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Research question. To survive, organizations must have a competitive advantage in order to stay ahead of the competition. Market innovation
has remained the driving force behind most market expansions and stability in the turbulent nature of global economies. The research
question for the study thus was, “do market innovations influence the competitive advantage of telecommunication companies in Kenya?”

Design/Method/Approach. Using the philosophy of positivism, the study adopted an explanatory research design in testing the hypothesis. The
main data collection instrument was a structured questionnaire using both physical conduct and online interactions to return 247
responses from mid and top level managers in a total of 26 active telecommunications companies in Kenya. The study used both
descriptive and inferential statistics using SPSS computer application to analyze the data.

Findings. The study findings established that innovative distribution channels significantly influenced the competitive advantage of
telecommunication companies in Kenya, while advertising and promotions did not have a significant influence. This led to the conclusion
that market innovation has a significant influence on the competitive advantage of telecommunication companies in Kenya.

Practical implications. The study recommends that telecommunication companies need to form collaborations and partnerships for
establishing market distribution channels that have indicated to bring influence onto the competitive advantage of the companies. Other
recommendations include a wider coverage of the East African market for the telecommunications sector. The study provides insights into
new companies with interest in the region.
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PuHkoBI iHHOBaLii PbIHOYHbIE MHHOBaL MK
Ta KOHKYPEHTHI nepeBaru M KOHKYPEHTHbIE NpeumyLL,ecTBa
Te/IeKOMYHiKauilfHMX KoMnaHii B KeHii T€/1eKOMMYHUKALMOHHbIX KOMMaHuii B KeHuun
Mimep Myzo, Mumep Myzo,
Awcimmi Maxapist Awcummu Maxapust

tMimcHapodHuti yHisepcumem CLLUA 8 Appuy,
Halipobi, KeHis

AocaigHnuybKe NUTaHHA. [AA BWXKMBAHHA Ha PUHKY OpraHisauii
MOBWMHHI MaTW KOHKYPEHTHy rnepeBary, o6 BunepesxaTtu
KOHKYpeHTiB. PWHKOBI iHHOBaLii 3a/MLLAOTLCA  PYLUIHOO
Moo BINbLIOCTI PUHKOBMX PO3LIMPEHb | CTabisbHOCTI B
YMOBaXx Typby/1eHTHOCTi CBITOBOI €KOHOMIKM. K/to4e nMuTaHHA
LbOro AOCAIAXEHHA: «HX BM/AMBAOTb PUHKOBI iHHOBALl Ha
KOHKYPEeHTHi nepeBarM Te/eKOMYHIKaLilMH1X KOMMaHit vy
KeHii?».

Ausaiin/MeToa/MAaH gocigkeHHA. BukopucTosytoumn dinocodito
No3WUTMBI3MY, B AOC/IAMKEHHI MPUMHATO MOACHIOBA/IbHUIA
AOCNIAHUIA  AM3allH  AnA  nepeBipku  rinotesn. OCHOBHUIA
iHCTpyMeHT 360py pgaHuMX — CTPYKTypOBaHa aHKeTa, fKa
nepegbayasa AK 0cobUCTe, TaK I iHTEpaKTUBHE CMi/IKyBaHHA.
OTpuMaHo 247 BignoBigel Big MeHeaKepiB cepesHboi i BULLLOT
/IaHKM B 26 Ai04MX Te/NeKOMYHIKaLiMHMX KoMMaHiax y Kewii.
3acTOCOBaHO fAK OMUCOBY, TaK | /IOri4HY CTaTUCTMKY 3
BMKOPUCTaHHAM Komn'toTepHoi nporpamu SPSS ana ananisy
AQHMX.

Pesy/bTaTn goc/igkeHHA. BctaHoB/EHO, WO iHHOBALiMHI KaHanu
30yTy iCTOTHO BM/IMBalOTb Ha KOHKYPEHTHy rnepeBary, B TOW
Yac AK peksama i pek/samMHi akLii He MatoTb iICTOTHOrO BN/MBY.
Lle p03BO/IAE 3pOOUTM BUCHOBOK, LIO PUHKOBI iHHOBaLLi
CyTTEBO BM/IMBAIOTb Ha KOHKYPEHTHi repesaru
Te/NeKOMYHiKaLiMHMX KoMnaHin B KeHii.

MpakTuyHe 3Ha4YeHHA AocligkeHHA. Lum  gociigxkeHHAM
peKoMeHA0BaHO Te/NeKOMYHiKaLitHUM KOMnaHiamM
Ha/narogMTu CniBnpayto i MapTHepCTBO A/AA  CMpOLLEeHHA
CTBOPEHHA KaHaniB 30yTy Ha PWHKY, AKi, AK BUABW/IOCA,
MOXYTb BM/IMBaTU Ha KOHKYPEHTHi nepesaru Komnawii. Kpim
LlbOro, PEeKOMEHA0BaHO PO3LUMPUTU OXOM/IEHHA  CXigHO-
adpUKaHCBKOrO  PWMHKY — Te/IeKOMYyHiKaLiiHoro  cektopa.
HagaHo ysBaeHHA Npo HOBI KOMMaHii, AKi NPOABAAIOTL iHTepec
£,0 periony.

