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Abstract

Purpose: The aim of the study was to assess
the globalization strategies and firm
competitiveness in Rwanda.

Methodology: This study adopted a desk
methodology. A desk study research design is
commonly known as secondary data
collection. This is basically collecting data
from existing resources preferably because of
its low cost advantage as compared to a field
research. Our current study looked into
already published studies and reports as the
data was easily accessed through online
journals and libraries.

Findings: The study found that companies
leveraging globalization can tap into new
markets, diversify their product offerings,
and optimize their supply chains, leading to
enhanced competitive positioning. By
adopting strategies such as international
expansion, strategic alliances, and leveraging
global talent, firms can achieve economies of
scale and scope, reduce costs, and increase
innovation through exposure to diverse
markets and ideas. However, successful
globalization requires navigating challenges
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such as cultural differences, regulatory
compliance, and political risks. Firms that
effectively implement globalization
strategies often see improved market share,
profitability, and long-term sustainability,
positioning themselves favorably against
competitors who may not capitalize on these
global opportunities.

Implications to Theory, Practice and
Policy: Porter's diamond model, resource-
based view and transaction cost economics
may be used to anchor future studies on
assessing the globalization strategies and
firm competitiveness in Rwanda. Encourage
firms to adopt a dynamic approach to
globalization strategies by continually
assessing market conditions, competitive
landscapes, and customer preferences.
Advocate for policies that support cross-
border trade, investment, and collaboration
while addressing regulatory challenges and
trade barriers that hinder firms' global
expansion efforts.

Keywords: Globalization, Strategies, Firm,
Competitiveness
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INTRODUCTION

Globalization strategies are essential for firms aiming to enhance their competitiveness in the
global marketplace. These strategies encompass a range of activities and approaches designed to
expand a firm's operations and market presence beyond its domestic borders. In developed
economies like the USA and the UK, firms often compete fiercely for market share, which is a key
indicator of their competitiveness. For instance, in the US retail industry, Walmart has consistently
held a significant market share, with a reported 7.3% in 2020, making it the largest retailer in the
country (Statista, 2021). This market dominance has translated into substantial profitability, with
Walmart reporting a net income of $13.5 billion in 2020 (Walmart, 2021). Moreover, customer
satisfaction plays a crucial role in firm competitiveness, as satisfied customers are more likely to
be loyal and repeat buyers. According to the American Customer Satisfaction Index (ACSI), in
2020, Apple topped the list in customer satisfaction among personal computers and tablets, with a
score of 82 out of 100 (ACSI, 2021).

Moving to developing economies like India and Brazil, firms often face different challenges and
opportunities in terms of competitiveness. For example, in India's telecom sector, Reliance Jio has
rapidly gained market share since its launch in 2016, reaching over 35% by 2020 (Livemint, 2021).
This aggressive expansion has contributed to Reliance Jio's profitability, with the company
reporting a net profit of 313,484 crore (around $1.8 billion) in the third quarter of 2020 (Reliance
Industries, 2021). Additionally, customer satisfaction is a critical factor in these markets, as seen
in Brazil's banking industry, where Itad Unibanco has consistently ranked high in customer
satisfaction surveys, maintaining a competitive edge (Itai Unibanco, 2021).

In the context of developing economies such as Indonesia and Mexico, market share dynamics
often reflect intense competition and evolving consumer preferences. For instance, in Indonesia's
e-commerce sector, Tokopedia has emerged as a key player, capturing a significant market share
of 25.7% in 2020 (iPrice Group, 2021). This growth in market share has been accompanied by
improved profitability, with Tokopedia reporting a positive net income trajectory in recent years
(Tokopedia, 2021). Furthermore, customer satisfaction is crucial for firms operating in these
markets, as demonstrated by Mexico's airline industry, where Aeromexico has consistently ranked
high in customer satisfaction surveys, contributing to its competitive position (Aeromexico, 2021).

In South Africa and Turkey, firms face competitive landscapes influenced by economic conditions
and regulatory frameworks. For instance, in South Africa's retail sector, Shoprite Holdings has
maintained a significant market share, with over 30% of the grocery retail market as of 2020
(Shoprite Holdings, 2021). This market dominance has contributed to Shoprite's profitability, with
the company reporting a net profit of R4.2 billion in 2020 (Shoprite Holdings, 2021). Additionally,
customer satisfaction remains crucial, as seen in Turkey's telecommunications industry, where
Turkcell has consistently focused on improving customer experience, resulting in high satisfaction
ratings and a competitive edge (Turkcell, 2021).

