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Abstract Purpose – The telecommunication industry in

Ghana has seen a lot of growth over the last decade and
with up to six telecommunications companies operating in
Ghana currently, there is very little to choose between any
two brands. In an overly communicated sector such as the
telecom sector, CSR as a positioning strategy seems to be a
better way to differentiate one’s offering from the rest.
With customers more concerned about organisations social
responsibility activities and with the telecommunications
companies investing huge sums of money in to CSR
activities it is imperative to find out if the telecom
companies employ CSR (image and ethos) as a positioning
strategy. Design/methodology/approach – The study used a
sample of students from the University of Ghana who are
customers of the telecommunication companies. The study
adopted a non-probability quantitative survey using
questionnaires. Findings – The key findings of the study
were that, respondents were of the view that, the network
providers were adopting image and ethos as a positioning
strategy, only two strategies positioning competition and
image and ethos strategy were adopted and the dominant
positioning strategy was competition. Research
limitations/implications – Future studies be carried out in
other jurisdictions to affirm the validity of the results. Also
a longitudinal study with respect to the positioning
strategies of firms should be carried out to ascertain the
changing trends that can impact and affect the positioning
strategy of the firm. Originality/value – It is the first of its
kind to be carried out in Ghana in the area of CSR as a
positioning strategy and will be of interest to academics
and practitioners in both CSR and positioning.
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1. Introduction
In recent years attention to issues attendant to corporate
social responsibility (CSR), has grown [30, 36, 79, 131].
This, interest for CSR has spread to the marketing literature
as well [7]. The interest in CSR could be said to be arising
as a result of the many benefits that an organisation can
enjoy by engaging in strategic corporate social
responsibility activities. As asserted by McDonald and
Rundle-Thiele [94], the benefits of corporate social
responsibility (CSR) for companies, include increased
profits, customer loyalty, trust, positive brand attitude and
combating negative publicity [26, 41, 88, 102, 128, 129].
Additionally, this interest in CSR may also be due to the
sanctions and pressures that organisations face from
government and host communities for being socially
irresponsible. According to Porter and Kramer [116],
“governments, activists and the media have become adept
at holding companies to account for the social
consequences of their activities” [116 p. 1].
Additionally, Ofori and Hinson [107] state that, the field
of corporate social responsibility has seen considerable
growth over the last decade and that “stakeholder demands
on businesses have increased at such a dramatic rate that,
given the immensity of these pressures, large and small
firms find it increasingly difficult to avoid assuming their
corporate social responsibility (CSR)” [107 p. 178].
There is also evidence to suggest that firms may benefit
from socially responsible actions in terms of improved
employee morale and productivity [100, 111, 132]. The
benefits of CSR to an organisation may also include
positive organisational and brand reputation. It is perhaps
to reap some of these benefits that, telecom operators in
Ghana invest considerable sums of money into high-impact
CSR activities, mostly in the area of education, health,
environment, sports, music, arts and entertainment as noted
by Ofori and Hinson [107].
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The issue of telecommunications firms in Ghana having
an overt CSR focus was also touched upon by Hinson and
Kodua [63], when they asserted that, the firm that won the
“Ghana Club 100 Best Company in CSR” during the 2009
edition of the annual awards scheme was a
telecommunication company operating in Africa and the
Middle East. The authors also stated that, the mission
statement of the company which won the award was:
“building shareholders’ value by ensuring maximum
customer satisfaction
through providing
latest
telecommunication services, at the most economical rates
while meeting its social responsibilities as a good
corporate citizen and providing growth prospects for its
employees” [63 p. 335].
This brings to fore the idea that CSR practices of a firm
could have a bearing on the positioning of that firm’s
products and services in the minds of current and potential
consumers. Du et al. [42], explain that, the need to
understand the unexamined role of CSR positioning in
consumer reactions to a company's CSR actions is
emphasized by the unique nature of such a positioning
strategy compared to those along more traditional
dimensions such as operational excellence, product
innovativeness, or customer intimacy. This is because it is
“a company's actions in the CSR domain, as opposed to
other, more product-related ones, that truly reveal its
“values” [137], “soul” [36], or “character” [26];
comprising the company's identity Bhattacharya and Sen
[17 p. 225].
From a positioning point of view, Blankson and
Kalafatis [22] assert that, there is a general agreement in
the positioning literature which suggests that, positioning is
an essential element of marketing strategy and that just like
service, it has no generally accepted definition. Explaining
further, the authors assert that, the absence of a generally
accepted definition may be due to the non-existence of a
clear theoretical basis for positioning [123] and the
straightforwardness given to the meaning of positioning.
According to the authors, this development has given rise
to different terms associated with the concept (i.e.
positioning, position, product positioning, market
positioning etc.) but as stated by Arnott [10], the different
terminologies are simply ``several sides of the same coin''
and complement each other. Further, Blankson and
Kalafatis [22] added that, the different terminologies and
viewpoints of positioning can be grouped under three
underlying issues: conceptual, operational, and strategic.
This study therefore focuses on investigating the use of
corporate social responsibility (CSR) as a positioning
strategy within the context of an emerging economy
telecommunication industry.
From a general perspective, the discussions of CSR as a
positioning strategy has not been examined beyond
Blankson’s [20] assertions of an extension to the generic
positioning strategies propounded by Hooley and Saunders
[66], Hooley et al., [67] which were following from