OpwuriHanbHicTb/LliHHicTb/HaykoBa HOBM3HA AOCANIAKEHHA.
[locnifKeHHAM A0BeAEeHO, WO MAPKETUHT i MPOCyBaHHA — He
Ti/IbKM HalBa)/MBIiLWi (PaKTOPH, IO CrPUAIOTb OCArHEHHIO
KOHKYPEHTHOI nepeBari, a/ie i KaHa/ 1 NOLLUMPEHHA.

O6mexeHHsA pocnigxerHs/MepcnekTmsm noAa/bLInX
Aoc/igxeHb. [LOCNiAKEHHA 3ITKHY/I0CA 3 0OMEXEHHAMM LLL0A0
HeobXigHOCTI BigBigyBaTH MicuA B nepioa naHaemii COVID-19,
Wo npusBeso A0 oObMexeHb BXOAY B MNpuMilleHHA. Bci
npoToko/un 6yan goTprmaHi, Wo6 nogoaaTH Lo nepeLukoay.
[leAki TeneKOMyHiKaL,iMHi KOMNaHii 3iTKHY/MCA 3 TPyAHOLLLaMK
B poboTi i, 0TXKe, He Mor/im 6paTtu y4acTb.

Tun cTaTTi. EMRipuyHuMii.

Kato4yosi c108a: KOHKYpEHTHi nepeBaru; pUHKOBI iHHOBaALLii; KaHa/M
pOo3noginy; Te/eKoMyHiKaLliiHa ranysb; pekiama.

O

tMexdyHapodHsili yHusepcumem CLUA e Adpuke,
Hatipobu, KeHus

UccnepoBaTenbckuii  Bompoc. /119 BbKMBAHWA Ha  pbiHKe

OpraHu3aLMu A0/MKHbl UMETb KOHKYPEHTHOE NMpeuMyLLecTBO,
4yTobbl OMepe)kaTb KOHKYPEHTOB. PblHOYHble WHHOBALMK
OCTAlOTCA  ABMXKYLLEN 110 BO/bLIMHCTBA  PbIHOYHBIX
paclMperuit U CTabuibHOCTU B YC/I0BUAX TYpOY/NIEHTHOCTU
MUPOBOW  SKOHOMMKKM.  K/aloueBoi  Bompoc — AaHHOro
uUccieaoBaHuA:  «BAMAIOT /M pblHOYHblE WMHHOBALMM  Ha
KOHKYpPEHTHOE  MPEeMMYLLECTBO  Te/1eKOMMYHMKALMOHHBIX
KOMMaHui B KeHnm».

Ausaiii/MeTtog/MaaH  uccaegoBanmA. Mcnonbsys  ¢unocodputo

NnosuTMBM3MA, B MUCCIEA0BaHUM MNPUHAT OOBACHUTE/IbHbIN
uccieaoBaTe/lbCKUA — AM3aliH A8 MPOBEPKM  TUMOTE3bl.
OCHOBHOM MHCTPYMEHT c60opa fAaHHbIX — CTPYKTYpUpOBaHHas
aHKeTa, B KOTOPOM MCMO/Ib30Ba/IMCb KaK /IM4HblE KOHTAKTbI,
TaK U MHTepaKTMBHOe oblueHune. [T0Ny4eHo 247 OTBETOB OT
MeHe/)KepOB CpesHero u BbiCLLIEro 38eHa B 26 AeMCTBYIOLLIMX
T€/IEKOMMYHUKALMOHHbIX ~ KOMMaHUAX B Kenuu. B
MCCI1eA0BaHNM UCMO/b30BaNacb Kak OMnucaTte/bHadA, Tak M
/ZI0rMYeCKan CTaTUCTUKA C UCMO/Ib30BAaHUMEM KOMIMbIOTEPHOro
npunoxeHua SPSS ans aHaaM3a gaHHbIX.

Pe3yl|bTaTbl uccieaoBaHuA. yCTaHOB/‘IEHO, 4YTO MHHOBALMUOHHbIE

KaHazbl CObITa CYLECTBEHHO B/IMAIOT HA KOHKYpeHTHOe
NpenMmyLLecTBO, B TO BPEMA KaK peK/1ama U peK/samMHble akLum
He MMEIT CyLLLeCTBEHHOrO B/IMAHUA. 3TO NPUBE/IO K BbIBOAY,
YTO PbIHOYHbIE MHHOBALMM OKA3bIBAKOT 3HAYUTE/IbHOE BAWAHME
Ha KOHKYpEHTHble MNpeuMMyLLecTBa Te/1eKOMMYHUKALMOHHbBIX
KOMMaHui B KeHnu.