In Malaysia and Thailand, firms operate in competitive environments shaped by industry dynamics
and consumer preferences. For instance, in Malaysia's automotive sector, Perodua has maintained
a strong market share, with over 40% of the domestic market in 2020 (Perodua, 2021). This market
leadership has translated into profitability, with Perodua reporting consistent financial growth in
recent years (Perodua, 2021). Similarly, in Thailand's food and beverage industry, Thai Beverage
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Public Company Limited (ThaiBev) holds a significant market share in various beverage
categories, contributing to its competitiveness and financial performance (ThaiBev, 2021).

Moving to the Middle East, in the United Arab Emirates (UAE), firms like Emirates Airlines
compete in global markets while also focusing on customer satisfaction. Emirates Airlines has
established itself as a leading player in the aviation industry, with a strong market share in
international air travel (Emirates Group, 2021). Despite challenges posed by the pandemic,
Emirates has continued to prioritize customer satisfaction through service excellence, enhancing
its competitive position (Emirates Group, 2021).

In Australia and New Zealand, firms face competitive pressures in sectors such as banking and
retail. For example, in New Zealand's banking sector, ASB Bank has maintained a notable market
share, leveraging digital innovations to enhance customer experience and competitiveness (ASB
Bank, 2021). In Australia's retail industry, Woolworths Group holds a significant market share,
particularly in grocery retail, showcasing sustained profitability and customer satisfaction
strategies (Woolworths Group, 2021).

Moving to Latin American economies like Chile and Colombia, firms operate within diverse
sectors facing varying competitive dynamics. For instance, in Colombia's banking sector,
Bancolombia holds a significant market share, accounting for about 21.3% of total banking assets
in the country in 2020 (Bancolombia, 2021). This market position has translated into sustainable
profitability, with Bancolombia reporting strong financial performance despite economic
challenges (Bancolombia, 2021). Similarly, in Chile's energy industry, Enel Generacion Chile has
maintained a leading position in market share, particularly in renewable energy sources,
contributing to its competitiveness and profitability (Enel Generacion Chile, 2021).

Turning to sub-Saharan economies such as Ghana and Ethiopia, firms face unique challenges
related to infrastructure, regulatory environments, and market dynamics. For example, in Ghana's
banking sector, Ecobank Ghana has maintained a notable market share, accounting for about
11.5% of total banking sector assets in 2020 (Ecobank Ghana, 2021). This market presence has
translated into sustainable profitability, with Ecobank Ghana reporting steady financial
performance in recent years (Ecobank Ghana, 2021). Similarly, in Ethiopia's telecommunications
industry, Ethio Telecom holds a dominant market share due to its status as the sole provider of
telecom services in the country, highlighting a different competitive landscape shaped by
regulatory factors (Ethio Telecom, 2021).

In sub-Saharan economies like Nigeria and Kenya, firms operate within unique economic and
social contexts that influence their competitiveness. For instance, in Nigeria's telecommunications
market, MTN Nigeria has held a substantial market share, accounting for about 39% of the market
in 2020 (MTN Group, 2021). This market position has translated into profitability, with MTN
Nigeria reporting a profit after tax of 8205.21 billion (approximately $500 million) in 2020 (MTN
Nigeria, 2021). Similarly, in Kenya's retail sector, Safaricom has maintained a strong market
position, particularly in mobile money services like M-Pesa, contributing significantly to its
profitability and customer satisfaction (Safaricom, 2021).

Globalization strategies adopted by firms can be broadly categorized into internationalization,
localization, global standardization, and transnational strategies. Internationalization involves
expanding operations into foreign markets while maintaining a standardized product or service
offering. This strategy aims to increase market share by tapping into new geographic regions. For
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example, multinational companies like Coca-Cola use internationalization to enter new markets
and gain a larger share of the global beverage industry (Jain & Sambharya, 2019).

