and organisational growth of telecommunication firms in Rivers State. The specific objectives are:

1. To determine the relationship between cost leadership and market expansion of
telecommunication sectors in Rivers State.

2. To determine the relationship between innovative culture and profitability of
telecommunication sectors in Rivers State.

3. To determine the relationship between brand equity and operational efficiency of

telecommunication sectors in Rivers State.

Research Questions
The following research questions were raised to guide the study.

1) What is the relationship between cost leadership and market expansion of
telecommunication sectors in Rivers State?

2) What is the relationship between innovative culture and profitability of telecommunication
sectors in Rivers State?

3) What is the relationship between brand equity and operational efficiency of

telecommunication sectors in Rivers State?

Hypothesis

The following null hypotheses were formulated and was tested at a significant level of 0.05.

Hoi: There is no significant relationship between cost leadership and market expansion of
telecommunication sectors in Rivers State.

Ho2: There is no significant relationship between innovative culture and profitability of
telecommunication sectors in Rivers State.
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Hos: There is no significant relationship between brand equity and operational efficiency of
telecommunication sectors in Rivers State.

Review of Related Literature
This section reviews extant literatures under the headings of conceptual review, theoretical review
and empirical review.
Conceptual Review
Sustainable Competitive Advantage
Sustainable competitive advantage refers to a firm's ability to maintain superior performance over
its competitors for an extended period by leveraging unique resources, capabilities, or strategies
that are difficult to replicate or substitute. Unlike temporary advantages, a sustainable competitive
advantage is built on distinctive competencies such as proprietary technology, strong brand identity,
efficient supply chains, skilled workforce, or customer loyalty. These elements help firms consistently
deliver value to customers while resisting external pressures such as market changes or competitive
imitation (Barney, 1991; Porter, 1985).
For a competitive advantage to be sustainable, it must meet the criteria of being valuable, rare,
inimitable, and non-substitutable—often referred to as the VRIN framework (Barney, 1991). For
instance, Apple Inc.’s strong ecosystem of hardware, software, and services offers a competitive
edge that competitors find hard to duplicate. This enduring advantage allows firms not only to retain
market share but also to command premium pricing, improve profitability, and drive long-term
strategic success (Grant, 2016; Rothaermel, 2021). As industries evolve, maintaining a sustainable
advantage requires continuous innovation and strategic adaptation to preserve the uniqueness of
the firm’s offering.

Dimensions of Sustainable Competitive Advantage

Cost leadership

Cost leadership is a strategic approach wherein a firm aims to become the lowest-cost producer in
its industry while maintaining acceptable quality. This strategy allows the firm to offer lower prices
than competitors or maintain average prices with higher profit margins. By achieving economies of
scale, optimizing operational efficiency, and minimizing production and overhead costs, firms can
effectively undercut competitors and attract price-sensitive customers. Porter (1985) emphasizes
that cost leadership, when sustainable, provides a long-term advantage, especially in commoditized
markets where price is a major determinant of customer choice.

However, maintaining a cost leadership position over time can be challenging due to changing input
costs, technological disruptions, and market dynamics. Firms must continuously invest in process
innovation, supply chain optimization, and lean management practices to retain their low-cost
advantage (Rothaermel, 2021). For example, companies like Walmart and Dangote Group have
sustained their market dominance through rigorous cost control and scale advantages. Sustainable
cost leadership not only improves profitability but also serves as a defensive mechanism against
new market entrants and economic fluctuations (Obi & Udeh, 2022).

Innovative culture

An innovative culture refers to an organizational environment that supports creativity,
experimentation, and continuous improvement, making it a powerful source of sustainable
competitive advantage. Firms that nurture innovation are more adaptable to market changes and
can introduce new products, services, or business models faster than their competitors. According
to Tidd and Bessant (2021), cultivating an innovation-driven culture enables firms to disrupt
markets, meet evolving customer needs, and open new growth avenues, thus strengthening their
competitive edge.

Sustaining an innovative culture requires leadership commitment, investment in research and
development (R&D), and a willingness to embrace risk and learning from failure. Companies like
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Apple, Google, and Interswitch in Nigeria have demonstrated how fostering a culture of innovation
can translate into long-term market leadership. Moreover, innovation culture is not just about
technology it includes new ways of organizing work, engaging customers, and delivering value. As
noted by Nwachukwu and Chikwe (2023), firms that embed innovation in their core values tend to
outperform others in terms of market responsiveness and long-term performance.

Brand Equity

Brand equity refers to the value a brand adds to a product or service beyond its functional attributes.
It encompasses customer perceptions, brand recognition, loyalty, and emotional connection, making
it a critical driver of sustainable competitive advantage. A strong brand can command premium
pricing, reduce marketing costs, and provide resilience against competitive threats. Kotler and Keller
(2020) assert that brand equity contributes to long-term profitability by fostering trust,
differentiation, and repeat patronage in increasingly saturated markets.

