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                                                       Abstract 

This study investigated innovations and technological capability on customer 

patronage of selected communication firm in Nigeria. The population of the 

study was 21,600 staff of Mtn in Nigeria. The sample size 243 was obtained 

using the Freund and Williams sample size determinant of which 

questionnaire and oral interview was used for the data gathering. A test and 

re-test was used and thereafter the Crombach alpha correlation coefficient 

was applied to find the relation between the variables. The finding reveals 

that Innovation and technological capability had a significant positive effect 

on customer patronage of selected communication firms in Nigeria 

(R=0.956, P=0.011). The study recommends that Government should 

continue to use innovation and technological capability o help encourage 

customer patronage of the firms; 
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Introduction 

Innovation and technological capability has lead to technological revolution, along 

with the improvement of the internet and communication. This belief assumed that 

the business aims and objectives are driven by customer satisfactions which give 

the firm's high level of dedication and awareness to serving customer’s needs that 

are monitored and strategic for the competitive benefit were based on the 

understanding of customer needs. 

Therefore, companies’ innovative capability becomes a major issue in building a 

sustainable competitive advantage in both home and foreign markets (Kafouros, 

Buckley, Sharp & Wang, 2008).  Afuah (2003) asserts that innovation could be 

identified as incremental or radical depending on the level to which it affects a 

firm’s capabilities. This is mostly referred to as the organizational way of 

classifying innovations. In a like manner, innovation can be called radical if the 

knowledge expected to exploit is not the same from the knowledge that is 

profitable within the firm. In incremental innovations, the information that is 

needed to create a product is built on existing knowledge. Jones and Coviello 

(2005) suggest that the act of making a product suitable for the foreign market can 

be viewed as either radical or incremental base on the geographic and cultural 

closeness to the domestic market. Internationalisation as an incremental innovation 

is considered as the increase of firms from home country to neighboring countries 

or markets with only slight differences, which is similar to the traditional  

 

This concept has tried to search how, why and at what rate new knowledge and 

technologies are spreading. This is also referred to diffusion that means the process 

by which informationis passed through certain direction over period among the 

member of a social system. It is a unique type of information concerned with the 



spread of messages that are preserved as new ideas. Innovation is a crucial concept 

that relates to the way and manner in which new ideas are available to an 

organization to achieve the overall corporate objectives of an organisation. 

For firms to invest in growing countries may be characterised as a strategy for 

creating and improving technological assets to maintain company’s international 

competitiveness, especially like companies in growing countries 

 

1.2 statement of the problem 

 The ability of a service provider to create to a very large extent satisfaction is 

important for product differentiation and creating a cordial relationship with the 

firm’s customers. This attitude of the firms makes the customers continue to 

patronise one service provider or the other. The need to find the relationship 

between innovation and technological capability has created the gap hence the 

question how innovation affects technological capability communication firm in 

Nigeria. However, there is the problem of finding out the influence of innovations 

and technological capability on customer patronage of selected communication 

firms in Nigeria, such problem like the knowledge technology to adopt, leadership 

style to implement and the influence of risk seeking on the growth performance of 

the firms. 

 

1.3   Objective of the study 

The study seeks to identify the influence of innovations and technological 

capability on customer patronage of selected communication firm in Nigeria. 

 

1.4  Research  Question 

The research question is that, does innovation and technological capability affect 

customer patronage of selected communication firm in Nigeria? 



 1.5 Research Hypothesis 

The following research hypothesis will guard this study that innovation and 

technological capability has no significant positive effect on customer patronage of 

selected communication firm in Nigeria. 

2.1 Literature Review 

Hallback & Gabrielson (2013) assert that Innovation is the act of converting an 

information or discovery ways into a good or service that creates a benefit or for 

which customers will pay for such idea. If something is to be called innovative, it 

means that such an idea must be comparable at an economical cost and must fulfill 

a specific need for which customers must pay for it. It requires a unique approach 

that is driven by customers focused on a product (Hitt, Hoskisson, and Ireland, 

1994; & Moogk, 2012). 

