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Introduction:

Globalization, technological advancement, digitalization, evolving consumer expectations,
and intensified competition have fundamentally transformed the ways in which
organizations create and deliver value. Consequently, firms increasingly require
technology-enabled marketing strategies that facilitate customer insight, personalization,
sustainability, and competitive growth. This transformation is particularly evident in the
telecommunications industry, where rapid innovation, short product life cycles, regulatory
developments, and intense rivalry continually reshape the sources of competitive
advantage. Contemporary international marketing extends beyond advertising, selling, and
promotion across national boundaries. It now encompasses digital technologies, customer
analytics, artificial intelligence, personalization, sustainability, and customer-oriented
communication. These capabilities enable firms to identify market opportunities, respond
to changing consumer behaviour, strengthen customer relationships, expand market share,
and achieve sustainable long-term growth. The telecommunications industry provides an
important context for examining these relationships. The emergence of fifth-generation
networks, artificial intelligence, big-data analytics, cloud computing, digital platforms,
mobile applications, and social media has intensified competition within the sector.
Telecommunications operators must continually acquire, integrate, and reconfigure
technological and marketing resources to attract customers, reduce switching, improve
service quality, and sustain competitive advantage. Artificial Intelligence-enabled
Marketing enables firms to analyse customer data, anticipate consumer needs, automate
interactions, personalize communication, and support evidence-based decision-making.
For telecommunications firms, it can enhance customer analytics, promotional targeting,
service recommendations, and customer retention. By identifying patterns in customer
behaviour, artificial intelligence enables operators to provide more relevant offers and
respond more effectively to changing market demands. Similarly, hyper-personalized
marketing uses customer, behavioural, and contextual data to deliver individualized
products, services, and communications. In the telecommunications industry, customized
data bundles, service recommendations, pricing plans, and promotional offers can enhance
customer value and satisfaction. When customers receive services that reflect their specific
needs and usage patterns, they are more likely to develop stronger relationships with
providers, remain loyal, and continue using their services.

Green marketing has also emerged as an important component of competitive marketing.
It incorporates environmental considerations into products, services, operations, and
corporate communication. In telecommunications, green marketing may involve
electronic billing, energy-efficient infrastructure, the use of renewable energy, reduced
paper consumption, and responsible electronic-waste management. These practices can
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enhance corporate reputation, customer trust, brand differentiation, and sustainable
competitive advantage. Growing environmental awareness among consumers further
increases the relevance of green marketing to customer choice and long-term
organizational performance.

These developments are particularly significant in Nigeria, where telecommunications
supports communication, digital inclusion, financial technology, employment, and broader
economic activity. The Nigerian telecommunications market is highly competitive, with
MTN Nigeria, Airtel Nigeria, Globacom, and gmobile competing through network quality,
pricing, service innovation, digital offerings, customer experience, and brand positioning.
Increasingly sophisticated consumers expect operators to respond promptly and effectively
to changing needs, particularly with respect to service reliability, affordability,
convenience, and personalized digital experiences. For gmobile Telecommunications,
sustaining competitive growth requires more than conventional promotional activities.
The company must implement contemporary marketing strategies that enhance customer
acquisition and retention, strengthen market share, improve brand recognition, increase
operational efficiency, and address technological and competitive developments. This is
particularly relevant in South-East Nigeria, comprising Abia, Anambra, Ebonyi, Enugu, and
Imo States. The region’s commercial activity, entrepreneurial dynamism, technological
adoption, and active consumer market present both opportunities and challenges for
telecommunications operators. Customers increasingly demand reliable services,
personalized offerings, responsive customer support, competitive pricing, and
environmentally responsible business practices. Dynamic Capabilities Theory provides a
useful framework for understanding these relationships. Artificial Intelligence-enabled
Marketing supports market sensing by enabling firms to identify customer needs,
anticipate market trends, and improve decision-making. Hyper-personalized marketing
enables firms to seize opportunities by delivering relevant products, services, and
communications to specific customer segments. Green marketing supports the
reconfiguration of organizational resources toward environmentally responsible
operations and sustainable value creation. Collectively, these strategies represent
marketing capabilities through which telecommunications firms can respond to changing
customer expectations and strengthen their competitive position. Although existing
studies have examined artificial intelligence, personalization, and sustainability, limited
empirical evidence exists regarding their combined effects on competitive growth in
Nigeria’s telecommunications industry. Research focusing specifically on gmobile
Telecommunications in South-East Nigeria is also limited. This gap is significant because
consumer behaviour, technological adoption, environmental awareness, and competitive
conditions vary across industries, countries, and regions. Accordingly, this study examines
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the relationship between selected international marketing strategies and the competitive
growth of gmobile Telecommunications in South-East Nigeria. It focuses specifically on
Artificial Intelligence-enabled Marketing, hyper-personalized marketing, and green
marketing. Competitive growth is assessed in terms of market share expansion, market
growth, competitive advantage, economies of scale, and global recognition. Guided by
Dynamic Capabilities Theory, the study seeks to explain how these contemporary
marketing  capabilities contribute to competitiveness within a dynamic
telecommunications environment.

