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ABSTRACT 

 

Although a body of knowledge devoted to research on quality of service and service provisions of 
Mobile Service providers exist, the major focus has been on ensuring service availability while the 
customer satisfaction remains at the background of such studies. This limitation has therefore affected 
research in this domain as there are inadequate literature on customer satisfaction with the Nigerian 
mobile telecoms industry to consult. The majority of literature available (few in number) focuses on the 
study of the impact and development of the telecommunications, mobile telephony, communications, 
etc. This lack of adequate research in the mobile telecoms sector prevents the sector from acquiring 
knowledge useful for development and product/service improvements. We propose in this research a 
framework to address the issue of customer satisfaction with the Nigerian mobile service providers with 
the objective of assessing the overall customer satisfaction with Nigerian mobile telecoms industry.  
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1. INTRODUCTION 
 
Gerpott et al. (2001) wrote that since 1990s, the telecommunications sector has become an important 
key in the development of the economy of developed countries. This results from the saturated 
markets, de-regulation of telecommunications industry (removal of monopoly rights, especially enjoyed 
by state-owned telecoms networks), increasing number of mobile service providers, enormous technical 
development and intense market competition. Szyperski & Loebbecke (1999) wrote that this increasing 
economic importance and benefits of telecommunications firms motivated many management scholars 
(especially marketing experts) to devote attention to this sector. Wilfert (1999); Gerpott (1998); and 
Booz. Allen and Hamilton (1995) pointed out that marketing strategies are very important in 
telecommunications services because once customers have subscribed to a particular 
telecommunications service provider, their long-term link with this provider is of greater importance to 
the success of the company than they are in other industry sectors. Hence, service providers need to 
form a continous lasting relationship with their customers to know them better and satisfy their needs 
adequately.  
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Nigeria, a developing country, in 1992 introduced its first mobile phone services, through the joint 
venture between NITEL and DSL of Canada to form Mobile Telecommunications Service (MTS), 
(Ndukwe, 2005, pp 26). In January 2001, the regulatory body NCC, modernised and expanded the 
mobile telecommunications network and services by granting GSM license to three service providers; 
MTN Nigeria, Econet Wireless (now Vmobile), and the first national carrier, NITEL (initially MTS, 
privatised to form Mtel). In 2002, the second national carrier, Globacom was also granted license to 
commence operation. Since the launch of the GSM, the number of subscribers in Nigeria has greatly 
increased. Ndukwe (2005, pp 37-38, 40) reported that between 1998 and 2000, the number of mobile 
lines was 35,000 but grew to over 11 million as of March 2005, with a growth rate of more than a 
million lines annually since 2002. This translated to an increase from the total density of 0.4 lines per 
100 inhabitants in 1998 to 9.47 lines per 100 inhabitants currently. Additionally, this sector has attracted 
an investment of over US $8 billion and has greatly increased the number of employed people directly 
(those working with the GSM companies) or indirectly (this includes various levels of dealerships, cell 
phone vendors, repair shops, suppliers of accessories, fixed and mobile call shops and street recharge 
card hawkers) (Hoff, 2006). The number of the employed people is reported to be over 300,000 
Nigerians in 2005 (Ndukwe, 2005). Other benefits include easy, affordable and quick access to phone 
by different categories of the population, reduced frequency of travelling, etc (Bhave, 2003), and all 
these benefits contribute to the socio- economic development of the country.  
 
Based on the annual growth rate of the subscribers, and increasing teledensity, Nigeria is one of the 
fastest growing telecoms market in Africa (Hoff, 2006). Additionally, the population count of over 130 
million people and GDP per capita and PPP valuation of US $1,776  (estimated in 2005) (OECD, 
2006) presents a massive growth potential for the mobile telecoms sector and the customer base is 
estimated to reach 23 million subscribers in 2007 and 32 million subscribers in 2009 (Hoff, 2006). This 
anticipated increase in the customer base will translate into better social and economic development, 
resulting from more financial investments from the service operators.  

 

2. EXISTING STUDIES AND COVERAGE  
 
The Global System of Mobile Communications (GSM) is a second-generation digital technology, which 
was originally developed in Europe and in less than ten years after the commercial launch, it developed 
into world’s leading and fastest growing mobile standard (GSM Assoc., 2006). Lonergan et al. (2004) 
reported that at the beginning of 2004, there were over 1.3 billion mobile phone users worldwide and 
by 2007, the demand for mobile services would have grown at an average annual rate of 9.1%.  The 
GSM Association estimates that the GSM technology is used by more than one in five people of the 
world's population, representing approximately 77% of the world’s cellular market and is estimated to 
account for 73% of the world’s digital market and 72% of the world’s wireless market (GSM Assoc., 
2006).  
 
This growth principally results from the establishment of new networks in developing countries rather 
than from an increase in mobile access lines in developed countries (Turel & Serenko 2006). African 
countries are actively involved in the establishment of the mobile services and specifically, Nigeria is the 
focus of this study. Studies conducted to explore factors affecting satisfaction, loyalty and retention in 
mobile telecommunications industry include: Gerpott et al. (2001) investigated customer satisfaction, 
loyalty and retention in the German mobile telecommunications among 684 respondents and reported 
that customer retention cannot be equated with customer loyalty and/or customer satisfaction, rather a 
two-stage causal link can be assumed in which customer satisfaction drives customer loyalty which in 
turn has impacts on customer retention. However, these three factors are important for superior 
economic success among telecommunication service providers.  
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Kim et al. (2004) investigated the effects of customer satisfaction and switching barrier on customer 
loyalty among 350 respondents in Korea and reported that call quality, value-added services and 
customer support have significant impact on customer satisfaction. Thus, to maximize customer 
satisfaction, focus should be on service quality and customer-oriented services. Switching barrier on the 
other hand is affected by switching costs (e.g. loss cost, move-in cost, and interpersonal relationships) 
and was revealed to have an adjustment effect on customer satisfaction and customer loyalty. Serenko 
and Turel (2006) investigated customer satisfaction with mobiles services in Canada and reported that 
perceived quality and perceived value are the key factors influencing satisfaction with mobile services.  
 