Building and sustaining brand equity requires consistent quality delivery, effective communication,
and meaningful customer experiences. Firms like MTN, Coca-Cola, and Apple have cultivated
powerful brand identities that not only differentiate them but also influence consumer behavior.
According to Ezenwoke and Okoli (2022), in emerging markets like Nigeria, where customer trust is
crucial, brand equity can significantly impact customer retention and market share. Thus, strategic
investment in branding and reputation management serves as a vital pillar for long-term business
growth and sustainable advantage.

Concept of Organisational Growth

Organisational growth refers to the process through which a company expands its operations,
increases its market presence, improves profitability, and enhances its structural capabilities over
time. It is a key indicator of business success and sustainability, often measured through financial
metrics such as revenue, profit margins, customer base, and asset acquisition. Growth can occur
organically through internal development and innovation or inorganically via mergers, acquisitions,
or strategic partnerships. As Penrose (1959) originally suggested, growth is influenced by the firm’s
internal resources, managerial capabilities, and ability to effectively deploy these resources in
response to market opportunities. Thus, a growing organisation must not only expand its physical
size but also strengthen its strategic and operational competencies to maintain long-term success.
Beyond financial performance, organisational growth also encompasses qualitative aspects such as
improved brand reputation, expanded employee base, increased production capacity, and greater
customer satisfaction. According to Davidsson, Achtenhagen, and Naldi (2010), growth is
multidimensional and should be assessed from various perspectives—including innovation capacity,
structural complexity, and adaptability to change. In highly competitive and dynamic markets,
sustained growth depends on the organisation’s ability to align its strategy with environmental
changes and customer expectations. This underscores the importance of strategic planning,
innovation, and strong leadership in fostering long-term organisational development. Firms that fail
to adapt may experience stagnation or decline, regardless of their past achievements.

Measures of Organisational Growth

Market Expansion

Market expansion is a key measure of organizational growth that reflects a firm's ability to increase
its customer base, enter new geographical regions, or introduce existing products to new market
segments. It demonstrates a company’s capacity to extend its reach and influence within or beyond
its current market boundaries, thereby enhancing revenue potential and brand visibility.

Effective market expansion strategies often involve diversification, strategic alliances, digital
marketing, and localization of products or services. As noted by Ansoff (1957), market development
is one of the most effective ways for firms to grow by tapping into untapped markets. Recent studies
such as Adegbite and Alabi (2022) affirm that businesses that pursue market expansion through
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innovation and strategic planning tend to outperform competitors in terms of long-term growth and
sustainability.

Profitability

Profitability measures an organization's ability to generate earnings relative to its expenses and
other costs incurred during a specific period. It is one of the most direct indicators of business
success and growth, as it reflects the firm’s financial health, operational effectiveness, and capacity
to deliver value to shareholders. High profitability allows businesses to reinvest in research,
expansion, and talent acquisition, reinforcing their competitive advantage.

According to Gursoy and Chi (2021), sustainable profitability is not only about cost control but also
about strategic differentiation and customer value creation. Hence, maintaining consistent profit
margins is essential for achieving long-term organizational growth and resilience in volatile business
environments.

Operational Efficiency

Operational efficiency refers to the ability of an organization to deliver products or services using
the minimum resources necessary, thereby maximizing output while minimizing waste and cost. It
involves optimizing processes, leveraging technology, and aligning workforce performance with
organizational goals. Efficient operations contribute significantly to business growth by improving
customer satisfaction, reducing operational costs, and enabling scalability.

As observed by Flynn, Huo, and Zhao (2010), firms with high operational efficiency are better
positioned to respond to market demands quickly and cost-effectively. Thus, operational efficiency
is a foundational element for firms seeking to grow sustainably and compete successfully in dynamic
industries.

Theoretical Review

Dynamic Capabilities Theory — Teece, Pisano, and Shuen (1997)

Dynamic capabilities theory, as posited by Teece, Pisano, and Shuen (1997), argues that a firm’s
ability to integrate, build, and reconfigure internal and external competences in response to rapidly
changing environments is critical to achieving and sustaining competitive advantage. Unlike the
Resource-Based View which emphasizes the possession of strategic resources, Dynamic capabilities
theory focuses on the firm’s capacity to adapt and innovate continuously. These dynamic capabilities
include activities such as sensing market changes, seizing new opportunities, and transforming
organizational processes to maintain alignment with the external environment. This theory
underscores that sustainable competitive advantage is not static but depends on how well a firm
evolves and repositions itself over time.