FIpaKTquCKoe 3Ha4yeHue uccieaoBaHusA. 3Tum ncciegoBaHnem

PEKOMEHA0BaHO  Te/NeKOMMYHMKALMOHHBIM  KOMMaHWUAM
Ha/aauTb COTPYAHUYECTBO M MapTHEPCTBO A/A YNpOLLeHuA
CO34,aH1A KaHa/0B CObITa Ha PbIHKE, KOTOPbIE, KaK BbIABU/IOCH,
MOTYT OKas3blBaTb B/UAHME Ha KOHKYPEHTHble MpenmMyLLiecTsa
KOMMaHWii. Kpome TOro, peKoMeHA0BaHO pacLUMpUTb OXBaT
BOCTOYHOA(PPUKAHCKOrO  PblHKA  Te/1eKOMMYHWKALMOHHOMO
ceKkTOpa. /[laHO npeAcCTaBAeHME O HOBbIX KOMMAHUAX,
NPOABAAOLLMUX UHTEPEC K PErUOHY.

OpurMHanbHOCTb/LleHHOCTb/HayyHas HOBM3HA UCC/1ef0BaHUA.

NccnegoBaHmem A0Ka3aHO, YTO MAapKETUHT 1 MPOABUMMKEHUE —
He TO/MbKO  BaxHeMwme  dakTopbl, crnocobcTsyoWMe
AOCTMXKEHUIO KOHKYPEHTHOrO MperMyLLecTBa, HO U KaHa/bl
pacnpocTpaHeHusa.

OrpaHuyeHus nccaegosanus/llepcnekTusbl A3NbHENLLIMX

uccnegoBaHuii.  OrpaHWYeHUA UCC/e40BaHWA  CBA3aHbl  C
HeobXOAMMOCTbIO MocewaTb MecTa B Mepuoy NaHAemMun
COVID-19, 4TO NpUBE/IO K OrpaHNYEHUAM BXOAa B MOMELLEHUA.
Bce mpoToKo/bl BblM COBMtOAEHDI, YTODbI MPeoso/eTb 3TO
npenATcTBme. HekoTopble T€/1IeKOMMYHUKaLMOHHblE
KOMMaHWU  CTO/IKHY/MCb  C  TPYAHOCTAMM B paboTe u,
c/ef0BaTe/IbHO, He MOI/IM Y4acTBOBaTb.

Tun cTaTbn. IMAMPUHECKUIA.

Knatouesvlie cnosa: KOHKYpeHTHOEe npenmyLiecTtsO; pPbIHOYHbIE

MHHOBALMM; KaHa/lbl CObITa; Te/IEKOMMYHUKALMOHHASA OTPac/b;
peknama.
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1. Introduction

competitive advantage as a superior position firms hold,

relative to their rivals, throughout their internal and external
firm activities (Trubnikov, 2019). Each firm establishes its own
competitive niche depending on the conditions that allow it to be
productive within that specific niche. Typical competitive
advantages within this study’s context includes marketing,
research and development, distribution network, customer
service, branding, and intellectual property among other
activities. To maintain the competitive advantage, firms establish
competitive sustainability to make it difficult for rival firms to
neutralize the advantage on a specific market (Ben-Hassine, 2019).

:: ompanies, irrespective of their industry affiliation, recognize

Market innovation is an additional dimension of modernization
that is thought of as the efforts and resources concentrated to
new sales methods in business. From the point of view of market
observers, such innovations typically remain key in a competitive
advantage for organizational market sustenance (Medrano &
Olarte-Pascual, 2016).

Innovations give a springboard to cost and differentiation
strategies as used by the most competitive players on the market
especially in the telecommunications sector. As pointed out by
Sitanggang and Absah (2019), the two strategies of cost leadership
and differentiation could separately lead to reduced competition
and product or service sustainability, creating more capital for a
market share increase. Once a competitor establishes a
stronghold of any innovation, the best strategy amongst these
two will test the sustainability of those innovations on the market
as attested by Bayraktar et al. (2017).

2. Theoretical background

function of innovativeness especially in terms of market

position as opposed to the traditional scientific
innovativeness of products or technologies (Anning-Dorson, 2018).
Due to the heavy investment required to build a market, firms
strictly keep tight but strict budgets for research and
development to sustain both present and future markets (Quaye
& Mensah, 2019).

C here is clear evidence that competitive advantage is a

To sustain a high level of market innovativeness for competitive
advantage requires an economy full of entrepreneurship. Major
examples of countries with high entrepreneurial marketing skills
include the USA, Japan, China, and Germany who have many
businesses in the global market, thus maintaining a sustainable
competitive advantage (Sutapa et al., 2017). Every marketing
innovation might not lead to an advantage, but through the main
strategies of cost leadership and differentiation, the competitive
advantage becomes achievable (Anning-Dorson et al., 2018).

High-level creativity, quality  services, segmentation,
customization, efficient distribution channels, and meeting
customers’ different needs, characterize both strategies. There
are three main sources of the competitive advantage for both
cost leadership and differentiation strategies. These include
technological innovations, skillful human resources and the
organizational structure of the firm (Porter & Kramer, 2019).
However, this is only possible if the firm has a strong internal
system of training and development of staff, while providing
motivation at the same time. This can be achieved through easy
learning systems, open appraisals, human resource best practices,
employment security, and employee participation that empowers
innovative action (Aghion et al., 2019).

