
International Journal of Finance and Management (IJFM), Volume 3, Issue 2, 

November 2023 

ISSN: 2976-307X 

1 
http://ojs.mediu.edu.my/index.php/IJSM/about 

 

The Influence of Successful Marketing Efforts on The 
Performance of Telecommunications Companies in Nigeria 

 
Anthony Chukwuebuka Agbasianya 

 1 Faculty of Finance and Administrative Science, Al Madinah International University, 

Taman Desa Petaling, 57100 Kuala Lumpur, Malaysia 

tonymartins64@yahoo.com 
 

Abdoulrahman Aljounaidi  
2 Faculty of Finance and Administrative Science, Al Madinah International University, 

Taman Desa Petaling, 57100 Kuala Lumpur, Malaysia 

abdulrahman.ramez@mediu.edu.my 
 

Alharath ateik 
3 Faculty of Finance and Administrative Science, Al Madinah International University, 

Taman Desa Petaling, 57100 Kuala Lumpur, Malaysia 

alharath.ateik@mediu.edu.my 
 

Abstract 

Promotional work has entirely different impacts on the actions of the customer and the purchasing of products. And only through educating 

consumers and influencing their beliefs and preferences about the company's goods can the company hope to boost its performance. the 

primary objective of this research study is to examine the impact of effective promotional activities on the organization performance of 

telecommunications companies in Nigeria: a case study of airtel nigeria telecommunications company. The result of the study showed 

that Personal Selling (PSE), Direct Marketing (DMA), and Public Relations (PRE), had significant positive effects on organization 

performance (ORP). Thus, hypotheses H1, H2, and H3 were supported. Promotional activities are directly and completely linked with 

organization performance and are considered a cornerstone for any company that desires success, continuity, expansion, and growth in 

the market. Among the important recommendations made by the research giving employees more creative opportunities and enhancing 

behavior patterns and attitudes toward their work, and future research should address policy formulation in the service field to improve 

organization performance through investment in employees, employment, and promotion policies. 

Keywords: Critical Success Factors, Project Success, NGO Sector. 

1. Introduction 
The present market is overflowing with arrangements and 

limits. Advertisers use different special missions to draw 

in individuals to purchase items and administrations. 

While publicizing points are many times long haul and 

zeroed in on brand building, deals advancement programs 

oftentimes center around one objective: expanding deals 

for the time being. Buyer showcasing programs are 

commonly known since they are oftentimes advertised in 

the media (Guidolin et al., 2019). To increment deals, 

organizations additionally use business specialist 

advancement and deals advancement programs. This is 

huge on the grounds that deals and trade assume a vital 

part in the data and item stream process in both immediate 

and circuitous promoting procedures. Thus, without 

successful item advancement after the exchange and 

selling power, numerous customer advancement drives 

will miss the mark concerning their targets. Deals 

advancement programs are momentary projects that 

endeavor to upgrade deals in a brief period; nonetheless, 

the deals advancement program ought to be built so as to 

not adversely influence the organization's general image 

picture (Guidolin et al., 2019). 

Numerous organizations are presently offering deals 

advancement programs. Despite the fact that they can  

 

 

increment deals in a brief period, rehashed utilization of 

deals advancement disintegrates brand esteem (Hasniati 

et al., 2022). Deals advancement offers are progressively 

being utilized to accomplish a developing number of 

showcasing targets. Organizations seek after both present 

moment and long haul advertising targets. Over the long 

haul, they intend to make marks that offer some benefit 

over an extended period. They are chasing after deals 

market deals objectives in the short run. Numerous outer 

elements impact item and administration interest, like 

business irregularity and the appearance of another 

contender into the market. Deals are poor during the slow 

time of year, and there is a decrease in market interest, 

bringing about Organizations using deals advancement 

projects to improve deals during the slow time of year by 

expanding stock ready to go (Erlangga et al., 2021). 