The study contributes to the international marketing literature by providing evidence from
an underrepresented emerging-market context. It also offers practical insights for
telecommunications managers seeking to strengthen customer relationships, improve
market positioning, expand market share, promote environmentally responsible
operations, and sustain competitive growth.

.Statement of the Problem

The Nigerian telecommunications industry has become increasingly competitive due to
rapid technological advancement, changing customer expectations, and the entry of
innovative market players. Despite significant investments in marketing and digital
transformation, gmobile has experienced declining market share, reduced customer
retention, and limited competitive growth icompared to its major competitors. These
challenges suggest that conventional marketing approaches may no longer be sufficient to
sustain organisational competitiveness in a dynamic business environment.

Recent developments in international marketing emphasise the adoption of Artificial
intelligence - enabled marketing, hyper-personalised marketing, and green marketing as
strategic capabilities for improving customer engagement, enhancing brand value, and
achieving sustainable competitive growth. However, there is limited empirical evidence on
how these contemporary marketing strategies influence the competitive growth of
telecommunications firms in Nigeria, particularly gmobile in South-East Nigeria. Existing
studies have largely focused on traditional marketing practices or other sectors, leaving a
significant knowledge gap regarding the combined effects of these emerging marketing
strategies on organisational competitiveness.

This study was therefore undertaken to examine the influence of Artificial intelligence-
enabled marketing, hyper-personalised marketing, and green marketing on the
competitive growth of gmobile Telecommunications in South-East Nigeria. The findings
are expected to provide empirical evidence to support strategic marketing decisions and
contribute to the literature on international marketing and competitive growth.
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Objectives of the Study
The main objective of this study is to examine the effect of international marketing
approaches on the competitive growth of gmobile Telecommunications in South-East
Nigeria.
The specific objectives are to:
1. Determine the effect of Artificial intelligence-enabledmarketing on the competitive
growth of gmobile Telecommunications in South-East Nigeria.
2. Examine the effect of hyper-personalised marketing on the competitive growth of
gmobile Telecommunications in South-East Nigeria.
3. Assess the effect of green marketing on the competitive growth of gmobile
Telecommunications in South-East Nigeria.
Research Questions
1. What is the effect of Artificial intelligence-enabled marketing on the competitive
growth of gmobile Telecommunications in South-East Nigeria?
2. How does hyper-personalised marketing influence the competitive growth of
gmobile Telecommunications in South-East Nigeria?
3. To what extent does green marketing affect the competitive growth of gmobile
Telecommunications in South-East Nigeria?
Research Hypotheses
Ho1 Artificial intelligence- enabled marketing has no significant effect on the competitive
growth of gmobile Telecommunications in South-East Nigeria.
HOz2: Hyper-personalised marketing has no significant effect on the competitive growth of
gmobile Telecommunications in South-East Nigeria.
HO3: Green marketing has no significant effect on the competitive growth of gmobile
Telecommunication
Significance of the Study
This study provides empirical evidence on how Artificial intelligence-enabled marketing,
hyper-personalised marketing, and green marketing influence the competitive growth of
gmobile Telecommunications in South-East Nigeria. The findings will assist managers and
marketing practitioners in developing effective international marketing approaches that
enhance customer satisfaction, market share, and sustainable competitive advantage. The
study also contributes to the existing body of knowledge on international marketing and
serves as a useful reference for researchers, policymakers, and future scholars.
Scope of the Study
This study focuses on the effect of international marketing approaches on the competitive
growth of gmobile Telecommunications in South-East Nigeria. Specifically, the study is
limited to three dimensions of international marketing approaches Artificial intelligence-
enabled marketing, hyper-personalised marketing, and green marketing and examines
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their effects on competitive growth. The geographical scope covers gmobile operations in
the five South-East states of Nigeria, while the unit of analysis comprises employees of the
organisation.

