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ABSTRACT 

The telecom industry is in a rapidly evolving period, during which firms are seeking to deliver 

shareholder value amidst digital transformation, workforce disruptions, and more and more data-

driven consumer behavior. A new strategic emphasis lies within the internal capabilities and 

operational innovation of firms.  Through the use of this study, we explore how three strategic 

key dimensions, Marketing Efficiency, Workforce Optimization, and Process Innovation, jointly 

help affect Shareholder Value in telecom organizations. Quantitative data from one hundred and 

twenty telecom executives were obtained from the quantitative data, and qualitative insights 

obtained from in depth interviews to have a qualitative data. Passing the hypothesized 

relationships was validated using Partial Least Squares Structural Equation Modeling (PLS-

SEM). Concurrent with the assessment of model explanatory power, standardized path 

coefficients and R2 values were calculated, and qualitative thematic coding was used to assess 

the Correlational category as a means to understand alternative paths in the above model. 

Therefore, the findings showed all three strategic constructs forming significant relationships 

with shareholder value and Process Innovation (β = 0 .47) had the greatest influence followed by 

Workforce Optimization (β = 0 .40) and Marketing Efficiency (β = 0 .35). Shareholder value was 

accounted for 62% with the model (R² = 0.62). The quantitative results were reinforced by the 

thematic analysis, in which the latter found that innovation and human capital were identified as 

strategic value levers. This research also shows that innovation, workforce agility, and marketing 

precision are the strategic convergences that are needed to create shareholder value. To support 

long-term performance and investor confidence, telecom firms must adjust strategic attention 

from the external transformation to the internal transformation  

 

1. INTRODUCTION 

One of the critical pillars of the economic and social infrastructure in an increasingly digital and global economy is the 

telecommunications sector. In the past two decades, telecom operators had no other option than to evolve their infrastructure-

focused strategies to value-driven models of customer centricity, value-generating operational effectiveness, and innovation.  
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The sector is no longer challenged with survival but with sustainable growth and shareholder wealth maximization (Aithal, 

2023; Bovet & Lusch, 2000). Currently, it has become a strategic imperative to unlock shareholder value, which is the 

increase in long-term returns to investors through financial performance, asset utilization, and market relevance. And we 

know that the Telecom arena is complicated because the nature of value creation in the telecoms is made up of intertwined 

systems whose marketing function, workforce capabilities, and operational processes have to be orchestrated minutely and 

with an eye for the future (Manganelli & Hagen, 2003). Therefore, rapid technological advancements, evolving stakeholder 

expectations, and customer empowerment through digital channels demand incorporating differentiated and integrated 

business strategies that are adjusted to business agility and shareholder interests (Garg, 2023; Hanna, 2010). There is a 

growing body of literature and industrial evidence that the claim that shareholder value enhancement is no longer solely a 

matter of financial engineering is true. In contrast, it has become more closely related to intangible assets such as marketing 

intelligence, skilled human capital, and adaptive organizational processes (Srivastava et al., 2001; Walters & Helman, 2023). 

Specifically, telecom companies with an innovation and data-driven decision-making in their strategic framework are more 

advanced compared to those that rely on the traditional cost-cutting model (Chui et al., 2012; Hossain et al., 2024). 

Foundational elements that affect firm performance as well as shareholder output in service industries, especially 

telecommunications, have been multiple scholars put into continuity. It has been shown that marketing efficiency is a key 

factor in generating superior returns. Marketing operations that are efficient for firms allow them to acquire and retain 

customers, maximize customer lifetime value, reduce churn, and be differentiated in saturated markets (Arthur, 2016; Al-

lami et al, 2024). Value creation through innovation maturity and customer insight capabilities is also supported by strategic 

marketing in the digital transformation models of resource-heavy industries (Al-lami et al., 2024). However, the human 

capital component acts as a mediating strong role in the innovation and strategic execution. This is because smart human 

resource management (HRM) is viewed increasingly as one of the drivers of innovation performance, especially when it is 

embedded within technology-led initiatives (AlFaouri et al., 2024). By being able to change rapidly and innovatively to 

changing market demands through skills development, digital tools, and performance analytics, workforce optimization 

allows firms to optimize. Bashir (2025) argues that agility, innovation, and corporate social responsibility are all part of 

competitiveness in the telecom sector and that workforce strategy is a cornerstone of shareholder value. On the other hand, 

process innovation, equally important, is aimed at enhancing the efficiency, removing operational bottlenecks, and exploring 

hidden value in the value chains (Hajar et al., 2024). We start to see telecom companies reengineering internal processes 

using digital platforms, AI, and automation to streamline operations and improve service delivery, according to Uhl and 