As an innovative industry emerges, performance-driven
antagonism may be wild with the end goal that organizations
can't bear to expect measured designs because of the aggressive
and competitive nature of the industry (Muthu & Thangavelu,
2019). This study specifically chose the resource-based view

&0

theory as it resonates with market innovations that have defined
the market in the telecommunications industry. An innovative
market is a form of a disruptive innovation that is easily identified
with customers of a given firm, on a specific market.

2.1. Market innovation and

advantage

competitive

companies trying to create a niche in the market for their

products and services. According to Sun and Lee (2013), the
innovations that involve both designing and technology
enhancement present new products and services geared towards
a specific market and this continues to sustain the universal drive
for innovation.

C arket innovation has been driven by intense competition by

There is strong evidence that innovations focus on the market
aspect. A European study by Asimakopoulos and Whalley (2017)
brought out the link between market leadership and the
moderating effect of technological progress relating to mobile
firm performance. Based on technological forecasting theories,
the study explored the competitive advantage posed by those
firms that aim to be market leaders while riding on technological
innovations. The study used a 2-stage analytical design by first
applying Data Envelopment Analysis (DEA) to measure
performance in the telecommunication industry across Europe. In
the next stage of the analysis, the study bootstrapped the DEA
estimates through truncated regression to test the hypothesis.
The results from the analysis leads the researchers to conclude
that market leadership is a strong factor in a competitive
advantage while the moderation of technological innovations can
easily derail that leadership and even lead to the loss of market
leadership in the European mobile telecommunication industry
(Nashiruddin, 2019).

Lin, Lu and Chen (2018) «carried out a study on the
telecommunication market. Their focus was on the market
competition and regulating reforms as they relate to
technological innovations in the telecommunications industry.
The study empirically examined datasets using a time series
analysis from 122 countries in the period, 2010 to 2015, with the
aim of establishing the relationship between market leadership,
government regulation, and the moderating effect of
technological innovations. Lin et al. (2018) established that
technological innovations without market leadership cannot
improve the performance of telecommunication firms. They cite
regulation, industry market competitive advantage and the
pursuit of privatization as a key in determining the competitive
advantage of these firms. Berne et al. (2019) recommend the
strengthening of regulatory authorities in collaboration with
privatization exercises in order to protect markets from
technological innovations that are costly but do not add any value
to the market.

Promotional marketing in the telecommunications industry has
grown to large-scale activities. The study carried out by Yeboah-
Asiamah et al. (2016) focuses on the sales promotion that
telecommunication companies activate in Ghana, West Africa. The
study focuses on brand loyalty and the market innovation of lucky
draw sales promotion (LSDP). Using a descriptive design, the
study targets at a population of all lucky draw winners in Upper
Accra region of Ghana using a structured questionnaire, a sample
of 338 respondents via a convenient approach. Yeboah-Asiamah et
al. (2016) uses structural equation modeling for analyzing the data
in which the results indicate that LSDP strongly related to brand
loyalty in the market. The study further applies a 4-stage process
to determine the brand loyalty aspects that are influenced by
LSDP. The study results indicate that market innovations like LSDP
have a strong influence on the competitive advantage of a firm.
Similar results are reflected in neigboring Nigeria where Rejoice et
al. (2019) established that corporate imaging is a strong market
competitive advantage.
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Specific marketing firms affect the competitive advantage of the
telecommunication industry locally. The study by Adede et al.
(2017) focuses on electronic marketing known as e-commerce that
relates to the telecommunication industry in Kenya. Anchored in
the diffusion of innovations as well as the wheel of retailing
theory, the study applies a descriptive design approach targeting
at all telecommunications companies in Kenya. Adede et al. (2017)
utilize a semi-structured questionnaire to collect primary data and
extract secondary data from company reports and statistical
abstracts. The study analyzes data through the factor analysis and
regression modeling producing the results that indicate a strong
relationship between e-marketing and industry performance.
Compared to the studies carried out by Njeru and Kariuki (2019),
these results equally reveal that the competitive environment of
the telecommunication industry moderates strongly between the

Distribution channels:

- network development;

performance and e-commerce aspects. This implies that the
telecommunications industry should be keen on the e-commerce
practice while ensuring that competiveness is well maintained. In
conclusion, Adede et al. (2017) indicate that there is a possibility of
a firm failing to perform on the market even if they have some
excellent e-marketing platforms or if they do not have any
competitive advantage. This is also comparable to the study
by Laban and Deya (2019), highlighting the strategic approach to
marketing that focuses on innovation for competitive advantage
in marketing of the telecommunications industry. In order to
achieve the expected outcome, the current study seeks to find
out the distribution channels and promotional and advertising
activities in the telecommunications industry using a Likert scale
to a structured questionnaire as shown in Fig. 1.

- competitive p ricing.

Advertising and Promotions:

Competitive Advantage:

- market coverage;
- market share;

- internal firm skills;
— firm resources.

\ 4

- promoting campaigns;
- diverse advertising.