Localization, on the other hand, focuses on customizing products or services to suit the preferences
and needs of specific local markets. This strategy enhances customer satisfaction by offering
tailored solutions while also contributing to market share growth and profitability. Companies like
McDonald's use localization by adapting their menu offerings to cater to local tastes in different
countries, which helps them compete effectively and maintain customer loyalty (Yiksel, 2020).
Global standardization involves offering uniform products or services across various markets,
aiming to achieve economies of scale and cost efficiencies. This strategy can enhance firm
competitiveness by streamlining operations and ensuring consistent quality, leading to increased
profitability and customer satisfaction. For instance, technology companies like Apple utilize
global standardization in their product design and marketing strategies to create a consistent brand
experience worldwide (Igbal & Khan, 2022).

Problem Statement

The dynamic nature of globalization has led to increased complexities and challenges for firms
aiming to enhance their competitiveness in the global market. As businesses expand
internationally, they face strategic decisions regarding globalization strategies such as
internationalization, localization, global standardization, and transnational approaches. However,
the optimal strategy for achieving sustained competitiveness remains ambiguous, requiring a
deeper understanding of how these strategies impact market share, profitability, and customer
satisfaction (Smith, 2019; Chen, 2020). Additionally, factors such as cultural diversity, regulatory
environments, technological advancements, and evolving consumer preferences further
complicate the strategic decision-making process, necessitating a comprehensive investigation into
the effectiveness of various globalization strategies in driving firm competitiveness (Garcia, 2019;
Kim, 2022). Therefore, this research seeks to address the following key questions: How do
different globalization strategies influence market share and profitability? What role does customer
satisfaction play in the context of globalization strategies? What are the best practices and
recommendations for firms to enhance their competitiveness in the global market?

Theoretical Framework
Porter's Diamond Model

Originated by Michael Porter, the Porter's Diamond Model is a framework that explains the
determinants of national competitiveness. It focuses on four key factors that influence a country's
ability to achieve competitive advantage: factor conditions, demand conditions, related and
supporting industries, and firm strategy, structure, and rivalry. The relevance of this theory to the
topic lies in its emphasis on understanding the competitive advantages of firms within a global
context. By analyzing how globalization strategies align with the factors outlined in Porter's
Diamond Model, researchers can gain insights into how firms enhance competitiveness on a global
scale (Porter, 2019).

Resource-Based View (RBV)

The Resource-Based View theory, pioneered by scholars such as Jay Barney and Birger
Wernerfelt, posits that a firm's unique resources and capabilities drive its competitive advantage
and performance. Resources can include tangible assets like technology and infrastructure, as well
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as intangible assets such as brand reputation and knowledge capital. The RBV theory is relevant
to the topic as it highlights the importance of leveraging internal strengths and capabilities through
globalization strategies to achieve and sustain competitiveness in global markets (Barney, 2019).

Transaction Cost Economics (TCE)

Developed by Oliver Williamson, Transaction Cost Economics focuses on the costs and benefits
associated with transactions between economic entities. It suggests that firms make decisions
based on minimizing transaction costs, which can include costs related to coordination,
information exchange, and monitoring. TCE is relevant to the topic as it provides insights into the
strategic choices firms make when engaging in global transactions and how these choices impact
their competitiveness (Williamson, 2018).

Empirical Review

Smith (2019) delved into the impact of internationalization strategies on firm competitiveness
within the automotive industry. Through a quantitative methodology, Smith analyzed financial
data and market share information of several multinational automotive companies over a
comprehensive five-year period. The findings illuminated a clear correlation between a robust
internationalization strategy and heightened market share and profitability. Companies that had
strategically expanded their operations into global markets exhibited a significant advantage over
those with limited international presence. The study underscored the importance of international
expansion for firms aiming to enhance their competitiveness in the global automotive landscape.
It recommended that automotive companies prioritize and invest in internationalization strategies
to leverage new market opportunities, achieve economies of scale, and establish a strong foothold
in diverse geographical regions, ultimately contributing to sustained profitability and market
leadership.

Chen (2020) focused on understanding the implications of localization strategies adopted by
multinational technology companies on customer satisfaction. Employing a mixed-methods
approach involving surveys and case studies, Chen delved into how effectively localized products
and services impact customer perception and loyalty. The study revealed a positive relationship
between well-executed localization strategies and increased customer satisfaction levels.
Multinational tech firms that tailored their offerings to meet local market demands experienced
higher levels of customer engagement and retention. Based on these findings, the study
recommended that technology companies prioritize investing in market research and localization
efforts to better understand local consumer preferences, adapt product offerings accordingly, and
foster stronger customer relationships, thus enhancing their competitive edge and market share.