Gollenia (2014), amongst others, Maizlish and Handler (2005). Such innovations are neither technical nor strategic; they are, 

particularly, about ensuring such critical things as flexibility, responsiveness, and fit with top-level corporate objectives 

(Field, 2024). The theoretical bases of this study stem from the resource-based view (RBV), which considers that the firm-

specific resources, including skilled personnel, knowledge assets, and innovative ability, are essential for sustaining 

competitive advantage (Widiatmaka et al., 2024; Srivastava et al., 2001). These internal capabilities are even more important 

in emerging and frontier markets where external volatility and institutional gaps are high (Jahanbakht & Mostafa, 2022). 

Similarly, Nguyen et al. (2023) show that external capabilities can be reinforced by open innovation practices coupled with 

strategic partners under performance data guidance to achieve better market outcomes. At the same time, collaborative 

innovation and external alliances have become major enablers of value creation. Tariq (2025) states that open innovation 

helps to create a competitive edge by enabling knowledge sharing, co-creation, and accelerated problem solving. The 

significance of open innovation in the telecom services is underlined by Birudavolu and Nag (2011) in the context of high 

digital transformation. In addition, strategic technology partnerships, as discussed by Attah et al. (2024a), blend technology 

innovation with corporate strategy. Telecom firms have at last converted digital technologies to segment the market, 

communicate, and analyse. Big data, artificial intelligence, cloud computing, and others are the game changers in marketing 

decision making in the sense that they will provide more precise targeting, optimization of campaigns, and get the customer 

involved deeply (Hossain et al., 2024; Khalid, 2024). Informed, proactive strategy formation can help firms in the emerging 

markets overcome competitive disadvantages, but this can only be achieved through the use of business analytics 

frameworks, as stated by Olaleye et al. (2024). But even with these improvements, the ability to unlock value in the 

stockholder has not been achieved because of the strategic fragmentation and, in particular, the silos of operations. Walters 

and Helman (2019) argue that there is a need for stakeholder value-led management and convergence between Industry 4.0 

principles and internal value networks. The integration of innovation fails when not accompanied by innovation. 

Despite the huge investments made by telecom companies in digital technologies, talent management, and customer-focused 

strategies, the sector has not been able to deliver shareholder value consistently. Strategic misalignments, siloed innovations, 

and operational inefficiencies deter many firms. Some companies have made positive marginal gains using isolated 

marketing or HR improvements, but a lack of a holistic, integrative framework prevents their achievement from being 

sustained in the long run (Bovet & Lusch, 2000; Field, 2024; Walters & Helman, 2023). In addition, as a result of the speed 

of technological disruption and increasing expectations from stakeholders, there is an urgent requirement to integrate the 

strategic manipulation of marketing efficiency, workforce optimization, and process innovation to strengthen organizational 

resilience and wealth creation for shareholders. This study aims to investigate how the combined efforts of marketing, human 

resources, and process operations can collectively increase shareholder value in the telecom sector. Specifically, the study 
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aims to: 

1. Analyze the impact of marketing efficiency on shareholder value and financial performance in telecom firms. 

2. Examine the role of workforce optimization, including smart HRM and organizational agility, in driving innovation 

and competitiveness. 

3. Assess how process innovation enhances operational effectiveness and contributes to value creation. 

Develop a strategic framework that aligns marketing, workforce, and process domains to unlock shareholder value.  

2. MATERIALS AND METHODS 

2.1 Research Design 

This research design utilized a mixed methods approach to get the critique of the measurable as well as aspects of the 

contextual into all its dimensions, including how to affect shareholder value in the telecom sector. The reasons for selecting 

a mixed methods approach were to quantify interactions of the variables and also to understand the strategic nuance 

associated with them. Not only is the quantitative part integrated to incorporate statistical validation for hypothesized 

linkages, but also the qualitative one, which serves to elicit deeper insights from industry practitioners. Overall, it was an 

exploratory confirmatory type of strategy in which qualitative exploration was conducted to identify contextual trends, 

followed by a quantitative phase to test hypotheses relating to the literature and preliminary findings. 

2.2 Sample Selection 

A multi-stage purposive sampling method was used to ensure both relevance and representativeness of the target population. 