discussions by Aaker and Shansby [1] of these positioning
strategies. The study was on bank cards and was conducted
in a developed country.
In an earlier study, Lopez and Boluda [81] tabulated
social reputation and esteem as one of three general
positioning strategies. Explaining the strategy, Lopez and
Boluda [81] assert that, the social reputation and esteem
strategy defines the product in terms of general consumer
requirements citing [85, 11]. Adding that, in such an
instance an appeal is made to the concern for the
environment or the rejection of political corruption.
Stressing that, the approach offers contingent social
benefits and positive image for the supplier and the product
supplied. The paper was looking at the generality of a
number of positioning alternatives and not necessarily
social reputation and esteem as a positioning strategy or a
survey against other positioning strategies.
In the Maggard [85] paper, the author was simply
revisiting thoughts about positioning as an emerging trend
in marketing. Maggard [85] used the term positioning for
social accountability. Asserting that, manufactures of
consumer products must be well informed about the
movement toward consumer protection, a development
which the author assert that, will definitely continue into
the future. Adding that, taking a social accountability
stance is one to be coveted in today’s market. Concluding
that, a lot of organizations through their promotional
planning are trying hard to project the image of good
citizenship. As mentioned earlier, the paper was not
conducting a survey in to positioning strategies or even
social accountability as a positioning strategy. Further
checks through literature shows that few studies have been
conducted on CSR and positioning [7, 42].
Blankson and Kalafatis [23] asserted that over the years,
much has been written in the area of service positioning see
for example, [8, 9, 10, 11, 37, 43, 49, 70, 72, 82, 148].
However, due to the special nature of services compared to
physical goods, not only are services difficult for
consumers to compare with competing services [Donnelly
et al., [40] cited in Walker et al., 141] but they pose
challenges in their positioning [49, 149, 18] by marketing
managers. The authors further stated that, some reporters
have claimed that despite the inherent differences between
physical goods and services [149, 18], there are overlaps
between services and physical goods [14, 80, 99] “which
means that there is no compelling reason to adopt different
positioning strategies in services see, [147, 28]” Blankson
and Kalafatis [23 p. 236).
Against this background, and also on the basis of
observations by Mahmoud and Hinson [78] that, a firm in
the service sector, such as the telecommunication industry,
can hardly differentiate itself on the basis of the products or
services making it extremely difficult for achieving
competitive advantage base on product-only strategies.
This study is therefore positioned to fill the gap in literature
on insights into CSR and positioning research in
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developing economies; and develop an understanding from
customers in a less developed country on CSR as a
positioning strategy of telecom companies in Ghana.
The objectives of this study is to shed light on the
concept of CSR as a positioning strategy based on views
from customers of telecommunication companies. Specific
objectives are; to examine if the telecom companies in
Ghana have employed CSR (image and ethos) as a
positioning strategy; to examine the different positioning
strategies employed by the telecom companies in Ghana; to
examine the dominant positioning strategies employed by
the telecom companies in Ghana.