The coordination of all efforts undertaken by the seller to 

build channels of information and persuasion to aid the 

sale of products or services or the acceptance of an idea 

is referred to as promotion. Promotion refers to efforts 

that advance or portray a concept in such a way that it 

receives approval and acceptance. To promote means to 

say and sell. Promotion, the coordination of all activities 

undertaken by a seller to build a channel of information 

and persuasion to aid the sale, service of the product, or 
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acceptance of an idea. Product planning, pricing, and 

distribution are all examples of marketing operations that 

take place mostly within the company or between the 

company and its marketing partners. Sales are a 

company's lifeblood. The ultimate purpose of 

manufacturing is to sell. Sales revenue is a significant 

source of revenue. Selling is not an irrational action 

(Hasniati et al., 2022). 

2. Background Of The Study 

The current market is spilling over with game plans and 

cutoff points. Publicists utilize different exceptional 

missions to attract people to buy things and organizations. 

While publicizing focuses are commonly long stretch and 

focused in on brand building, bargains progression 

programs generally revolve around one goal: extending 

bargains for the present. Purchaser displaying programs 

are normally known since they are frequently publicized 

in the media (Guidolin et al., 2019). To augment bargains, 

associations moreover use business expert progression 

and arrangements headway programs. This is gigantic in 

light of the fact that arrangements and exchange expect 

an essential part in the information and thing stream 

process in both quick and winding advancing systems. 

Subsequently, without effective thing progression after 

the trade and selling power, various client headway drives 

will come up short concerning their objectives. Bargains 

headway programs are transitory ventures that 

undertaking to update bargains in a concise period; 

regardless, the arrangements headway program should be 

fabricated to not antagonistically impact the association's 

general picture (Guidolin et al., 2019). 

Various associations are by and by offering bargains 

progression programs. In spite of the way that they can 

augment bargains in a short period, reiterated usage of 

arrangements progression crumbles brand regard 

(Hasniati et al., 2022). Bargains headway offers are 

dynamically being used to achieve a creating number of 

exhibiting targets. Associations seek after both present 

second and long stretch publicizing targets. Long term, 

they expect to make denotes that offer some advantage 

over a drawn out period. They are pursuing arrangements 

market bargains goals in the short run. Various external 

components influence thing and organization premium, 

similar to business inconsistency and the presence of one 

more competitor into the market. Bargains are poor 

during the sluggish season, and there is a diminishing in 

market revenue, achieving Associations utilizing 

bargains progression tasks to further develop bargains 

during the sluggish season by extending stock all set 

(Erlangga et al., 2021). 

3. Research Problem 

Most business associations in Nigeria are seldom 

engaged with explicit special exercises, these 

organizations and associations imagine that interest in 

limited time exercises is inefficient and tedious. The 

primary focal point of this study is on utilizing effective 

limited time exercises completed by driving firms like 

Airtel Nigeria Media communications Organization and 

how this effects the association's presentation. 

 

Organizational organizations typically face challenges as 

well as a lack of management who is aware of the fact 

that advertisers and specialists (sales/corporate 

promoters) were not given enough rights to promote their 

ideas related to promotional activities. When promotional 

activities are promoted by organizations, such activities 

are typically poorly organized and executed, leading to a 

loss to its effect. The low sales and low demand problem 

have allowed producers to use promotional activities 

4. Research Objectives 

1. Decide the impact of advancement through private 

selling on the exhibition of Airtel Nigeria. 

2. Evaluation of the impact of direct marketing 

promotion on the performance of Airtel Nigeria. 

3. Examine the effect of promotion through public 

relations on the performance of Airtel Nigeria. 

5. POTENTIAL CONTRIBUTION 

The likely commitment of this exploration lies in the 

improvement of a basic achievement factor worldview 

that incorporates energetic authority as a middle person 

between basic achievement factors and task 

achievement. This will enhance the current writing on 

basic achievement factors for ventures and advantage 

both undertaking experts and associations zeroing in on 

projects. As of now, there is an absence of a particular 

system tending to basic achievement factors for 

projects, especially inside non-legislative associations 

and undertaking the executives. 

Organizations who wish to upgrade their presentation 

ought to contemplate the limited time exercises they 

might utilize to draw in and keep customers. The 

examination assists with the determination of issues that 

could emerge with special endeavors, for example, 

clients not understanding the organization's limited time 

exercises or the promoting division's exercises, or the 

extent of the organization's tasks (Blattberg and Neslin, 

2017). What's more, this exploration can possibly give 

the best special activities that influence business results. 