During the first stage, the countries with competitive telecom markets and fast industry development were identified — India, 

Nigeria, the Emirates of the United Arab Emirates, the United Kingdom, and the US. In the second stage, mid-sized and 

large telecom firms operating in these markets were shortlisted based on their involvement in innovation initiatives, 

marketing transformation, and process digitalization. The quantitative survey was conducted on 120 respondents from the 

final sample of thirty telecom companies. In the qualitative phase, 18 senior executives: chief executive officers (CEOs), 

chief marketing officers (CMOs), HR directors, and operations heads were chosen based on their strategic responsibility for 

corporate decision making. This targeted approach made sure that respondents had enough knowledge to answer the study 

variables. 

2.3 Instrumentation 

Principal data collection instruments used were a structured questionnaire and a semi-structured interview guide. The 

questionnaire was developed using established scales from previous literature. Indicators of marketing efficiency as the return 

on marketing investment, customer retention, and campaign effectiveness, compatible with Srivastava et al. (2001) and 

Arthur (2016), were employed to measure marketing efficiency. Gadowsky et al. (2021) utilize the framework of Al Faouri 

et al. (2024), Bashir (2025), and assess workforce optimization through metrics like HR analytics utilization, talent agility, 

backfilling efforts, and upskilling efforts to its presence. Items related to process automation, lean operations, and digital 

transformation were used to evaluate process innovation following the constructs in Hajar et al. (2024) and Maizlish and 

Handler (2005). In line with Kalsum (2023) and Manganelli and Hagen (2003), shareholder value was measured using both 

financial proxies, such as earnings per share, and the qualitative indicators of the perceived organizational value. A five-

point Likert scale from strongly disagree (1) to strongly agree (5) was used for all items. Face validity of the questions has 

been confirmed through pilot testing with 15 professionals, designed to clarify questions and refine the test. In addition to 

complementing and deepening the knowledge acquired through the survey, the semi-structured interview guide was 

developed. The interview questions were about real-world practices, integration challenges, and outcomes of marketing 

strategies, workforce management, and process design. These questions were open-ended and exploratory and allowed 

participants to embellish upon their experiences and strategic choices. It was a means by which triangulation and 

contextualisation of quantitative findings could be achieved. 

2.4 Data Collection Procedure 

Data collection was done over four months from October 2024 to January 2025. The structured questionnaire was 

administered electronically using Google Forms and distributed via official email lists and LinkedIn outreach for the 

quantitative phase. It was scheduled to respond to track and reminders at two-week intervals to ensure an optimal response 

rate. For the qualitative phase, interviews were conducted virtually using Zoom or Microsoft Teams based on participant 

preference. Interviews were audio recorded with informed consent, and each interview lasted between 45 and 60 minutes. 

To ensure the integrity of data, transcriptions were done manually and then cross-checked for accuracy. Confidentiality 

assurances were given to all participants, and they were briefed on the scope and purpose of the study. 

2.5 Data Analysis 

Quantitative data were analyzed in SPSS 28 and SmartPLS 4. First, descriptive statistics were computed to summarize the 
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characteristics of the sample and to give a general overview of the constructs. Cronbach’s alpha and composite reliability 

coefficients were used to evaluate reliability to confirm internal consistency. This was expressed through confirmatory factor 

analysis (CFA) and average variance extracted (AVE), to ensure a convergent and discriminant validity of the measurement 

model. The Partial Least Squares Structural Equation Modeling (PLS-SEM) was used to test the structural model. Thus, this 

technique facilitated the investigation of complex relationships among latent constructs while taking into consideration 

measurement error. We evaluated the model fit in terms of standard indices of R², Q², and standardized root mean squared 

residual (SRMR) at standards for how acceptable the model is. Thus, thematic content analysis was conducted using 

qualitative data analysis. They also coded transcripts manually following a hybrid deductive and inductive reasoning 

approach. The conceptual framework was used to base the deductive codes, while the inductive codes were organically 

derived from the data. There was a development of themes, for them to be in line with strategic alignment, integration 

barriers, and perceived shareholder value contribution. Finally, the themes were cross-referenced to the quantitative findings 

to bring out points of convergence and divergence to contribute to the interpretative richness of the study. Increasing the 

validity and trustworthiness of the results, this triangulated approach was used. 

