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ABSTRACT 

Customer Value Management (CVM) technology has emerged as a significant revenue stream in 

the mobile telecommunications industry. CVM technology contributes substantially to revenue 

growth in the mobile sector. CVM technology plays a crucial role in revenue growth within the 

mobile industry. In developed countries, major mobile operators have made considerable efforts 

to adopt CVM technology. It appears that mobile operators in developed countries are adopting 

CVM technology as a means to gain a competitive advantage. The study aims to examine the 

factors that influence the adoption and use of CVM by mobile operators in Eswatini. 

A quantitative survey methodology was implemented in the investigation. A total of 254 Eswatini 

MTN employees completed a closed-ended questionnaire. This study used the Technology, 

Organisational, and Environmental (TOE) Framework as a theoretical lens. The TOE framework 

is mainly utilised to study the adoption of technology at an organisational level. 

The findings revealed that the three constructs — technological, organisational, and environmental 

—are the main variables that impact the decision to adopt customer value management technology 

within the TOE model. However, the most significant determinants were technology, followed by 

organisational and environmental factors, which were the least important. 

The research contributes to the body of knowledge on the factors influencing mobile operators' 

adoption of customer value management technologies in Eswatini. The study's findings have the 

potential to inform mobile operators' strategies for implementing new technology. Additionally, 

mobile operators interested in investing in CVM technology should consider the factors 

highlighted in the study before adopting customer value management technologies.  
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Chapter One: Introduction 

1.1. Introduction of the study 

The impact of information technology on business operations is significant, as noted by Jackson 

and Allen (2023). In particular, mobile operators have recognised the necessity of adopting modern 

technological advancements as a core component of their strategic frameworks. This shift is 

primarily driven by the overarching trend of digital transformation that is reshaping industries 

worldwide. As businesses strive to remain competitive in an increasingly digital landscape, the 

integration of innovative technology solutions has become essential. This not only facilitates 

improved operational efficiency but also enhances customer value management, which is critical 

for sustaining market relevance. 

To achieve greater profitability, mobile operators have been compelled to incorporate 

sophisticated technological tools into their daily operations. This integration often involves the 

deployment of advanced technology, data analytics, artificial intelligence, and cloud computing, 

which collectively enable these companies to streamline processes and make informed decisions. 

By leveraging these technologies, mobile operators can optimise resource allocation, reduce 

operational costs, and ultimately drive revenue growth. The strategic adoption of such technologies 

is not merely a response to current market demands but also a proactive approach to future-

proofing their businesses against the rapid pace of change in the digital era. 

1.2. Background of the study 

The incorporation of modern technologies has become a key necessity for mobile carriers that want 

to maintain their competitive advantage in the market Chatterjee, Chaudhuri, and Dutta, 2018). In 

an era characterised by rapid technological advancements, a deep comprehension of these 

innovations is imperative for effectively navigating the intricate dynamics of the digital 

environment. Mobile operators face the urgent need to acquire relevant knowledge about modern 

technologies and implement this understanding promptly and efficiently. This dual requirement 

not only enhances their operational capabilities but also positions them to respond adeptly to the 

evolving demands of consumers and the marketplace (Chatterjee, Chaudhuri, and Dutta, 2018). 
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Jeyanthi, Mansurali, Harish, and Krishnaveni (2020) argue that the survival of mobile operators 

depends on proper information technology systems, which serve as the backbone for operational 

efficiency and informed decision-making. In essence, information technology is an enabler and 

essential component of delivering business operations. This is where customer value management 

technology comes to the forefront (CVMT). CVMT enables marketing initiatives that empower 

businesses to enhance their operational efficiency. By leveraging innovative strategies and tools, 

CVMT enables companies to reach their target audiences effectively. 

The adoption of this technology requires larger storage facilities and systems capable of processing 

data at a high rate. Such requirements stem from the inherent nature of the technology, which 

generates vast amounts of data that must be efficiently managed and analysed to drive meaningful 

insights (Jeyanthi et al., 2020). This shift not only enhances operational efficiency but also 

improves customer engagement by leveraging advanced technologies such as artificial intelligence 

and big data analytics (Golightly, Chang, Xu, Gao, and Liu, 2022) 

Additionally, customer value management technology continues to evolve rapidly, and mobile 

operators must respond promptly to remain relevant and beneficial. Customer needs also develop 

over time. For operators to stay aware of the changing times and new transformations, they must 

be alert. Therefore, operators must meet their customers' demands and respond promptly to remain 

in business. 

1.3. Statement of the problem 

It is worth noting that for decades, mobile operators have relied solely on market penetration 

strategies to increase their market share (Das and De, 2023). These strategies did not necessitate 

significant technological advancements or innovations, allowing companies to prioritise 

immediate market presence over long-term technological development. In markets where the level 

of penetration has surpassed 100%, the effectiveness of traditional strategies has been called into 

question. This phenomenon indicates that the market has reached a saturation point, where the 

number of users or consumers exceeds the total addressable market. In such scenarios, 

conventional approaches that rely on increasing market share or expanding customer bases may 

no longer yield the desired results (Das and De, 2023).  
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In Eswatini, the mobile telecommunications sector faces significant challenges due to its reliance 

on manual processes and outdated technological infrastructure. This dependence not only hampers 

operational efficiency but also limits the industry's potential for innovation and growth. In contrast, 

telecommunications operators globally have successfully harnessed the advantages of modern 

technology, enabling them to enhance their economic performance through strategies centred on 

customer value-based management. As highlighted by Meena and Geng (2022), these 

advancements enable more effective customer engagement, leading to improved service delivery 

and increased profitability. The disparity between Eswatini's current practices and the more 

progressive approaches adopted elsewhere underscores the urgent need for modernisation within 

the local telecommunications landscape to remain competitive and responsive to consumer 

demands. 

1.4. Mobile telecommunication in Eswatini  

The liberalisation and regulation of mobile telecommunications in Eswatini have led to a 

significant influx of new market participants. This shift has effectively removed previous 

obstacles, resulting in a competitive environment where new entrants can operate on an equal basis 

with established players. Ramani and Srinivasan (2019) contend that this liberalisation not only 

facilitates the entry of new companies but also stimulates overall industry growth. Supporting this 

view, Agiakloglou and Polemis (2018) highlight the rapid expansion of the telecommunications 

sector in Europe following market liberalisation, with notable growth observed particularly in 

countries like the United Kingdom and Denmark. This evidence underscores the potential benefits 

of a deregulated market, suggesting that similar outcomes could be anticipated in Eswatini as the 

telecommunications landscape continues to evolve. 

In the African context, as in the rest of the world, the industry has been undergoing significant 

transformation since the early 1990s. The purpose of this transformation was to eliminate the 

monopoly in the telecommunications sector, which was dominant at the time. Furthermore, 

Agiakloglou and Polemis (2018) note that the global shift towards open markets compelled African 

countries to deregulate the industry, leading to increased competition and the emergence of new 

market players. This transition not only encouraged innovation but also attracted foreign 

investment, which was essential for economic growth and development across the continent. 
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Notably, the kingdom of Eswatini was one of the last countries in the world to abolish monopolies. 

Thus, before this transformation, the telecommunication industry in Eswatini was dominated by 

Eswatini MTN, as the monopolistic mobile phone operator held a monopoly for more than a 

decade, with Eswatini MTN remaining the sole mobile operator until recently. The kingdom of 

Eswatini was one of the last countries in the world to abolish monopolies. In 2013, the Eswatini 

Communication Commission (ESCCOM), a telecommunications regulatory authority, was 

established. Since then, the country has registered two more operators. 

In 2016, ESCCOM released a report stating that mobile market penetration in the country is 

significantly above the regional average. Additionally, the report states that the deregulation of the 

sector has led to a competitive market. In 2019, the country recorded a 96 per cent rate, with 

metropolitan areas accounting for a larger share than rural areas. It is the second-highest rate in 

sub-Saharan Africa. 

The GSMC Intelligence 2021 report (GSMC, 2021) predicts that customer acceptance of 5G is 

expected to exceed 20 per cent of worldwide cellphone usage by 2025. This anticipated surge in 

adoption is particularly pronounced in nations at the forefront of 5G advancements, including 

China, the United States, various Asian countries, Australia, and select European regions. In 

contrast, the African continent shows a more limited rollout, with South Africa, Nigeria, and 

Kenya emerging as the primary leaders in the deployment of commercial 5G services. Notably, 

mobile operators in Eswatini have begun upgrading their infrastructure to accommodate 5G 

technology, indicating a gradual yet significant shift toward enhanced mobile connectivity in the 

region. (Tsoulos, Athanasiadou, Zarbouti, Nikitopoulos and Christopoulos,  2024). 

These upgrades to newer technologies demonstrate that mobile operators perceive the adoption of 

technological advancements as a new driver for business continuity. From a global perspective, it 

is projected that approximately 60% of mobile operators in growing and advanced markets have 

already deployed customer value management technology. It is reported that all mobile operators 

in South Africa have adopted and implemented CVM technology (Alolayan and Al-Kaabi, 2020).  
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1.5. Research questions 

1. What are the technological factors that influence mobile operators’ adoption of CVM 

technology in Eswatini? 

2. What are the organisational factors influencing the adoption and usage of CVM technology 

by mobile operators in Eswatini?  

3. What are the environmental factors that influence the adoption of CVM technology by 

mobile operators in Eswatini? 

4. How well do the technology, organisational, and environmental measures predict the 

adoption of CVM technology by the mobile operators in Eswatini? 

1.6. Research objectives  

1. To ascertain the technological factors that influence mobile operators’  adoption of CVM 

technology. 

2. To understand the organisational factors that influence the adoption and usage of CVM 

technology by mobile operators in Eswatini. 

3. To determine the environmental factors influencing the adoption and usage of CVM 

technology by mobile operators in Eswatini. 

4. To determine the level of CVM technology adoption and usage by mobile operators in 

Eswatini.  

5.  

1.7. Research methodology 

This study employed quantitative methods, with a survey approach being the preferred method. 

The survey utilised closed-ended questions sourced from previous research studies to acquire data. 

This study’s research participants were drawn from all permanent staff members of Eswatini MTN 

based at the head office and two service centres in Mbabane and Manzini. The research participants 

include 8 in top management, 30 in middle management, and 216 in lower management. 
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The researcher thoroughly addressed all ethical considerations related to the study. Before data 

collection commenced, approval was obtained from the University of KwaZulu-Natal, ensuring 

that the research adhered to institutional guidelines and ethical standards. Additionally, informed 

consent was acquired from all participants involved in the study. 

1.8. Significance and contribution of the study 

Customer value management technology represents a relatively new concept within the context of 

Eswatini, resulting in a significant gap in understanding and expertise in this field. This study shall 

contribute to the body of information from the country’s perspective. The study’s findings 

highlight the advantages that are associated with modern information technology in the mobile 

sector. Technology presents several benefits and challenges that require ongoing monitoring 

through research. Furthermore, the study’s results provide valuable insights for future use. 

Additionally, these operators may use the research study’s findings as a point of reference to 

inform their decision-making. 

1.9. Overview of the study  

This research is divided into six chapters, as outlined below. 

• Chapter One: This chapter lays the foundation of the research and is divided into two 

sections. The first section introduces the research problem statement, background, and the 

theories that underpin the study. 

• Chapter Two: This chapter presents a review of the academic literature relevant to the 

adoption of customer value management and the appropriate technology by mobile 

operators. In this chapter, the concepts of CVM technology are explained. The focus was 

on the technology relevant to the subject matter. This chapter also examines the newer 

technology that is predominantly utilised by other operators worldwide. The research 

approach used as a guide to conduct the quantitative investigation is reviewed in the next 

chapter. 
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• Chapter Three: This chapter analyses the relevant literature to the study questions and 

objectives. The chapter also discusses various types of theoretical frameworks, focusing 

on the Technology, Organisation, and Environment (TOE) framework, which applies to 

the study. It presents an overview of the telecommunications industry, focusing on the 

adoption of customer value management technology by mobile operators in general and 

specifically in Eswatini. 

• Chapter Four: This section presents the data-gathering strategies and information about 

the research approach and methodology. It presents and elaborates on the plan and how the 

study was conducted. The methodology section provides detailed information about the 

data collection method, the research instrument developed, and the data analysis approach. 

A quantitative approach was adopted, and an online survey was conducted using a closed-

ended questionnaire. This chapter also elaborates on the ethical considerations that were 

observed throughout the research process. 