2. Literature Review
Origin of Positioning
Blankson [19] assert that, the source of the term
positioning is unclear [4] but explain that, Nylen [105]
stated that positioning dates back to the 1940’s from
studying marketing mix. The term is seen as relatively new
[122, 134, 75] and emanated from market segmentation,
targeting and market structure changes during the 1960’s
and the early 1970’s [103, 127]. Ries and Trout [121] cited
in Smith and Lusch [130] suggest that positioning is rooted
in the packaged goods field where the concept was termed
product positioning. For Arnott [10] positioning may have
emerged from measurement of consumer perceptions and
“perceptual mappings” studies. Considering the different
opinions about the origin of positioning, it not surprising
that its definition also has several sides to it.
Definitions of Positioning
According to Blankson [19], there isn’t a generally
accepted definition for positioning and that it could be
attributed to the absence of a clear theoretical stance on the
concept [123]. The author also added that, there is a general
agreement in the literature suggesting that, positioning is a
fundamental element of marketing strategy although it can
be looked at from a conceptual, practical or strategic point
of view.
Arnott [8] assert that, the term positioning is the
deliberate proactive, iterative process of defining,
measuring, modifying and monitoring consumer
perceptions of a marketable object. According to Blankson
[20], this definition includes both strategic and applied
perspectives of positioning.
For Ries and Trout [122], positioning is not what is done
to the product or service, but rather what is done to the
mind of the prospect (i.e. potential buyer) and went on to
state that fundamentally, the essence is to position the
offering in the mind of the consumer, and that, “positioning
shifts the emphasis of marketing from the product to the
battle for your mind” cited in [20 p. 1].
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Kotler [75] also defines positioning as the process of
designing the company’s product or services and image
based on consumers’ perceptions relative to that of
competitors. Hassan and Craft [59] also assert that, the
term “positioning” is “often used to refer to the firm’s
decision to determine the place that its brand and corporate
image occupy in a given market including the type of
benefits to be stressed and the type of segments to be
targeted” [59 p. 345].
Schools of Thought
According to Blankson [19], there are two schools of
thought on the concept of positioning citing Muhlbacher et
al. [101]. He explain that, the authors assert that the first
school of thought sees positioning as either embedded
within the framework of issues concerned with the
marketing mix or associated with strategic decision making.
Explaining further, Muhlbacher et al. [101] contend that,
proponents of the first school of thought associate
positioning largely with the communication elements of
the marketing mix. To them, positioning is seen as a
powerful tool in “competitive warfare” see [121, 122, 136,
135, 134].
The second school of thought according to Muhlbacher
et al. [101] sees positioning as an aggressive strategy of
adjusting customer beliefs about the benefits and qualities
of a product or service. The authors explain that, adherents
of this school of thought associate positioning with product
policy with respect to the selection of particular product
features to develop or to emphasise see [127, 112], quoted
in [54].
Conceptualizing Positioning
Blankson and Kalafatis [23 p.79], explain that, review of
literature shows an increasing attention and activities
associated with the concept of positioning citing [1, 3, 34,
38, 65, 113, 120] and that the subject is seen as one of the
important features of modern marketing management [67,
76, 114] and the basis for formulating marketing
communications plans [48, 122, 124]. Blankson et al. [20]
also assert that, positioning is conceptualized as a complex
multidimensional construct that attempts to positively
adjust the tangible characteristics of the offering and the
intangible perceptions of the offering in the marketplace
[20 p. 107].
According to Arnott [8], the usage of positioning
strategies includes some related activities such as defining
the dimensions of a particular perceptual space that
sufficiently characterizes the target audience's perceptions;
measuring objects locations within that space and changing
actual characteristics of the object and perceptions of the
target audience through marketing communications
strategies cited in Blankson and Kalafatis [23].
Blankson [19] also assert that, review of the extant
literature points to only two formally expressed
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strategically based conceptual positioning frameworks.
The Brand Concept Image Management (BCM) model by
Park et al. [110] and the Generic Positioning Framework
(GPF) propounded by Hooley and Saunders [66] and
revisited by Hooley et al., [67].
Generic Positioning Model
According to Blankson [20], Hooley and Saunders [66]
assert that a firm can position itself on the basis of four key
generic positions: (consolidation, latent position,
deposition, and membership). For each position, the firm
can follow six different positioning strategies namely
(attributes, price/quality, competition, application, user,
and product class). Within a particular position, there are
explicit marketing communication tactics and other
promotional efforts used to project the offerings’
positioning to a targeted market.
Extension to Positioning Strategies
Blankson [20] assert that, a seventh strategy called
organisational "image/ethos" is proposed and added to the
positioning strategies. The author explain that as a result of
the growing importance associated with the improvement
in better corporate image [16], and the increase in company
affinity to humanitarian, sympathetic and environmental
friendly causes [146], and the growing consumer
awareness about “cause-related marketing” [33], several
organisations are trying very hard to differentiate
themselves along the lines of good external image, ethos
and good citizenry [92, 56, 33, 133]. This is how Blankson
[19 p. 557-559] explain the six positioning strategies:
Attributes: This positioning strategy relates to
distinctiveness or similarity to other products/services. It
is used to create awareness among a targeted segment
and could involve the promotion of certain specific
features that competitors have ignored.
Price/Quality: This strategy is used as the basis for a
firm’s dominant position in the market place, price and
quality may be considered separately depending on the
particular product or service.
Competition: Competition involves aggressive tactics
and is aimed at overtaking competitors.
Application: In application, consumers are informed of
the best use of the service/product, which is better than
that of competitors. The emphasis is on the flexible
usage (several use) of the product/service. Citing Aaker
and Shanby [1] the author explains that, often
application position strategy represents a second or
third strategy designed to expand the market.
User: Citing Hooley and Saunders [66], in user, the
strategy is to use the recommendation by a dignitary, a