2.6 Ethical Considerations 

Ethical standards for human subject research were strictly adhered to in this research. An academic institutional review board 

provided acceptable ethical clearance before data collection. An information sheet had been provided to all participants about 

the objectives of the study, policies for the use of data, and their rights, among them the right to withdraw from the study at 

any time. Every participant gave written informed consent. To ensure data confidentiality, the responses of the survey and 

interview transcripts were anonymized, and all digital files were stored in encrypted formats. The principles followed were 

principles of integrity, transparency, and voluntary participation. 

3. RESULTS 

3.1 Descriptive Analysis of Strategic Variables 

Descriptive statistics were calculated for the four core variables, Market Efficiency, Workforce Optimization, Process 

Innovation, and Shareholder Value, to understand how these levers are perceived to drive shareholder value. The constructs 

had consistently high mean values based on responses collected from 120 participants using a five-point Likert scale. Based 

on Table 1, Process Innovation registered M = 4.25 with SD = 0.55, which indicated the highest consensus of its significance 

in performance. In terms of Marketing Efficiency (M = 4.12, SD = 0.58), Workforce Optimization (M = 4.08, SD = 0.61) 

was similarly viewed positively. This means a mean score of 4.15 (SD 0.59) for the outcome variable Shareholder Value, 

which indicates that respondents were confident in strategic configurations. 

Table 1. Descriptive Statistics of Strategic Variables 

Strategic Variable Mean Standard Deviation 

Marketing Efficiency 4.12 0.58 

Workforce Optimization 4.08 0.61 

Process Innovation 4.25 0.55 

Shareholder Value 4.15 0.59 

 

Table 1 shows descriptive statistics for the key strategic variables, Marketing Efficiency, Workforce Optimization, Process 

Innovation, and Shareholder Value. Mean value was found to be the highest for Process Innovation (M = 4.25), which means 

that respondents perceive this strategy as an important one for performance outcome, and closely followed by Shareholder 

Value (M = 4.15), meaning that these are seen as important strategies for performance outcomes 



Dr. Shefali Tiwari, Dr Deepali Pai, Dr Shilpa Katira, Dr. Surya Agrawal 
 

Page. 584 
 
 
 

Advances in Consumer Research| Year: 2025 | Volume: 2 | Issue: 3 

 

 

Figure 1. Average Perceived Effectiveness of Strategic Variables 

Figure 1 shows what executives interviewed consider most effective: Marketing Efficiency, Workforce Optimization, and 

Process Innovation. Based on the mean scores, Process Innovation was scored the highest, suggesting the topmost role that 

drives value creation. This is a strategic preference for internal innovation over traditional marketing or HR focused 

interventions in the telecom sector. 

3.2 Structural Model Estimation and Path Analysis 

Partial Least Squares Structural Equation Modeling (PLS-SEM) was used to validate the conceptual relationships 

hypothesized in the study. The results of the structural model showed that all three independent variables significantly affect 

Shareholder Value. Table 2 contains the standardized path coefficients (β), p values, and interpretability of effect sizes. Each 

domain had a stronger direct effect than any other factor (process innovation had the strongest effect (β = 0.47, p < 0.001), 

followed by workforce optimization (β = 0.41, P = 0.001) and marketing efficiency (β = 0.34, P = 0.003)), thus supporting 

the strategic importance of each one of them. 

Table 2. Structural Path Coefficients and Effect Sizes 

Structural Path β Coefficient p-value Effect Size 

Marketing Efficiency → Shareholder Value 0.34 0.003 Moderate 

Workforce Optimization → Shareholder Value 0.41 0.001 Moderate 

Process Innovation → Shareholder Value 0.47 0.000 Strong 

 

Table 2 reflects the results of the structural equation model, where the standardized path coefficients and effect sizes are 

presented. It shows that Shareholder Value (β = 0.47) is most positively affected by Process Innovation (β = 0.47), Workforce 

Optimization (β = 0.41), and Marketing Efficiency (β = 0.34), which means that all three strategic factors contribute 

significantly to organizational value creation. 
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Figure 2. SEM Path Coefficients Across Strategic Constructs 

Figure 2 depicts standardized structural equation model path coefficients indicating the contribution of each strategic 

construct variable to shareholder value. Among these factors, Process Innovation has the highest influence (β = 0.47) and 

Workforce Optimization (β = 0.41, respectively, followed by Marketing Efficiency (β = 0.34), as they play the most crucial 

and effective role in value creation in the telecom sector. 