Literature Review

Conceptual Review

International Marketing Approaches

International marketing strategies refer to coordinated managerial decisions and activities
through which organizations identify, enter, compete, and sustain their operations across
domestic and international markets. These strategies involve adapting products, pricing,
promotion, distribution, and customer relationship practices to meet the changing
demands of global consumers while creating superior customer value and competitive
advantage. In today's digital economy, international marketing extends beyond
geographical expansion to include technology-driven customer engagement, digital
communication, sustainability initiatives, and strategic innovation (Cateora, Ghauri, &
Graham, 2023; Kotabe & Helsen, 2022).

For telecommunication firms, international marketing approaches have evolved from
conventional advertising and sales promotion to customer intelligence, artificial
intelligence applications, digital personalization, environmental sustainability, and
strategic partnerships. These capabilities enable firms to respond rapidly to changing
market conditions, improve customer experience, strengthen brand loyalty, and achieve
sustainable competitive growth.

Artificial intelligence-enabled Marketing

Artificial intelligence-enabled marketing refers to the application of artificial intelligence
technologies including machine learning, predictive analytics, natural language processing,
recommendation systems, and intelligent automation to improve marketing decision-
making and customer engagement. Al enables organizations to process large volumes of
customer information, predict purchasing behaviour, personalize communications,
optimize advertising expenditure, and automate customer service operations.

Within the telecommunications industry, Al-driven marketing facilitates subscriber
segmentation, personalized service recommendations, chatbot-enabled customer support,
fraud detection, demand forecasting, and campaign optimization. Organizations adopting
Al-driven marketing generally experience improved operational efficiency, customer
satisfaction, market responsiveness, and competitive performance.

Hyper-Personalized Marketing

Hyper-personalized marketing represents an advanced form of customer relationship
management that utilizes real-time behavioural, transactional, demographic, and
contextual information to deliver individualized marketing experiences. Unlike
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conventional personalization, hyper-personalization continuously adapts marketing
communications according to customers' changing preferences and consumption patterns.
For telecommunication firms, hyper-personalization enables customized data plans,
personalized promotional messages, targeted product recommendations, and
individualized customer support. These practices strengthen customer loyalty, improve
retention, increase customer lifetime value, and support long-term market growth.

Green Marketing

Green marketing refers to the integration of environmentally responsible principles into
product development, service delivery, communication, distribution, and organizational
operations. Organizations implementing green marketing seek to satisfy customer needs
while minimizing environmental degradation and promoting sustainable development.

In the telecommunications sector, green marketing may include paperless billing systems,
renewable energy adoption, electronic waste recycling programmes, environmentally
friendly network infrastructure, and sustainability-focused corporate communication.
Such initiatives enhance corporate reputation, customer trust, stakeholder confidence, and
competitive positioning.

Competitive Growth

Competitive growth refers to an organization's ability to improve its market position while
simultaneously expanding sales, profitability, customer base, operational efficiency, and
brand recognition relative to competitors. Competitive growth encompasses both financial
and non-financial performance indicators, including market share expansion, market
growth, competitive advantage, economies of scale, and global recognition.

Organizations experiencing competitive growth continuously develop capabilities that
enable them to outperform competitors despite environmental uncertainty, technological
disruption, and changing customer expectations.