Kim, Basu, Naidu & Cavusgil (2011) confirm that the outcome of 

internationalisation on companies innovation capability as being the result of the 

following: Companies’ allow to more resources, ideas and knowledge, a more in 

organisational learning, The diversification of scientists, co-operation with local 

scientists, a reduction in Research and Development Costs; and  Research and 

Development spill over. 

Dauda, Maishanu & Mawoli (2013) assert that the adequate satisfaction of 

customer in term of products and services is seen as the vital element leading 

toward competitiveness and success. They further opine that customer satisfaction 

was an index to evaluate the ongoing performance of a firm. Firms are to be more 

concern about the service quality and charges for reasonable prices to satisfy their 

customers who in turn are the main stream of the organisation.  

 

  

 



Profiles of the Firms studied 

 MTN Nigeria Limited 

This was formed in 1994; MTN Group is championing the recent markets mobile 

operator which is at the first of the technological changes sweeping the world. The 

MTN Group invested significantly in advanced communications networks, 

connecting more than 203. 8 million people in 22 countries across Africa and the 

Middle East. Just five years ago, their capital spending rose over R100 billion in 

the countries where they operate. To (or intending to) achieving their vision to lead 

the delivery of a bold, new digital world to their customers, and their mission to 

make customers' lives a whole lot brighter, they leverage on the talent of their 

nearly 27,000 employees to offer innovative products and a quality customer 

experience. They recognise the benefit of diversity within a group with a solid 

organisational culture.  

 

MTN is working with integrity; they value their relationships with the 

environments in which they work, their customers, employees, shareholders, the 

media, governments, regulators, as well as suppliers, business and industry 

partners. They value the relevance of these stakeholders, among others, in the 

sustainability of their business. MTN Group Limited had its corporate offices in 

Johannesburg and South Africa, where the Group is listed on the exchange 

operated by the JSE Limited under the share code MTN.  

 

MTN has regional offices in Afghanistan, Benin, Botswana, Cameroon, Ivory 

Coast , Cyprus, Ghana, Guinea Bissau, Guinea Republic, Iran, Liberia, Nigeria, 

Republic of Congo (Congo-Brazzaville), Rwanda, South Africa, Sudan, South 

Sudan, Swaziland, Syria, Uganda, Yemen and Zambia. MTN also has ISP licenses 



in Namibia and Kenya and a benefit Added Service license in Ethiopia (MTN 

Nigeria Limited, 2015). 

 

2.2 Theoretical framework 

The theory of Strategic Behaviour Theory was first work on by the Hamel & 

Prahalad who viewed the internalisation process as a firm that cannot be seen in 

isolation; but can only be analysed by understanding the environmental 

circumstances as well the actual closeness of the firm in question . Bell (1995) 

point out that using small computer software firms, found that existing 

internationalisation models did not sufficiently relate to the underlying factors of 

the internationalisation processes in those firms. He observed that the process was 

strongly influenced by home and outside client followership, the targeting of a 

niche market and industry specific distance to export markets. Madsen & Servails 

(1997) confirm that articles are perceived to relate to what Johnson & Vahine 

(2009) term degree of internationalisation of the market. Level or degree of 

globalisation can look like a continuation or extension of that concept due to 

further change in environment since the 80ies when the network theory was 

developed. Several works that have been carried out was mainly on strategic 

responses to the increasing extent of globalisation in markets, but mainly on large 

multinational enterprises (Hamel & Prahalad, 1990; Porter, 1986; Bronc helli& 

Cassina, 1989; Yip, 2002). The strategic responses of small and medium 

Enterprises to the development have received relatively limited attention (Knight, 

2000; Solberg, 1997). 

 

Levitt (1983) defines globalisation as the art of demand and increasing economies 

of scale, forcing companies to standardise their production and marketing as high 

levels of output to cut costs and thus gain competitive edge. Portal (1986) also sees 



the globalisation trends, but requested that global strategic approach is adopted 

coupled with local adaptation, globalisation, and industries globalise when the 

benefits of configuring and coordinating globally exceed the cost of production. 