popular person or a “star” in the promotion of the firm’s
product/service.
Product class: Products class is based on differentiation
whereby the main thrust of the strategy is either to
reposition on new competitive advantages or emphasise
its uniqueness from competitors. According to Blankson
[19], the authors write that with this strategy,
promotional tactics is concerned with moving upmarket
or one, which is in the “same league” as other upmarket
products/services.
Image and ethos: It is associated with the improvement
in better corporate image [16], and to build the image of
the organisation along humanitarian, sympathetic and
environmental friendly issues and to differentiate the
organisation on grounds of good external image, ethos
and good citizenry [92, 56, 33, 133].
Background to Corporate Social Responsibility (CSR)
Over the last decade, the number of companies with
socially responsible programmes have increased
considerably [131] making it seem as if corporate social
responsibility has only now been discovered. However,
Asongu [13] assert that, “as early as the 1920s, discussions
about the social responsibilities of business had evolved
into what could be recognized as the beginnings of the
“modern” CSR initiative” (p. 30). Maignan [89] explain
that, Bowen [25] is credited for being the first scholar to
write on corporate responsibilities. Claiming that, this
initial publication heralded countless number of literature
on the nature of corporate social responsibilities [2, 35, 44,
93, 95].
Currently, Corporate Social Responsibility (CSR) has
become an important topic for economy and research [74,
91, 98]. According to Hinson and Ndhlovu [61],
corporations have evolved from the old thinking that they
exist solely for the purpose of profit making to the new
model that they, as entities shoulder certain responsibilities
that go beyond corporate profit maximisation. Chahal and
Sharma [31] also assert that, CSR is now an obligation of
firms and in some instance has become a “license to
operate” [125]. Asongu [12] also explain that, debate about
the concept range from those who see it as irrelevant for
business [50], to those who see the relevance, but think it is
a bad idea for business [52] and others who see it as
strategic for business [51].
Definitions of Corporate Social Responsibility
The first definition of CSR was given by Bowen [25].
The author assert that, CSR is the ‘‘obligations of
businessmen to pursue those policies, to make those
decisions, or to follow those lines of action which are
desirable in terms of the objectives and values of our
society’’ (p.6). After this initial definition, several
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individual and organisations have also given their own
definitions and interpretations to the concept.
Corporate Social Responsibility (CSR) has also been
defined “as a stakeholder oriented concept that extends
beyond the organization’s boundaries and is driven by an
ethical understanding of the organization’s responsibility
for the impact of its business activities, thus, seeking in
return society’s acceptance of the legitimacy of the
organization” Maon et al. [90 p.72]. This definition,
according to the authors is based on the stakeholder
concept and calls for the fusion of CSR into organizational
strategy. In addition, it states that CSR benefits both the
corporation and its various stakeholder groups.
The World Business Council for Sustainable
Development [143] defines CSR as “the continuing
commitment by business to behave ethically and contribute
to economic development while improving the quality of
life of the workforce and their families as well as the local
community and society at large” cited in Ofori and Hinson
[107 p. 181].
McWilliams and Siegel [97] also describes CSR as
actions that appear to further some social good beyond the
interest of the firm and which are required by law. There
are several other definitions as well.
CSR in Developing Countries
The term developing countries is widely used to describe
nations that have relatively lower per capita incomes and
are relatively less industrialized [140]. Thus, the
researcher’s choice of the term developing countries is
consistent with the United Nations Developments
Program’s [138] categorization in its summary statistics on
human development. With this in mind, the researcher
highlights some of the researches conducted on the concept
in developing countries.
According to Visser [140], Asia is the region most often
covered in the literature on CSR in developing countries,
with a significant focus on China and cited [150]), India
[15], Indonesia [24], Malaysia [151], Pakistan [84], and
Thailand [73]. Other countries that have had less attention
include Bangladesh [104], the Pacific Forum Islands [117],
Sri Lanka [83], and Vietnam [119].
Additionally, in Africa, the literature on CSR is
dominated by South Africa [139], with other few
researches in Côte D’Ivoire [126], Kenya [39], Nigeria [6],
Tanzania [45], and Mali and Zambia [58]. CSR research in
the Ghanaian context have included studies by Ofori and
Hinson [107], Hinson et al., [64], Hinson and Kodua [63],
Hinson [62], Kuada and Hinson [78] and Mahmoud and
Hinson [87]. In spite of the growing number of studies,
Kuada and Hinson [78] intimated that, carrying out their
study in Ghana, would contributes to the scarce knowledge
of CSR activities in Africa.
Justification for CSR
According to Ofori and Hinson [107] several themes
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have formed the justification for broader corporate social
responsibility and assert that there do four justifications for
organisations want to engage in corporate social
responsibility activities. The authors explain that managers
have been entrusted with organisational power and that the
fate of all stakeholders lies with them. This power, they
claim is a duty to improve the welfare of society and meet
the needs of other stakeholders. Another reason the authors
allude to is that, managers believe that they are oblige to
balance the interests of all the various stakeholder groups
and that, they act as coordinators who reconcile the
different interests of the various stakeholder groups. A
third justification the authors give is that, managers agree
that society must be served by organisations and finally, the
growing concern in most countries with respect to
corporate social responsibility activities.
Bowen [25] also lists a number of justifications for CSR
which was described by Ofori and Hinson [107] as “an
excellent encapsulation of a modern justification for CSR”
[107 p.182]. The author state that, “managers have an
ethical duty to consider the broad social impacts of
business decisions, businesses are reservoirs of skill and
energy for improving civic life, corporations must use
power in keeping with a broad social contract or lose their
legitimacy, it is in the enlightened self-interest of business
to improve society, and finally, voluntary action may head
off negative public attitudes and undesirable regulations”
as cited in Ofori and Hinson [107 p. 182].
Conceptualization of Corporate Social Responsibility
In their paper corporate social responsibility theories:
mapping the territory, Garriga and Mele [53], laid out
several theories that underpin CSR. The paper tried to
argue for and against the various theories as captured in the
literature. They argued that, there are several
classifications based on the view points of the managers of
the organisation engaged in the CSR activity and that some
classifications have been proposed based on subjects
related to CSR, such as Issues Management [142, 144] or
the concept of Corporate Citizenship [5]. Further stating
that, alternative views held by Brummer [27] suggests a
classification of CSR into four groups of theories based on
six different criteria that include motive, relation to profits,
group affected by decisions, type of act, type of effect and
expressed or ideal interest.
Garriga and Mele [53] also intimated that, although the
contributions of the various classifications were vital to the
discussion of CSR, they were limited in scope and that the
views held by the various theorists were as a result of their
understanding of the relationship between business and
society [71, 96, 118, 145].
Another profound argument made for CSR is the thought
shared by Porter and Kramer [115] who viewed CSR from
the concept of shared value. They described shared value as
policies and operating practices that enhance the
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competitiveness of a company while simultaneously
advancing the economic and social conditions in the
communities in which it operates. Stressing that, shared
value creation focuses on identifying and expanding the
connections between societal and economic progress [115].
The duo further argued that, companies can create
economic value by creating societal values. And added that,
there are three distinct ways of doing it. The first is by
reconceiving products and markets, then redefining
productivity in the value chain, and finally building
supportive industry clusters at the company’s location
[115]. According to the two scholars, each of these is part
of the virtuous circle of shared value; improving value in
one area gives rise to opportunities in the others.
Porter and Kramer [115] the concept of shared value
resets the boundaries of capitalism. By better connecting
companies’ success with societal improvement, it opens up
many ways to serve new needs, again efficiency, create
differentiation, and expand market. The pair also asserted
that, the ability to create shared value applies equally to
advanced economies and developing countries, though the
specific opportunities will differ.
According to Jamali and Mirshak [69], one of the
conceptualizations of CSR which is “well grounded in
literature” [69 p. 246] is Carroll’s [29] four-part definition
of CSR which was embedded into a conceptual model of
corporate social performance (CSP). For the purposes of
this article Carroll’s [29] four-part definition is elaborated.
Carroll’s 1979 Conceptualization
Carroll [29] explain that the four categories of
responsibilities that an organisation has “are not mutually
exclusive, nor are they intended to portray a continuum
with economic concerns on one end and social concerns on
the other” [29 p. 499] and also, the four kinds of
responsibilities are neither cumulative nor additive but are
arranged in a way to show the basic role that each plays in
the developmental process of organisations in an order of
importance. The author further explains that, though all the
for kinds of responsibilities have always existed together in
organisations, business history shows that in the early years
of organisations the focus was on economic gain and then
legal issues came up because of employees and working
conditions and later, the issue of ethics and finally
discretion or voluntarism. Additionally, any action or
responsibility by an organisation may have economic, legal,
ethical or discretionary reasons behind it.
Economic Responsibility
The first responsibility Carroll [29] talked about is
economic responsibility. According to [29]) “the first and
foremost social responsibility of business is economic in
nature. Before anything else, the business institution is the
basic economic unit in our society” [29 p. 500]. The author