\ 4

Figure 1: Conceptual framework of market innovation and the competitive advantage of telecommunication companies in Kenya”

*Source: developed by the authors.
3. Research question

in order to stay ahead of the competition. Market innovation

has remained the driving force behind most market
expansions and stability in the turbulent nature of global
economies. The research question for the study thus was, “do
market innovations influence the competitive advantage of
telecommunication companies in Kenya?” Specific questions
guiding the study were:

:: o survive, organizations must have a competitive advantage

Q1: Do distribution channels have a significant influence on the
competitive advantage of telecommunication companies in

Q2: How do marketing promotions and advertisements influence
the competitive advantage of telecommunication companies
in Kenya?

4. Methods and data

he research methodology section covers the philosophy
@approach, the research design used, the population, the

sample selection, the research procedure, and data analysis
methods.

For the purpose of testing the study hypothesis, the variables are
operationalized with various dimensions and indicators as shown

Kenya? in Tab. 1.
Table 1: Operationalization of marketing variables and hypothesis testing”
Variables Dimension Indicator Key Authors
Independent Variables
Distribution Channels (X:) Procedural Disctcr)iiuct)ifocnh;nnerfgzds Asimakopoulos and Whalley (2017)
Advertising & Promotions Promotions Customer involvement Lin et al. (2018)

x)

Dependent Variable

Cost leadership &

Competitive Advantage (Y) differentiation

Market aggressiveness

Market coverage
Market share
Internal firm skills
Firm resources

May and Schedelik (2019)

*Source: completed by the authors.

4.1. Philosophical approach

he study adopted a positivist approach philosophy. Vouching
@for positivism, as a rejection of inputs of the observer or

unmeasurable world aspects, the aim is to portray this
philosophy in a position that holds that the goal of knowledge is
simply to describe the phenomenon that is experienced
(Dougherty et al., 2019).

&0

4.2. Research design

structure within which the research is conducted, it makes

up the outline of the data collection, measurement and
analysis. This study utilizes the explanatory research design by
Cooper and Schindler (2014), since it is useful in establishing the
relationship between variables.

C othari (2014) describes a research design as the conceptual
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4.3. Population and sample selection

companies licensed by the Communications Authority in

2018. Based on the market share, ten companies had a
market share of more than 97.5%, while the remaining ones had
less than 2.5% of the telecommunications market share in Kenya.
The sampling frame comprised 26 telecommunication companies
targeting  the management employees of  these
telecommunications companies. In 2019, the total number of
employees in the telecommunications industry in Kenya was
8,689 (CA Report, 2019; KNBS, 2020). The total number of
managers in each company varied and the company with a clear
percentage of managers was Safaricom at 17.6% (Safaricom
Report, 2019). The researcher worked with 30% of the total
population and the sample size was calculated using the Cochran
formula in two steps.

:: he target population comprised all 26 telecommunication

Z%pq
eZ

ng =

(™,

where:

no — Cochran’s sample size;

e - the desired level of precision (5% margin of error);

p - the (estimated) proportion of the managers to the population
is 30%;

q-(1-p).

In our case, Cochran’s sample size:

_1.96%:0.30.7 _ 392,60
07 o052 77
To obtain a higher confidence level, this equation was used to
modify the sample size:

o

n="m
N

(2),

1+

where:

no — Cochran’s sample size (322.69);

N - the population size of the telecommunication industry
(8,689);

n — the adjusted sample size.

In our case, adjusted sample size:

n= 322.69  _ 311
- (322.69-1) —
1+ 8689

4.4. Data collection tools

managers. The questionnaire had demographic information
and two constructs representing market innovations, that is,
promotions and advertising as well as distribution channels.

:: structured questionnaire was used to collect data from the

4.5. Pilot study

which 14 respondents from the companies participated and
were subsequently removed from the main field study. This
pilot study ensured the test of reliability and validity. The

C he study conducted a pilot survey prior to the full field visit in

&0

reliability test had Cronbach’s alpha of more 0.9 indicating good
reliability (Cooper & Schindler, 2014). The content validity was
attained by subject experts who evaluated the questionnaire and
were satisfied with the content while the construct validity was
attained by Average Variance Extracted (AVE) test which had of
more 0.5 threshold indicating the constructs account for at least
fifty per cent of the variance in the items.

A linear regression analysis model was used to test the research
hypothesis. The model was appropriate in order to get the
relation between dependent and independent variables.

Main hypothesis:

Ho: Market innovations have no significant influence on the
competitive advantage of telecommunication companies in
Kenya.

The two sub-hypotheses as
framework are:

outlined on the conceptual

How: Distribution channels have no significant influence on the
competitive advantage of telecommunication companies in
Kenya.

How: Marketing promotions and advertisements have no
significant influence on the competitive advantage of
telecommunication companies in Kenya.