3.3 Empirical Integration of the Theoretical Model 

The validated conceptual model was overlaid with the empirical results derived from the SEM analysis to provide a 

comprehensive synthesis of theory and evidence. The integrated framework depicts inverse connections among strategic 

variables, with β values displayed on the associated arrows leading from the strategic variables to the Shareholder Value. 

This visual integration provides a high-level representation of the study’s empirical contribution and supports the argument 

that value creation in telecom firms is a result of the harmonized application of internal capabilities. 

 

 

Figure 3. Empirically Validated Conceptual Framework 

Figure 3 shows the empirically validated conceptual framework with the (β = 0.34, β = 0.41, β = 0.47) direct relationships 

of Marketing Efficiency, Workforce Optimization, and Process Innovation with Shareholder Value (R² = 0.62). All three of 

the strategic levers add significantly to value creation, and Process Innovation is confirmed as the most powerful strategic 

lever. 

3.4 Thematic Insights from Executive Narratives 

Qualitative data were obtained from 18 senior executives during semi structured interviews to improve depth of the finding 

and the contextual relevancy. Four dominant narratives emerged from thematic analysis: Strategic Alignment, Innovation as 

Differentiator, Integration Challenges, and Investor Communication. The frequencies of themes are summarized in Table 3 

along with illustrative quotations that illustrate managerial perspectives. 

 

0.34

0.41

0.47

0.003

0.001

0

0 0.05 0.1 0.15 0.2 0.25 0.3 0.35 0.4 0.45 0.5

Marketing Efficiency → Shareholder 

Value

Workforce Optimization → Shareholder 

Value

Process Innovation → Shareholder Value

p-value β Coefficient



Dr. Shefali Tiwari, Dr Deepali Pai, Dr Shilpa Katira, Dr. Surya Agrawal 
 

Page. 586 
 
 
 

Advances in Consumer Research| Year: 2025 | Volume: 2 | Issue: 3 

 

Table 3. Key Themes from Executive Narratives 

Theme Frequency Representative Quote 

Strategic Alignment 14 “When marketing and HR align, shareholder confidence rises.” 

Innovation as Differentiator 16 “Our process upgrades directly reduced churn and costs.” 

Integration Challenges 11 “Siloed teams often duplicate efforts, wasting time and money.” 

Investor Communication 13 “Clear value metrics tied to strategy gain investor confidence.” 

 

Table 3 summarizes the themes that arose from executive interviews: strategic alignment, innovation, integration challenges, 

and investor communication. These findings further reinforce the quantitative findings and demonstrate how leaders regard 

internal collaboration, process improvement, and clear communication with shareholders in the telecom sector as essential 

if one is to create value for shareholders. 

4. DISCUSSION 

The dominance of Process innovation argues the imperative of telecom firms to change current processes, moving from 

legacy systems to digitized, agile, and value-creating processes. This suggests a second strategic orientation going on, namely 

that operational transformation is now a core enabler of shareholder value, not a support to it. This supports qualitative data, 

as the executives indicated that process redesign and automation could save costs in operating, minimize churn, and improve 

the speed of service delivery. These strategic reconfigurations provide scalability and resilience, critical in situations of very 

volatile market conditions. Shareholder value was also determined by Workforce Optimization. This is the result of the 

increasing interrelationship between firm-level performance and human capital strategies. Given the reliance on knowledge 

workers in the telecom industry, along with AI-integrated operations, organizational agility directly depends on the 

optimization of workforce capabilities working towards re-skilling, decentralization, and strategic task automation. This view 

was corroborated by interviews with executives who said restructuring HR policies, forming cross-functional teams, and 

linking performance incentives to value outcomes helped both morale as well as profitability. Even though ranked third, 

Marketing Efficiency is still an essential contributor to the creation of value. An ROI, customer lifetime value, and precision 

targeting (using digital analytics) focused marketing approach has a measurable effect on investor sentiment and expansion 

of the market. Indirect but potent contribution of marketing to shareholder wealth is shown through its strategic alignment 

with financial outcomes, especially in subscription-based business models. Yet it may be the relatively lower β than 

innovation and workforce indicators, indicating a shift away from external engagement to internal capability development. 