further explains that organisations have a responsibility to
engage in productive activities either in the form of goods
or services required by society and to be sold for profit.
Adding that any other engagement of businesses is based
on this basic assumption.
Legal Responsibility
The second responsibility Carroll [29] explains is legal.
The assertion here is that, “just as society has sanctioned
the economic system by permitting business to assume the
productive role, as a partial fulfillment of the “social
contract”, it has also laid down the grounds rules, the laws
and regulations under which business is expected to
operate” [29 p.500]. The author explains that, society
requires organisations to achieve its economic goals within
a legal framework. Additionally, the dotted lines in figure 1
indicates that, although organisations have four different
kinds of responsibilities, they must be met concurrently, so
economic and legal responsibilities must go hand in hand,
while the organisation is producing it must do it within
stated laws.
Ethical Responsibility
By Carroll’s [29] own assertion, despite both economic
and legal responsibilities being embodiments of ethics,
there are other behaviours and actions that are not written
into law however society expects businesses to act in such
ways. He further explains that ethical responsibilities are
not properly defined and also hard for organisations to deal
with. This is because issues concerning what is or isn’t
ethics is still on going. Carroll [29] ended by saying that
society has expectations of organisations which go beyond
legal requirements.
Discretionary Responsibility
The last responsibility that Carroll [29] explains is
discretionary responsibility. He explains that these are
responsibilities that are voluntary in nature and that they
are left to individual judgement and choice. The author
further explains that the decision to take up these roles are
“guided only by a business’s desire to engage in social
roles not mandated, not required by law, and not generally
expected of businesses in an ethical sense” [29 p.500].
Overview of the Telecom Sector in Ghana
The Total Cellular/Mobile Voice Subscriber Base in
Ghana as at February, 2014 stood at 28,615,446. MTN had
a marginal increase and maintained its position as the
market leader with a subscriber base of 12,986,832
representing 45.38% of the total market share. Vodafone’s
subscriber base increased to 6,413,376 which represent
22.41 % of the total market share. Tigo had a marginal
subscriber base increase, closing at 4,086,615 which
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represent 14.28% of the market share while Airtel
increased its subscriber base to 3,537,316 representing
12.36% of the total market share. GLO decreased its
subscriber base; its current subscriber base of 1,437,580
represents 5.02% of the total market share. Expresso also,
decreased its subscriber base to 153,727 representing 0.54 %
of the total market share. The information has been
represented in a table and pie chart below [156].

3. Methodology
Questionnaires were distributed to students of the
University of Ghana main campus. It was a non-probability
purposive sampling. In all, a total of 500 questionnaires
were distributed out of which 438 were found useful for the
analysis, representing 87.6 per cent. The Statistical
Package for Social Scientist (SPSS 18.0) software was
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used for this analysis. Data was then presented in tables,
graphs and narratives. The questionnaire was divided into
two sections; the first section was for demographic data.
The second section was made up of close ended questions
developed on a five point Likert scale ranging from 1strongly disagree, 2 – disagree, 3 – neutral, 4 - agree and 5
– strongly agree 5. Section B was subdivided into seven
parts making up the six generic positioning strategies and
the seventh is the extended positioning strategy proposed
by Blankson [20]. These parts contain questions relating to
the positioning strategies. The positioning strategies
include price and quality (seven questions), image and
ethos (eight questions), attributes (six questions),
competition (six questions), user (five questions),
application (four questions) and product class (four
questions). A mean of above 3.5 was used as a benchmark.

4. Results and Discussion
Table 1. The demographic characteristics of the participants
Age

Variables
Less than 20
21-30
31-40

Frequency
155
275
1

Percentage (%)
36
62.8
0.2

Gender

Male
Female

229
209

52.5
47.5

Level of education

Undergraduate
Postgraduate

425
13

97
3

Occupation

Student
salaried worker

429
9

97.9
2.1

Mobile network operator

MTN
Tigo
Vodafone
Airtel
Glo

178
86
105
53
16

40.6
19.6
24.0
12.1
3.7

Years of usage

0-5 years
6-10years
above 10 years

282
137
19

64.4
31.3
4.3

Table 2. Descriptive statistics and reliability of the variables
Strategies
Price and quality
Image and ethos
Attributes
Competition
User
Application
Product class

