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CHAPTER ONE 

INTRODUCTION/BACKGROUND STUDY 

1.1
INTRODUCTION

Competition is a major tenet in market economy. Business is often associated with competition as most companies are in competition atleast with one other firm over the same group of customers, raw materials, space and even personnel competition usually stimulate organisational resources for development of higher quality of services or products. 


Competitions in a business environment create a lot of impact in communication market, competition in biology, ecology and sociology is a contest between organisms, animals, individuals, and/for groups for territory, niche, location, resources, goods, prestige, recognition, status and leadership; it is the opposite of cooperation. It arises whenever parties strive for a goal which is desired individually but not in sharing co-operation. Competition occurs naturally between living organisms which co-exist in the same environment for example animals compete over water supplies, food, mates, and other biological resources. Humans compete usually for food, mate and other resources though when these needs are met, deeper rivalries often arises over the pursuit of wealth, prestige and fame. Communications market as a sector of the Nigerian economy is not an exception in this concept of competition. As all the companies and services providers are in struggling for talented and experienced workers, other resources and even customers. This is important to maintain their current customers and even get new ones. These companies are engaged in different competitive activities most of them circled around product/services improvement this study seek to examine competitors in a business environment as a motivation for better products. A case study of communication market. 

1.2
STATEMENT OF THE PROBLEM

Monopoly reduces competition while free enterprise economy encourages competition. In Nigeria some years ago when Nigeria telecommunication by only MTN. MTN as the only services provider, apart from providing expensive services the quality of services provided were generally poor. But with the introduction Glo, Etisalat, and Airtel into the Nigerian telecommunication sector, the services provided apart from being affordable, are of higher quality. Many attributed this development to government regulation, awareness (on the part) of consumer and other on competition. The above development motivated this study that seek to examine competitors as a motivational tool for better products. 

1.3
OBJECTIVES OF STUDY

The objectives of this study are as follows 

1.
To examine the role of competitors in a business environment as a motivational tool for better products (good and services).

2.
To examine the reasons for competition

3.
To examine the problems of managing competition in a communication business. 

4.
To recommend strategies for healthy and effective competition.  

1.4
RESEARCH QUESTIONS

The following research questions were formulated to guide the study.

i.
What are the roles of competitions in motivating better products. 

ii.
What are the reason for competitors

iii.
What are the problem of managing competition as a tool for better product recommended. 

iv.
What are the strategies for effecting management of competition as motivating tool for better product development. 

1.5
SIGNIFICANCE OF THE STUDY

The outcome of this study will be benefit the following classes of people.  

i.
Management of telecommunications companies and  service providers. The information from this work will provide useful input for effective decision making in the telecommunication firms. 

ii.
Government: The data from this research will assist government in planning, controlling and other decision making that pertain to telecommunication industry. 

iii.
Consumers and Potential Customers:  The information from this study will assist customers and potential customer in deciding on product usage. 

iv.
It will act as a reference materials for further research on the subject matter. 

1.6
SCOPE AND LIMITATION OF THE STUDY

This study centered on the examination of competition in a business environment as a motivational tool for better products. A case study of Nigerian communication marketing. 

1 The data used in this study were limited to secondary (published material) and primary (questionnaire) sources of data.

2 It is pertinent to note here that, this study was limited by the following factors

a.
Limited time, the time available to the researcher was limited because lectures were still going on during the research work. 

b.
Lack of finance: Limited finance at the disposal of the researcher also limited the frequency of the researcher visit to the case study, libraries and cyber cafe.

c.
Poor availability of Material: Since the research topic is a resent one, material on the subject is limited but thanks to the internet that provided the bulk of the material used. 