 

Sowell (1988) describes global competition as one that is covering the world. In 

another word, globalisation is considered as a particular issue of international 

competition.  The interplay of globalization forces such as government driver’s 

(reduction of tariff and no – tariff barriers to trade and creation of trading blocs), 

market drivers (Convergence of consumer behavior, global customers, 

homogenous products), cost drivers (economies of scale/increasing firms 

eventually pushes industry to become global (Yip, 2002). 

 

In some cases, a global industry is characterised by oligopolistic competition, with 

a high level of transparency among the firm capabilities and strategic actions. 

Hence, the strategic choices of a firm should be expected to possess an effect on 

other firms in the same industry, also in another market (Portal, 1986). Others 

multi-local industry is characterised by heterogeneous markets and competition 

that occurs domestically and independently. In other words, actions in one market 

do not affect the activity in other markets (Portal, 1986).  

 

As noted earlier in this theory seems to have more theoretical support and has 

appealed to academic and practitioners because firm’s innovation and growth are 

embraced by both home and foreign clients that form a major part of strategies of 

the firm. Given this, it is therefore adopted as the avenue upon which this study is 

carried out.  

 

 



2, 2.1 Innovation in the Research Development and Diffusion model 

This is conceived as the works of basic research development by preparation and 

analysing of the prototypes and finally packaged, diffused, published or marketed. 

It is the most systematic categorization of processes related to planned 

innovation/change. It appears to be the most relevant to educational systems, which 

have a highly centralised control of the firms. In Nigeria, such central agencies are 

Nigeria Communication Commission (NCC) (Iyamu, 2005).  

 

2.3 Empirical Review 

Gary, Knight and Cavusgil (2004) cited in the journal of “international business 

studies” (2010) conducted a “study” on the “influence of innovation”, 

“organizational capabilities”, and the “communication firm”. Tallahassee, Florida, 

United States of American. The study aimed at investigating “communication 

firms” as first acceptance of internationalisation – that is, companies that spread 

into foreign markets and follow the international business process and quality 

performance, from or near their founding. The study highlighted the major role of 

innovation culture as well as knowledge and capabilities, in this same breed of 

international, entrepreneurial firm and made adequate recommendations. The study 

used cross industry field survey to get primary data; survey instrument was used in 

different stages. Hypotheses were formulated to determine the closeness between 

the independent and dependent variables. 



The study conducted a pilot study among 82 small exporting firms to screen the 

questionnaire. Firms were identified primarily via two data bases: directory of 

United States exporters and Corp-tech directory of technology companies were 

used. The last questionnaire was directed to a random sample of 900 

manufacturing firms across the United States, founded in 1980 or later, and 

exporting at least 25% of total production. The methodology used was correlation 

analysis; out of the five (5) hypothesis drawn with Crombach Alpha coefficient 

reliability of 0.50. The study data was analyzed using the LISREL measurement 

model on the main data, all standardised coefficients were significant at P<0.01, 

confirming convergent validity. The data were analyzed in LISRE8, using path 

analysis. 

 

The following key finding were made technological skill is significantly (P<0.01) a 

function of international entrepreneurial orientation; unique products development 

and quality focus are both significantly driven by international entrepreneurial 

orientation; leveraging foreign distributor competencies is a significant function of 

international marketing orientation and also find that global technological 

competence, same products developments quality focus, and leveraging foreign 

distributor competencies are all significant drivers of cuer patronage in 

international markets in “communication” firms. 

 

These findings established that there was strong effect of innovations and 

technological capability on the customer patronage of communication firms. Given 

the problems enumerated above, the research recommended adequate innovation 

and technological capability towards customer patronage of international markets.  