N
438
438
438
438
438
438
438

Means
3.0812
3.5226
3.0451
3.5683
2.4968
3.3613
3.3409

Std. Deviation
1.05369
.83195
.90613
.80162
.80011
1.02152
1.12826

Cronbach alpha (α)
.750
.737
.747
.770
.810
.736
.768
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The table (2) above shows the reliability of the variables
as well as the means and standard deviations of the
variables. Per the Cronbach’s alpha coefficient results, it is
clear that the scale for the variables exceeded the minimum
acceptable value of 0.5 for social science studies and thus
proves to be adequate reliability [57, 109]. The variables
listed above represents the various positioning strategies
that the customers perceive their network operators to be
using. The mean results of the variables indicate how each
of the variables performed from the 438 respondents’
perspective. As a benchmark, a mean score above 3.5 [68]
will mean customers agree that the network operators have
adopted that particular strategy, below 2.5 suggest
customers’ disagree has adopted such a strategy, whereas
figures between 2.5 and 3.5 means the customer is
indifferent as to whether the service provider has adopted

that strategy.
The means for the various variables ranges from a
minimum of 2.4968 (User) to a maximum of 3.5683
(Competition). Thus, the least figure suggests that
customers disagree that their network providers’ adopt a
user positioning strategy, whereas the highest mean also
suggests the customers’ perceive their network operators as
pursuing the competition strategy. From the table above,
the highest mean was scored by the competition strategy
(3.5683), followed by “image and ethos” (3.5226). It can
therefore be explained that these two are the most used
strategies as perceived by the respondents. The next was
Application (3.3613) and then to product class (3.3409).
Price and quality and attribute scored 3.0812 and 3.0451
respectively, while the lowest was recorded by the “user”
variable (2.496).

Table 3. The mean of the positioning strategies that telecom companies adopt
Strategies
Price and quality

Image and ethos

Attributes

Competition

User

Application

Product class

Service operator
Mtn
Vodafone
Tigo
Airtel
Glo
Mtn
Vodafone
Tigo
Airtel
Glo
Mtn
Vodafone
Tigo
Airtel
Glo
Mtn
Vodafone
Tigo
Airtel
Glo
Mtn
Vodafone
Tigo
Airtel
Glo
Mtn
Vodafone
Tigo
Airtel
Glo
Mtn
Vodafone
Tigo
Airtel
Glo

N
178
86
105
53
16
178
86
105
53
16
178
86
105
53
16
178
86
105
53
16
178
86
105
53
16
178
86
105
53
16
178
86
105
53
16

Mean
2.5616
3.3355
3.4931
3.4016
3.6250
3.0812
3.4482
3.7451
3.5429
3.4465
3.2813
3.5226
2.7986
3.2735
3.2243
3.1604
3.0000
3.0451
3.5486
3.7275
3.6359
3.4340
2.9479
3.5683
2.4648
2.6635
2.3961
2.4679
2.7000
2.4968
3.1086
3.6458
3.5149
3.4764
3.2813

Std deviation
.83123
.95285
1.18522
.89874
1.02867
1.05369
.71465
.96314
.81257
.89022
1.06235
.83195
.86859
1.03141
.76092
.83471
1.12797
.90613
.72010
.74927
.97818
.63156
.87288
.80162
.76413
.77103
.84805
.82550
.87331
.80011
.98534
1.00316
.98604
.97599
1.32248

F
21.537

P
.000

2.366

.052

6.085

.000

3.919

.040

1.683

.153

5.273

.000

2.510

.041
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The table (3) above shows how the means of each
variable as scored by the various network providers. This
means were compared using an Analysis of Variance
(ANOVA) to ascertain the F-ratio and the level of
significance of that comparison. The results show that there
was significant difference between the means of the
various network providers for price and quality (F = 21.537;
p = .000), competition (F = 3.919; p = .040), Attributes (F
=6 .085; p = .000), application (F = 5.273; p = .000) and
product class (F = 2.510; p = .041). This suggests that the
means of these network providers with respect to the
particular positioning strategies was significantly different
from each other. This suggests to the researcher that the
telecommunication networks either adopts or do not adopt
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these strategies differently, that is on different levels; some
with a greater degree and others with a lesser degree. Only
two of the variables were found not to be significant; these
include image and ethos (F =2.366; p = .052) and user (F =
1.683; p = .153). This means that for these two variables
the respondents view the strategies of these network
providers as not being significantly different from each
other. In this view, the degrees to which
telecommunication network providers adopt or do not
adopt these strategies are the same. The table below shows
the mean difference of the various comparisons, to
ascertain which network providers’ mean was larger or
smaller.

Table 4. The mean difference of the positioning strategies that telecom companies adopt
Strategies
Price and quality

Image and ethos

Attributes

Competition

User

Application

Product class

Service operator
Mtn
Vodafone
Tigo
Airtel
Glo
Mtn
Vodafone
Tigo
Airtel
Glo
Mtn
Vodafone
Tigo
Airtel
Glo
Mtn
Vodafone
Tigo
Airtel
Glo
Mtn
Vodafone
Tigo
Airtel
Glo
Mtn
Vodafone
Tigo
Airtel
Glo
Mtn
Vodafone
Tigo
Airtel
Glo