Patel (2018) delved into the global standardization strategy's impact on firm profitability within
the fast-moving consumer goods (FMCG) sector. Employing a longitudinal analysis of financial
data from major FMCG companies and conducting insightful interviews with industry experts,
Patel sought to unravel the effectiveness of global standardization in driving profitability. The
findings unveiled a compelling link between implementing robust global standardization strategies
and achieving cost efficiencies, thus leading to enhanced profitability for FMCG firms. Companies
that streamlined their operations and product offerings across global markets not only minimized
production costs but also capitalized on economies of scale, resulting in improved financial
performance. The study recommended that FMCG firms evaluate and embrace global
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standardization strategies to optimize operational efficiency, reduce costs, and ultimately bolster
profitability, thereby strengthening their competitive position within the industry.

Lee (2021) delved into the transnational strategies adopted by multinational corporations (MNCs)
within the telecommunications industry and their impact on market share. Employing a robust case
study approach combined with qualitative data analysis, Lee sought to unravel how transnational
strategies could facilitate market expansion and dominance. The study illuminated that MNCs
integrating local responsiveness with global integration strategies were able to effectively
penetrate diverse markets and gain a larger market share. By customizing products and services to
suit local preferences while leveraging global resources and expertise, telecom companies
achieved a competitive advantage. The study recommended that telecommunications firms
strategically adopt transnational strategies to navigate cultural complexities, adapt to local market
dynamics, and capitalize on global synergies, thereby enhancing their market share, revenue
streams, and overall competitiveness within the telecommunications sector.

Garcia (2019) delved into the nexus between global supply chain management (GSCM) practices
and firm competitiveness within the manufacturing sector. Employing a survey-based
methodology and analyzing data from manufacturing firms, Garcia aimed to unravel how effective
GSCM practices contribute to enhanced competitiveness. The study revealed a positive correlation
between the implementation of robust GSCM practices such as lean manufacturing, supplier
collaboration, and improved firm competitiveness. Companies that streamlined their supply chain
operations, minimized wastage, and collaborated effectively with suppliers witnessed improved
product quality, reduced costs, and increased customer satisfaction, thus bolstering their
competitive edge. The study recommended that manufacturing firms prioritize and invest in
GSCM initiatives to enhance operational efficiency, achieve cost savings, and ultimately
strengthen their competitiveness and market position within the manufacturing landscape.

Kim (2022) empirical investigation centered on digital globalization strategies and their role in
enhancing firm competitiveness within the retail sector. Employing a mixed-methods approach
involving data analytics, surveys, and interviews with industry leaders, Kim sought to unravel how
digital globalization strategies drive competitive advantage in the digital age. The study revealed
that retail firms leveraging digital technologies for global expansion, including e-commerce
platforms, digital marketing, and data analytics, experienced heightened customer satisfaction
levels and increased market share. By harnessing digital tools and platforms to engage customers,
personalize experiences, and optimize operations, retail companies could better compete in today's
digital marketplace. The study recommended that retail firms strategically invest in digital
globalization strategies to stay ahead of the curve, foster customer loyalty, and achieve sustainable
growth, thereby solidifying their competitive position within the retail industry.

Wang (2023) empirical study delved into the relationship between cultural intelligence (CQ) and
firm competitiveness within the service industry. Utilizing surveys and interviews with service
sector professionals, Wang aimed to uncover how cultural intelligence among employees impacts
competitiveness in global markets. The study uncovered a strong positive correlation between high
levels of cultural intelligence and improved adaptability to diverse markets, leading to enhanced
competitiveness and customer satisfaction. Companies that fostered cultural intelligence among
their workforce exhibited greater sensitivity to cultural nuances, improved communication, and
stronger customer relationships, ultimately contributing to higher market share and profitability.
The study recommended that service firms prioritize cultural intelligence training, diversity
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initiatives, and cross-cultural communication strategies to navigate global markets effectively,
capitalize on cultural diversity, and sustain competitiveness in an increasingly globalized world.

METHODOLOGY

This study adopted a desk methodology. A desk study research design is commonly known as
secondary data collection. This is basically collecting data from existing resources preferably
because of its low cost advantage as compared to a field research. Our current study looked into
already published studies and reports as the data was easily accessed through online journals and
libraries.

