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ABSTRACT Although stakeholders can extend their impact areas individually, if they act as a group they create
more influence on a company. Therefore, it is necessary to analyse stakeholders both as individuals and as a group
in order to earn their contribution to the company. The employees’ opinions about the company, their satisfaction,
and their motivation is important in terms of the sustainability of the business. In researches’ work, 456 white-
collar worker surveys were conducted at 16 telecommunication companies in the service sector. Through aggregated
surveys, stakeholder relationship management and stakeholder behaviour were analyzed and the effects on
competitive strategies were examined. In the results obtained, the hypothesis was not supported in the coordination
dimension of stakeholder relations management and it appeared as an important finding.
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INTRODUCTION

According to the stakeholder’s theory and
stakeholder management concept, a business
should manage internal and external stakehold-
ers in a balanced management style and meet
the expectations in order to ensure the continu-
ity of the business (Sharon 2016). Therefore,
especially in regards to, the structure of the busi-
ness sector, the position of competitors and, the
attitudes and behaviours of the employees are
very important factors. In general, the stakehold-
er theory examines the significant impact of em-
ployee, shareholders, management, suppliers,
customers, governments, and non-governmen-
tal organizations on the business (Joos 2018).
Beyond the specific results of this study; stake-
holder relationship management and stakehold-
er behaviour variables contribute to the litera-
ture on stakeholder theory in terms of their im-
pact on competition strategy. The research is
based on stakeholder management, which is fre-
quently used in the literature (Hillman and Keim
2001). And, while incorporating a new theoreti-
cal approach based on stakeholder opinion in
conjunction with competitive strategies, this
study represents a step toward understanding
the impact of stakeholder engagement and stake-
holder behaviour. Unexpected situations affect-
ing the relationship between stakeholder rela-

tionship management, stakeholder behaviour
and competition strategy have been examined
in this paper for an exploratory purpose.

Stakeholder theory argues that consistent
interaction is needed with the stakeholders at
an organization level in any business sector
(Brickson 2007). The literature research on stake-
holder theory reveals that it needs to be recon-
sidered and expanded to explain the mechanism
between businesses and stakeholders (Jones
and Nisbet 2011). Given the results of the study,
stakeholder involvement focuses on the influ-
ence of relationship management and behaviour
on competition strategy.

Company executives need to effectively
manage the interests of stakeholders (Bosse et
al. 2009). In this context, companies can imple-
ment sustainable performance improvements in
the competitive environment, and increase the
value of stakeholders (Harrison et al. 2010).
Stakeholder management concept; is important
because it helps improve the performance of
employees within the organization in terms of
growing up in companies and ensuring continu-
ity (Fassin 2012). Stakeholder relationship man-
agement and stakeholder behaviour are both
important in terms of how they affect both com-
petition strategy and the position of competi-
tors. Furthermore, the stakeholder management
concept assists business management when
they make decisions in determining multiple as-
pects: the responsibilities of the employees to
embrace the organisation, and the responsibili-
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ty of stakeholder management to communicate
and establish relationships during implementa-
tion of these decisions.

Stakeholders Theory

The definition of stakeholder theory made
by Freeman in the literature is controversial. Free-
man defines the theory as the management of
stakeholder theorisation, the coordination of
relations between the organization and its em-
ployees, and the goals and objectives of the
institution (Freeman 2004). In fact, when Free-
man developed the stakeholder theory, he anal-
ysed it as internal (employees, shareholders and
managers) and external stakeholders (custom-
ers, suppliers) and tried to explain both how in-
ternal and external stakeholders will interact and
how these relationships will be best managed
(Freeman 2010). High-level executives of com-
panies need to attach importance to the cogni-
tive and emotional processes underlying the re-
lationship between the organization and its em-
ployees because these processes have an im-
portant role in shaping the behaviour between
stakeholders and companies (Brickson 2007). It
is important to give individuals rational and spec-
ified roles, according to their interests, and to
establish communication networks integrated
with their desires and motivations (Voronov and
Vince 2012). When we look at the general stake-
holder roles in the organization, we can see that
individuals have multiple roles and interact with
many other stakeholders. In this case, it must be
noted that there are moral obligations in both
directions - companies and stakeholders are-
linked to each other (Phillips 2003).