• Chapter Five: This chapter presents the analysis of the quantitative data obtained from 

questionnaires issued to targeted respondents. First, the demographic profile of the 

respondents, as well as their basic knowledge of customer value management, is 

considered. This includes descriptive statistics and frequency tables. The researcher further 

discusses advanced statistical computations to answer the third research question. 

• Chapter Six: This chapter summarises the research and examines the responses to the 

questions under investigation. It further discusses the study's limitations, provides some 

recommendations, and ultimately concludes the study. 
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Chapter Two: Literature Review 

2.1. Introduction 

This section aims to explore the fundamental concepts related to Customer Value Management 

Technology (CVMT) and the accompanying strategies. To facilitate this exploration, the chapter 

undertakes an extensive review of existing literature on CVMT, aiming to identify any gaps or 

shortcomings that the present study will address. By examining the theoretical foundations of 

CVMT, the chapter not only elucidates the core principles that govern this field but also prepares 

the groundwork for a more profound comprehension of how these technologies can be strategically 

employed to enhance customer value.  

2.2. Customer value management 

Research review reveals that customer value management has become one of the most crucial 

developments in marketing. It has emerged as one of the most researched and analysed themes in 

the field of marketing science. Furthermore, this topic has highlighted the importance of customer 

value management within the mobile telecommunications industry. Lemon and Verhoef (2016) 

concluded that customer value management is an organisational strategy that maximises the value 

delivered to target markets, thereby gaining a competitive advantage and leveraging profitability. 

One of the most crucial aspects of CVM is customer value, which is the revenue that an 

organisation generates from an individual customer. It focuses on the organisation’s customer base 

by analysing personal data sets. As a result, more customer data is collected and stored from all 

the channels through which customers interact with the organisation. 

This information is critically analysed to gain insight that will inform future business decisions. 

Historically, conventional marketing approaches overlooked the significance of customer data as 

a vital element in shaping marketing tactics (Shah and Murthi, 2020). In contrast, customer value 

management prioritises the examination of customer data to enhance their overall value through 

strategies that are informed by data analytics. 
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The availability of customer databases drives customer value management gathered from every 

touchpoint the customer uses to engage with the organisation. The availability of customer data 

has enabled organisations to build large data warehouses with real-time feeds that can enhance 

customer analysis. Gupta, Kushwaha, Badhera, Chatterjee, and Gonzalez (2023) emphasise the 

importance of adopting a customer-centric approach rather than customer value management, 

arguing that businesses should prioritise the needs and preferences of their customers over the 

technologies they employ. They further claim that technology plays a crucial role in managing 

customer value. Lemon and Verhoef (2016) emphasise the importance of both elements in their 

analysis. They argue that a balanced approach, which considers the interplay between these 

aspects, is crucial for achieving optimal outcomes. 

2.3. Definition of customer value management  

The definition of CVM is tenuous. Thus, over the years, several scholars have attempted to define 

the concept of CVM. For example, Kotler (2017), Shukla, Arun, Shukla, Clinton, and Mehendale 

(2018) and Lemon and Verhoef (2016) define CVM from the perspective of processes and 

strategies for maximising the worth of the business’s clients through enhancing profitable 

relationships with the customer base and tailoring products to fit the customer’s needs best. They 

state that its primary focus is on analysing each client's and prospect’s data. This view is advanced 

by Mohamed’s (2020) understanding of CVM, which identifies customer value management as a 

management strategy where clients are viewed as the business’s most valuable resource. By 

structuring operations around clients' connections, their value may be quantified and raised.  

A different perspective on CVM is presented by Eggert, Frow, Payne, and Steinhoff (2020), whose 

understanding of customer value management foregrounds it as the sum of the economic worth of 

every source of revenue that customers generate for the business throughout their lifetime, minus 

the expenses incurred by those customers. Thus, in line with the available definitions, this study 

prefers to define CVM as the optimisation of customer usage data to deliver business value. It is 

worth noting that customer value management relies on information technology to function 

effectively.  
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Today, mobile telecommunications organisations face significant challenges from local and global 

competitors. The mobile market has reached a saturation point due to the industry’s volatility. In 

the past, these organisations relied on a larger market share and, on average, revenue per subscriber 

(Ventos-Santaularia et al., 2020). For these organisations to thrive, they must cultivate long-term 

relationships with their customers. 

Customer value management enables organisations to focus on individual data analysis and utilise 

that information to influence customer behaviour. This information can be used to acquire and 

retain customers, as well as influence customer behaviour. Research also indicates that 

organisations that focus more on the customer side of CVM tend to perform better than those that 

do not prioritise this aspect (Mohamed, 2020). All marketing efforts aimed at enhancing customer 

engagement with the organisation are consistent across all channels. As a result, an organisation 

that adopts and implements CVM improves its profitability by 5% and retains lucrative customers 

(Eggert et al., 2020). 

Customer value management is rooted in relationship marketing, which focuses on measuring key 

constructs such as trust, loyalty, and the overall customer experience. Traditional relationship 

marketing did not consider constructs such as customer usage behaviour and data as critical 

information. On the contrary, CVM considers these components as necessary, and it focuses on 

analysing customer data to enhance business value and retain high-value customers. Technology 

enables organisations to capture, store, retrieve, and analyse vast volumes of data sets in real time. 

On the other hand, customers can access products and services in real time through various 

touchpoints. 

The technology utilised by the organisation concerning CVM should benefit the customer and 

enhance customer management. In this approach, technology facilitates data storage, acquisition, 

and accessibility (Ventos-Santaularia et al., 2020). Ultimately, customer-centric CVM necessitates 

the effective management of customer lifetime value, profitability, and customer satisfaction. 
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2.4. Information technology and Customer  value management 

Technological advancements are critical to the growth of industries and the evolution of 

telecommunications. The industry has undergone a significant transformation due to technological 

advancements. The World Bank defines information, communications, and telecommunications 

as a set of tasks that allow data to be analysed, exchanged, and presented electronically (Kumar 

and Zymbler, 2019). They further suggest that it enables individuals to trade, obtain, and 

disseminate information, as well as communicate via internet connections. While technology has 

long been utilised in the telecommunications industry for call setup and communication, with call 

duration records captured and stored in data centres, recent advances in the World Wide Web 

(Internet) and big data analytics are enabling telecommunications organisations to break new 

ground. 

Information technology broadly encompasses the use of computer systems to organise, manage, 

store, and exchange data. This field uses processing power, embedded sensors, and vast storage 

capacity. On the one hand, IT enables customers to access the organisation’s products and services 

through various channels. For instance, most personalised offers are accessible via Unstructured 

Supplementary Service Data (USSD). On the other hand, customer value management entails 

optimising the value of individual customers, focusing on explicitly analysing customer purchase 

behaviour (Kraus, Jones, Kailer, Weinmann, Chaparro, and Roig-Tierno, 2021). 

Similarly, information technology enables customers to connect with organisations and facilitates 

the delivery of product offerings. It also collects customer data and stores it in database 

management systems. Without technological advancements, transforming data into meaningful 

insights has been proven to be a significant challenge for organisations (Kraus et al., 2021). 

Through technology, telecommunication organisations connect with their customers using various 

channels. Additionally, mobile technology enables organisations to reach previously unreachable 

marginalised customers. For instance, products can be designed based on location and customer 

needs. Furthermore, technology enables mobile organisations to collect and analyse customer data. 

Mobile organisations utilise technological advancements to maintain market sustainability.  
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They innovate to remain relevant in the industry and protect their market share (Parcu Rossi and 

Brennan, 2022). As a result, mobile organisations are forced to adopt modern technologies that 

will enable them to cope with the increasing volumes of traffic and data.  

According to Nchake and Shuaibu (2022 there has been a substantial rise in interest in 

technological adoption in mobile telecommunications. The change is perpetuated or influenced by 

digital transformation and innovation. New entrants are entering the market with considerable 

innovation. The mobile technological change depends on the advancement of enabling 

technologies. These technologies include network technologies (IoT), infrastructure, cloud 

services, massive datasets, and machine learning (ML). 

The government, a key institution in the telecommunications sector, actively advocate the change. 

Across the globe, the mobile industry is now regulated, and policies are being developed to govern 

it. Moreover, the government facilitates the development of infrastructure and strategically 

positions it to promote growth. Infrastructure development is integral to sustained growth in the 

industry. The government also ensures that fair practice policies are implemented and observed. It 

also provides an environment that attracts new investors to the industry and eliminates barriers that 

hinder competition, thereby attracting new investors (Nchake and Shuaibu, 2022). 

2.5. Understanding customer value management technology  

The mobile telecommunications sector has undergone significant transformation due to the 

widespread adoption of innovative technologies. This evolution is driven by the necessity for 

mobile operators to allocate substantial financial resources towards enhancing their technological 

infrastructure. As highlighted by Chivandire, Botha and Mouton (2019), the process of diffusion 

not only involves the integration of new technologies but also necessitates a strategic approach to 

capital investment. Operators must navigate the complexities of rapidly changing consumer 

demands and competitive pressures, which compel them to upgrade their systems and services to 

stay competitive continually. This ongoing investment is crucial for maintaining market relevance 

and ensuring that operators can deliver high-quality connectivity and advanced features to their 

customers. 
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Customer value management technology encompasses all the technologies employed by mobile 

operators to maximise customer value by enhancing profitable relationships and tailoring products 

to their specific needs (Wagh, Andhale, Pansare, Ambadekar, and Gawande, 2023). The primary 

goal of CVMT is to streamline customer management processes, improve customer engagement, 

and maximise revenue. These systems encompass social media platforms and all customer contact 

tools, which facilitate the development of relationships and ongoing communication between 

customers and businesses. 

The integration of Customer Value Management Technology within the mobile 

telecommunications sector is crucial for enhancing customer engagement, boosting conversion 

rates, and increasing overall customer satisfaction, as highlighted by Wagh et al. (2023). For 

mobile operators to sustain their competitive edge, it is essential to prioritise not only market share 

and customer acquisition but also the technological dimensions of their operations. Achieving this 

goal necessitates a well-defined strategy for adopting advanced information technologies, 

including artificial intelligence, machine learning, and cloud computing. According to Kitchens, 

Dobolyi and Abbasi (2018), the effectiveness of customer value management technology is 

significantly dependent on the use of integrated systems capable of capturing and analysing 

customer data. Their research highlights the transformative impact of technology on business 

practices, demonstrating how mobile companies utilise advanced tools to understand better and 

cater to customer needs. To elaborate further, let’s examine the various CVMTs that have 

transformed the mobile telecommunications industry within the digital economy. 

2.5.1. Artificial intelligence  

Artificial Intelligence (AI) can be broadly categorised into two main types: Machine Learning 

(ML) and Expert Systems (ES). These classifications enable AI systems to harness vast amounts 

of data, allowing them to perform complex analyses, make informed judgments, and generate 

predictions with remarkable accuracy. Machine learning focuses on algorithms that improve 

automatically through experience, learning from data patterns without explicit programming. In 

contrast, expert systems are designed to emulate the decision-making abilities of a human expert 

in specific domains, utilising a knowledge base and inference rules to solve problems (Burns, 

2020). 
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The integration of artificial intelligence (AI) within mobile operators has seen significant 

expansion over the years, primarily aimed at gaining insights into customer behaviour and 

preferences. This technological advancement enables companies to analyse vast amounts of data, 

allowing them to identify trends and patterns that inform the development of customised products 

and services tailored to meet the specific needs of their subscribers (Burns, 2020). 

2.5.2. Machine learning 

Machine learning (ML) has the remarkable capability to process vast amounts of data, enabling it 

to identify specific trends and patterns that often elude human observation. Through sophisticated 

algorithms, ML systems can analyse complex datasets at a speed and accuracy that surpasses 

human capabilities. This rapid learning process allows these algorithms to make predictions with 

a high degree of precision, often without the need for human oversight or intervention, thereby 

facilitating a level of automation that enhances efficiency in various applications (Burns, 2020).  