(http:/www.jstor.org/stable/38725247) 

 



3.0   Research Design  

The research design used for the study was a survey. The survey was applied in 

consideration of Udo and Joseph (1999) assertion that where all members of a 

targeted population cannot be reached, a survey design makes it possible for 

inference on the population to be drawn using the sample. However, the researcher 

has no control of the independent variables that affect innovation and 

Technological capability on of selected communication firms in Nigeria, because 

the variables cannot be control hence they have already occurred and so the 

researcher cannot introduce any change in the independent variable. It, therefore, 

follows that the study relied on opinions by expressed people within a large 

population to measure the variables used in the study. The population of study is 

21,600 while the sample size is 243 using the Freund and Williams formula which 

is given as: 

                   n =  Z2NPQ 

      Ne2 + Z2PQ  

Where: 

 n = Sample size  

 N =  population  

 P =  probability of success (80%) 

Q = probability of failure (20%) 

Z =  Standard Error of the mean (95% at 1.96) 

e =  Level of significance (5% or 0.05) 



 Sample size for MTN Nigeria Limited  

 n =        (1.96)2 (21,600) (0.8) (0.2) 

  21,600 (0.05)2 + (1.96)2 (0.8) (0.2)  = 243   

 

In calculating for p and q, a pilot survey was carried out with 200 respondents at 

two point interval. The test and re-test method was used, and 160 copies of the 

questionnaire were returned as against 40 copies of questionnaire unreturned. 

Therefore, p=0.8, q= 0.2.However,a convenient method was used to administered 

the questionnaire. 

Decision Rule  

If the p-value of the standardised Beta coefficient is less than 0.05 (5% level of 

significance), the null hypothesis is rejected, and the alternate hypothesis accepted. 

On the other hand, if the p-value is greater than 0.05 (5% level of significance), the 

null hypothesis is accepted, and the alternate hypothesis rejected. 

Source:Agbadudu,2004 

 

4.0 Result presentation and Analysis 

A five point Likert scale was used with values assigned ranging from 5(SA) to 

1(SD).Table 4.1below give the breakdown of the responses connected with the 

objected.  

Distribution of Respondents on Innovativeness and Technological Capacity 

Respondents believed that managers have excellent leadership in product/process 

innovation, as shown by a mean score of the table below, which is the highest, 



followed by the firms seeking of innovative ideas for growth performance, with a 

mean score of 3.7. The top management use knowledge intensive technology to 

improve existing offerings was ranked third while in the fourth is the firm’s 

engagement in innovative, proactive behaviour that crosses national border as 

developed by their managers. Technical innovation on research results is readily 

accepted in the supply chain is the last Innovativeness and Technological capacity 

factor with a mean of 3.40 . 

Table 4.1: Responses on Innovativeness and Technological Capability 

Innovativeness and 

Technological capacity Items 

S

A 

A U

D 

D

A 

S

D 

TS ST

D 

M R 

Technical innovation on 

research results is readily 

accepted in the supply chain 

 

20 

 

40 

 

15 

 

10 

 

15 

 

340 

 

11.7

3 

 

3.4

0 

 

5th 

The companies usually seek 

innovative ideas for growth 

performance 

 

35 

 

20 

 

30 

 

10 

 

5 

 

370 

 

12.7

5 

 

3.7

0 

 

2nd 

The top management use 

knowledge intensive 

technologies to improve 

existing offerings 

 

35 

 

25 

 

20 

 

10 

 

10 

 

365 

 

10.6

1 

 

3.6

5 

 

3rd 

The manager has excellent 

leadership in product/process 

innovation 

 

40 

 

45 

 

10 

 

5 

 

0 

 

410 

 

21.9

1 

 

4.1

0 

 

1st 

The company engage in 

innovative, proactive 

behaviour that crosses national 

border as developed by their 

managers 

 

25 

 

35 

 

20 

 

10 

 

10 

 

355 

 

10.6

1 

 

3.5

5 

 

4th 

 

Source: Field Survey, 2017 



Note: SA = Strongly Agreed; A=Agreed; SD=Strongly Disagreed; 

DA=Disagreed; UD=Undecided; TS=Total Score; STD-Standard Deviation; 

M=Mean and R=Rank 

Customer patronage and Innovation and Technological Capability 

From the regression outcome in Table 4.2 below, the value of adjusted R squared 

is 0.886. This means that there was a fluctuation of 88.6% in customer patronage 

of selected communication firms as a result of innovation and technological 

capability. This shows that 88.6% changes in customer patronage of selected 

communication firms was attributed to innovation and technological capability. 