Stakeholders Analysis

The relationship between organisations and
the stakeholders often includes complex com-
munication and interaction processes. Therefore,
it can be beneficial for the company to analyse
all its stakeholders and to identify how far their
connections extend (Qingchun 2017). Even in
the telecom sector, in which almost everything
is clear and precise, there can be stakeholders
with different interests or clashing or correspond-
ing parties.  In the telecom sector, apart from the
shareholders and customers of the organisation,
there are a number of stakeholders such as   lend-
ers, suppliers, the government, investors, and
social stakeholders who are affected by telecom-
munication policies. If the decision of business

management brings unsuccessful results, the
stakeholders’ attitudes and behaviours may
change and the company may face unexpected
costs as a result of the failure (Alonso et al.
2018). It is stated that companies should com-
municate with stakeholders who have the most
power and impact on the business; however, it
is also useful to consider the satisfaction of the
stakeholders with less power and impact be-
cause, we should not forget that these stake-
holders may have the power to affect other
stakeholders and bring them to their side.

Factors Used for Analysing the Stakeholders
Relations Management

Trust

The stakeholders would like to maintain their
relationships as long as there is mutual trust. It
is important to build mutual trust with the stake-
holders as same as the ensuring trust in the rela-
tionship between individuals. The companies
should refrain from actions that undermine this
trust, as it may cause negative reactions between
the stakeholders. The mutual trust created be-
tween the business and the stakeholders also
means the continuity of the cooperation (Mor-
gan and Hunt 1994). The trust environment pro-
vided by the business, reduces the stakehold-
ers’ perception of risk and reveals the need for
each other in achieving their future goals and
objectives (Moore 2000).

Commitment

The commitment of the employees is defined
as the efforts to continue the relationship to
achieve mutual interests (Morgan and Hunt 1994).
Established commitment links will prevent poten-
tial conflicts and the mutual positive thoughts
will increase the level of satisfaction (Mohr and
Nevin 1990). So, it is necessary for businesses to
establish commitment relationships between the
employees. The business management should
also consider the commitment of the employees
to the other companies in order to ensure the
continuity of the business activities with external
stakeholders. The commitment is seen as a key
factor for receiving positive results in relation-
ships between the company and external stake-
holders and for achieving the targets and suc-
cess (Cai and Wheale 2004).
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Dependency

It refers to the necessity of stakeholders and
other businesses to allow a company to carry
out its activities, reach its goals, and fulfil its
purposes (Kumar et al. 1995). The company may
need other businesses in the supply chain to
perform its activities, and this situation forms a
dependency. If a company cannot complete the
supply chain on its own and needs other busi-
nesses, it means there is a high level of depen-
dency. The company’s dependence on stake-
holders and other businesses occur to reach
mutual interests and to ensure the continuity of
the business (Sheu et al. 2006).

Coordination

Coordination is one of the key business func-
tions, and the businesses should coordinate well
to manage the commitment between the compa-
ny and stakeholders, and to prevent the uncer-
tainties that may arise between the parties (Kaus-
er and Shaw 2004). One of the most important
concepts that affect business success is to pro-
vide good coordination of activities related to
its goals and objectives, and this situation can
lead to lower costs of the activities (Mohr and
Spekman 1994). However, if the employees are
not affected by the coordination of activities
with other businesses in the sector or if the em-
ployees ignore the communication with other
companies, it will not bring positive outcomes.
Coordination is the most important reason be-
hind the success of the partnership with other
businesses and establishment of good relation-
ships and communication (Cavusgil et al. 2006).

Factors Used for Analysing the Effect of the
Stakeholder Behaviours

Employee Behaviours

Employees within the organization are stake-
holders who have a significant influence on or-
ganizational performance (Marta 1999). The em-
ployees’ level of the commitment, motivation,
and work satisfaction are considered factors af-
fecting the performance of the business. Busi-
ness managers, particularly managers in the hu-
man resources departments, try to employ skilled
individuals who can be useful to the company,
to keep the skilled employees in the company,

and to increase the motivation of these skilled
employees (Cindy and Michael 2006). Follow-
ing the literature review on customer satisfac-
tion and brand loyalty, the questions designed
to test employee loyalty of the employees were
carefully prepared: Zeithaml et al.’s (2002) “Be-
havioral Trends Scale”, Yoo and Donthu’s (2001)
“Brand Value” scale, and Aaker’s (1996) “Brand
Loyalty” scale.