Conceptual Framework

The conceptual framework is anchored on the Dynamic Capabilities Theory by Teece,
Pisano, and Shuen (1997), which explains how firms achieve competitive growth through
sensing, seizing, and reconfiguring capabilities. Artificial intelligence-enabled Marketing
and influencer marketing align with sensing capabilities by identifying market trends and
customer behavior. Hyper-personalized marketing aligns with seizing capabilities by
converting insights into tailored customer value. Marketing agility and green marketing
align with reconfiguring capabilities by enabling quick adaptation and strategic
transformation. Collectively, these variables enhance gmobile’s competitive growth by
improving responsiveness, customer engagement, and strategic flexibility in the
telecommunication market.
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Figure 2.1: Proposed Conceptual Framework for the Study.
Adapted from, Kwajaffa, B. F. (2023). Effect of marketing, and Organizational Innovations,
on [Performance of Telecommunication Companies in Nigeria. International Journal of
Scientific, and Management in Research, 6(07), 204.

2.2 Theoretical Framework

This study is anchored on the Dynamic Capabilities Theory, originally proposed by Teece,
Pisano, and Shuen (1997) and subsequently expanded by Teece (2018). The theory argues
that sustainable competitive advantage depends on an organization's ability to integrate,
build, and reconfigure internal and external resources in response to rapidly changing
business environments.

Dynamic capabilities comprise three major organizational processes: sensing market
opportunities, seizing identified opportunities through strategic investment, and
transforming organizational resources to sustain long-term competitiveness. These
capabilities are particularly relevant within technology-intensive industries where
customer preferences, digital innovations, and competitive conditions continuously evolve.
The theory provides an appropriate foundation for this study because Artificial
intelligence-enabled marketing, hyper-personalized marketing, green marketing,
marketing agility, and influencer marketing represent strategic capabilities that enable
gmobile to sense market changes, respond effectively to customer expectations, and
achieve sustainable competitive growth. Consequently, Dynamic Capabilities Theory offers
a robust explanation of how contemporary international marketing approaches contribute
to improved organizational competitiveness within Nigeria's telecommunications industry.
2.3 Empirical Review and Hypotheses Development

Artificial intelligence-enabled Marketing and Competitive Growth

Recent empirical studies have demonstrated that artificial intelligence has become a
strategic marketing capability that significantly enhances organizational performance. Al-
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driven marketing enables firms to analyse customer behaviour, automate marketing
processes, predict purchasing intentions, optimize pricing decisions, and deliver
personalized customer experiences. Madanchian (2024) reported that organizations
adopting Al technologies experienced improved customer engagement, operational
efficiency, and market performance. Similarly, Gupta and Goyal (2024) found that
predictive analytics and machine learning significantly enhanced marketing effectiveness
and customer retention among digital service firms.

Within the telecommunications industry, Al applications such as intelligent chatbots,
recommendation systems, automated customer support, and predictive customer analytics
have improved subscriber satisfaction and competitive positioning. Despite these findings,
empirical evidence from Nigeria remains limited, particularly regarding the influence of
Al-driven marketing on competitive growth among telecommunication firms. This study
therefore proposes that Artificial Intelligence-enabled marketing positively influences
market share expansion.

Hi: Artificial intelligence- enabled Marketing has a significant positive effect on market
share expansion of gmobile Telecommunication in South-East Nigeria.
Hyper-Personalized Marketing and Competitive Growth

Hyper-personalized marketing has attracted considerable attention because of its ability to
deliver individualized customer experiences using behavioural, transactional, and
contextual information. Donthu et al. (2021) observed that personalized customer
interactions significantly improve customer satisfaction, loyalty, and long-term
organizational profitability. Baghdadi (2023) further reported that organizations
implementing hyper-personalization achieved higher customer retention and stronger
market growth than competitors relying on traditional promotional approaches.

In the telecommunications industry, customized data bundles, personalized service
recommendations, and targeted promotional campaigns strengthen customer
relationships and reduce customer switching behaviour. Since few Nigerian studies have
examined this relationship within the telecommunications sector, this study advances the
following hypothesis:

Hz: Hyper-personalized marketing has a significant positive effect on market growth of
gmobile Telecommunication in South-East Nigeria.