5. Results

yielded the data that was run through various analysis

systems. The results of the findings are presented as follows:
demographic information of the respondents, the descriptive
statistics, the factor analysis, the correlational analysis and the
regression analysis. The main aim of all the above tests was to
lead to the conclusion that would eventually enable testing of the
study hypothesis. Although various methods could have been
used, the most viable quantitative technique used in analyzing
statistical variables was regression analysis. The aim of this
method generally is to explain or predict a value using known or
unknown variables. The regression analysis compares and
produces the results of both independent as well as dependent
variables. In order to have the results for both, there is a
representation given as R?, which represents the coefficient of
multiple determination. This determination is the exact
proposition of the variation between the dependent variable Y
and its explanation of the independent variables. Under normal
circumstances, this R? value is adjusted to explain the multiple
regression results.

:: ield visits to 26 telecommunications companies in Kenya

5.1. Demographic Information

311 questionnaires sampled, from mid and top-level

managers in 26 telecommunication companies in Kenya. That
was 79.4% of the target respondents. The total respondents were
56% male participants and 44% female participants. This shows a
50% gender balance in the management team in the
telecommunications industry.

C proportionate sampling yielded 247 responses, out of the

Most managers in the telecommunications industry were aged
between 24-35 years at 32%, followed by those aged 36-45 years at
26%, below 25 years old was at 15%, 46-55 year-olds was at 10% and
those over 55 years were the least at 1%.

Cumulatively, more than half of the managers were aged
between 25-45 years at 58%. Uniquely, 15% of the managers were
below 25 years old, which is different in other industries.
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5.2. Descriptive statistics

of questions (the second order constructs): distribution

channels, advertising and promotions. The mean of the
distribution channels constructs is 3.7 which, if rounding to zero
decimal places, is 4 (M=4).This shows that the managers ‘agreed’
on all the questions regarding distribution channels. Further, the
standard deviation (SD) value of all the questions is <1 and the
skewness (Skw) is negative. The mean of the marketing
promotions and advertisements constructs is 3.8 which, if
rounding to zero decimal places, is 4 (M=4). This shows the
managers ‘agreed’ on all the questions regarding marketing
promotions and advertisements.

:: s indicated in Tab. 2, the independent variable has two sets

Further, the standard deviation (SD) value of all the questions is <1
and the skewness (Skw) is negative. This shows a high level of
consensus among the respondents on the level of agreement
regarding the ‘marketing promotions and advertisements’
constructs.

Table 2: Mean and standard deviation of market innovation
constructs (distribution mid and advertising MIA)”

N Mean S_t d'_ Skewness std. Error of
Deviation Skewness
MID 247 3.6977 0.44724 -0.487 0.155
MIA 247 3.8731 0.69915 -0.452 0.155

*Source: calculated by the authors.

5.3. Inferential statistics

findings in the initial analysis using descriptive statistics. This

enables further insights into the analytical approach to the
study findings thus necessitating inferential statistics. It also
provides real predictability of the population and in particular the
determination of occurrence of a phenomenon by chance or
design. This study in particular heavily relies upon the inferential
statistics since the nature of innovation plays a big role in the
basic design of destructive changes.

C he main focus of inferential statistics is to cement the

5.4. Factor analysis on market innovation

n exploratory factor analysis (EFA) is performed using the
@principal component analysis. The exploratory factor analysis

is performed to: extract the pattern matrix that informs the
viability of constructs included in the study; identify the questions
on each matrix; and determine the strength of sampling
adequacy. The questions that do not apply to the matrix are
dropped.

As indicated in Tab. 3, the Kaiser-Meyer-Olkin of sampling
adequacy is 0.646. Bartlett’s test of Sphericity is significant at
X3(15,N=247)=394.316, p<0.05. This output shows the
independent variable factors are adequate for extraction since
Kaiser-Meyer-Olkin measure is greater than 0.6 and Bartlett’s test
is significant (p<0.05).

Table 3: Test of KMO and Bartlett's on market innovation®

Kaiser-Meyer-Olkin Measure of Sampling

Adequacy 0-646
Bartlett's Test of Approx. g?l-Square 39‘1"5316
S Sig. 0.000

*Source: calculated by the authors.

5.5. Correlation analysis

relationship between market innovations as the independent

variable and competitive advantage as the dependent
variable. As indicated in Tab. 4, there is a statistically significant
correlation between the independent variable constructs
distribution channels, and advertising and promotions
r(247)=0.164, p<0.05.

:: he correlation test is conducted to test the significant

On the relationship between the independent variable constructs
and the dependent variable, there is a significant relationship
between the distribution channels and competitive advantage
r(247)=0.236, p<0.05. However, there is no significant correlation
between advertising and promotions and competitive advantage

r(247)=0.114, p>0.05.

Table 4: Correlation between market innovation and competitive advantage”

e Advertisi d -
Distribution channels ver |5|r3g an Competitive advantage
promotions
Distribution Pear.son Cor.relatlon 1
Sig. (2-tailed)
channels
N 247
Advertising and Pear.son Cor.relatlon 0.164 1
. Sig. (2-tailed) 0.010
promotions
N 247 247
P lati .236™ 8
Competitive ear.son Cor.re ation 0.236 0.114 1
Sig. (2-tailed) 0.000 0.075
advantage
N 247 247 247

*Source: calculated by the authors.
“Note: correlation is significant at the 0.01 level (2-tailed).