MTN
1

Vodafone
-0.77397*
1

Tigo
-0.93156*
-0.15758
1

Airtel
-0.84004*
0.06607
-0.0361
1

1

0.47496*
1

0.42569*
0.04926
1

0.36181
0.11315
0.06389
1

1

0.29689
1

0.09465
0.20224
1

0.00167
0.29856
0.09632
1

1

-0.17888
1

-0.08735
0.09153
1

0.11461
0.29349
0.20196
1

1

-0.19876
1

0.06869
0.26745
1

0.00315
0.19560
0.07185
1

1

-0.53726*
1

-0.40628*
0.13098
1

-0.36784
0.16942
0.38440
1

1

-0.07245
1

0.33638
0.40882
1

0.30018
0.37262
0.03620
1

Glo
-1.06342*
0.28945
0.13187
0.22338
1
0.20143
0.21353
0.22426
0.16038
1
0.16696
0.46385
0.26161
0.16529
1
0.60065*
0.77953*
0.68801*
0.48605
1
0.23523
0.03647
-0.30392
0.23208
1
-0.17268
0.36458
0.23360
0.19517
1
0.29777
0.37022
0.03860
-0.00240
1
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Figure 1. The dominant positioning strategy adopted by the telecom company

The table (4) above shows the mean difference of the
positioning strategies that telecom companies adopt, which
is a comparison of the means scored by the various network
providers in connection with the positioning strategies.
Particularly, the mean differences were extracted from a
Hochberg Post Hoc analysis; this tool was used because
the sample sizes of the units of analysis were very different
from each other [47]. With respect to price and quality,
MTN was found to have a greater mean than Tigo
(-0.93156, p≤0.05) and Vodafone (-0.77397, p≤0.05),
Airtel (-0.84004, p≤0.05) and Glo (-1.06342, p≤0.05); this
difference was found to be significant.
Under this same variable, Vodafone also had a higher
mean than Airtel. These results suggest that MTN adopts a
price and quality positioning strategy more than its
counterparts. With respect to competition, Glo was found
to have a greater mean than MTN (0.60065, p≤0.05),
Vodafone (0.77953, p≤0.05) and Tigo (0.68801, p≤0.05).
This also suggests plainly that Glo is considered by its
customers as adopting a competitive strategy more than its
counterparts. With respect to image and ethos, the result
shows that MTN has a greater mean than Vodafone
(0.47496, p≤0.05) and Tigo (0.42569, p≤0.05).
Lastly, with regards to application, MTN again has a
greater mean than Vodafone (0.53726, p≤0.05) and Tigo
(0.40628, p≤0.05). Majority of the mean differences
between the service providers were not statistically
significant; which can mean that the means of these service
operators with regards to those strategies are not different
from each other.
The figure above displays the customers’ view of which
positioning strategy is highly used by the network
providers. The results show that the “competition” strategy
had the highest mean (3.5683) to show that it was the most
dominant strategy used by telecommunication networks in
Ghana. Followed by “image and ethos” (3.5226) and then
to “application” (3.3613). On the other hand, “user”
strategy had the lowest mean (2.4968), suggesting it was