2.5.3 Big data technology 

This category includes advanced data mining processes that analyse customer behaviour based on 

product and service usage. These processes utilise a range of algorithms and analytical methods to 

uncover patterns and trends in usage, allowing businesses to gain insights into customer 

preferences, purchasing habits, and overall satisfaction. It also includes business intelligence tools 

for data visualisation. In the telecommunications industry, data volumes occur in real-time mode, 

and they must be extracted from various nodes to generate valuable insights that can inform 

business decisions quickly. The ability to access and analyse this data promptly allows businesses 

to respond swiftly to market changes, optimise operational efficiency, and ultimately gain a 

competitive edge in a rapidly evolving industry landscape (Tope-Oke, Afolalu, and Omofade, 

2019). 
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2.5.4. Customer relationship management system 

Customer relationship management (CRM) systems play a crucial role in integrating customer 

information, providing mobile operators with a comprehensive 360-degree view of their clientele. 

This holistic perspective enables organisations to enhance communication strategies and tailor 

their offerings to meet the specific needs and preferences of individual customers. CRM systems 

facilitate a deeper understanding of customer journeys. As a result, mobile operators can engage 

in more personalised marketing efforts, ensuring that promotions and communications resonate 

with the target audience (Kotler, 2017). 

2.5.5. Multi channels 

Online media platforms, including Facebook and Instagram, as well as inbound and outbound 

channels and specialised multimedia channels, fall under this category. The review of existing 

literature suggests that a substantial number of businesses, particularly within the 

telecommunications industry, have adopted contemporary technologies to enhance their customer 

communication strategies in an increasingly digital landscape. This shift towards digital 

communication is driven by the necessity to meet evolving consumer expectations and to leverage 

the advantages offered by technological advancements. This transformation reflects a broader 

trend across multiple sectors, where the adoption of digital communication technologies is 

becoming essential for maintaining competitiveness and relevance in a fast-paced market 

environment (Nadkarni and Prugl, 2020). 

2.5.6. Campaign management platforms 

Campaign management platforms facilitate the execution of both automated and interactive 

marketing campaigns, encompassing both inbound and outbound strategies. These platforms are 

designed to effectively target customers by delivering real-time offers tailored to specific, time-

sensitive, and location-based events. These systems enable marketers to engage with their audience 

in a more personalised manner, enhancing the likelihood of conversion. The integration of 

automation allows for the seamless execution of campaigns, ensuring that relevant messages reach 

consumers at the optimal moment, thereby maximising engagement and driving sales. 

Furthermore, the interactive nature of these campaigns fosters a two-way communication channel, 
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allowing businesses to gather valuable feedback and insights from their customers, which can be 

utilised to refine future marketing efforts (Nadkarni and Prugl, 2020). 

2.5.7. Operational technology 

This category includes automated processes for customer value management, including dedicated 

campaign management systems. These technologies incorporate big data technology, real-time 

triggers, cloud solutions, intelligent machines, and learning machines. The advancement of these 

technologies has introduced novel methods for handling customer data. This evolution has led to 

the development of innovative strategies that  enhance data processing capabilities, allowing 

businesses to derive actionable insights from vast amounts of information (Sobocinska and 

Mazurek-Lopacińska, 2021) 

2.6. Factors influencing the adoption of CVM technology 

The Technology Acceptance Model (TAM) provides a framework for understanding the factors 

that organisations consider when they decide to adopt and implement new technologies. Central 

to this model are two key elements: behavioural intentions and attitudes towards technology 

adoption. These elements are significantly shaped by users' perceptions of the benefits that the 

technology offers, as well as the convenience associated with its use. Essentially, suppose 

individuals perceive a technology as beneficial and easy to use. In that case, they are more likely 

to develop positive attitudes and intentions toward its adoption, thereby facilitating a smoother 

integration process within the organisation (Feng et al., 2020).  

In contrast, the Unified Theory of Acceptance and Use of Technology (UTAUT) expands upon 

the foundational concepts of TAM by introducing four critical constructs that influence technology 

acceptance. These constructs include performance expectancy, which refers to the degree to which 

users believe that using the technology will enhance their job performance; effort expectancy, 

which pertains to the ease of use associated with the technology; social influence, which captures 

the impact of peers and social networks on an individual's decision to adopt the technology; and 

ultimately, the behavioral intention to use the technology itself. By incorporating these dimensions, 

the UTAUT model offers a more comprehensive understanding of the various factors that drive 
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technology acceptance in organisational settings, highlighting the interplay between individual 

perceptions and social dynamics (Feng et al., 2020). 

The Technology, Organisational, and Environmental (TOE) framework provides a comprehensive 

perspective on the factors influencing technology adoption within organisations. This framework 

encompasses various measurable constructs, including relative advantage, compatibility, 

perceived ease of use, and reduced time-to-market. Additionally, it emphasises the importance of 

documentation, improved customer collaboration, shared learning, enhanced communication, and 

productivity. The framework also emphasises the importance of better predictability and increased 

transparency as key elements that can facilitate the adoption process. By focusing on these 

constructs, the TOE framework allows organisations to assess the potential benefits and challenges 

associated with new technologies, thereby guiding their decision-making processes (Abed, 2020). 

Moreover, the TOE framework acknowledges that the technological attributes themselves do not 

solely determine technology adoption but are also significantly influenced by contextual factors. 

These include the size of the company, the number of employees, the prevailing organisational 

culture, and the legal regulations that govern the industry. Such factors can either facilitate or 

hinder the adoption process, as they shape the organisational readiness and willingness to embrace 

new technologies. By considering both the technological and contextual dimensions, the TOE 

framework offers a holistic understanding of the complexities involved in technology adoption, 

enabling organisations to navigate the challenges and leverage the opportunities presented by 

technological advancements (Abed, 2020). 

 2.7. Challenges and limitations of customer value management technology. 

The implementation of Customer Value Management (CVM) technology presents several 

challenges and limitations, particularly in the realm of machine learning. This technology 

necessitates a substantial amount of data for practical interpretation and learning processes, which 

in turn demands significant storage capacity to accommodate this data for future decision-making. 

As highlighted by Haefner, Parida, Gassmann, & Wincent (2023), the requirements for data are 

continually increasing, posing a challenge for organisations that must not only collect but also 

manage and analyse vast datasets. This escalation in data needs can strain existing infrastructure 
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and necessitate investments in additional resources, complicating the overall management of 

customer value. 

Another critical aspect of CVM technology is the complexity associated with data mining and 

analytics. These processes require a high level of expertise, often leading organisations to recruit 

specialised professionals to supplement their internal capabilities, as noted by Haefner et al. 

(2023). Furthermore, the financial implications of adopting artificial intelligence and machine 

learning technologies cannot be overlooked. The implementation of these advanced systems 

demands considerable financial investment, including the acquisition of cutting-edge hardware 

and software to ensure that organisations remain competitive and up-to-date. This high cost can be 

a significant barrier for many businesses, notably smaller enterprises that may struggle to allocate 

sufficient resources for such initiatives. 

 2.8. Extent of use of CVM technology in the mobile industry. 

Customer value management (CVM) technology, as outlined by Kotler (2017), encompasses the 

suite of tools utilised by mobile telecommunications providers to oversee platforms dedicated to 

managing customer value and to facilitate interactions through various digital channels. This 

technology is essential for enhancing customer engagement and optimising service delivery. CVM 

technology can be categorised into three distinct types: operational technology, which focuses on 

the day-to-day processes and systems that support customer interactions; analytical technology, 

which involves the use of data analysis to gain insights into customer behavior and preferences; 

and collaborative technology, which emphasises the importance of teamwork and communication 

among different departments within an organisation to ensure a cohesive approach to customer 

value management. Each of these categories plays a crucial role in enabling telecommunications 

operators to meet customer needs and improve overall satisfaction effectively. 

2.9. Extent of use of CVM technology in the Eswatini mobile industry 

It is imperative to comprehend the extent of CVM services' utilisation in Eswatini's mobile 

industry, as well as the perceptions of mobile operators regarding the advantages and obstacles 

associated with customer value management technology. Moreover, little is known about customer 

value management in the market and its contribution to the company’s total revenue. The mobile 
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industry in Eswatini has been dominated by a single operator, Eswatini MTN, for over ten years. 

The market has since been liberalised, and a new independent regulatory authority was established 

in late 2013. Since then, market penetration has grown rapidly, reportedly exceeding the regional 

average. Thus, the market is now saturated, and competition is high. Gao (2021) argues that a 

liberated industry increases competition by attracting new entrants and fostering new ideas for 

growth.  

They further state that competition and innovation are crucial for survival. Due to market forces, 

mobile operators in the country are seeking better ways to remain competitive and profitable. 

Customer value management has been identified as one of the key performance attributes that can 

help organisations achieve their objectives. The utilisation of CVM and technology has a 

significant influence on the current digital world. Moreover, integrating digital data, automation 

technology, and real-time triggers into marketing activities is a top priority in the 

telecommunications sector.  

 

Kucia, Hajduk, Mazurek, and Kotula (2021) highlight that the implementation of CRM systems in 

modern marketing poses a major challenge. Similarly, the advancement of CVM technologies has 

resulted in the rise of dynamism in the market, which is difficult to implement. CVM technology 

integrates various customer information about customers (360-degree view). The technology is 

used to collect, store, analyse, and visualise customer information. 

2.10. Telecommunication sector landscape in Eswatini 

The kingdom of Eswatini is among the last African countries to have liberalised its ICT sector in 

2013. Since then, it has been promoting and developing ICT policies and strategies. Before the 

liberalisation, the telecommunications sector was dominated by a single player. In 2013, the 

government made a significant decision to end the monopoly, and subsequently, a regulator was 

established. The intention was to embrace competition and innovation in the sector. Two more 

mobile operators were introduced to create a robust and aggressive market.  
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The general perception was that the Eswatini market was characterised by limited competition and 

dominated by a single operator. In the African context, the literature indicates that the 

telecommunications industry in the early 1980s was traditionally monopolised and owned by the 

business community, with little intervention from the government. Over the years, however, we 

have seen governments across Africa taking the lead in infrastructure development, policy 

formulation, and establishing independent regulators. The liberalisation process has enabled the 

market to be conducive for new players to develop new businesses. For example, most mobile 

operators have established mobile money as a new source of revenue. Since 2013, mobile operators 

in the Kingdom of Eswatini have sought to transform traditional platforms into digital ones and 

capitalise on the opportunities presented by this innovation. Moreover, as noted in Eswatini’s 

National Development Plan (NDP) 2019-2022, this industry has been seen as a facilitator of long-

term development and GDP growth. 

Following the deregulation of the telecommunications industry in Eswatini in 2013, the mobile 

market is comprised of three operators: Eswatini MTN, Eswatini Mobile, and Eswatini Post and 

Telecommunications. (EPTC). The telecommunications sector in the country is led by the two 

most prominent players: MTN and Eswatini Mobile. The two operators are privately owned, and 

the government owns EPTC. According to the Eswatini Telecoms market report (2023), mobile 

users overall and the market penetration are significantly higher than the African average. The 

average revenue per user (ARPU) is one of the highest in Africa. 

MTN Eswatini is the leading telecommunications provider in the country, holding an estimated 

market share of approximately 60%. This leading operator caters to a diverse customer base, 

delivering both mobile and fixed-line services to over one million subscribers. In contrast, Eswatini 

Mobile holds a market share of approximately 40%, serving a substantial clientele of more than 

500,000 subscribers with comparable telecommunications offerings. The competitive landscape 

between these two operators is characterised by their ongoing efforts to capture a greater market 

share while simultaneously focusing on retaining their most profitable customers. This rivalry not 

only drives innovation and service improvements but also enhances the overall 

telecommunications experience for consumers in Eswatini. 
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2.11. Summary  

This chapter presents a comprehensive review of the academic literature on the adoption of 

customer value management (CVM) by mobile operators, along with the associated technologies 

they employ. It delves into the various aspects of CVM technology, emphasising those that are 

particularly pertinent to the topic at hand. Furthermore, the chapter examines emerging 

technologies that are predominantly utilised by mobile operators worldwide, highlighting trends 

and innovations that may shape future practices. The subsequent chapter will delve into the 

theoretical framework that underpins this research, providing a foundation for understanding the 

implications of the findings discussed in this chapter. 
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CChapter Three: Theoretical Framework 

3.1. Introduction 

This chapter elaborates on the theories that are important to the research study. A theoretical 

framework, built on one or multiple theories, provides the rationale as well as the structure for the 

research study. It is used to explain the concepts that will be discussed in a critical and in-depth 

manner. Moreover, it is a conceptual model that guides the research study. Mensah, Agyemang, 

Acquah, Babah and Dontoh (2020) state that the theoretical framework explains the relationships 

among key constructs, variables, and factors of the study. Theories are utilised to guide the study, 

to predict and explain the research outcomes.  