This examination added to how we might interpret the 

job that individual selling, direct promoting, and 

advertising play in affecting association execution. 
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A tremendous improvement given by this assessment 

is the compromise of drive styles as a go between, 

creating made by (Pinto and Slevin, 1987) who as of 

late made different fundamental accomplishment 

factor structures. Understanding the organization 

factors that add to project accomplishment is 

imperative. Research by (Dulewicz and Higgs, 2005) 

exhibits that project chiefs with a solid cognizance of 

drive have a higher likelihood of guiding dares to 

productive outcomes. Incredibly, drive was not 

recognized as an essential component by (Pinto and 

Slevin, 987), highlighting the need to explore the 

impact of the undertaking boss' drive style and 

expertise on project accomplishment, as focused by 

(Turner and Müller, 2005). 

6. Literature Review 

In the present society, selling is a difficult cycle. The 

contention can be warmed, and numerous decisions 

might be available to clients. Items are turning out to 

be more buyer situated, and purchasers are 

progressively more brilliant. In any case, there is no 

simple deals process, thus, purchasers should be 

educated regarding the sort and nature of the items. 

This must be achieved by means of the utilization of 

successful misleading publicity. Makers and clients 

should have the option to expeditiously trade data and 

items. Accordingly, the advertising correspondence 

cycle attempts to teach, persuade, and impact people. 

The maxim "Nothing occurs until something is sold" 

precisely portrays the ongoing business sector scene 

for limited time activities (Chris Fill, 2016). 

Involving  the  devices  in  the  showcasing  tool  kit, 

"advancement" is the most common way of impacting 

and rousing expected clients to purchase an item or 

administration (Michael et al., 1997). Exposure, 

individual deals, advancement, advertising, and direct 

showcasing are the five mainstays of incorporated 

limited time promoting efforts (Chris Fill, 2006). Task 

reports for the most part lead to hierarchical goals and 

needs; an organized activity plan that incorporates 

gifts and information to satisfy the association's vision 

(Cronin, 2018). 

Brand chiefs might work with a limited time 

organization to evaluate undiscovered capacity, 

measure the consequences of past publicizing efforts, 

and reveal market holes. Organizations and 

associations the same lay out promoting targets (Chris 

Fill, 2016). As a showcasing procedure, limited time 

conduct tries to impact and convince purchasers to 

support an association's exhibition by zeroing in on a 

particular objective market and fostering a suitable 

special blend (Farris et al., 2019). Understanding the 

errands that limited time exercises should perform can 

assist with retailing organizations upgrade their 

productivity (Lindell et al., 2001). Showcasing 

exercises, for example, making familiarity with an 

association or things are instances of limited time 

action. Genuine result or results as indicated by 

anticipated yields are fundamental for hierarchical 

execution (or objectives and goals). Three critical 

parts of corporate results make up hierarchical 

execution, as per Walter and Netemeyer (2002), the 

term association execution remembers 

accomplishment for the monetary front (benefits, 

resources returned, profit from speculation, etc); 

accomplishment available for corporate items (deals, 

piece of the pie, etc); also, accomplishment for 

financial backers (absolute return of investors, esteem 

added, and so on.). 
7. Methodology 

The reason for this section is to frame the examination 

plan and philosophies utilized in the review. The 

review approach and strategies were decided to 

advance the outcomes' decision and importance. 

Subsequently, the fundamental systemic standards of 

examination, strategy, technique, research 

engineering, and procedures utilized in research 

should be tended to in any review. Research is 

constantly directed when there is a need to track down 

a fix or an improved answer for an issue or to offer 

new data or innovations. 

Research configuration, as characterized by Mouton 

(2017), is the "outline" or "design plan" for a review, 

while "research interaction" or "strategy" alludes to 

"the development cycle utilizing procedures and 

instruments." To come by specific outcomes, the 

exploration configuration focuses on a particular sort 

of investigation. An examination configuration is a 

diagram for how a review will be coordinated and 

done. Significant parts of study configuration 

incorporate the approach, applied system, how and 

what to investigate, and information social event and 

examination strategies and methodology (Cooper and 

Schindler, 2017). 