In the context of the telecommunication sector in Rivers State, this theory is highly relevant. The
industry is characterized by intense competition, fast-changing technologies, and evolving consumer
expectations. Telecommunication firms like MTN, Airtel, Glo, and 9mobile must constantly upgrade
infrastructure, introduce innovative services (e.g., 5G, mobile banking), and respond to local market
demands to remain relevant. Applying dynamic capabilities allows these firms to sense changes in
customer behavior, seize emerging digital opportunities, and reconfigure their operations efficiently.
This responsiveness enables them to not only sustain competitive advantage but also to drive
business growth by expanding market share, improving service delivery, and increasing customer
loyalty within Rivers State’s highly competitive telecommunications landscape.

Empirical Review

Musa and Ojo (2021) carried out a study on sustainable competitive strategies and organizational
growth in the Nigerian manufacturing industry. This study assessed the influence of sustainable
competitive strategies such as cost leadership and differentiation on the growth of manufacturing
firms in Lagos, Nigeria. A survey research design was used, with a population consisting of 1,250
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staff members across 10 selected manufacturing firms. A sample size of 250 respondents was drawn
using stratified random sampling to ensure representation across departments. Primary data were
obtained via a structured questionnaire. The instrument was validated through peer and expert
review in strategic management, and reliability testing yielded a Cronbach’s Alpha score of 0.81.
The instrument was administered through on-site visits with permission from management. Data
were analyzed using correlation and regression techniques. The results showed that sustainable
strategies, particularly those focused on operational efficiency and value differentiation, had a
statistically significant impact on organizational growth metrics such as profitability, market
expansion, and customer retention. The study concluded that adopting long-term, well-aligned
strategic approaches enhances competitiveness and growth in manufacturing firms.
Recommendations included the institutionalization of continuous improvement practices and the use
of technology to drive sustainable operational advantages.

METHODOLOGY
The survey designed used is correlational survey design. The target population for this study was
100 management staff of telecommunication sectors (MTN, Airtel, Glo, and 9mobile) in Rivers State.
Census sampling technique was adopted for the study so as to ascertain the sample size which
ensures that all respondents were captured. A self-administered structured questionnaire titled
“Sustainable Competitive Advantage and Organisational Growth (SCAOGQ) was subjected to face
and content validity by the two experts in the Department of Management, Faculty of Management
Sciences, Ignatius Ajuru University of Education, Port Harcourt. The corrections and suggestions of
the validators were affected on the finale copy of the instrument which was used to collect primary
data and the data obtained were accordingly analyzed. Cronbach’s alpha reliability coefficient below
the 0.75 was used ascertained.
Table 1: Reliability Statistics

Cronbach's Alpha N of Items

.83 3

Source: Researcher Computation via SPSS Version 25

The result of the Cronbach's Alpha reliability test indicates .83 which is above .70 which implies that
the items are reliable. PPMC (person product moment correlation) was used to test hypotheses on
SPSS version 25.

Analysis of Data

Hoi: There is no significant relationship between cost leadership and market expansion of
telecommunication sectors in Rivers State

Table 2: Correlations of Cost Leadership and Market Expansion

Cost Market Expansion
Leadership

Cost C_orrelatio_n Coefficient 1.000 .550™"

Leadership Sig. (2-tailed) . .000

' N 100 100
Spearman’s rho Correlation Coefficient .550"" 1.000

Market . i
Expansion Sig. (2-tailed) .000 .
N 100 100

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

Source: Field Survey, 2025
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Table 2 above shows an r-value of 0.550 at a significance value of 0.000, which is less than the
chosen alpha level of 0.05 for the hypothesis relating cost leadership and market expansion. Since
the significance value is less than the alpha level of 0.05, the null hypothesis (Ho) stating that there
is no significant relationship between cost leadership and market expansion of telecommunication
sectors in Rivers State share was rejected, and the alternative hypothesis (Ha) was accepted. This
implies that there is a high positive relationship between cost leadership and market expansion of
telecommunication sectors in Rivers State.

Hozx: There is no significant relationship between innovative culture and profitability of
telecommunication sectors in Rivers State.
Table 3: Correlation of Innovative Culture and Profitability

Innovative Profitability
Culture
Innovative Cprrelatio_n Coefficient 1.000 .614"*
Culture Sig. (2-tailed) . .000
Spearman's rho N . - 100 100
Correlation Coefficient .614™ 1.000
Market : .
Expansion Sig. (2-tailed) .000 .
N 100 100

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

Source: Field Survey, 2025

Table 3 above reveals r value of 0.614 at a significance level of 0.00 which is less than the chosen

alpha level of 0.05 for the hypothesis relating innovative culture and profitability. Since the

significance value 0.00 is less than the alpha level of 0.05, the null hypothesis (Ho4) which states

that there is no significant relationship innovative culture and profitability of telecommunication

sectors in Rivers State was rejected and the alternate hypothesis (Has) was accepted. This implies

that there is a high positive relationship between innovative culture and profitability of

telecommunication sectors in Rivers State.