Organizational Commitment of the
Employees

In general, organisational commitment has
been described as the employees’ desire to re-
main in the company and their loyalty to the
company’s objectives, goals, and missions (Hü-
lya 2006). When we examine the organisational
commitment of the employees, it is considered
to be an expression about how much they are
committed to the organisation and how much
they could sacrifice (Bernard and Ajay 1993).
The continuation of organisational commitment
depends on employee acceptance of the aims,
objectives, and values of the organisation as
well as a strong belief in the organisation (Porter
et al. 1974). If there is a low organisational com-
mitment of the employees, there are higher level
of negative attitudes and behaviours such as
the lack of desire to work, arriving late for work,
absenteeism, and leaving of the organisation
(Mowday et al. 1979). The employees who want
to stay in the organisation will came to work
regularly with the desire to work for the organi-
zation and will work in line with the aims and
objectives of the organisation (John and Natalie
1997).

Social Aspects

Governments

The decisions of the governments were gen-
erally made to ensure social order and the public
policies implemented by the legislations and reg-
ulations   to ensure that the activities of compa-
nies and the workers are regulated (Qu 2007).
Therefore, the companies should comply with
the laws and regulations established by local
governments. The governments are also respon-
sible for promoting sustainable business prac-
tices (Albareda et al. 2007). Governments have a
regulatory role in ensuring that the companies
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fulfil their investment, production, and manage-
ment responsibilities in terms of social relation-
ships and growth of the company.

Media

Companies may have to pay financial and
moral compensation if they can’t manage the
relations with the people in terms of social re-
sponsibilities. In particular, the media, while rais-
ing public awareness, has a significant influence
on the position of the company (Arenas et al.
2009). For this reason, companies can’t ignore
communication channels with their employees
and with the public (Tixier 2003). Today, the me-
dia increasingly demands socially responsible
behaviours from the companies in any business
sector. Therefore, it is very important that the
employees of the businesses should be con-
scious about the media. Questions to be asked
to the employees in the telecommunication sec-
tor (Qu 2007; Byung et al. 2014) were prepared
and evaluated.

Competitive Advantage Theory

Porter (1996) introduced Competitive Strate-
gies Theory in his book about global economy.
His theory explains the impact of stakeholders
in a competitive environment, the internal and
external variables, and the measures that should
be taken in the case of manipulations (Porter
1996). In his theory, Porter stated that the re-
sources and the accomplishments of the busi-
ness will provide basic direction in their strate-
gies and will be the main source of the profit.
When examined carefully, Porter focus on the
businesses’ need of analysing competition in
the business world to decide on the strategies
(Hoskins et al. 1997). The most important com-
petitive strategies that give a competitive ad-
vantage to the businesses are cost leadership
and differentiation strategies.

Cost Leadership Strategy

Cost leadership of a business means that
competitors are more affordable at a lower cost
than their products and are superior to the mar-
ket. It is about reducing the cost, gaining supe-
riority over the competitors, and achieving a
competitive advantage on the basis of price. In
order to get the competitive power, the func-

tions of the business (finance, production, mar-
keting, etc.) should work very well (Porter 1980).
The employees in the telecommunications sec-
tor were particularly asked about their thoughts
on reducing and controlling costs in terms of
cost leadership strategy. The scale was created
using many questions from literature (Porter
1980; Slater and Narver 1993; Rosenzweig et al.
2003).

Differentiation Strategy

Differentiation strategy differentiates busi-
ness products or services compared to their com-
petitors and gain benefits above average return
in the sector (Porter 1980). Differentiation strat-
egy; institutions gain customer loyalty. With this
strategy, it is possible to put institutions in an
advantageous position against the substitution
products presented to the market by preventing
other firms from entering the market (Porter 1980).
In the telecommunications sector, the diversifi-
cation strategy of the companies increase the
pressure on employees in terms of making the
customers feel special and different. The litera-
ture research was carried out on the implemen-
tation of differentiation strategy and several
studies were used to create the scale and ques-
tions that were asked to company employees.
The resources for the scale: (Porter 1980; Slater
and Narver 1993; Rosenzweig et al. 2003).

METHODOLOGY

In the scales used in the researchers’ re-
search; factor and reliability analysis were con-
ducted, after which the data was downloaded to
the company level according to research needs.
SPSS 21.00 Statistical Software Program was used
in the evaluation of the data. A correlation anal-
ysis was conducted to examine the relationship
between the 456 surveys collected and the vari-
ables; Research hypotheses were tested by re-
gression analysis.