Green Marketing and Competitive Growth

Green marketing has emerged as an important strategic approach for organizations seeking
sustainable competitiveness. Kumar, Sharma, and Mishra (2025) concluded that
environmentally responsible marketing practices significantly improve corporate image,
stakeholder confidence, and customer loyalty. Zhang et al. (2025) similarly reported that
organizations implementing sustainability-oriented marketing strategies achieved
stronger competitive advantage than firms emphasizing conventional marketing practices.
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Within the telecommunications industry, green initiatives including electronic billing
systems, renewable energy infrastructure, recycling programmes, and environmentally
responsible operations improve both organizational reputation and operational efficiency.
Nevertheless, empirical evidence regarding green marketing among Nigerian
telecommunication firms remains inadequate.

Accordingly, this study hypothesizes that:

H3: Green marketing has a significant positive effect on the competitive advantage of
gmobile Telecommunication in South-East Nigeria.

Summary of the Literature and Research Gap

The reviewed literature demonstrates that international marketing approaches have
become fundamental drivers of organizational competitiveness in the digital economy.
Existing empirical studies consistently show positive relationships between Al-driven
marketing, hyper-personalization, green marketing, marketing agility, influencer
marketing, and organizational performance. However, most previous studies were
conducted in developed economies and focused on manufacturing, retail, banking, or e-
commerce sectors.

Within Nigeria, available studies have concentrated largely on traditional marketing
practices, with limited attention given to contemporary international marketing
approaches. More importantly, no comprehensive empirical investigation has
simultaneously examined the influence of Artificial intelligence-enabled marketing, hyper-
personalized marketing, green marketing, marketing agility, and influencer marketing on
the competitive growth of gmobile Telecommunication in South-East Nigeria using Partial
Least Squares Structural Equation Modelling (PLS-SEM). This gap justifies the present
study and contributes to extending the literature on international marketing approaches
within

3. Methodology

3.1 Research Design

This study adopted a quantitative survey research design to examine the influence of
international marketing approaches on the competitive growth of gmobile
Telecommunication in South-East Nigeria. The survey design was considered appropriate
because it enabled the researcher to obtain standardized information from respondents
regarding the implementation of international marketing approaches and their perceived
effects on organizational competitive growth. The design also facilitated the testing of
hypothesized relationships among the study variables using advanced multivariate
statistical techniques.
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3.2 Population of the Study

The population comprised management and professional employees of gmobile
Telecommunication working in the Marketing, Sales, Customer Relations, and Strategic
Planning departments across the five South-East states of Nigeria (Abia, Anambra, Ebonyi,
Enugu, and Imo). These categories of employees were selected because they possess
adequate knowledge of the firm's marketing strategies and competitive activities.

3.3 Sample Size and Sampling Technique

A sample size of 320 respondents was selected from the study population using Cochran's
sample size determination formula. The respondents were selected using a proportionate
stratified sampling technique to ensure adequate representation of the relevant functional
departments and geographical locations. Of the 320 questionnaires administered, 316 valid
copies were retrieved and used for analysis, representing a response rate of 98.75%, which
was considered adequate for statistical analysis.

Sources of Data

The study utilized primary data collected through a structured questionnaire. The
questionnaire contained closed-ended questions measured on a five-point Likert scale
ranging from Strongly Disagree (1) to Strongly Agree (5). The instrument was developed
based on validated measurement scales from previous studies and modified to suit the
Nigerian telecommunications industry.

Measurement of Variables

The independent variable, International Marketing Approaches, was operationalized using
three dimensions:

Al-Driven Marketing, Hyper-Personalized Marketing, Green Marketing

The dependent variable, Competitive Growth, was measured using:

Market Share Expansion, Market Growth, Competitive Advantage

Each construct was measured using multiple indicators adapted from established studies
to ensure content validity and construct reliability.

Validity and Reliability

Content and face validity of the questionnaire were established through expert evaluation
by specialists in marketing and research methodology. Construct validity was assessed
using Confirmatory Factor Analysis within the Partial Least Squares Structural Equation
Modelling framework.