5.6. Heteroscedasticity test of market

innovation and competitive advantage

are concentrated within a specific area forming a pattern. It

shows a higher level of similarity on the distribution of
market innovation as the independent variable and competitive
advantage as the dependent variable hence homogenous. In the
regression model, a market innovation fits to predict the
competitive advantage.

:: s indicated in Fig. 2, the scatterplot output shows the spots

&

5.7. Regression Analysis

that the influence of market innovation on the competitive

advantage of telecommunication companies in Kenya is
statistically significant, R?=0.047, F(1,245)=13.251, p-value<o.05.
This shows that 4.7% of the competitive advantage of
telecommunication companies in Kenya is attributed to market
innovation while the remaining 95.3% can be attributed to other
factors not included in the study and the error term.

:: ab. 5 shows the model summary results. The output indicates
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Figure 2: Heteroscedasticity of Market Innovation on Competitive Advantage*
*Source: built by the authors based on their own calculations.
Table 5: Model summary*of market innovation on competitive advantage™
Adjusted Std. error Change statistics
Model R RS e . -
quar R Square of the Estimate Rsquare change  F change df1 df2 Sig. F change
1 0.227"" 0.051 0.047 0.41680 0.051 13.251 1 245 0.000
*Note: Predictors: (Constant), Market innovation.
**Source: calculated by the authors.
““Note: Dependent variable: Competitive advantage.
5.8. Regression coefficient of market where:
innovation on competitive advantage Y - competitive advantage;
By — constant;
s indicated in Tab. 6, the market innovation significantly B; - market innovation;
predicts  the  competitive  advantage of  the £ — errorterm.
telecommunications companies in Kenya (8=0.227, t=3.640,
p<0.05). This specific result leads to the rejection of the null Inour case:
hypothesis and the acceptance of the alternative hypothesis that
market innovation has a significant influence on the competitive Y=2.644+0.227X+0.060

advantage of telecommunication companies in Kenya.

The model shows that the unit increase in the market innovation
increases the competitive advantage of the telecommunications
companies in Kenya by 0.227. The study, thus, rejects the null
hypothesis and accepts the alternate hypothesis of the study that
market innovation has a significant effect on the competitive
advantage of telecommunication companies in Kenya.

The study derives the model for market innovation and
competitive advantage based on a simple regression model:

Y=00+pBixi+e¢ B3),

Table 6: Market innovation regression coefficient” on competitive advantage™

Unstandardized Coefficients Standardized Coefficients A
Model T Sig.
B Std. Error Beta
. (Constant)™* 2.644 0.228 1.614 0.000
Market innovation™ 0.217 0.060 0.227 3.640 0.000

“Note: Dependent variable: Competitive advantage.
**Source: calculated by the authors.
“*Note: Predictors: (Constant), Market innovation.

The qualitative themes that emerge from the study are teamwork and flexible bright marketing ideas. Other strategies include
and marketing strategy. In teamwork, the key aspects are positive impact on the society, and establishing a strong brand in
creativity, awareness of market forces, increase in a customer the industry. This indicates that companies employ various
base, strong market skills, expansion of a marketing team, good strategies to remain competitive in the market.

leadership on the marketing team, use of a special marketing

team and market positioning. Main hypothesis of study: Ho: Market innovation has no significant

influence on the competitive advantage of telecommunication
As for the strategy used, the aspects listed are: adequate companies in Kenya.
marketing adoption, synergies in the industry, smart advertising,

flexibility on the cost and marketable plans, aggressive marketing, The two sub-hypothesis based on the two constructs of the study

as outlined on the conceptual framework are:

How: Distribution channels have no significant influence on the How: Promotions and advertisements have no significant influence
competitive advantage of telecommunication companies in on the competitive advantage of th telecommunication
Kenya. companies in Kenya.

&
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Tab. 7 shows the model summary of the hypothesis. The output
indicates that the unit influence of distribution channels on
competitive advantage is 2.7% (R*=0.027, p<0.05) and the unit
influence of promotions and advertisements on competitive
advantage is 3.3% (R*=0.033, p<0.05). In each model, the unit
summary is less than 5%. The linear regression of the combined
constructs to present the market innovation shows that the unit
influence of market innovation on competitive advantage is 9.1%
(R*=0.091, F(1, 245)=24.521, p<0.05). However, the unit of influence
is less than 10%.

To sum up, the regression model shows that the market
innovation significantly predicts the competitive advantage of
telecommunication companies in Kenya (6=0.227, t=3.640,
p<0.05). It shows that a unit increase in the market innovation
increases the competitive advantage of the telecommunication
companies in Kenya by 0.227. From this, the null hypothesis of the
study is rejected and the research concludes that market
innovation has a significant influence on the competitive
advantage of telecommunication companies in Kenya.

Table 7: Model Summary of Independent Variable on Competitive Advantage”

Distribution Channels

Advertising & Promotions

Competitive Advantage

R 0.164
R Square 0.027
Adjusted R Square 0.023
Std. Error of the Estimate 0.42215
R Square Change 0.027
F Change 6.743
df1 1
df2 245
Sig. F Change 0.01

0.182 0.156¢
0.033 0.024
0.029 0.02
0.42079 0.42265
0.033 0.024
8.381 6.146
1 1

245 245
0.004 0.014

*Source: calculated by the authors.