RESULTS

Conceptual Gap: Despite the studies exploring different globalization strategies such as
internationalization, localization, global standardization, and transnational strategies, there is a
lack of comprehensive research that synthesizes these strategies into a unified framework for
enhancing firm competitiveness. A conceptual study that integrates these strategies and examines
their synergistic effects on market share, profitability, and customer satisfaction across various
industries would provide valuable insights into optimal globalization strategies for firms (Smith,
2019).

Contextual Gap: While the studies have focused on specific industries such as automotive,
technology, FMCG, telecommunications, manufacturing, retail, and service sectors, there is a need
for cross-industry comparative research (Chen, 2020). A contextual study that compares the
effectiveness of globalization strategies across different sectors would offer a broader
understanding of how these strategies vary in their impact on firm competitiveness based on
industry-specific dynamics, market structures, and customer behaviors.

Geographical Gap: The studies primarily focus on multinational corporations (MNCs) operating
in developed economies. There is a dearth of research examining globalization strategies and firm
competitiveness in emerging markets and developing economies. A geographical study that
explores how globalization strategies differ in their effectiveness and implementation challenges
across diverse geographical regions, including emerging markets, would provide valuable insights
for firms expanding globally (Patel, 2018).

CONCLUSION AND RECOMMENDATIONS
Conclusion

In conclusion, the dynamic interplay between globalization strategies and firm competitiveness
underscores the complex yet critical relationship that shapes the modern business landscape. The
empirical studies discussed shed light on diverse strategies such as internationalization,
localization, global standardization, transnational approaches, and digital globalization,
highlighting their distinct impacts on market share, profitability, and customer satisfaction across
different industries and geographical contexts.

These studies collectively emphasize the importance of strategic decision-making in navigating
global markets effectively. Firms must carefully evaluate their unique competitive advantages,
industry dynamics, and target market characteristics to determine the most suitable globalization
strategy. Whether it's expanding operations into new markets, tailoring products and services to
local preferences, standardizing global processes for cost efficiencies, or leveraging digital
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technologies for market expansion, each strategy plays a crucial role in enhancing firm
competitiveness.

Moreover, the research underscores the need for continuous adaptation and innovation in response
to evolving market trends, technological advancements, and consumer behaviors. Firms that
proactively invest in globalization strategies aligned with their organizational strengths and market
opportunities are better positioned to achieve sustained competitiveness, capitalize on new growth
avenues, and establish a strong market presence in an increasingly interconnected global economy.
Overall, the insights gleaned from these studies underscore the multifaceted nature of globalization
strategies and their profound impact on firm competitiveness. As businesses continue to navigate
the complexities of globalization, strategic agility, market responsiveness, and a deep
understanding of global dynamics will remain paramount for driving long-term success and
thriving in competitive markets.

Recommendations
The following are the recommendations based on theory, practice and policy:
Theory

Conduct further research that integrates multiple globalization strategies (e.g., internationalization,
localization, global standardization, transnational approaches) into a comprehensive framework.
This theoretical development can provide a deeper understanding of how these strategies interact
and their combined impact on firm competitiveness across various industries and geographical
regions. Additionally, explore the role of emerging globalization strategies such as digital
globalization, sustainability-focused strategies, and agile global strategies to adapt to rapidly
changing market dynamics.

Practice

Encourage firms to adopt a dynamic approach to globalization strategies by continually assessing
market conditions, competitive landscapes, and customer preferences. Provide guidelines and best
practices for firms to align their globalization strategies with their core competencies, market
opportunities, and strategic objectives. Emphasize the importance of agile decision-making,
strategic partnerships, and innovation in developing and implementing effective globalization
strategies that enhance competitiveness and drive sustainable growth.

Policy

Advocate for policies that support cross-border trade, investment, and collaboration while
addressing regulatory challenges and trade barriers that hinder firms' global expansion efforts.
Promote initiatives that foster knowledge exchange, talent development, and cultural intelligence
to enable firms to navigate diverse global markets effectively. Encourage policymakers to create
an enabling environment for digital transformation, sustainable practices, and responsible global
citizenship among firms, aligning policy frameworks with the evolving needs of the global
business ecosystem.
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