3.2. Reasons for using the TOE conceptual framework 

The frameworks under discussion encompass several prominent theories, including the 

Technology Acceptance Model (TAM), the Unified Theory of Acceptance and Use of Technology 

(UTAUT), and the Technology, Organisation, and Environment (TOE) Framework. Each of these 

models offers a distinct perspective on the factors influencing technology adoption and utilisation. 

A detailed summary of these frameworks is provided in Table 3.1, which outlines their key 

components and theoretical underpinnings, offering a valuable reference for further exploration of 

technology acceptance dynamics. 

 Table 3.1: Technology Adoption Frameworks 

Framework Influence Source 

Technology Acceptance 

Model (TAM) 

Perceived 

Usefulness & Perceived ease 

of use 

Awa and Emecheta  (2015) 

The Unified Theory of 

Acceptance and Use of 

Technology (UTAUT) 

Performance Expectancy, 

Effort Expectancy, and social 

influence, 

Basak (2015) 
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Organisation and 

Environment framework 

(TOE). 

Technological, 

Organisational, 

and Environmental 

Maduku, Mapinganjira and 

Duh (2016) 

 

Mpinganjira, M., & Duh, 

Research has been conducted to explore the various factors that affect the adoption of CVM 

technology within organisations. A thorough review of existing literature revealed that the 

Technology, Organisation, and Environment (TOE) framework is particularly well-suited for 

guiding this investigation. By employing the TOE framework, the study aims to uncover critical 

insights that can inform strategies for enhancing technology acceptance in diverse organisational 

settings. 3.2. Reasons for using the TOE conceptual framework 

Researchers employ a variety of conceptual frameworks to analyse the adoption of information 

technology, with the Technology Acceptance Model (TAM) emerging as the most widely utilised 

framework for understanding this phenomenon. The current body of research suggests that the 

Technology Acceptance Model (TAM) provides a comprehensive framework for understanding 

the various factors that affect users' acceptance of technology. Awa and Emecheta  (2015) contend 

that many prior investigations into information technology adoption within organisational contexts 

have frequently neglected essential dimensions of this phenomenon. This oversight has resulted in 

considerable gaps in the overall comprehension of the complexities surrounding technology 

adoption. They propose that the Technology-Organisation-Environment (TOE) framework can 

substantially bridge these gaps by incorporating a comprehensive set of elements that account for 

both organisational and individual factors. This holistic approach enables a more nuanced 

examination of how various contextual factors influence the adoption process, thereby enhancing 

the overall understanding of technology integration in organisational settings. 

Awa and Emecheta (2015) propose that the Technology-Organisation-Environment (TOE) 

framework can enhance our understanding of the factors that affect the adoption of innovations 

within organisations. This model is structured around three key dimensions: the technological 

context, which encompasses the tools and systems available; the organisational context, which 

includes the internal characteristics and culture of the organisation; and the environmental context, 
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which refers to the external factors influencing the organisation, such as market trends and 

regulatory conditions. 

Given these components, the TOE framework is deemed suitable for the research at hand, as it 

provides a comprehensive lens through which to analyse the complexities of innovation 

acceptance. Figure 3.1 illustrates the relevant frameworks that underpin this study, highlighting 

their significance in exploring the dynamics of innovation within organisational settings. 

Figure 3.1: Research model for CVM Technology Adoption 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 3.2 provides a comprehensive overview of the constructs and variables associated with each, 

along with their respective definitions and meanings. This table serves as a crucial reference point, 

elucidating the intricate relationships between the theoretical frameworks and the empirical 

measures employed in the study. 

 

 

Technological Context 

• Compatibility 

• Relative advantage 

• Related improvements 

    

 
Organisational Context 

• Top management 

• Strategic goal 

• Knowledge 

   

 

Environmental Context 

• Competitive pressure 

• Vendor support 

• Relative economy 

 

 

Intent to adopt CVM Technology 
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Table 3.2: TOE framework variables  

Constructs Definitions 

Technological   

1. Compatibility The level to which a new idea is deemed compatible with 

present beliefs, former experiences, and adopter desires. 

2. Relative advantage How a new idea is perceived as superior to the concepts it 

replaces. 

3. Relative improvement The rate at which an invention or new technology can 

enhance an already-existing process or service. 

Organisational   

1. Top management support Support of executive and senior management for the IT 

adoption initiative 

2. Strategic goal  A particular long-term goal the company hopes to 

accomplish  (both monetary and technological gains). 

3. Knowledge The level to which the application of the technology 

knowledge is found to be most helpful and straightforward 

to understand.  

Environmental Constructs  

1. Competition pressure  Competition and intense rivalry increase the chances of 

innovation adaptation, enabling companies to acquire a 

competitive advantage. 

2. Vendor support External intervention that influences the implementation 

process and acts as a barrier towards IT use. 

3. Relative economy The extent to which technological applications improve 

productivity and enable economic growth. 

3.3. Technological construct 

The technological components of an organisation are embedded within its structural framework, 

often referred to as its infrastructure. For an organisation to effectively integrate new technologies, 

it is essential to possess a robust IT infrastructure, a workforce that is adept in technological skills, 
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and a commitment to fostering a culture of innovation. According to Talukder and Quazi  (2019), 

these elements are critical for successful technology adoption. Moreover, organisations must also 

prioritise continuous training and development to ensure that employees can adapt to evolving 

technologies. Talukder and Quazi (2019) emphasise that the successful implementation of 

technology hinges on three key dimensions: relative advantage, compatibility, and complexity. 

Merely having access to technological resources is insufficient; organisations must also cultivate 

an innovative culture that encourages experimentation and adaptability. This cultural aspect is 

vital, as it influences how employees perceive and engage with new technologies, ultimately 

determining the overall effectiveness of the adoption process. 

Talukder and Quazi (2019) further emphasise the critical role that certain factors play in the 

adoption of technology within organisations. They argue that for firms to embrace new 

technological advancements effectively, it is essential to possess a robust IT infrastructure 

alongside a workforce equipped with the necessary technical skills. Additionally, the authors 

suggest that organisations with prior experience in innovation are more likely to be receptive to 

adopting new technologies. In any organisation, it is crucial to encourage employees to seek 

innovative ideas to stay ahead of the competition continually. The technology context in similar 

studies examines the variables of compatibility, complexity, and relative advantage as measures 

of the technological context. Lutfi and Mohamad (2016) suggest that these characteristics have an 

impact on the acceptance of new technological advancements. 

Relative advantage 

The advantages of incorporating information technology into customer value management are 

predominantly derived from the improvements that businesses experience as a result of this 

adoption. As articulated by Maduku et al. (2016), the concept of relative advantage refers to the 

degree to which a new idea or technology is perceived as superior to its existing alternatives. This 

perception of superiority is crucial, as it often translates into tangible benefits, including financial 

gains. By leveraging information technology, organisations can streamline their operations, 

enhance customer engagement, and ultimately improve their value proposition. Such innovations 

not only facilitate more efficient processes but also enable businesses to respond more effectively 

to customer needs, thereby solidifying their competitive edge in the marketplace. 
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Organisations often adopt new technologies when they believe such innovations will provide a 

competitive edge or help bridge existing performance gaps. Research by Chen and Aklikokou 

(2020) indicates that the perceived comparative benefits of information technology significantly 

influence its acceptance within businesses. This notion is further supported by Chiu, Liu, Chen, 

Yang and Chou (2017), who assert that comparative benefits are among the most critical factors 

driving the adoption of technological advancements in Malaysia. 

Research within the academic community has identified comparative advantage as a vital metric 

for the adoption of information technology. This concept highlights the potential benefits that 

organisations or individuals can achieve by implementing innovations that align with their unique 

strengths and available resources (Handoyo, Suharman, Ghani, & Soedarsono, 2023). 

Furthermore, the findings indicate that tailored incentives for prospective adopters can play a 

significant role in enhancing their readiness to accept these technological innovations. Chiu et al. 

(2017) argue that the adoption of Customer Value Management Technologies (CVMT) is 

positively correlated with the perceived relative advantages they provide. The existing literature 

extensively documents the successful deployment of CVM technologies by mobile operators in 

South Africa and other developed nations. However, there is a conspicuous lack of understanding 

regarding the benefits and relative advantages of CVMT for mobile operators in Eswatini, 

highlighting the necessity for further research in this domain. 

Compatibility 

According to Bond-Smith (2019), the concept of compatibility refers to the extent to which a new 

idea aligns with existing beliefs, prior experiences, and the expectations of those adopting it. They 

emphasise that for an innovation to be embraced, it must resonate with individuals' current beliefs 

and past encounters. This notion extends to individuals within any organisational context, 

suggesting that compatibility is a crucial factor in the acceptance of new initiatives. Furthermore, 

Bond-Smith posits that if organisational leadership is supportive of innovations and can effectively 

integrate them into the existing framework and operational procedures, the process of 

implementing new technologies becomes significantly more straightforward. This alignment not 

only facilitates smoother transitions but also enhances the likelihood of successful adoption among 

employees, ultimately contributing to the overall effectiveness of the organisation. 
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Chiu et al. (2017) highlight this notion in their study conducted in Malaysia, emphasising that 

compatibility plays a crucial role in the adoption process of new technologies. They contend that 

when senior leadership is confident that contemporary technologies can seamlessly integrate with 

legacy systems, the likelihood of successful adoption increases. This perspective underscores the 

importance of aligning technological advancements with the established cultural and operational 

frameworks within organisations, as such alignment can facilitate smoother transitions and 

enhance overall acceptance among employees. 

Complexity 

Hassan et al. (2017) characterise complexity as the extent to which an innovation is perceived as 

challenging to understand and utilise effectively. In a complementary perspective, Abualrob and 

Kang (2016) describe complexity as a condition marked by numerous interconnected components 

that interact in intricate ways. Their research indicates that the perceived sophistication of the 

technology plays a crucial role in influencing the decision to adopt it. When potential users view 

a technology as complex, it can significantly deter them from embracing it, highlighting the 

importance of simplifying innovations to enhance user acceptance and facilitate broader 

implementation. 

3.4. Organisational construct  

Understanding how an organisation is structured can provide insights into the pathways through 

which technology can be effectively implemented and utilised. This comprehension is crucial, as 

it allows leaders to identify potential barriers to technology adoption, such as hierarchical 

constraints or communication breakdowns, and to leverage existing strengths within the 

organisation to promote a smoother transition. The organisation's willingness to adopt new 

technology is crucial. 

Adepoju and Akinwale (2019) argue that the zeal of an organisation can be pretty helpful in the 

transition of the firm. They further stated that the adoption levels are entirely dependent on the 

following factors: top management support, organisation size, financial and technical resources, 

and managerial time. These characteristics have been identified as key elements in any 

organisation, as they influence the likelihood of technology adoption. However, the research on 
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technology uptake indicates that the availability of financial resources and senior management's 

attitude toward technology are the most likely factors influencing new technology adoption 

(Adepoju and Akinwale, 2019) 

Top management support 

Executive management plays a pivotal role in shaping the strategic direction of any organisation, 

as it holds the responsibility for making key decisions that impact the entire entity. The success of 

any project hinges significantly on the support from top management, which is essential for 

ensuring that the project aligns with the broader organisational objectives. This alignment is 

crucial, as it ensures that initiatives are not only relevant but also contribute to the company's 

overarching goals. The strategic direction set by executive management serves as a guiding 

framework, allowing projects to be executed in a manner that is coherent with the organisation's 

vision and mission. 

Research by Boritz, Efendi and Lim (2018) indicates that the acceptance of emerging technologies 

by an organisation's top management is often contingent upon their perception of the associated 

benefits and risks. When executives assess these factors as favourable, they are more likely to 

endorse the adoption of new technologies. Complementing this perspective, Maduku et al. (2016) 

emphasise the importance of executive management support as a fundamental component in 

understanding how organisations approach the integration of technological innovations. Their 

findings suggest that the commitment and endorsement from top leadership play a pivotal role in 

shaping the organisational culture and readiness for change, ultimately influencing the successful 

implementation of new technological advancements.  