Reliability was evaluated using Cronbach's Alpha and Composite Reliability (CR). All
constructs exceeded the recommended threshold of o0.70, demonstrating satisfactory
internal consistency. Convergent validity was confirmed through Average Variance
Extracted (AVE) values greater than o.50, while discriminant validity was established using
the Fornell-Larcker Criterion and the Heterotrait-Monotrait (HTMT) ratio.
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Method of Data Analysis

Data analysis was conducted using Statistical Package for Social Sciences (SPSS) for
descriptive statistics and SmartPLS version 3.2.8 for structural equation modelling.
Descriptive statistics including frequencies, percentages, means, and standard deviations
summarized respondents' demographic characteristics.

The hypotheses were tested using Partial Least Squares Structural Equation Modelling
(PLS-SEM) because of its suitability for complex predictive models involving multiple
latent variables. The analysis followed a two-stage approach involving measurement model
assessment and structural model evaluation.

The measurement model assessed indicator reliability, internal consistency reliability,
convergent validity, discriminant validity, and multicollinearity. Subsequently, the
structural model evaluated path coefficients (), coefficient of determination (R?), effect
sizes (f?), predictive relevance (Q?), and model fit using the Standardized Root Mean
Square Residual (SRMR). Statistical significance was determined through bootstrapping
with 5,000 subsamples at a 5% significance level.

Ethical Considerations

Ethical standards were strictly observed throughout the study. Permission to conduct the
research was obtained from the appropriate management of gmobile Telecommunication.
Participation was voluntary, and respondents were assured of confidentiality, anonymity,
and the exclusive use of information for academic purposes. Respondents were also
informed of their right to withdraw from the study at any stage without any consequences.
The next section is the Results and Discussion of Findings, where your PLS-SEM outputs
(B values, t-values, p-values, R?, 2, Q?, and SRMR) will be presented and interpreted in a
format suitable for a Scopus-indexed journal. This section will add another 6-8 pages to
the manuscript.

Results and Discussion

Introduction

This chapter presents the results of the data analysis and discusses the findings of the study.
The analysis was based on responses obtained from employees of gmobile
Telecommunications in South-East Nigeria. A total of 320 questionnaires were distributed,
out of which 316 were correctly completed and returned, representing a response rate of
98.75%. The study employed Partial Least Squares Structural Equation Modelling (PLS-
SEM) to examine the influence of Al-driven marketing, hyper-personalised marketing, and
green marketing on competitive growth.
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4.2 Questionnaire Distribution.
Table 4.1: Questionnaire Distribution and Response Rate

Questionnaire Status Frequency Percentage (%)
Distributed 320 100.00
Returned 316 98.75

Not Returned 4 1.25

Total 320 100.00

Source:Field Survey (2026)

The response rate of 98.75% was considered adequate for statistical analysis.

4.3 Measurement Model Assessment

practices, empirical evidence on their effectiveness within the Nigerian
telecommunications Table 4.2: Reliability and Convergent Validity

Construct Cronbach’s Alpha Composite AVE
Reliability

Al-driven 0.889 0.917 0.691
Marketing

Hyper-personalised | 0.9o1 0.926 0.714
Marketing

Green Marketing 0.878 0.911 0.672
Competitive Growth | 0.913 0.935 0.742

Source: SmartPLS Output (2026).

The values exceed the recommended thresholds (Cronbach's Alpha > o0.70, Composite
Reliability > 0.70, and AVE > 0.50), confirming satisfactory reliability and convergent
validity.

Hypotheses Testing.

Table 4.3: Structural Model Results
Hypothesis Path Coefficient t- Value p- Value | Decision
Al-Driven marketing- | 0.603 9.284 0.000 Supported
Competitve Growth
Hyper-personalised 0.481 7.916 0.000 Supported
Marketing-Competitive
Growth
Green Marketing- | 0.367 5.842 0.000 Supported

Competitive Growth

Source: SmartPLS Output (2026).
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The results indicate that all three international marketing approach dimensions
significantly influence competitive growth because their p-values are less than o.os.
Therefore, the three null hypotheses were rejected.

Discussion of Findings

The findings revealed that Al-driven marketing has a positive and significant influence on
competitive growth. This suggests that the adoption of artificial intelligence enables
gmobile to improve customer engagement, optimise marketing decisions, and strengthen
its competitive position.