Descriptive Analysis

The researchers’ surveys were collected by
456 white-collar workers in various parts of tele-
communications companies in accordance with
the criteria. The survey was answered by 334
male and 122 female white-collar workers. The
percentage of managers over age 41 was 12.1
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percent. Besides, 8.6 percent of the respondents
are from high school, 12.7 percent from voca-
tional schools, sixty-one percent from bachelor,
16.4 percent from master, and 1.3 percent from
doctorate degree. Seventy-two (15.8%) of white-
collar employees work in Marketing Department,
48 (10.5%) in Information Technologies Depart-
ment; 27 (5.9%) in the Accounting Department,
40 (8.8%) in the Human Resources Department;
43 (9.4%) in Operation Department; 38 (8.3%) in
Production Department; 27 (5.9%) in the Tech-
nical Department; 4.6 percent in the Public Rela-
tions Department; 44 (9.6%) in the Procurement
Department; 3.3 percent in the R&D Department;
3.9 percent in the finance department ; 9 (2%) in

management. The number of directors in the oth-
er departments was 54 (11.8%).

Research Model: A Study of the Effects of
Stakeholder Relations Management on the
Stakeholder Behaviours and Competitive Strategies

The aim of the research model is to investi-
gate how firms in the service sector (companies
in the telecommunications sector) within the re-
searchers’ research area relate to employees in
the concept of internal stakeholder, and how
their employees influence their competitive strat-
egies using analysis through institutional con-
siderations (Fig. 1).

Fig. 1. Research model: Relationships between independent and dependent variables
Source: Author
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The researchers’ research model is in a re-
stricted area. Companies located in the service
sector and located in the same area are exam-
ined. At the same time, the relationships between
managers and employees, who play important
roles in the concept of internal stakeholder, are
discussed.

Accepted and Unaccepted Hypotheses
according to Regression Analysis Results

Regression analysis was used to test the
proposed research hypotheses about the effects
of the stakeholder relations management on the
stakeholders’ behaviour and the competitive
strategies (Table 1). The results of the research
hypotheses show that 12 hypotheses are ac-
cepted and 2 hypotheses are rejected (Table 2).

Factor Analysis

In the researchers’ study, factor analysis was
performed on a 5-likert scale using a question-
naire with 64 questions. As a result of the factor
analysis, 17 questions were removed because it
reduced the reliability of the scale and negative-
ly affected the factor distribution.

Reliability Analysis

It is defined as the internal consistency of
measuring the mean relation of the questions
related to a variable. As a result of the factor
analysis, reliability analysis was performed on
the remaining 47 questions. In the literature, it is
considered that Cronbach Alpha alpha coeffi-
cient of Social Sciences is 0.50 or more (Nunnal-
ly 1978; Hair et al. 2008). The researchers’ scales
show that alpha values are higher than 0.50
which show the internal consistency of their
variables (Table 3).

As a result of the reliability analysis, the reli-
ability of the dimensions representing the variables
was 0.70 and above. Each one needs to be repre-
sented statistically with a minimum of 2 questions
in order to define the variable. As a result of factor
analysis, there are 3 questions in some dimensions,
both in terms of representation of dimensions and
in terms of reliability analysis.

Descriptive Statistics

The said descriptive statistics comprise the
information in brief such as how many times each
value or value group within a variable is repeat-
ed, what kind of a distribution the values show

Table 1: The regression analysis about the effects of the stakeholder relations management on the
stakeholders’ behaviour and the competitive strategies

Independent variables Dependent Standard  Sig. Revised F
variables β R2  Value

Trust Cost Leadership .251*** .000 .062 59.903
Commitment .272*** .000 .073 71.297
Dependency .473*** .000 .223 255.996
Coordination -.100* .003 .009 8.969
Trust Differentiation .268*** .000 .071 69.171
Commitment .242*** .000 .057 55.378
Dependency .567*** .000 .320 421.586
Coordination -.138*** .000 .018 17.409

Independent variables Dependent Standard  Sig. Revised F
variables β R2  Value

Evaluation of the company by the employees Cost Leadership .336*** .000 .112 113.002
If you can work for the company you prefer, .305** .000 .092 91.138
  how loyal you would be?
Social Aspects .238*** .000 .055 53.314
Evaluation of the company by the employees Differentiation .367*** .000 .134 138.898
If you can work for the company you prefer, .270*** .000 .072 70.037
  how loyal you would be?
Social Aspects .289*** .000 .082 81.132

   *: p<0.05; **:p<0.01; ***:p<0.001
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around a point, selected as centre, and at what
distances they were from the central point or
comparatively from each other (Johnson 1980;
Linquist 1989). Descriptive statistics are used in
order to summarize abundant digital data, ob-
tained from the researches, with a few simple
wordings (Table 4).