the lowest positioning strategy adopted by the network
service providers.
Discussion of Results
The mobile telephony market is one of the
fastest-growing service segments in telecommunications.
Mahmoud and Hinson [87] suggest that, Ghana’s
telecommunication sector has gone through several stages
after independence. These stages have finally evolved the
telecommunication industry as one of the leading
innovative industries in Ghana. This great increase in
teledensity is attributed to the establishment and the
effectiveness of the NCA [157], who is regulator of the
industry. This has also led to increased competition as
asserted by Osiakwan [108] and Goni [55].
As a result of the growth in the industry, the
telecommunication networks providers have adopted
several strategies in their bid to win over the mobile market;
these include competition, user, price and quality,
attributes and product class strategies [67]. A recently
emerging strategy as a result of concerns for the social
environment ([146]) is the image and ethos strategy.
Blankson [20] described this as the seventh strategy and
explains it is basically an attempt by firms to differentiate
themselves along the lines of good external image, ethos
and good citizenry [33, 56, 92, 133].
The current study seeks to assess the various positioning
strategies being used by the network providers. In
connection to this, the results from the descriptive statistic
of the positioning strategies showed that from the
customers’ point of view, the telecommunication
companies in Ghana only adopt two strategies (competition
and image and ethos) using the 3.5 mean score as
benchmark [68]. This answered objective two which was to
examine the different positioning strategies employed by
the telecom companies in Ghana. The customers are
indifferent about four of the strategies (product class,
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attributes, price and quality and application) and disagree
that their service providers adopt the “user” strategy. The
implication to this could be that, customers are not in tune
with the telecom operators on the use of brand ambassadors
for promotional activities. The discussion would be
focused on these two (competition and image and ethos) as
well as on the variables that showed a significant difference
between the various network providers (competition,
product class, attributes, price and quality and application).
From the results, the study identified that competition
(3.5683) was the most dominantly used positioning
strategy in the telecommunication industry; this is in
answer to objective three which was to examine the
dominant positioning strategy employed by the telecom
firms. This finding supports the results of several scholars
[55, 108], who postulated that the industry was a very
competitive one, and also suggested that the motive for
most of the promotional activities in the sector is to fight
off competition. With regard to the individual network
providers, the result also revealed that Glo had a greater
mean than MTN (0.60065, p≤0.05), Vodafone (0.77953,
p≤0.05) and Tigo (0.68801, p≤0.05) with regard to
competition; this indicates that Glo adopts the competitive
strategy more than any other network provider. This also
suggests plainly that Glo is considered by customers as the
most competitive network provider. This could well be as a
result of Glo’s penetrative strategy in attempts to break into
the telecommunication market in Ghana being the last of
the network providers to start operations in Ghana.
The current study revealed that the companies in the
mobile telecommunication industry use the image and
ethos as a positioning strategy (image and ethos = 3.5226).
This result also answers objective one, which sought to
assess whether the firms were adopting CSR (image and
ethos) as a positioning strategy. This is supportive of
previous literature describing some of the companies in the
telecommunication industry as being CSR brands [63, 152].
Guerrera et al. [56] also explain the strategy is adopted by
several firms; with the aim of differentiating themselves as
good citizens and as socially responsible firms. This may
well be the situation in reality as most of the
telecommunication companies’ undertake television
programs that show to the public the kind of CSR activities
the firm is and has been engaging in. For example, MTN
announced its commitment to pump over GH¢4 million
into various community projects to enhance many more
lives in the various communities [155]; Vodafone also
recently introduced the “Vodafone Health Line” [154],
whereas Airtel also has the “Airtel touching lives program”
[153].
The ANOVA result did not show a significant difference
between the firms’ adoption of this strategy (image and
ethos); in other words, the magnitude of the usage of this
strategy was not very different from each of the network
providers. However, further statistical probing with the
Hochberg Post Hoc analysis revealed a significant
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difference existed only between the CSR strategy of MTN,
Vodafone and Tigo, but the rest were the same. The
Hochberg Post Hoc analysis results claimed that MTN
from the perspective of customers, adopts the CSR
positioning strategy more than Vodafone and Tigo. For
instance, MTN was found to have a greater mean than Tigo
(0.42569, p≤0.05) and Vodafone (0.47496, p≤0.05) with
respect to image and ethos. This difference was found to be
significant. This finding was supported in the literature, in
that MTN was awarded the “Ghana Club 100 Best
Company in CSR” by Ghana Investment Promotion Centre
(GIPC) during their 2009 edition of annual awards scheme
for corporate organisations dubbed “Ghana Club 100”
GIPC Report [152].
Even though the means of such positioning strategies as
user; attributes; price and quality; application and product
class indicate that customers did not agree or were
indifferent that network providers were adopting such
strategies, the results from the ANOVA test reveal that
there were still some significant differences between the
levels of adoption for each service provider. For example,
the current study revealed that customers are indifferent as
to whether telecommunication companies in Ghana adopt a
“price and quality” strategy (3.0812). This was not in line
with earlier literature. Goni [55] for example suggests that,
the competition in the telecommunication industry is not
only in terms of market share but also in term of affordable
prices and the quality of service.
On the individual level, respondents indicated that MTN
uses the “price and quality” strategy more than any other
network providers. This could well be because, within the
time of the data collection, MTN had just introduced some
new promotional packages (MTN Aben woha promo).
Major Finding
Findings from the analysis performed from the study
have been discussed in relation to the objectives of the
study.
To examine if the telecom companies in Ghana have
employed CSR (image and ethos) as a positioning
strategy.
The study adopted a likert scale and stipulated that
figures above the 3.5 threshold were to be considered as
indicating “agree”. In view of this, the result from the
studies indicated that respondent or customers of the
various networks agree that their network providers were
adopting image and ethos as a positioning strategy (image
and ethos = 3.5226). This was also somewhat supported in
previous studies [63, 152] for example; Hinson and Kodua
[63] noted that there has been a lot of concentration on CSR
activities among the telecommunication firms. In this
respect, Guerrera et al. [56] explain the strategy is adopted
by these firms with the aim of differentiating themselves as
good citizens and socially responsible firms.
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To examine the different positioning strategies
employed by the telecom companies in Ghana.
The results from the descriptive statistic of the
positioning strategies showed that from the customers’
point of view, the telecommunication companies in Ghana
only adopt two strategies using the 3.5 benchmark
indicated above. These strategies include the competition
[46, 106] and image and ethos strategy [63, 152, 153, 154].
To examine the dominant positioning strategies
employed by the telecom companies in Ghana.
The study identified that competitive strategy was the
most dominantly used positioning strategy in the
telecommunication industry. This finding supports the
results of several scholars Osiakwan [108] and Goni [55],
who postulated that the industry was a very competitive
one, and also suggested that the motive for most of the
promotional activities in the sector is to fight off
competition. Glo, from the perspective of the customers
adopts the competitive strategy more than any of the other
network providers. Glo can therefore be said to be
considered by customers as the most competitive network
provider.

5. Conclusions
The thought of an organisation pinning its brand on
corporate social responsibility would have been
unthinkable in times past but in the 21st century,
organisations have realised the power of consumers and
their concern for their environment and it will be foolhardy
on the part of organisational leaders to brush this aside. To
ignore the relevance of corporate social responsibility or to
treat it as a token rather than an integral part of the
corporate strategy could have dire financial, legal and
reputational consequences for the organisation.
Whichever concept or conceptualisation that an
organisation decides to view corporate social responsibility
is neither here nor there. The most important issues are that,
the organisation and its actors are seen to show a keen
interest in the welfare of the communities in which they
operate. Thereby setting themselves apart from
competitors and drawing a sense of affinity towards the
organisation and its brand. To put it succinctly,
organisations should be seen as thriving on the wings of its
image and ethos or better still as a brand that is seen as
positioning itself as a socially responsible organisation and
this has far more reaching benefits that the cost incurred in
practicing it.

Recommendation
Future studies should be carried out in other jurisdictions
to affirm the validity of the results. Also a longitudinal

study with respect to the positioning strategies of firms
should be carried out to ascertain the changing trends that
can impact and affect the positioning strategy of the firm.
Further studies should also be conducted into the
positioning dimensions that firms use to position their
offerings and especially within the service sector.
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