Hos: There is no significant relationship between brand equity and operational efficiency of
telecommunication sectors in Rivers State

Table 4: Correlations of Brand Equity and Operational Efficiency

Brand Equity Operational

Efficiency
Correlation Coefficient 1.000 .608™"
Brand Equity Sig. (2-tailed) . .000
Spearman's rho N . . 100** 100
Operational S(.?orr(ezlattlclnlnd()?oefﬂaent 6(())(% 1.000
. . ig. (2-taile . .
Efficiency N 100 100

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

Source: Field Survey, 2025

Table 4 above shows a correlation coefficient of 0.608 at a significance level of 0.000, which is less
than the chosen alpha level of 0.05 for the hypothesis relating brand equity and operational
efficiency. Since the significance value is less than the alpha level of 0.05, the null hypothesis (Ho1)
which states that there is no significant relationship between brand equity and operational efficiency
of telecommunication sectors in Rivers State was rejected, and the alternative hypothesis (Hal)
was accepted. This implies that there is a high positive relationship between brand equity and
operational efficiency of telecommunication sectors in Rivers State.
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Discussion of Findings

With respect to research question one; the correlations on cost leadership and market expansion
of telecommunication sectors in Rivers State revealed that there is a significant relationship between
cost leadership and market expansion of telecommunication sectors in Rivers State (where P. 550
= sig, .000) thus leading to acceptance of alternate hypothesis: there is a significant relationship
between cost leadership and market expansion of telecommunication sectors in Rivers State. This
result is in agreement with the study of Okeke and Chinedu (2021) who examined the relationship
between cost leadership strategy and market expansion among selected manufacturing firms in
South-West Nigeria. Okeke and Chinedu (2021) posited that firms that managed to reduce
operational costs were able to offer competitive pricing, attract price-sensitive consumers, and
penetrate new regional markets effectively. Cost leadership creates a strong competitive edge in
emerging markets like Nigeria, where consumers are highly price-sensitive. It emphasized that
consistent cost reduction mechanisms enable firms to reallocate resources toward growth initiatives
such as geographic expansion and product distribution.

With respect to research question and hypothesis two; correlations on innovative culture and
profitability of telecommunication sectors in Rivers State revealed that there is a significant
relationship between innovative culture and profitability of telecommunication sectors in Rivers
State (where P. 614 = sig, .000) thus leading to acceptance of alternate hypothesis: there is a
significant relationship between innovative culture and profitability of telecommunication sectors in
Rivers State. This result is in consonance with the study by Amadi and Wokocha (2022) who opined
that telecom firms that consistently fostered innovative thinking and invested in product
development saw measurable improvements in profit margins and cost efficiency.

With respect to research question and hypotheses 3; Correlations on brand equity and operational
efficiency of telecommunication sectors in Rivers State revealed that there is a significant
relationship between brand equity and operational efficiency of telecommunication sectors in Rivers
State (where P. 608 = sig, .000) thus leading to acceptance of alternate hypothesis: there is a
significant relationship between brand equity and operational efficiency of telecommunication
sectors in Rivers State. This finding is in line with Adetunji and Ogunyemi (2021) who revealed that
high brand equity enhances internal coordination, reduces marketing and sales costs, and improves
demand predictability factors that collectively enhance operational efficiency. Well-established
brands foster customer loyalty and stable demand, allowing firms to plan better, optimize inventory,
and allocate resources efficiently.

CONCLUSION

In Rivers State, where the business climate is characterized by fierce rivalry, quick technology
advancements, and fluctuating client expectations, telecommunications companies rely heavily on
sustainable competitive advantage to propel organizational growth. Businesses are better
positioned to achieve steady growth in terms of market expansion, profitability, and operational
efficiency when they capitalize on distinctive and long-lasting characteristics including cost
leadership, innovation culture, and brand equity. In a constantly changing telecom environment,
these companies are able to not only survive but also prosper thanks to their strategic adaptation,
ongoing innovation, and solid client relationships. Thus, long-term success and expansion in Rivers
State's telecommunications industry depend on integrating sustainable competitive advantage into
fundamental company strategies.

RECOMMENDATIONS

Based on the objectives of the study, the following recommendations are made:

1. Telecommunication firms in Rivers State should intensify their cost leadership strategies by
optimizing operations, leveraging economies of scale, and minimizing waste to offer
competitive pricing that supports wider market expansion, especially into underserved
areas.
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2. Management should foster a strong innovative culture by investing in research and
development, encouraging employee creativity, and adopting flexible structures that support
continuous improvement thereby enhancing profitability and long-term competitiveness.

3. Firms should strengthen their brand equity through consistent service quality, customer
engagement, and effective brand communication, as a strong brand fosters operational
efficiency by increasing customer trust and streamlining service delivery.
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