The results of the study fit well within the body of current research that is focusing on value enablers of digital transformation 

and operational agility. Our strong process innovation results validate the strategic utility of ICCT technologies in driving 

business value, as Aithal (2023) pointed out. In addition, Hajar et al. (2024) also found that innovation is a central axis of 

value creation in the telecom domain and that it is empirically important in our model. Like Al-Faouri et al. (2024), they also 

highlighted the mediating role of smart HRM between technological applications and innovation performance. What it 

suggests is in our data, and working with it, we found that Workforce Optimization has a very positive impact on shareholder 

value. It would be interesting to note that our findings are at variance with earlier models that gave high importance to 

market-facing functions as primary value creators. For example, Srivastava et al. (2001) and Arthur (2016) emphasized the 

presence of market orientation and branding strategies in enhancing the firm's performance. While still keeping some power 

for predicting (β), Marketing Efficiency lost in comparison to its previous β (lower in our model), and it became less and 

less possible to predict the value creation of telecom companies by looking at the size of their marketing budget. The data 

provided here constitutes a data-driven strategic roadmap for telecom executives and policymakers. We should be investing 

in reengineering internal processes through the use of automation, cloud migration, and AI-driven analytics to ensure that 

we have scalable growth. Likewise, we also need to change our workforce strategy out of the traditional HR model to flexible, 

performance analytics, and cross-disciplinary collaboration. Since marketing still matters, firms should make sure that 

branding and customer acquisition are closely tied to measurable shareholder returns. Additionally, organizations need to 

move away from functional silo structure to integrated strategic planning whereby the marketing, HR, and operations joint 

metrics used to measure success. Such an integration facilitates the alignment with investor expectations and thereby 

increases firm valuation and long-term sustainability. 

However, the study is limited in several ways, being empirically robust but very theoretical. First, it was limited to a sample 

of telecom firms in a certain regional context, and hence has a risk of a lack of external validity for the findings. Future 

studies need to use cross-national samples to explore geographic variation in strategic impacts. Secondly, data involving self-

reported Likert scale questionnaires may be biased, although it was minimized through triangulation with qualitative 

interviews. Since the study is cross-sectional, it does not allow for the dynamic play between strategy and shareholder value 
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over time. More effectiveness would be achieved in identifying causality and strategic lag effects with longitudinal designs. 

Additionally, the economic precision of the model may be diminished if financial performance variables such as ROI or EPS 

are excluded as part of the structural model because the fit indices of that model were strong. From here, future work will 

want to incorporate such objective financial metrics into the model to validate the subjectively perceived strategic 

performance. Other types of longitudinal studies that examine the effects on shareholder value of shifts in process innovation 

or HR practices over time, thus, would provide more dynamic insights. Depending on the objectives of the scholars, the 

model would also be expanded to incorporate moderating variables that may moderate the effectiveness of the strategic 

levers: e.g., organizational size, technological readiness, and market maturity. Finally, case studies from digitally advanced 

telecom firms may provide further qualitative extensions that demonstrate best practice for translating the sharing strategy 

into its impact on shareholder returns. 

5. CONCLUSION 

This study provides a complete empirical and strategic understanding of how the strategic drivers of shareholder value in the 

telecom industry are being reshaped and redefined. The research, based on a hybrid methodology of integrating structural 

equation modeling and qualitative executive insights, concluded that Process Innovation, Workforce Optimization, and 

Marketing Efficiency are very important predictors of shareholder value, with Process Innovation being the most important 

lever. The validated conceptual framework shows that internal transformation, not just external market performance, is 

becoming more and more important in creating sustainable value in telecom organizations. The findings indicate a need to 

realign priorities in the sector. Given the disruptive forces on the telecom firm, such as technological disruption, rising 

consumer expectations, increasingly competitive environment, the capacity of firms to streamline operations, optimise 

workforce capability, and align marketing efforts with shareholder interest has become crucial. They represent these insights 

that contradict the conventional notion of how strategic value creation can be done, in a way that puts more focus on the 

customer-facing strategy than any other, but rather in an inward-looking, balanced strategy. The results from a managerial 

perspective are actionable pathways that should align corporate strategy and value outcomes. Viewed as invested in digitized 

processes, human capital flexibility, and precision marketing analytics, these processes have to be considered as strategic 

investments rather than operational improvements aimed at capitalizing on shareholder wealth. Additionally, the study 

contributes to academic discourse by validating an integrative model that may provide others with insight into this issue 

across sectors. To unlock shareholder value in the telecom sector, innovation needs to align with talent optimization and 

efficient market engagement in a triadic way. The competitive advantage in the telecom industry of the future will come to 

be increasingly defined by this convergence 
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