Financial and technical resources 

Resources in an organisation can be technical, financial, knowledge, or human capital. Therefore, 

the focus here is on economic and technical resources for implementing cutting-edge technology 

in a business. In the research carried out by Aryani, Rohayati, Putri and Rinjany (2023), they claim 

that most organisations in the South African region, small or large, argue that financial and 

technical resources are the primary reasons they do not adopt new technology. Research on the 

uptake of innovative technologies indicates that the accessibility of technical and financial 
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resources impacts adoption. Prior studies demonstrate that these attributes greatly influence the 

organisational acceptability of innovation.  

The research conducted by Taherdoost (2018) highlights the critical role that an organisation's 

financial resources play in the successful adoption of technology. They argue that without adequate 

funding, the implementation of new technological initiatives can be severely hindered. Similarly, 

Abed (2020) emphasises that for any innovative concept to thrive, it is essential to secure the 

necessary financial backing. This underscores the importance of economic and technical support 

as pivotal elements in facilitating the acceptance and integration of new technologies within 

organisations. The interplay between financial resources and technological advancement is thus a 

fundamental consideration for organisations aiming to remain competitive in an increasingly 

digital landscape. 

3.5. Environmental construct  

Taherdoost (2018) emphasises the importance of understanding the environmental factors that 

impact business operations. The following are examples of ecological characteristics: business 

pressure, regulation, consumer readiness, vendor support, and infrastructure supporting the 

business. These determinants will vary depending on the environment in which the company 

operates, according to a study by Chiu et al. (2017). For example, competitive pressure is most 

likely in saturated and developed markets. Other scholars argue that competing organisations are 

pressured to adopt new technology to remain in business or maintain market share. The literature 

also reveals that some organisations may be pressured by the government and trading partners 

(Abed, 2020). 

Industry pressure (competition) 

Crowley and Jordan (2016) contend that a heightened sense of rivalry and competitiveness within 

industries significantly increases the likelihood of adopting innovations aimed at securing a 

competitive advantage. Their research indicates that competitive pressure serves as a robust 

predictor of the adoption of systems and information technology. Furthermore, additional studies 

corroborate the notion that industry pressure plays a significant role in predicting the adoption of 

new technologies. This competitive environment compels organisations to emulate or replicate the 
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technological advancements of their peers, thereby striving to align themselves with industry 

standards and practices. Such dynamics not only foster a culture of innovation but also create a 

landscape where organisations feel compelled to keep pace with technological developments to 

maintain their market position. 

A study by Chiu et al. (2017) highlights that competitive pressure is predominantly evident in 

developed nations that leverage advanced information technology. The authors contend that in 

sectors characterised by intense competition, it is essential for businesses to stay ahead in adopting 

technological innovations to capitalise on the benefits that such technologies can offer fully. This 

perspective contrasts with the findings of Awa et al. (2015), who suggest that while external 

competition does play a role in the adoption of information technology, it is not a significant 

determinant in the decision-making process. Their analysis indicates that other factors may have a 

greater influence on the adoption of technology, indicating a more nuanced understanding of the 

dynamics at play in different market environments. 

Regulation administration 

In the early 1990s, the mobile telecommunications sector underwent a significant transformation, 

characterised by a shift towards liberalisation. This change was primarily driven by government 

initiatives that introduced regulatory frameworks designed to oversee the industry more 

effectively. As a result, a wave of new competitors emerged, challenging the existing market 

dynamics. The liberalisation and privatisation efforts were instrumental in dismantling 

monopolistic structures, thereby fostering a more competitive environment that encouraged 

innovation and investment. This shift not only enabled a greater diversity of services and providers 

but also enhanced consumer choice, ultimately leading to improved telecommunications 

infrastructure and increased accessibility for a broader segment of the population. 

External support 

The mobile telecommunications industry relies heavily on external assistance for the deployment 

and maintenance of information technology systems. Research into the adoption of 

telecommunication technologies has consistently indicated that employing internal specialists to 

facilitate the integration of new technologies can be prohibitively expensive. Consequently, 
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external support emerges as a critical factor influencing the successful adoption of these 

technologies. Awa et al. (2015) emphasise that external support is a vital component in the actual 

implementation of information technology solutions. This support becomes even more essential 

for organisations that lack familiarity with innovative technologies, as vendor assistance can 

provide the necessary expertise and guidance to navigate the complexities of new systems. 

3.6. Chapter summary  

This chapter has provided an overview of the theoretical framework that underpins the research 

investigation. In particular, the Technology, Organisation, and Environment (TOE) framework has 

been identified as the most suitable model for this study, as it effectively addresses the interplay 

between technological advancements, organisational structures, and environmental factors that 

influence the research context. The subsequent chapter will delve into the research methodology 

employed by the researcher, outlining the systematic approach taken to gather and analyse data, 

thereby ensuring the rigour and validity of the findings.  
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Chapter Four: Research Methodology 

4.1.Introduction 

 In this section, the researcher outlines the methodologies and procedures employed to address the 

research questions posed in the study. The selected research methodology incorporates several 

essential elements, including data collection techniques, the overall research design and approach, 

the underlying research philosophy, and strategies for data analysis. By following a structured 

framework, the research endeavours to achieve its objectives effectively. Rahi (2018) defines 

research methodology as an empirical and scientific method for addressing problems, highlighting 

its significance in the systematic examination of the processes used to gather knowledge. This 

thorough approach not only enhances understanding of the research questions but also ensures that 

the conclusions drawn are firmly grounded in robust empirical evidence. 

4.2 Research philosophy 

To undertake a thorough investigation, researchers must adopt a philosophical stance that informs 

the formulation of specific research questions, the selection of appropriate methodologies, and the 

overall approach to uncovering answers. As noted by Saunders et al. (2019), research philosophy 

encompasses a collection of beliefs and assumptions that shape the understanding of knowledge 

development. Researchers must reflect on their inquiries and convictions to gain insight into their 

research philosophy. Consequently, before establishing a data collection strategy, researchers must 

define a philosophical framework that will underpin their analysis and interpretation of the data. 

This foundational perspective not only guides the research process but also influences the validity 

and reliability of the findings, ensuring that the study is grounded in a coherent and well-articulated 

philosophical context. 

The nature of the study necessitates an ontology grounded in quantitative research methodologies, 

which include techniques such as surveys, experiments, and statistical analyses. These methods 

are often preferred for their ability to collect and analyse data objectively. In this context, ontology 

places a higher value on empirical evidence rather than theoretical conjecture. From a research 

perspective, the positivist approach emerges as the most appropriate framework, as it emphasises 

the importance of obtaining empirical evidence through quantitative means. 
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4.3. Research design 

Creswell (2018) asserts that the techniques and methods used in research are incorporated into the 

research design. It is a research strategy that combines specific techniques, philosophical ideas, 

and investigative procedures. McCombes (2021) defines research design as the overall strategy by 

which a researcher determines how to consistently and logically incorporate the various 

components of the study. The study design examines the parameters for how the researcher 

addressed the research questions. He argues that the researcher's preferences, convictions, and 

thoughts on the most effective approach and method selections for the study are taken into 

consideration while choosing the approach. The research in this study employed quantitative 

strategies, with a survey approach being the preferred method. The survey approach provides a 

numeric or quantitative description of a population's trends, opinions, and attitudes. It includes 

longitudinal and cross-sectional studies that collect data through questionnaires or structured 

interviews (Creswell, 2018).  

4.4. Research approach  

The research approach encompasses the strategies employed by researchers to link theoretical 

frameworks with practical insights (Mulisa, 2021). According to Buljan (2023), these research 

methods serve as tools for collecting data that address the specific questions posed by the study. 

Researchers may choose to adopt either quantitative or qualitative methods, or in some instances, 

a combination of both. The researcher, to conduct a comprehensive examination of the subject 

matter under investigation, elected to utilise a quantitative methodology. This choice enabled a 

systematic examination of the data, facilitating a clearer understanding of the research problem. 

4.5. Research methods  

Research methods, as outlined by Walliman (2017), encompass the various approaches and 

procedures that researchers employ to carry out their investigations. These methods serve as 

practical techniques that facilitate the execution of research activities, allowing for the systematic 

collection and analysis of data. Walliman emphasises that these techniques can be viewed as the 

"tools of the trade," essential for gathering information effectively. In light of this understanding, 

researchers have the flexibility to choose from a range of data collection strategies, including 
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mono-method, mixed-method, or multiple-method approaches, each offering distinct advantages 

depending on the research objectives and context. This diversity in methodological choices enables 

researchers to tailor their studies more effectively to address specific questions and enhance the 

robustness of their findings. 

4.6. Study site 

The study was carried out at the Eswatini MTN head office and the two service centres (Mbabane 

and Manzini). The researcher opted not to use any sampling techniques for the study due to the 

small size of the total population, which facilitated the direct collection of responses from all 

participants. Research by Eriksson and Kovalainen (2015) indicates that sample size significantly 

influences the accuracy of estimations, leading to the decision to utilise the entire staff for the 

study. 

4.7. Target population 

In this study, the population consisted of Eswatini MTN's permanent staff members. All 

participants had to have been employed by the company for a minimum of three months to be 

eligible for participation. The study surveyed all permanent staff members, including executive 

management, middle management, and lower management. The total population consisted of 254 

employees, comprising 8 top management (3%), 30 middle management (12%), and 216 lower 

management (85%). 

4.8. Sampling  

Bhardwaj (2019) noted that sampling is regarded as a statistical procedure that involves selecting 

a sample from the population of interest to make observations and draw statistical conclusions 

about the population. The researcher can consider either probability sampling or non-probability 

sampling. The primary goal of the sampling approach is to help the researcher minimise the amount 

of data that must be gathered by focusing on an accurate reflection of the population. In this 

research, the researcher chose to engage the entire population for the study, given its population 

size. By focusing on the complete population, the researcher aimed to enhance the depth and 

richness of the findings. 
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4.9. Data collection methods 

The research study utilised a survey methodology to gather data effectively. This survey was 

designed with closed-ended questions, which were adapted from prior research to ensure relevance 

and reliability. The questionnaire was designed to include straightforward and easily 

comprehensible questions, enabling respondents to understand the requirements without 

confusion. It was organised into four distinct sections: the first section focused on collecting 

demographic data from participants, the second section addressed aspects of customer value 

management, and the final section explored the technology related to customer value management 

utilised by the participants. Notably, two of these sections incorporated a five-point Likert scale, 

ranging from "strongly disagree" (1) to "strongly agree" (5), which facilitated a deeper 

understanding of participant attitudes. 

 

Section A 

The first section of the research questionnaire focuses on gathering socio-demographic information 

from the participants. This section is designed to collect essential data, including the participant's 

name, gender, age group, educational background, and industry experience. 

Section B 

This section aims to gather insights into the participants' perspectives on customer value 

management. 

 

Section C 

This section inquires about the participant’s opinion on customer value management technology 

and poses questions based on the TOE framework, addressing inquiries related to the 

technological, organisational, and environmental contexts. 

 

Questionnaire Design  

The development of the questionnaire involved a systematic six-step process designed to ensure 

its effectiveness and reliability. This process began with the conceptualisation of the questionnaire, 
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where the core objectives and target audience were identified, followed by the creation of the initial 

draft. Subsequently, the questionnaire underwent rigorous testing to evaluate its clarity and 

relevance, resulting in a thorough revision based on the feedback received. After refining the 

content, a pilot study was conducted to assess the questionnaire's performance in a real-world 

setting, which provided further insights for improvement. The final revision incorporated these 

findings, ensuring that the instrument was both valid and reliable. To enhance the robustness of 

the questionnaire, a statistician conducted comprehensive validity and reliability tests, confirming 

its suitability for the intended research purposes. 

4.10. Reliability  

Reliability serves as a fundamental requirement for ensuring the integrity and quality of 

measurement tools, as it focuses on assessing the consistency and stability of research instruments, 

as noted by Chakrabartty (2020). Creswell (2018) emphasises that both reliability and validity play 

crucial roles in enhancing the accuracy of evaluations and assessments within research endeavours. 

In this context, Chakrabartty (2020) characterises reliability as a measurement that yields 

consistent results, thereby allowing for an evaluation of the research's accuracy, repeatability, and 

reproducibility. This underscores the importance of establishing reliable measurement tools, as 

they not only contribute to the credibility of research findings but also facilitate the replication of 

studies, which is essential for advancing knowledge in any academic field. Therefore, the results 

are reliable if consistency and repeatability have been achieved in identical situations, but under 

different circumstances.  