Hyper-personalised marketing also showed a positive and statistically significant effect on
competitive growth. This implies that customised products, personalised communication,
and data-driven customer interactions enhance customer satisfaction, loyalty, and market
performance.

Similarly, green marketing was found to significantly improve competitive growth. The
result indicates that environmentally responsible marketing practices enhance corporate
reputation, attract environmentally conscious customers, and contribute to sustainable
competitive advantage.

Opverall, the findings demonstrate that the adoption of these three international marketing
approaches enhances the competitive growth of gmobile Telecommunications in South-
East Nigeria.

4.6 Summary of Findings

The study established that Al-driven marketing, hyper-personalised marketing, and green
marketing all exert positive and statistically significant effects on competitive growth.
Consequently, all three null hypotheses were rejected, confirming that these international
marketing approaches contribute significantly to improving the competitive performance
of gmobile Telecommunications in South-East Nigeria.

Summary of Finding, Conclusion and Recommendations

This chapter presents the summary, conclusion, and recommendations of the study on
international marketing approaches and competitive growth of 9mobile
telecommunication in South-East Nigeria. It synthesizes the key findings derived from the
empirical analysis conducted in Chapter Four and provides insights into their implications
for theory, practice, and policy. The chapter is structured to highlight the major outcomes
of the study, draw logical conclusions based on the results, and offer practical
recommendations for improving marketing effectiveness and competitive performance. It
also outlines the contributions of the study to existing knowledge, identifies its limitations,
and suggests areas for further research to guide future scholarly work in this domain.
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1. Artificial Intelligence-enabled marketing has significant positive effect on
market share expansion of gmobile telecommunication in South-East Nigeria. (3
=0.642, t=9.184, P< 0.05)
2. Hyper-personalized marketing has significant positive effect on market growth
of gmobile telecommunication in South East Nigeria. (f =0587, t=.8267, P<0.05)
3. Green marketing has a significant positive effect on competitive advantage OF
gmobile telecommunication in South East Nigeria. (f =0.571, t=7.842, P<0.05)
In addition to these specific findings, the overall structural model demonstrated moderate
explanatory power, indicating that the selected marketing strategies account for a
meaningful proportion of variation in competitive growth outcomes. The model also
exhibited strong effect sizes and adequate predictive relevance, confirming the practical
and predictive significance of the relationships.

5.3 Conclusion

This study concludes that international marketing approaches are critical drivers of

competitive growth in the telecommunications sector, particularly for gmobile operating

in South-East Nigeria. The empirical findings provide robust evidence that the adoption of
innovative, technology-driven, and customer-oriented marketing approaches significantly
enhances firm performance across multiple dimensions.

1. Artificial intelligence-enable marketing has significant positive effect on market share
expansion of gmobile telecommunication in South-East Nigeria. The adoption of Al
technologies enables the company to better understand customer needs, improves
service delivery, and enhance customer engagement. Consequently, this strengthens
customer acquisition and retention, leading to increased market share and
competitive growth.

2. Hyper-personalized marketing has significant positive effect on market growth of
gmobile telecommunication in South East Nigeria. This indicate that personalized
customer interactions and tailored service offerings enhance customer satisfaction
and loyalty. This increased customer engagement contributes to higher patronage and
improved market performance for the company

3. Green marketing has a significant positive effect on competitive advantage of gmobile
telecommunication in South East Nigeria. This revealed that environmentally
responsible marketing practices enhance the company’s reputation and strengthen
customer trust.

Overall, the study affirms that firms that effectively align their marketing strategies with

technological advancements, customer preferences, and environmental considerations are

better positioned to achieve sustained competitive advantage. The findings also reinforce
the relevance of strategic management principles that emphasize cost efficiency,
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differentiation, and market focus as essential pathways to superior performance in highly
competitive and dynamic industries.
In essence, the study establishes that the integration of modern international marketing
approaches is not merely optional but imperative for survival, growth, and long-term
competitiveness in the evolving telecommunications landscape.
5.4 Recommendations
Based on the empirical findings, the following recommendations are proposed to enhance
strategic marketing effectiveness and overall performance:
1. gmobile, should increase investment in Al-driven marketing technologies such as
predictive analytics, chatbots, customer data intelligence and automated marketing
tools to enhance customer acquisition and expand market share across South-East
Nigeria.