Correlation Analysis

As mentioned before, 456 questionnaires
were collected from 16 institutions in the tele-
com sector. After these analysis, as a result of
the correlation analysis that the researchers’
have done; the trust dimension in stakeholder

Table 2: Results of the research hypotheses

Hypotheses Accepted/ Level of
Rejected    significance

(Sig.)

H1a: Trust in the stakeholders’ relationship management affects the cost Accepted P<0.001
leadership of competitive strategies in positive direction.
H1b: Trust in stakeholders’ relationship management affects the differentiation Accepted P<0.001
leadership of competitive strategies in positive direction.
H2a: commitment in stakeholders’ relations management affects the cost Accepted P<0.001
leadership of competitive strategies in positive direction.
H2b: Commitment in stakeholders’ relations management affects the differentiation Accepted P<0.001
leadership of competitive strategies in positive direction.
H3a: Dependency in stakeholders’ relations management affects the cost leadership Accepted P<0.001
of competitive Strategies in positive direction.
H3b: Dependency in stakeholders’ relations management affects the differentiation Accepted P<0.001
leadership of competitive strategies in positive direction.
H4a: Coordination in stakeholders’ relations management affects the cost leadership Rejected
of competitive strategies in positive direction.
H4b: Coordination in stakeholders’ relations management affects the differentiation Rejected
leadership of competitive strategies in positive direction.
H5a: Evaluation of the company by the employees in stakeholders’ relations Accepted P<0.001
management affects the cost   leadership of competitive strategies in positive
direction.
H5b: Evaluation of the company by the employees in stakeholders’ relations Accepted P<0.001
management affects the differentiation strategy of competitive strategies in
positive direction.
H6a:  If you can work for the company you prefer, how loyal you would be? Accepted P<0.001

In stakeholders relations management affects the cost   leadership of competitive
strategies in positive direction.
H6b: If you can work for the company you prefer,   how loyal you would be? In Accepted P<0.001
stakeholders relations management affects the differentiation strategy of
competitive strategies in positive direction.
H7a: Social aspects in stakeholders’ relations management affects the cost leadership Accepted P<0.001
of competitive strategies in positive direction.
H7b: Social aspects in stakeholders’ relations management affects the differentiation Accepted P<0.001
strategy of the competitive strategies in positive direction.

Table 3: The reliability factor (á) values

Variables Dimensions Number of Cronbach alfa
questions   (á)values

Stakeholder Relations Management Trust 5 .749
Commitment 3 .757
Dependency 3 .825
Coordination 3 .897

The Effect of Stakeholder Behaviours Evaluation of the company by 3 .728
  the employees
If you work for the company you 5 .863
  prefer, how loyal you would be?
Social aspects 6 .888

Competitive Strategies The cost leadership 9 .850
Differentiation 10 .863
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relations management has a significant relation-
ship at p<0.01 level with all variables/dimensions
except for coordination dimension. The commit-
ment dimension in stakeholder relations man-
agement has a significant relationship at p<0.01
level with all variables/dimensions except for
coordination dimension. The dependency di-
mension of stakeholder relations management
has a significant relationship at p<0.01 level with
all variables/dimensions except for coordination
dimension. Coordination has a relationship at
the significance level of p<0.01 with the social
dimension variable. No significant relationships
were found between coordination and depen-
dency, participation in decisions, and market and
finance performance variables in stakeholder
behaviours. Coordination has a negative corre-
lation with all other variables at p<0.01 signifi-
cance level. There is a relationship of p<0.01
significance level between employees’ evalua-
tion of the institution and loyalty to the institu-
tion. There is a significant relationship between
the social aspects of all variables and p<0.01
significance level. Competitive strategies have
a relationship of cost leadership strategy and
diversification strategy with all variables, except
for coordination, at a level of p<0.01 significance.
The cost leadership strategy and differentiation
strategy have significant but negative relation-
ships with coordination variable at the p<0.01
level.