Customer care is reported to be negatively related to customer satisfaction, which means that a more 
satisfied customer is less prone to complain. Hence, they concluded that customer satisfaction is the 
only single measure that better capture the range of services, prices and quality and moreso, this 
measure is an important performance indicator useful for both regulators and mobile service providers. 
In summary, these studies support the theory that highly satisfied customers stay longer, buy more, less 
sensitive to price increases from their providers or price decreases from competitors. 
 
2.1 Research Gaps  
Despite the economic and social benefits of the mobile telecommunications to Nigerian economy and 
market, unlike the developed countries, there is no marketing or management research attention to this 
sector. However, it is probable that the mobile operators conduct satisfaction surveys and other 
marketing research but contact with the mobile operators for any useful information yielded no 
response 1. This limitation affected this study in that there are currently no literature materials on 
customer satisfaction of the Nigerian mobile telecoms industry to consult. The majority of literature 
available (few in number) focuses on the study of the impact and development of the 
telecommunications, mobile telephony, communications, etc.  
 
This lack of adequate research in the mobile telecoms sector may prevent it from acquiring knowledge 
useful for development. According to Serenko and Turel (2006), customer satisfaction measurement 
addresses both users and public interests and such studies can assist in economic and social 
development. Therefore, there is need to gain more understanding in the area of customer satisfaction. 
Jackson et al. (1996), Platow et al. (1997), and Homburg and Giering (2001) expressed that customer 
behaviours and attitudes are greatly influenced by demographic, situational, environmental and 
psychological factors and these factors can be used by companies and policy makers to develop 
strategies to meet different needs of the different customer segments. Hence, there is need to gain more 
understanding of the influence of these factors on customer satisfaction.  
 
2.2 The Thrust of Our proposed Research  
This study is to investigate the level of Nigerian customer satisfaction of the mobile telecoms services 
and explore the relationship between customer satisfaction and specific demographic variables. Previous 
studies on mobile telecommunication services suggested that network/call quality, pricing and customer 
care/support are important features of the mobile telecoms services (Booz, Allen & Hamilton, 1995, 
Danaher & Rust, 1996; Bolton, 1998; Gerpott, 1998; Wilfert, 1999; Kim, 2000; Gerpott et al., 2001; 
Lee, Lee, & Freick, 2001). Hence, this study employs these variables in its investigation.  
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3. PROPOSED RESEARCH OBJECTIVES  
 
The objectives of our proposed research will be to: 

1. assess the overall customer satisfaction with Nigerian mobile telecoms industry; 
2. ascertain the influenced of  service quality on customer satisfaction with Nigerian mobile 

telephone industry; 
3. investigate the influence of customer support service on customer satisfaction with Nigerian 

mobile telephone industry; 
4. find out the effect of billing systems on customer satisfaction with Nigerian mobile telephone 

industry ; and 
5. verify the relationship between certain demographic variables (age, gender, type of employment 

and location) and customer satisfaction with Nigerian mobile telephone industry. 

 

3.1 Research Questions 
The following research questions will guide our research design  

1. What is the overall customer satisfaction of the Nigerian mobile telecoms industry 
2. Does service quality influencing customer satisfaction with Nigerian mobile telephone industry 
3. Does customer support service influence customer satisfaction with Nigerian mobile telephone 

industry?  
4. Does billing systems influence customer satisfaction with Nigerian mobile telephone industry?  
5. Are there any relationship between certain demographic variables (age, gender, type of 

employment and location) and customer satisfaction with Nigerian mobile telephone industry? 

 

3.2 Research Hypotheses  
In our study, the following hypothesis will be tested  
 
H1.    There is no strong relationship between network quality and customer satisfaction with  

Nigerian mobile telephone industry. 
 

H2.    There is no strong relationship between billing and customer satisfaction with Nigerian mobile 
telephone industry.  

 
H3.    There is no strong relationship between customer care support and customer satisfaction with 

Nigerian mobile telephone industry. 
 
H4  There is a strong relationship between certain demographic variables and customer satisfaction 

 

3.3 Scope of the study  
This is restricted to mobile users in Lagos, Nigeria, the commercial centre of the country. The time 
frame for this study is 2018. The content in focus is network quality, customers care support, billing 
system and customer satisfaction.   
 
3.4 Significance of the study. 
This study is significant in several ways. It will help mobile operators to know the level to which their 
customers are satisfied with the services render to them. This will help the practitioners to deploy 
strategies in order to improve the level of service render to users of GSM. 
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4. EXPECTED CONTRIBUTIONS TO KNOWLEDGE  
 
It is expected that upon completion of the research, the researchers would have developed a reference 
material for further studies in the domain while identifying socio-economic and other factors affecting 
the provision of  efficient services to consumers by mobile service providers in Nigeria.  
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