In this study, the researcher evaluated the reliability of the assessment instruments by assessing 

the internal consistency of items from the same construct. This procedure entailed determining 

how closely related the various objects are in assessing the fundamental idea, ensuring that they 

produce consistent findings across multiple occurrences. Using statistical approaches such as 

Cronbach's alpha, the researcher was able to quantify the degree of correlation between the items, 

providing insights into the construct's reliability. 
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4.11. Validity 

In quantitative research, validity is often defined as the extent to which a measurement tool 

accurately captures what it is designed to assess, thereby ensuring that the results obtained are 

credible (Creswell, 2018). Chakrabartty (2020) elaborates on this concept by emphasising the 

effectiveness of the research instrument in measuring the specific variables being investigated. In 

the current study, validity was established by utilising items from a previously validated 

questionnaire, with some questions retained in their original form. In contrast, others were 

reworded to better fit the research context. 

To further enhance the validity of the findings, a pilot study was conducted, involving randomly 

selected participants from the same organisation. This preliminary phase allowed the researcher to 

test the instrument's effectiveness and integrity, leading to the implementation of various validity 

assessments, including evaluations of content validity and construct validity. These rigorous 

testing procedures were essential in ensuring that the measurement tool was both reliable and 

appropriate for the research objectives. 

• Construct validity - to assess how well the measuring instrument evaluates the constructs 

created to be measured. 

• Content validity - to assess how well the tool (questionnaire) measures all relevant 

variables. 

4.12. Pilot of the study 

The primary aim of conducting a trial phase is to identify potential practical challenges associated 

with the research methodology employed. This phase also serves to uncover any weaknesses or 

flaws within the investigative tools utilised. In light of these considerations, a pilot study was 

executed to assess both the feasibility of the research and the effectiveness of the measurement 

instruments. Data was gathered from participants and subsequently analysed, allowing for the 

identification of any issues that arose during the trial phase. These concerns were meticulously 

addressed and rectified before the initiation of the actual data collection process, ensuring that the 

study would proceed with a robust and reliable framework. 
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4.13. Data analysis 

Data analysis was performed in alignment with the three main objectives of the research project. 

This involved systematically organising raw data to enhance the understanding of the research 

findings. According to Draper and Young (2021), data analysis serves two key functions: it 

structures data for practical application and extracts meaning from it. During the analysis phase, 

the data were coded and subsequently entered into software programs, such as Microsoft Excel 

and SPSS, for further examination. It is at this stage that the researcher identifies patterns and 

develops generalisations based on the data. The information collected through questionnaires was 

initially recorded in Microsoft Excel before being transferred to the SPSS program for further 

analysis. In this study, the researcher systematically categorised, manipulated, and summarised the 

data to effectively address the research questions. The analysis began with the application of 

descriptive and inferential statistics to the respondents' data, which were illustrated through 

frequency tables and graphical representations. Additionally, the researcher assessed the reliability 

of the data to ensure its consistency. Regression analysis was then conducted to evaluate the 

significance of the relationships between independent and dependent variables. Finally, both 

multiple and linear regression analyses were employed to pinpoint the factors that influence the 

adoption of CVM technology. 

4.14. Ethical consideration 

Sobacan et al. (2018) describe ethics as the code of conduct by which humans direct their ethical 

decisions in their behaviour and interactions with others. Research ethics are essential to be 

observed in any social science study. Therefore, all research involving human subjects should be 

regulated and approved by an ethics committee, and researchers must comply with ethical 

standards to ensure the dignity, well-being, and rights of the respondents. 

 

The research endeavour adhered to all ethical standards specified by the University of KwaZulu-

Natal and other relevant ethical committees to ensure that the rights of the participants were strictly 

upheld. Furthermore, ethical clearance was acquired from the Ethics Review Committee Office. It 

is a general practice for researchers to obtain a permit before gathering data. Before seeking ethical 

clearance, permission was obtained from Eswatini MTN, where the study occurred. The researcher 
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obtained permission from the respondents via a signed consent form. Lastly, the responses were 

kept confidential, and the data was stored in an external drive. 

4.15. Limitations of the study 

The study's population was a notable drawback, as it was conducted by a single operator. Due to 

time constraints and permission to access organisational resources, the researcher was compelled 

to choose a single operator rather than all three operators in the country, which may have provided 

a different perspective on CVM technology adoption. 

 

4.16. Research variables measurement scale   

Table 4.1 describes elements of the survey questionnaire related to the TOE framework model 

used in the study. These questions were organised into numerous categories based on the study 

model. Table 4.1 presents the research items used in the questionnaire, which asked respondents 

to respond on a five-point Likert scale. 

Table 4.1 Research variables measurement scale  

TOE Constructs  Research Variables Measurement Scale  

Technology Complexity, Relative 

advantage, and Relative 

improvement.  

• CVM technology is easy to use and 

manage. 

• I believe CVM technology is user-

friendly. 

• Understanding how to use CVM 

technology/applications will be an easy 

task. 

• I believe that adopting CVM 

technology is beneficial to the business. 

Working with CVMT is challenging; it is 

difficult to grasp what is happening.  
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TOE Constructs  Research Variables Measurement Scale  

Organisational  Top Management, 

Strategic goal, and 

knowledge 

• Top management shows a lot of 

interest in CVM technology. 

• The CVM model is essential to top 

management. 

• There are qualified and 

knowledgeable personnel in the 

organisation. 

• There are sufficient technology 

resources to implement and manage CVM 

in the organisation. 

Enviromental  Competitive pressure, 

Vendor support and 

Relative economy 

• Using CVM technology enables the 

business to gain a competitive advantage. 

• Market conditions are influencing 

the decision to adopt CVM technology. 

• I know that competitors already use 

CVM technology. 

• Our vendors provide technical 

assistance for CVM technology. 

Adopt CVMT Adoption of CVM 

technology 

• To what extent are you familiar 

with CVM technology adoption in the 

mobile industry? 

• CVM technology improves 

business performance. 

• Should the business adopt CVM 

technology as a core competitive strategy? 

• CVM technology improves 

customer acquisition, retention and CEX. 
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4.17. Chapter summary  

This chapter offered an in-depth examination of the methodologies employed for data collection, 

along with a thorough description of the research framework and techniques applied in the study. 

It outlined the systematic approach to gathering data, emphasising the creation of the research 

instrument and the analytical strategies employed to interpret the findings. A quantitative research 

design was used, involving the administration of an online survey featuring a closed-ended 

questionnaire to elicit participant responses. Furthermore, this chapter discusses the ethical 

considerations rigorously followed throughout the research process, ensuring that all participants 

were treated with dignity and that their privacy was safeguarded at all times. 
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Chapter Five: Data Analysis and Discussion  

5.1 Introduction 

The following section examines the analysis of quantitative data obtained from surveys conducted 

with the targeted respondents. It begins by addressing the response rate, followed by a thorough 

examination of data screening processes and the reliability of the data, which are crucial steps in 

preparing for the study. This is followed by a detailed evaluation of the demographic 

characteristics of the respondents, along with their foundational understanding of customer value 

management. The presentation of the data is structured to first showcase descriptive statistics, 

which provide a summary of the collected information. It is then complemented by inferential 

statistics that facilitate deeper insights and conclusions drawn from the data. 

5.1.1. Response rate  

Out of the 254 individuals targeted for the survey, 191 responded, resulting in a response rate of 

75% and a non-response rate of 25%. This high response rate indicates strong engagement from 

the targeted population, which is essential for the reliability and validity of the study's findings. 

The significant proportion of respondents suggests that the data collected is likely to reflect the 

views of the broader group, enhancing the overall credibility of the research. 

5.1.2. Data screening 

The initial data collection was conducted using Microsoft Excel, and the data were then imported 

into the Statistical Package for the Social Sciences (SPSS) for further analysis. In this process, the 

descriptive data were systematically coded with numerical values ranging from 1 to 5. Specifically, 

the responses related to the Theory of Everything (TOE) were assigned codes where one 

represented "strongly agree" and five indicated "strongly disagree." The researcher meticulously 

examined the dataset for any incomplete entries or missing records, ultimately excluding these 

instances as they were deemed compromised; notably, this excluded data constituted less than 1% 

of the overall dataset. Once this cleaning process was completed, the remaining data was confirmed 

to be robust and ready for comprehensive analysis. 
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5.1.3. Reliability test 

Cronbach's alpha is commonly recognised as the leading metric for evaluating the internal 

reliability and consistency of research data. This statistical measure has demonstrated considerable 

robustness over time, although its limitations are frequently highlighted in scholarly discourse. 

Despite its widespread use, researchers are increasingly considering alternative metrics, such as 

the omega coefficient and the most significant lower bounds coefficient (GLB), which may offer 

more refined assessments of reliability. In the current study, the reliability of the data was assessed 

using Cronbach’s alpha, a method esteemed for its ability to measure internal consistency across 

a range of variables. The results, as illustrated in Table 5.1, present the aggregated alpha values 

for the constructs within the Technology-Organisation-Environment (TOE) framework, ranging 

from 0.602 to 0.821. These findings indicate a strong level of reliability, thereby bolstering the 

credibility of the constructs evaluated in this research. 

Table 5.1 A Reliability of the TOE Constructs  

TOE 

Constructs 

Construct variables  Number of items of 

measurement  

Number of 

items used 

Cronbach 

Alpha 

Technological Relative advantage 3 2 0.715 

Complexity 3 3 0.755 

Relative 

improvement 

4 3 0.729 

Organisational Top management 3 2 0.735 

Strategic goal 2 2 0.654 

Knowledge 2 2 0,821 

Environmental  Competitive pressure 2 2 0.764 

Relatively economy 2 2 0.602 

Vendor support 3 3 0.765 
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5.2 Descriptive analysis 

The descriptive analysis provides an in-depth examination of the dataset's attributes, playing a vital 

role in encapsulating the profiles of the participants involved in the research study. This analysis 

explores a range of demographic variables, including gender, age, educational background, and 

industry experience, while also evaluating the participants' familiarity and expertise regarding the 

research topic. This thorough understanding is essential for interpreting how these factors 

influence their perceptions and practices in the field. 

Table 5.2 Profile of respondents 

 Frequency Percentage 

Gender Male 87 45.8 

Female 103 54.2 

Total 190 100.0 

Age group  18 to 24 50 26.3 

25 to 34 82 43.2 

35 to 54 54 28.4 

55 to 60 4 2.1 

 Total 190 100.0 

Educational level O-level certificate 0 0.0 

Diploma 12 6.3 

Degree 163 85.8 

Above Degree 15 7.9 

Total 190 100 

Industry experience 0 to 5 years 125 65.8 

6 to 10 years 57 30 

11 to 15 years 7 3.7 

16 to 20 years 1 5 

Above 21 years 0 0 

 Total 190 100 
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Supervisor 6 3 79 

Managers 17 9 88 

Senior Manager 13 7 95 

Executive  9 5 100 

  191 100   

 

• 145 (76.3%) of the participants were general staff members  

• 6 (3.1%) had supervisor titles 

• 17 (8.9%) had manager titles 

• 13 (6.8%) had the senior manager title 

• 9 (4.7%) of the participants had executive titles.  

The results indicate that the bulk (76.8%) of the participants were general staff members. Other 

participants included in the study held executive, senior manager, manager, and supervisor 

positions.  

 

5.2.5 Industry experience  

The study sought to establish the years the respondents had worked in the telecommunications 

industry. The descriptive data indicate that more than half of the participants (65.8%) have less 

than five years of professional experience in the mobile industry. In contrast, approximately 30% 

of the participants have accumulated between 6 and 10 years of experience. Following this, a mere 

3.7% of the participants fall into a category of having 11 to 15 years of experience. Finally, the 

smallest segment, comprising only 0.5% of the participants, included individuals with 16 and 20 

years of experience. Industry experience is one of the critical variables influencing knowledge, 

innovation, and competence required in the industry. 

 







51 
 

5.3 Inferential statistics 

According to Senthilnathan (2019), correlation analysis is conducted to explore the association 

between two variables. Correlations ranging from ±0.00 to ±0.30 indicate a low correlation; ±0.30 

to ±0.50 indicates a poor correlation; ±0.50 to ±0.70 indicates a reasonable correlation; ±0.70 to 

±0.90 indicates a strong correlation; and ±0.90 to ±1.00 indicates a very strong connection. In this 

study, correlation analysis was utilised to establish the relationship between the independent and 

dependent variables. 