RESULTS

Company executives need to consider stake-
holder management to be successful in a com-
petitive environment. In whichever sector the
companies are in, they need to make stakehold-
er analysis and make the right strategic deci-
sions to ensure continuity. As a result of the

researchers’ research, organizations need to give
more importance to stakeholders so that they
can survive competitive conditions. At the same
time, according to the findings of the research-
ers’ research, senior management of companies
need to make decisions about how the demands
and expectations of stakeholders should be met.
In the researchers’ study, they assessed what
employees (as primary stakeholders) think about
their organization and how they are impacted by
competitive strategies. The concept of stake-
holder theory tries to explain how relationships
between institutions and stakeholders affect the
organization in a positive or negative way. This
is why stakeholder theory helps managers to
act and how to make strategic decisions in a
constantly changing and evolving world. Stra-
tegic decisions taken by institution managers
are important in terms of influencing employee
motivations and performances. Especially, a
manager’s positive attitude towards employees
reveals the fact that they can affect positively
an employee’s performance.  This shows us that
it is based on mutual trust between the manag-
ers and the employees that also makes it possi-
ble for the institution to have superiority over
opponents.

DISCUSSION

Because it is difficult to predict what the be-
havior of stakeholders will be, it is important to
measure the impacts in terms of competition
strategies (Minoja 2012). Given the existence of
unforeseen circumstances, it appears that every
effort is made in the struggle between coordina-
tion and competition strategies in stakeholder
relations management. We can see that they have
an influence on competition strategies in all di-
mensions except for coordination dimension in
stakeholder relations management and when
considering all the dimensions of stakeholder
behavior (Clarkson 1995). However, in this study
(conducted only in the telecom sector), the fact
that the dimension of coordination is not sup-
ported as an analysis remains as an incomplete
part of this research. This gives a structure that
guides future findings. At the same time, in terms
of critical evaluation of the research it is impor-
tant in terms of careful selection of variables in
future studies. The researchers’ think that effec-
tive and open communication with stakeholders
is needed to be successful in coordination in

Table 4: Descriptive statistics

Descriptive statistics Mean   Std.                N
deviation

Trust 4.1886 .49681 893
Commitment 4.2292 .60287 893
Dependency 3.8201 .67924 893
Coordination 1.9974 .83944 893
Employee evaluation 3.3318 .80760 893
Loyalty to company 4.2484 .59782 893
Social aspects 3.5845 .70426 893
Cost leadership 3.9751 .54625 892
Differentiation 3.6402 .56506 893
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the management of stakeholder relations. By giv-
ing influence to the stakeholders on this side,
companies can provide a competitive advantage
(Thomas et al. 2018). Future research may ex-
plore stakeholder relations and behaviours, both
in terms of competitive strategies and in terms
of organizational effectiveness, with more de-
tailed risks and additional theoretical mecha-
nisms. Stakeholders for organizations have sig-
nificant bargaining power and it is likely that
they will be able to meet some of the value joint-
ly created with the Organization; this situation
is reflected in the organization’s performance
(Coff 1999). In addition to investigating some of
the limitations in the Stakeholder Theory, this
study examines only the effects of stakeholder
relationship management and behaviour on com-
petition strategies by statistical analysis (Thiem
and Dusa 2013; Grandori and Furnari 2008). As a
result, organizations that have succeeded in im-
proving their stakeholder engagement capabili-
ty may have a sustainable competitive advan-
tage. Because, this ability is likely to be rare and
can be very difficult to imitate even in areas where
they are most advantageous.

CONCLUSION

The telecommunication companies in the
service sector should give importance to stake-
holder relations management and the effects of
stakeholder behaviour in strategic decisions they
will take in order to be successful in the compet-
itive environment. Planning and implementation
of strategies in terms of organizational manage-
ment is very important. Companies should anal-
ysis the competitors very well in determining
the strategies that will enable them to gain com-
petitive advantage in their sector. Stakeholder
management plays a key role in the strategic
decisions of enterprises. Because management
of the stakeholders is involved in strategic deci-
sions of the enterprises, the enterprises have to
establish good relations with stakeholders in
making the best results. It is important to make
decisions to improve performance of the enter-
prise by analysis stakeholders of the enterpris-
es well and by strategies implemented with the
relations with stakeholders.

RECOMMENDATIONS

Researchers who want to work in this area
need to pay attention to the stakeholder man-
agement dimensions in a cultural sense. Because

the results of research in a different country may
be different. The most important reason for this
is the intellectual knowledge, cultural and eco-
nomic factors. At the same time, it is important
to know which sector and who will be working
on. First of all, in which sector or masses the
study should be done, data collection should
be done after the sample population of the study
is determined. The results obtained in the white
collar working in the production and service sec-
tors are likely to be different. As the working
environment in the production sector and the
working environment in the service sector differ
from each other, the situations faced by employ-
ees and their sector experiences are the issues
to be considered in the studies to be done in the
field of stakeholder management.
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