6. Discussion

hypothesis Ho: market innovation has no significant influence

on the competitive advantage of telecommunication
companies in Kenya. It has the implication that market innovation
has an influence on the competitive advantage of
telecommunication companies in Kenya. The results of this study
are also in agreement with previous studies carried out by others.
Asimakopoulos and Whalley (2017) found that market leadership
was key to acquiring a stable competitive advantage. This is an
opportunity for such a firm to have a stronghold of the market in
terms of a customer base and retained branch shares. Market
innovations, thus, improve the position of the firm’s competitive
advantage at all levels. Similarly, Lin et al. (2018) support the
proposition that market innovation is a disruptive design that can
ensure firms’ competitive advantage. Specifically, there is an
observation of a marketing innovation strategy that includes
various aspects like learning orientation as well as firm
entrepreneurship while observing research and development
innovation strategies. In essence, this leads to marketing
performance. As observed in other studies, a firm can have
influence of new product development with customer
responsiveness leading to marketing effectiveness and marketing
advantage (Wonyra, 2018). The scholars also established that
market performance was greater in the companies with high
innovations and those firms, which aimed at understanding the
strategies employed by leading firms in the market. The scholars
recommended that as markets transform and grow, organizations
should be able to design the strategy that will be appropriate for
their market in order to maintain their competitive positions.
Locally, there are scholars who also support the view that market
innovations play a key role in influencing the competitive
advantage of a firm. Adede et al. (2017) in their study conclude
that development techniques and e-commerce play an important
role in the market innovativeness of a firm. When the two are well
developed, the innovative market will lead to the competitive
advantage of the firm.

:: he key research question produces the results that reject the

On the contrary, there are scholars whose study results are
contrary to the findings of the current study. Yeboah-Asiamah et al.
(2016) established that market innovations can only work in
specific zones and that not all firms understand the best market
for their products as found in the study focusing on a specific area
of Ghana. This has the implication that market innovations cannot
be a guarantee for a competitive advantage unless the firm

O

completely gets its bearings correct in the market. It also means
that the market is not easy to manipulate through innovativeness
due mainly to costumers’ loyalty over the long term. The scholars
for the Ghana study also point out in their conclusions that
market innovations are only applicable to specific products and
services. Lin et al. (2018) criticize the reliance on market
innovations as temporary in measure since customers especially in
the telecommunication companies’ market are very sensitive to
other features including technology and the actual product that
the market is offering. The scholars add that people’s peculiar
habits can also make it difficult for any market innovativeness to
work. This implies that innovative markets will not change the
perception of the consumers and hence no competitive
advantage will be achieved in the short- or long-term.

In terms of theory, several scholars including Anning-Dorson
(2018) and Sutapa et al. (2017) theorize that the key to any market
competition by an organization in the face of innovations is not to
protect itself, but to fully face the innovative changes. This is a fair
practice and it requires collaborations and partnerships with a
view to sharing innovations in one way or another in the face of
stiff competition amongst the industry players. The key issue
according to Bansal et al. (2019) is how this market accommodates
the innovations; meaning that individual companies cannot shy
away from adopting the introduced innovations.

7. Conclusions

a significant influence on the competitive advantage of the

telecommunications companies in Kenya. There are cases in
the telecommunications companies in Kenya where specific
markets are meant for specific clients but in general, all types of
markets in Kenya remain active due to the good marketing
strategies employed by the dominant firms on respective
markets. The low-end markets catering for low-income earners
use the technological innovations to keep their low-end markets
very active. Similarly, the high-end markets remain vibrant
following incentives that keep their customers happy. The study
observes that both markets make specific telecommunication
companies remain on top of their group and hence the intensity
of maintaining the markets remains high. It is, therefore, fair to
conclude that the market innovation of the telecommunication
companies in Kenya maintains a strong push in retaining
competitive advantage most of the time.

:: eneral study findings indicate that the market innovation has
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7.1. Recommendations and Implications on
Policy, Limitations, Theory and Practice

influence on  the  competitive advantage  of

telecommunication companies in Kenya. From the findings, it
is recommended that players in the telecommunications industry
can work in cohesion to better understand the Kenyan market
and thus avoid the collapse of smaller or larger firms as has
happened to some. It is also suggested that there can be a
partnership of firms in the market together with the government
in opening up regional markets instead of each firm seeking its
new market in the very competitive telecommunication
companies’ market in the East African region. There is also a
positive suggestion that the government should continue
sponsoring students especially, in the study of technology
markets, to the countries that are very advanced including, the
Tiger nations of Korea, Hong Kong, Taiwan, as well as both
European and the competitive Indian sub-continent. The study is
limited to the telecommunications industry and a deep dive in the
health sector would provide new marketing innovations to curb
the inefficiencies in contact tracing, quarantine management and
home follow-ups for COVID-19 patients.

:: s indicated in the study findings, market innovation has an
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