The correlation analysis presented in Table 5.4 reveals a positive relationship between the 

independent variables, specifically the decision to adopt CVMT, and the dependent variables. All 

correlations are significant with a p-value < 0.01. The most critical connection is found between 

the technology context and the organisation context, whereas a moderate correlation exists 

between the technology context and the environment context. His connection highlights the 

importance of incorporating technology into organisational strategies to improve efficiency and 

adaptability. 

In contrast, the correlation between the technology context and the environment context is 

characterised as moderate, suggesting that while technology does play a role in shaping 

environmental interactions, the influence is not as robust as that seen with organisational dynamics. 

This distinction underscores the complexity of how technology interacts with various contexts, 

revealing that its impact on the environment is more nuanced and may depend on additional factors 

such as regulatory frameworks and societal attitudes. 

Table 5.4 Correlations of TOE Framework 

  Adopt_CVMT TC_Variables Org_Variables Env_Variables 

Adopt_CVM Pearson 

Corrlation 
1 .471** .349** .322** 

Sig.(2-tailed)  .000 .000 .000 

N 190 190 190 190 

TC_Variables Pearson 

Corrlation 
.471** 1 .223** .274** 
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  Adopt_CVMT TC_Variables Org_Variables Env_Variables 

Sig.(2-tailed) .000  .002 .000 

N 190 190 190 190 

Org_Variables Pearson 

Corrlation 
.349** .223** 1 .309** 

Sig.(2-tailed) .000 .002  .000 

N 190 190 190 190 

Env_Variables Pearson 

Corrlation 
.322** .274** .309** 1 

Sig.(2-tailed) .000 .000 .000  

N 190 190 190 190 

 

The association between the variables was explained using regression analysis, which helped the 

researcher demonstrate how changes in one variable can be used to predict changes in other 

variables. The adopted CVMT variable seeks to determine mobile providers' intentions to 

implement CVM technology in Eswatini. The survey questionnaires relating to the TOE 

framework model were combined to form the following TC_variable, Org_variable, and 

Env_variable. These questions were organised into different categories based on the study model. 

Thereafter, multiple and linear regression analyses were performed. A regression analysis of the 

TOE components (technology, organisational, and environmental context) reveals a strong 

correlation (p < 0.05) among the variables. 

Table 5.5 Regression analysis TOE framework  

Coefficientsa 

 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

          

 

      

 t 

           

 

 

Sig. 

B Std. Error         Beta 

 

1 

 

(Constant) 1.091 .319  3.418 .001 

TC_Variables .351 .059 .381 5.925 .000 

Org_Variables .167 .050 .217 3.334 .001 
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Env_Variable .147 .064 .151 2.284 .023 

a. Dependent Variable: Adopt_CVMT 

 

A multiple regression analysis was conducted to investigate the research questions, with customer 

value management technology serving as the dependent variable. This analytical method 

incorporated various independent constructs, including technological, organisational, and 

environmental factors that may influence the adoption of this technology. By analysing these 

variables, the study sought to reveal the complex relationships and influences that affect the 

decision-making process for organisations contemplating the implementation of customer value 

management systems. The results of this analysis are anticipated to yield significant insights into 

the dynamics of technology adoption, emphasising the essential elements organisations must 

consider to optimise their customer value management strategies. 

 

The results showed that TOE variables were significant positive predictors of the adoption of 

customer value management technology. A further analysis was performed to examine the 

potential impact of the independent factors of the technology, including compatibility, relative 

improvement, and relative advantage, on the decision to adopt CVM technology. Table 5.6 

presents the regression of the technological context on CVMT. 

Table 5.6 Regression analysis technology context 

Coefficientsa 

 

 

Model 

Unstandardised 

Coefficients 

Standardised 

Coefficients 

          

 

      t 

           

 

Sig. B Std. 

Error 

        Beta 

 

 

1 

Constant 2.505         .195  12.871 .000 

C .073         .029                  .169 2.549 .012 

RI .154    .    .037 .284 4.121 .000 

RA .086      .029     .205 2.955 .004 

a. Dependent Variable: Adopt_CVMT 

C = Complexity 

RI = Relative advantage 
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RA = Relative improvement 

 

The results show that the technology construct is significantly contributing to the adoption of CVM 

technology. A further test was conducted to determine how the organisational independent 

construct, comprising variables such as top management, strategic goal, and knowledge, could 

influence the decision to adopt CVM technology. Table 5.7 shows the regression of the 

organisational context concerning CVMT. 

Table 5.7 Regression Analysis Organisation Context  

Coefficientsa 

Model Unstandardised 

Coefficients 

Standardised 

Coefficients 

 

 

t 

 

 

Sig. B Std. 

Error 

Beta 

 

 

1 

 

Constant 3.451 .230  15.004 .000 

TM -.021 .055 -.026 -.381 .704 

SG .44 .021 .145 2.119 .000 

K .145 .024 .403 6.042 .000 

a. Dependent Variable: Adotp_CVMT 

TM  = Top Management 

SG   =  Strategic Goal 

K   =  Knowledge  

 

The findings show that the organisational variables are significantly contributing to the adoption 

of CVM technology.  

Table 5.8 details the regression analysis conducted to examine the contribution of the individual 

construct, environmental context, to the dependent variable: the adoption of the technology. The 

results show that the ecological variables significantly contribute to the adoption of CVM 

technology.  
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Table 5.8 Regression analysis environment context  

Coefficientsa 

Model Unstandardised 

Coefficients 

Standardised 

Coefficients 

 

 

t 

 

 

Sig. B Std. 

Error 

Beta 

 

 

1 

 

Constant 2.468 .221  11.140 .000 

CP .127 .032 .268 4.004 .000 

VS 112 .039 .192 2.864 .005 

RE .099 .032 .209 3.071 .002 

a. Dependent Variable: Adotp_CVMT 

CP = Competitive Pressure 

VS  = Vendor support 

RE = Relative Economy  

Further exploration of the technology context (complexity, relative advantage, and relative 

improvement), organisational context (strategic goal and knowledge), and environmental context 

(competitive pressure, vendor support, and relative economy) together shows that the regression 

estimates for these constructs are significant at p < 0.05. The finding confirms that these constructs 

are essential in influencing the adoption of customer value management technology, with a 

regression estimate of 0.00. 

5.4. Discussion 

5.4.1 Demographic factors 

The bulk of respondents fell within the age range of 25 to 34, accounting for 43.2%. Results 

indicate that the majority of participants were female, comprising 54.7% of the total. Furthermore, 

the results also demonstrate that almost all respondents have attended college or hold a bachelor's 

degree as their qualification. Only approximately 8% of participants have an honours and a 

master’s degree as their highest possible qualification. 
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The majority of participants possess less than five years of experience in the mobile industry, 

suggesting that they are relatively new to the industry, which could potentially benefit the 

enterprise in terms of innovation and sustainability. Newer and younger employees bring fresh 

perspectives and are less tied to traditional industry practices. Approximately 64% of the 

participants possessed an average level of knowledge or comprehension of CVM technology. This 

suggests that a significant portion of the group maintains a foundational grasp of the subject, which 

may be indicative of prior exposure or education related to the technology. Such a level of 

comprehension is crucial, as it lays the groundwork for further exploration and application of CVM 

technology in various contexts, including its potential benefits and challenges. Moreover, the 

moderate knowledge level among participants highlights the need for enhanced educational 

initiatives aimed at deepening understanding of CVM technology. This could involve targeted 

training programs, workshops, or information resources designed to elevate the overall 

comprehension of the subject matter. 

5.4.2 Technology context 

The technological factors are composed of three variables that may influence the decision to use 

CVM technology. The variables are complexity, relative advantage, and related improvements. 

The study's findings showed that the independent and dependent variables have a positive and 

statistically significant association. The analysis also found that all technological variables are 

correlated, and complexity (in terms of ease of use and usefulness) has been discovered to be an 

essential component in the decision to adopt. Apreda, Bonaccorsi, Dell’Orletta and Fantoni (2016), 

share the same feelings regarding complexity being a crucial factor influencing the decision to use 

ICT within the technology context.  

Further exploration of the technological context reveals that the study’s conclusion aligns with 

those of other researchers who have conducted similar investigations. Ali, Murray, Muhammad, 

Dwivedi, and Rashiti (2022) argue that organisations tend to embrace new technologies primarily when 

they identify a pressing need to address existing performance issues or capitalise on emerging commercial 

opportunities that promise relative advantage and related improvements.  
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5.4.3 Organisational context 

The organisational context includes three variables: top management, strategic goals, and 

knowledge. The analysis reveals that these factors have a strong relationship and have a direct 

influence on the adoption process. It has been noted that strategic goals and knowledge are 

considered essential variables in the adoption of CVM technology. Therefore, the strategic goal 

can be viewed as a significant factor that impacts the decision to adopt CVM technology. It is thus 

easier to adopt CVM technology when the strategic direction of the organisation is clear and top 

management is willing to embrace new technology or innovation. 

 

The takeaway from this section is that the strategic goal attribute is a strong predictor of the 

likelihood of adoption. With a regression coefficient of 0.704, it becomes evident that the influence 

of executives on CVMT adoption is minimal. These findings suggest that while executive 

leadership may play a role in various organisational initiatives, its impact on the specific adoption 

of CVMT is limited. The strong correlation, as indicated by the regression coefficient, highlights 

the importance of aligning strategic goals with the adoption process. However, Gareeb and Naicker 

(2015) also suggest that executive management backing is a significant influencer of adoption. 

The findings indicate that organisational context is influential and a determinant of CVM 

technology adoption. Research conducted by various scholars has revealed that the organisational 

context plays a pivotal role in predicting the successful adoption of CVM technology, particularly 

when there is strong support from executive management (Maduku et al., 2016). They further 

claim that the decision to adopt and implement becomes easier if top management is convinced 

that the technology/innovation will fit into the existing strategic goals and technology 

infrastructure of the organisation. 

 

5.4.4 Environmental context 

The final determinant of the TOE model is the environmental context, and the primary variables 

identified within this context comprise three variables. These include competitive pressure, relative 

economics, and vendor support, among other factors. The analysis shows that all of these variables 

are correlated and that they are significant organisational factors in determining CVM technology 

adoption. Additionally, competitive pressure has also been determined to be substantial. It is 

noteworthy to mention that the mobile telecommunications industry is marked by considerable 
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competition and innovation obstacles. Another vital aspect is vendor support. Trading partners in 

the mobile telecommunications industry provide technical expertise for most of the technology 

used in day-to-day operations. In another study by Gareeb and Naicker (2015), they found that it 

was not a critical factor in adopting broadband technology. However, Malak (2016) identified that 

the environmental context plays a crucial role in the adoption of CVMT. 

5.5. Summary 

The primary objective of this study was to identify the key factors that may influence the adoption 

of customer value management technology. The initial section provides a comprehensive overview 

of the demographic characteristics of the respondents, encompassing various factors such as 

gender, age, educational levels, position, and years of experience in the mobile industry. A 

descriptive analysis was conducted to gain a better understanding of the research population's 

composition. The descriptive analysis further shows the respondents’ level of knowledge regarding 

customer value management and technology. Correlation and regression were conducted among 

the variables of the TOE theoretical framework. The findings indicate that all the TOE theoretical 

constructs are significant factors in the adoption of CVM technology by mobile operators in 

Eswatini. In general, the findings suggest that the technology and organisational contrast had the 

highest scores of regression and correlation, while the environmental had the lowest scores. 

Therefore, we can conclude that the independent factors have a significant impact on the results of 

the dependent variables. The next chapter will present the answer to the research questions and 

recommendations. 
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Chapter Six: Conclusion 

6.1. Introduction 

In light of the findings presented in the preceding chapter, this chapter provides the answers to the 

research questions, offers recommendations, and draws a conclusion. This study aimed to 

determine the level of adoption, usage, and factors influencing the adoption of CVM technology 

by mobile operators in Eswatini. This chapter further discusses the research’s constraints and 

provides recommendations based on the findings. The surveys were organised into three sections, 

and the results were analysed according to the research questions. The investigation was conducted 

within one of the three mobile operators, which is the country‘s market leader. It is, therefore, 

possible to make generalisations about the entire mobile telecommunications industry in the 

country. 

6.2. Critical research questions  

What are the technological factors that influence mobile operators’ adoption of CVM 

technology in Estwatini? 

The literature suggests that the adoption of new technology is influenced by the following 

variables: complexity, relative advantage, and relative improvement of the proposed technology. 