The correlation coefficient expressed as R (0.956) shows there is a strong positive 

relationship between customer patronage of selected communication firms and 

innovation and technological capability. 

 

Table 4.3: Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .956a .915 .886 5.09222 

Source: SPSS 22.0 Data Output 

 

Table 4.4: ANOVA 

Model Sum of Squares Df Mean Square F Sig. 

Regression 833.568 1 833.568 32.146 .011b 

Residual 77.792 3 25.931   

Total 911.360 4    

Source: SPSS 22.0 Data Output 

 

The value of significance (p-value) of the data in Table 4.4 is less than 5%, which means that the 

data are suitable to draw a conclusion on the population parameters.  Furthermore, the F-statistic 

of 32.146 is statistically significant (2% level of significance). 

 

 

 



Table 4.5: Coefficients of Innovation and Technological Capacity 

Dependent Variable: Customer patronage 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Beta Beta 

(Constant) -3.761 4.770  -.789 .488 

Innovation and Technological 

Capability 

1.200 .212 .956 5.670 .011 

Source: SPSS 22.0 Data Output 

 

 

Test of hypothesis 

Does innovation and technological capability affect customer patronage of selected 

communication firms in Nigeria? 

A careful look at  Table 4.6, it vivid that 0.011 is less than 0.05 which is the 

hypothesis decision yardstick, an indication that innovation and technological 

capability significantly affects customer patronage of selected communication 

firms in Nigeria. In the light of this, the null hypothesis that innovation and 

technological capability has no significant positive effect on customer patronage of 

selected communication firms in Nigeria is rejected while the alternate hypothesis 

accepted. 

 

 

 

 

 

 

 

 



Table 4.6: 

Model Unstandardiz

ed 

Coefficients 

Standardiz

ed 

Coefficien

ts 

t Si

g. 

B Beta Beta 

(Constant) 
-

3.761 

4.77

0 

 -.789 .48

8 

Innovation and 

Technological Capability 

1.200 .212 .956 5.670 .01

1 

Source: SPSS 22.0 Data Output 

 

Bringing the research question four into lime light, the sig. column in Table 4.6 

having a value (0.011) less than (0.05) suggests that innovation and technological 

capability has a significant positive effect on customer patronage of selected 

communication firms in Nigeria based on the analysis of the respondent’s 

feedback. 

Discussion of finding 

Innovation and technology capacity correlating positively with customer patronage 

of selected communication firms in Nigeria insinuates that elimination of manual 

mechanism reduces cost of production which entails improvement in performance. 

This result agrees with Gary, Knight and Cavusgil (2004) and Adeyeye, Jegede 

and Akinwale (2013) for USA and Nigerian born global firms. However, it 

contradicts with the findings of Namusonge, Muturi and Olaniran (2016) that 

innovation negatively relates with firm performance measured with return on 

assets and return in equity, an implication that Nigeria innovation is an infancy 



stage that would propel growth performance of selected firms listed on the 

Nigerian Communication Commission.  

SUMMARY OF FINDING 

Innovation and technological capability had a significant positive effect on 

customer patronage of selected communication firms in , Nigeria (R=0.956, 

P=0.011). 

Conclusion 

That innovation and technological capability had a significant positive effect on 

customer patronage of selected communication firms in Nigeria had some 

management implications. As the proper management of such factors like 

innovation ideas, intensive technology, leadership in product/process innovation 

and engagement in proactive and risk seeking behaviour that crosses national 

border increase the extent of which the innovation and technological capability had 

on customer patronage of the selected communication firms in Nigeria.  

 

Recommendation  

Continue to use innovation and technological capability to help encourage 

customer patronage of the firms; 
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