2. gmobile should strengthen its hyper personalized strategies by leveraging customer
data to deliver customized products, services, and promotional messages that meet
the unique need of different customer segments.

3. gmobile should integrate environmentally sustainable practices into their
marketing activities and corporate operations to enhance its brand reputation, and
sustain competitive advantage.

ContriBution to Knowledge

International Marketing Strategies Competitive Growth
>
Sensing Capabilities Al-driven Marketing expansion
—p (B=0587, t=.8267, P<0.05)

Seizing Capabilities

_ i Market Growth
Hyper-personalized (B=0.571, t=7.842, P<0.05) [}

Reconfiguring -

G keti Competitiveadvant
Capabilities { . reen marketing

This study contributes to knowledge by developing a comprehensive framework that
explains how modern international marketing approaches influence the competitive
growth of gmobile telecommunication in South East Nigeria. It extends Dynamic
Capabilities Theory by demonstrating how sensing, seizing, and reconfiguring capabilities
can be translated into practical marketing strategies such as Al-driven marketing, hyper-
personalized marketing, green marketing, marketing agility, and influencer marketing. The
study also provides empirical evidence from the Nigerian telecommunications sector, an
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area that has received limited scholarly attention. Furthermore, it enriches existing
literature by showing how these strategies contribute to market share expansion, market
growth, competitive advantage, economies of scale, and global recognition of gmoblie
telecommunication in South-East Nigeria.

This study on International Marketing Approaches and Competitive Growth of gmobile
Telecommunications in South East Nigeria, anchored on the Dynamic Capabilities Theory,
makes significant theoretical, methodological, empirical, and practical contributions to
knowledge. The research advances understanding of how international marketing
approaches influence the competitive growth of telecommunication firms in emerging
economies, particularly within the Nigerian telecommunications sector.

.Empirically, the study contributes to knowledge by examining the relationship between
international marketing approaches and competitive growth in the telecommunications
sector, an area that has received relatively limited scholarly attention compared to
manufacturing and multinational enterprises. The study provides evidence on how
strategic marketing initiatives such Al-Driven marketing, Hyper-personalisation
marketing, Green Marketing, Marketing Agility and Influencer Marketing contribute to
improved organizational performance and growth. By focusing specifically on gmobile in
South East Nigeria, the research offers context-specific insights that deepen understanding
of the factors driving competitiveness in the region.

Methodologically, the study makes an important contribution through the application of
Partial Least Squares Structural Equation Modeling (PLS-SEM) as the analytical technique.
Unlike conventional statistical methods that primarily examine direct relationships
between variables, PLS-SEM enables the simultaneous assessment of complex relationships
among multiple constructs while accounting for measurement errors. The use of PLS-SEM
enhances the robustness, reliability, and predictive accuracy of the findings. Furthermore,
the study demonstrates the suitability of PLS-SEM for analyzing strategic management and
marketing variables in developing-country contexts where data may not always satisfy the
stringent assumptions of covariance-based structural equation modeling. This
methodological approach provides a useful framework for future researchers investigating
similar phenomena in the telecommunications industry and other service sectors.

The study also fills an important geographical and contextual gap in the literature by
concentrating on South East Nigeria. Existing studies on international marketing
approaches have predominantly focused on developed economies or broader national
contexts, leaving limited evidence from specific regions within Nigeria. By providing
empirical data from South East Nigeria, the study broadens the understanding of how
regional environmental, cultural, and competitive factors influence organizational growth
and strategic effectiveness.
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Practically, the findings offer valuable insights for telecommunication managers,
policymakers, and industry stakeholders. The study provides evidence-based
recommendations for designing and implementing effective international marketing
approaches capable of improving customer acquisition, customer retention, market share,
profitability, and long-term competitiveness.

Opverall, this study contributes to knowledge by integrating Dynamic Capabilities Theory
with international marketing approach literature, employing PLS-SEM as a rigorous
analytical tool, and providing empirical evidence from the Nigerian telecommunications
sector. These contributions enhance both academic understanding and managerial
practice regarding competitive growth in emerging markets.
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