As a result, the design should incorporate answers to 

study issues such as sampling method, research 

methodology, and data-gathering procedures (Cooper 

and Schindler, 2018). The quantitative data gathering 

method utilized in the thesis was performed by the 

dissemination of a questionnaire to various 

respondents. A quantitative study, according to Bhatti 

and Sundram (2015), is a process of collecting replies, 

processing, and measuring the data using statistical 

methods and interpretation, and the conclusion of the 

supplied numbers that further outline the 

recommended solution of a specific research topic. 
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8. Theoretical Implications Of The Findings 

As indicated by Gronroos, it was Borden who originally 

proposed the Showcasing Blend (1994). Indeed, even 

now, the idea is depended on as the fundamentals of any 

advertising procedure. The showcasing blend hypothesis 

makes sense of how an organization ought to fit its 

promoting endeavors to the inclinations and mentality of 

its segment. Utilizing the promoting blend hypothesis, 

which thinks about a few variables, can assist with 

helping an item's standing and deals. Each of the four 

components — items, estimating, promoting, and retail 

facade — meet up to shape the Four Ps. The showcasing 

administrator has some say over these four Ps, yet just in 

the more extensive promoting environment. Choices in 

this space ought to be founded on the four Ps of the 

objective market's clients to guarantee that worth is laid 

out, and a positive reaction is created. The promoting 

blend worldview functioned admirably in the days when 

versatile merchandise controlled the economy (Grönroos, 

1994). A few creators have endeavored to expand the 

utilization of showcasing by proposing a fifth P, like 

bundling, individuals, process, etc, as it turns out to be 

progressively laced with ventures and a more extensive 

scope of wares and commercial centers. The four Ps stay 

key parts of current advertising plans. Regardless of its 

undeniable blemishes, this worldview is broadly used, 

and many promoting courses are organized around it. 

This could be a result of the fact that it is so natural to 

utilize. 

9. Managerial Implications Of The Findings 

While there is an abundance of examination on limited 

time exercises and their effect on a company's 

exhibition, there is a recognizable hole with regards to 

Nigeria's media communications area, and Airtel 

Nigeria specifically. This shortfall is huge given 

Nigeria's exceptional media communications scene, set 

apart by quick development, fierce opposition, and 

critical administrative difficulties. 

Existing examination on special exercises to a great 

extent centers around created markets (Kotler, 2017), 

which work under various shopper elements and 

administrative systems than those in developing 

business sectors like Nigeria. Airtel, being one of the 

main telecom administrators in Nigeria, gives an ideal 

contextual investigation to explore this subject inside 

the particular setting of the Nigerian broadcast 

communications area. 

Moreover, most studies analyze the effects of 

promotional activities in isolation (Smith, 2020), rather 

than examining how different promotional activities 

interact and their combined impact on organizational 

performance. A holistic approach, examining how 

personal selling, direct marketing, and public relations 

can collectively contribute to Airtel's performance, will 

provide a more comprehensive understanding of the 

impact of promotional activities. 

The primary purpose of addressing this research gap is 

to provide nuanced insights into the effectiveness of 

various promotional activities on organizational 

performance within the unique context of Nigeria's 

telecommunications sector. 

10. Recommendations 

Promotional activities are a behavioral term in 

managerial thought because it expresses the attitudes, 

beliefs, and opinions of individuals about work, and these 

tendencies and beliefs are affected by several 

organizational factors such as public relations, sales 

methods, fair wages, promotion, internal work 

environment, wages, incentives, rewards, achievement, 

and others. It is recommended that the 

telecommunications companies in Nigeria strive to 

clarify these factors to the employees and give them 

courses related to these factors that will contribute to 

raising their efficiency. Promotional activities are directly 

and completely linked with sales and profits and 

organization performance and are considered a 

cornerstone for any company that desires success, 

continuity, expansion, and growth in the market. The 

researcher recommends giving employees more 

opportunities to be creative and enhance their behavior 

patterns and attitudes toward their work, to provide them 

with the potential energy to raise their competencies to 

act in a specific direction and to achieve the company’s 

goals related to increasing productivity, sales, and profits. 

The researcher recommends conducting more future 

research on promotional activities and their factors and 

their connection with other factors such as sales, 

performance, profits, etc., and by studying new factors 

and theories, in addition to studying these factors in 

different sectors and different countries. 
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