Most researchers have explored the technological variables using the TOE framework, and they 

have found that these variables influence the decision to adopt technology. Similar variables were 

investigated in this study. Three elements comprise the technological context used in the survey: 

complexity, relative advantage, and relative improvement, which were derived from the TOE 

theory. Customer value management technology was determined to be significantly influenced by 

all technological aspects. The regression analysis results enabled us to draw more precise 

conclusions about the association between the TOE model and the adoption of CVMT. The 

researcher examined the associations using regression analysis and discovered that nearly all of 

the technological factors are correlated. The findings indicate that these variables are essential, and 

organisations need to recognise them when adopting CVM technology. 
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What are the organisational factors influencing the adoption and usage of CVM technology 

by mobile operators in Eswatini?  

The organisational context consists of three variables: top management, strategic goals, and 

knowledge. Analysis suggests that these factors positively impact the decision to adopt CVM 

technology. The results indicate that knowledge and strategic goal intent have a favourable and 

significant impact on the decision to adopt CVM technology. The active involvement of top 

management is essential for the successful formulation of an organisation’s strategic plan, as it 

plays a pivotal role in guiding the overall direction and priorities of the company. This support not 

only facilitates the alignment of the strategic objectives with the organisation’s vision but also 

fosters an environment conducive to the effective development and training of employees. When 

leadership is visibly committed to the strategic planning process, it instils a sense of purpose and 

motivation among staff members, encouraging them to engage fully with the initiatives outlined 

in the plan. Furthermore, top management's endorsement is crucial for allocating the necessary 

resources and creating opportunities for professional development, which ultimately enhances the 

skills and competencies of the workforce. 

What are the environmental factors that influence the adoption of CVM technology by 

mobile operators in Eswatini? 

Recognising the environmental elements that drive the adoption of CVM technology will assist 

mobile operators in comprehending the measures required to influence the adoption of customer 

value management technology. The TOE framework guided the investigation. The environmental 

context encompasses competitive pressure, vendor support, and relative economic factors. The 

results indicate that environmental variables have a positive influence on the decision to adopt 

CVMT. Based on the results, it was established that all three variables had a significant impact on 

the decision to embrace CVM technology. Competitive pressure is considered the most important 

driver in the implementation of CVM technology. 
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How well do the technological, organisational, and environmental measures predict the 

adoption of CVM technology by the mobile operators in Eswatini? 

In the realm of mobile telecommunications, the adoption of technology has become a pivotal factor 

in achieving success. As the industry becomes increasingly competitive, understanding the various 

elements that drive both the adoption and utilisation of new technologies is essential for mobile 

operators seeking to maintain an advantage. This understanding not only aids in identifying the 

necessary strategies to promote technology uptake but also enhances the overall user experience 

and satisfaction. To explore the critical determinants that influence this adoption process, the 

Technology-Organisation-Environment (TOE) framework has been employed. This theoretical 

model provides a comprehensive lens through which to analyse the interplay of technological, 

organisational, and environmental factors that shape the decisions of mobile operators and their 

customers, ultimately guiding them in their efforts to foster a more innovative and responsive 

telecommunications landscape. 

Understanding the factors that signal the adoption of customer value management technology by 

mobile operators in Eswatini is crucial for both industry stakeholders and policymakers. The 

technology, organisational, and environmental context of the TOE model was analysed in multiple 

regression analyses. The study’s results revealed that all the variables were found to be strongly 

linked to the adoption of CVM technology. In the context of technology, the variables under 

analysis include complexity, relative advantage, and related improvements. The results indicate 

that all three variables have a positive impact on the decision to adopt CVM technology. However, 

variables within the technology context have the highest estimated value concerning the decision 

to adopt, which suggests that all three factors are significant determinants of the intention to adopt. 

6.3. Limitations 

❖ The primary limitation of the study stems from its focus on a single mobile operator within 

the Eswatini telecommunications sector. This narrow scope restricts the generalisability of 

the findings, as the results may not accurately reflect the broader dynamics and 

competitiveness of the entire mobile industry in the country. 
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❖ Time constraints were the primary challenge, as was accessing other mobile operators. 

Therefore, one operator was chosen for the study.  

6.4. Recommendations 

In the future, it will be beneficial to extend the study to other mobile operators in the country to 

gain a different perspective regarding the research. Extending the study to all mobile operators in 

the country will help operators understand what needs to be done when considering the 

implementation of customer value management technologies. The findings show that technology 

plays an essential role in determining whether to adopt it. Therefore, mobile operators must stay 

up-to-date with technology, as it evolves rapidly. For Eswatini mobile operators to compete 

effectively at both the local and international levels, they must adapt to changing times and adopt 

customer value technology as a key business strategy to remain viable. As part of their growth 

strategy, mobile operators should invest in training and education. Additionally, mobile operators 

should consider external assistance as a significant factor in their decision to implement customer 

value technology, as it provides the necessary information. 

6.5. Conclusion. 

This research aimed to assess the extent to which mobile operators in Eswatini have implemented 

CVM technology. This study aimed to determine the extent to which mobile service providers in 

Eswatini have adopted Customer Value Management (CVM) technology, utilising the 

Technology-Organisation-Environment (TOE) framework as its theoretical foundation. To 

effectively address the research questions posed, the investigator identified nine critical 

independent variables that could potentially influence the adoption process. The research findings 

suggest that the TOE model is particularly effective in pinpointing the factors that affect 

organisations' decisions regarding the integration of new technologies. Each of the identified 

variables demonstrated a significant impact on the adoption of CVM technology, underscoring the 

multifaceted nature of this decision-making process.  

Among the various factors examined, technological variables emerged as the most influential in 

driving the adoption of CVM technology within the mobile sector. This insight not only highlights 

the importance of technological considerations in strategic decision-making but also sheds light 
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on the current challenges faced by the mobile industry in managing its customer base effectively. 

By understanding these dynamics, stakeholders can better navigate the complexities of technology 

adoption and enhance their strategic management practices, ultimately leading to improved 

customer engagement and satisfaction in a rapidly evolving market landscape. 
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Appendices 

Appendix A: Statistical Description 

 Mean Median Mode Std. 

Deviation 

Variance 

Gender 1.54 2.00 2 .499 .249 

Age 2.06 2.00 2 .796 .634 

Education 3.02 3.00 3 .377 .142 

Position 1.61 1.00 1 1.191 1.419 

Experience 1.39 1.00 1 .587 .345 

CVM_K 2.15 2.00 2 .959 .919 

CVM_T 2.66 3.00 2 .997 .994 

 

Appendix B: Model Summary for Technology Context Variables 

Mode od Summary 

Mode R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .467a .218 .205 .354 

a. Predictors: (Constant), RA, C, RI 

 

 

Appendix C: Model Summary for Technology Context Variables 

ANOVA a 

Model  Sum of 

squares 

 

DF 

 

Mean Square 

 

F 

 

Sig. 

1 

 

Regression 6.518 3 2.173 17.355 .000b 

Residual 23.410     

Total 29.927     

a. Dependent Variable: Adopt_CVMT 

b. Predictors: (Constant), RA, C, RI 
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Appendix D: Correlations for Technology Context Variables 

Correlations 

 C RI RA 

Spearman's rho  

C 

Correlation 

Coefficient 
1.000 .287** .323** 

Sig. (2-tailed)  .000 .000 

N 191 191 191 

 RI Correlation 

Coefficient 
.287** 1.000 .418** 

Sig. (2-tailed) .000 . .000 

N 191 191 191 

 RA Correlation 

Coefficient 
.323** .418** 1.000 

Sig. (2-tailed) .000 .000  

N 191 191 191 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

   

Appendix E: Correlations for Organisation Context Variables 

Correlations 

 TM SG K 

Spearman's rho  

TM 

Correlation 

Coefficient 
1.000 .250** .120 

Sig. (2-tailed)  .000 .000 

N 191 191 191 

  

SG 

Correlation 

Coefficient 
250** 1.000 114 

Sig. (2-tailed) .000 . .000 

N 191 191 191 

  

K 

Correlation 

Coefficient 
.120 .114 1.000 
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Sig. (2-tailed) .099 .115  

N 191 191 191 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Appendix F: Correlations for Environmental Context Variables 

Correlations 

 CP VS RE 

Spearman's rho  

CP 

Correlation 

Coefficient 
1.000 .037 .270** 

Sig. (2-tailed)  .609 .000 

N 191 191 191 

  

VS 

Correlation 

Coefficient 
.037 1.000 .154* 

Sig. (2-tailed) .609 . .034 

N 191 191 191 

  

RE 

Correlation 

Coefficient 
.270** .154* 1.000 

Sig. (2-tailed) .000 .034  

N 191 191 191 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Appendix G: Questionnaire 

“A Study of Customer Value Management Technology Adoption by mobile operators in 

Eswatini” 

Introduction 

This questionnaire is designed to obtain information for a study on customer value management 

technology adoption by mobile operators in Eswatini. Your input is essential for the reliability and 

precision of the research. Your personal information will be kept totally confidential, and it will 

only be used for this research. There are five sections in the questionnaire. Please go through and 

complete the questionnaire. 

Section 1: General Information 

Please mark the most appropriate box with an x: 

1.  What is your gender?  

 

Male Female 

  

 

2. What is your age? 

 

    18 to 24 25 to 34 35 to 54  55 to 60 

    

  

3. What is your education level? 

O-level/certificate  Diploma Degree Above Degree 

    

 

4. What is your current role in the company?  

Staff member Supervisor  Manager Senior Manager Executive  

     

5. What is your experience in the mobile industry? 
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0 to 5 years 6 to 10 years 11 to 15 years 16 to 20 years Above 21 years  

     

 

6. What is your level of knowledge on customer value management?  

High  Moderate Low Non 

    

 

 

7. What is your level of knowledge on customer value management technology? 

 

High  Moderate Low Non 

    

 

Section 2: Opinion on customer value management.   

Please offer your thoughts on the following statements in accordance with the criteria outlined 

below. 

 

customer value management Strongly 

Agree 

Agree Neutral  Disagree Strongly 

Disagree 

CVM improves business performance.       

CVM improves customer acquisition, 

retention & CEX. 

     

CVM projects should be IT oriented rather 

than customer focused.  

     

Should the business adopt CVM as a core 

metric/competitive strategy? 

     

Customer analytics/BI intelligence is 

critical for CVM success.  

     

CVM projects should be customer oriented 

rather than IT focused. 
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Section 3: Opinion on  CVM technology. 

Please offer your thoughts on the following statements in accordance with the criteria outlined 

below. 

, 

Technology Construct Strongly 

Agree 

Agree Neutral  Disagree Strongly 

Disagree 

I am of the opinion that it is a highly 

advantageous decision to implement 

CVM technology within my 

organisation. 

 (Machine learning & Adaptive 

cognizance technology  

     

Using CVM technology enables the 

business to gain competitive advantage.  

     

Using CVM technology enables the 
business to analyse customer data 
efficiently.  

     

CVM technology improves the business 

performance. 

     

CVM technology enhances the business 

to target the right customers. 

     

I believe CVM technology is user 

friendly.  

     

Learning how to operate CVM 

technology/systems will be simple effort.  

     

Working with CVMT is complicated, it 

is difficult to understand what is going on 

     

I know the business already use CVM 

technology.  

     

 

 

Please offer your thoughts on the following statements in accordance with the criteria outlined 

below. 
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Organisational factors Strongly 

Agree 

Agree Neutral  Disagree Strongly 

Disagree 

There are qualified and knowledgeable 

personnel for CVM implementation. 

     

There are sufficient technology resources 

to implement and manage CVM in the 

organisation. 

     

The CVM model is important to top 

management. 

     

Top management shows a lot of interest 

in CVM technology. 

     

I know that the competitors have already 

use CVM technology. 

     

It will be  easy to integrate with the 

current systems. 

     

 

Please offer your thoughts on the following statements in accordance with the criteria outlined 

below. 

 

Environment  Construct Strongly 

Agree 

 

Agree 

 

Neutral  

 

Disagree 

Strongly 

Disagree 

Do you feel it is strategically necessary to 

use  CVM technology to compete in the 

market. 

     

Do you believe that the company risks 

losing consumers to our rivals if it fails to 

implement CVM technology?. 

     

Our vendors support provides technical 

assistance for readiness of CVM 

technology services. 

     








