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ABSTRACT

Prior to the advent of GSM in 2001, phone penetration was low to the verge of
negligible. Nitel had the monopoly. But all that changed with the GSM revolution
brought by the licensing of Econet (now Airtel), Mtel, MTN and the later entry of
Glo and Etisalat into the industry. At first, all that was needed for marketing
success was availability. That has since changed. With the fierce competition and
the saturated market already, telecommunication service providers must work hard
to reduce cost, win new customers and most importantly retain the existing ones.
This study is based on the determinants of consumer’s choice of telecommunication
service providers. UNEC students are used as a case study. The main objective of
this study is to assess consumer’s choice 0Of telecommunication service providers
among students in UNEC. Three other sub-objectives were sought to be achieved,
which includes: examining the effect of brand image, customer service and
promotion on UNEC students’ choice of telecommunication service providers. The
study population was 6710, comprising of all UNEC students in various faculties
and departments. The sample size for this study was determined at 100 using Taro
Yamane's sample determination formula. The random sampling technique was
used to select samples for the study. Structured questionnaire were used as data
collection instrument of this study. A descriptive statistic technique was also
adopted for the study and the statistical tool for the test of the formulated
hypothesis was chi square formulae, with the aid of the SPSS software. Findings
from this study revealed that: Brand image has significant effect on UNEC
students’ choice of telecommunication service provider; Customer care service has
significant effect on UNEC students’ choice of service provider; Promotion has
significant effect on UNEC students’ choice of service provider. The following
recommendations were made: telecommunication firms should expand their
network coverage and improve the quality of service they offer; Service providers
in Nigeria must maintain low and friendly tariff in order to increase customers’
choice; the telecommunication industry in Nigeria should also improve on their
customer service and other value added services. Finally that telecommunication
provider in Nigeria must view the determinants of consumer’s choice as a very
Important aspect of its marketing strategy and must be given a serious approach.
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CHAPTER ONE
INTRODUCTION
1.1 Background of Study

The world is fast becoming a global village and a necessary tool for this process is
communication, of which telecommunication is a very key player. The quantum
development in the telecommunication industry all over the world is very rapid as
one innovation replaces another in a matter of weeks. Nigeria is not left out in this
race for rapid development as the nation’s economy has been subjected to years of

economic reversal via mismanagement and bad leadership.

For any country to achieve national development, several aspects of the economy
are expected to change positively. A strategic aspect of these expectations is the
quality of services of the telecommunications industry (Bello-Iman & Obadan,
2004). The inability of the Nigeria Telecommunication Limited (NITEL) to meet
the communication needs of the people before 2001, led the Nation among other
things move from a monopolistic telecommunication market to a fully liberalized
telecommunication market where there is competition or what can be called
revolution in the communication subsector of the economy through the

introduction of Global system for Mobile (GSM) communication service providers
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whom were licensed to operate 2001. This introduction in a growing population of
about 120 million people, the industry has become highly competitive market with
market share spread of 39% (MTN), 23% (Airtel), 15% (Etisalat) and 0.26% Mtel
(NCC Report, 2016) and it has contributed significantly to the increase of 4.06% to
the Gross Domestic Product (GDP) (National Bureau of Statistics, 2016); to
technology transfer and employment in Nigeria (Gabriella and Badii, 2010). It has
also contributed indirectly to the correction of market inefficiency, transport
substitution, risk aversion and social cohesion (Asheeta, Rowena, Subramanian &

Peter, 2008).

Despite the increase in the numbers of GSM service providers, the competitions
among these service providers as well as the introduction of varieties of service
packages are used to attract customers to join their company. Customer’s
preference and satisfaction still differs from customer to customer based on certain
attributes. It has equally been observed that many mobile connection users
subscribe for specific GSM connections and switch to others when they find that
their current services do not fulfill their specific communication needs and other
networks are providing better services, most especially, with the introduction of

mobile number portability (MNP) in April, 2013 in Nigeria.

CPC (2010) noted that the operations of GSM have been shrouded in controversy

notwithstanding the fact that it has been of utmost benefit to consumers and the
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economy generally. GSM services have been criticized overtime for high tariffs,
drop calls, acute network congestion, wrong billings, poor signals, call jamming,
speech breakages, echoing of speech, delay or non-delivery of text messages after
necessary charges have been deducted, inability to load recharge cards and general

poor services (CPC, 2010).

Since customer choice or preferences are the subjective (individual) tastes, as
measured by utility of various bundles of goods, it permits the consumer to rank
these bundles of goods or services according to the level of utility they give the
consumer. Consumers of telecommunication products and services in Nigeria are
varied and their needs, tastes and expectations are also varied (NCC, 2015).
Customer satisfaction on the other hand is the extent to which a firm fulfills a
customer’s need, desires and expectation better than the competitors. According to
Ndukwe (2008), in the Nigeria mobile phone industry, every service provider
competes with each other for the same consumers, that a single bad contact
experience can have an exponential triple effect, which may occur through referral

or bad-mouth company and its products.

The various mobile phone service providers in Nigeria plays essential role in
fulfilling the needs of the consumers. They also provide varieties of mobile phone
services for the Nigerian consumers to make their choice, however, there are

complaints from customers about the service delivery of networks which could not
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be accredited to customer satisfaction. Some stakeholders are challenged on how to
sustain this growing and influential role of telecommunication as there are no clear
cut and consensus of factors influencing GSM consumer usage and patronage.
Thus, there is need to ascertain the criteria upon which consumers make their
choice of GSM services and how they decide which service or service provider is
better for them, given the array of conflicting attributes associated with different
service options available to the consumers and that is what this study tends to

ascertain.
1.2 Statement of Problem

In recent years, mobile telecom operators play an important role which enhance
social interactions between and among individuals, groups, organizations, the
government alike and which ultimately create a strong network of global
environment. However, meeting and exceeding expectations of clients and
customers is a perspective that must gain significant efforts of service providers in
order to retain the subscribers and their business survival. This concept is all
inclusive and cuts across service domains, but expectations change and experiences
with alternate service providers could shape the customer’s expectations. The
important research gap here is how telecom firms meet customer’s expectation

towards a particular service provider.
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Although, studies have been conducted on factors that influence customer’s
decision to choose a particular network service provider, notable among them are:
Muminu, Anuoluwapo & Aderemi (2002), which considered network attributes;
Aminu & Hartini (2008), which looked into marketing mix value added service,
price and promotion; Oyeniyi & Abiodun (2011), that considered plan providers
such as private/personal calling plan (PPP) and business/commercial calling plan
(BCP). Also, Ogwo & Igwe (2012), which considered service quality, customer
value, and brand image/reputation; Asiegbu, Igwe & lruka (2012), studied social
affinity, switching cost and customer service; Olatokun & Nwaonne (2012) looked
at call rate (price), service quality, service availability, promotion and brand image;
Oyeniyi & Abiodun (2008), studied customer service, satisfaction value and
behavioural intention. In addition, Oyatoye, Adebiyi & Amole (2013), used
conjoint analysis to analyze subscriber’s preference for telecommunication
attributes in Nigeria. However, none of these studies assessed customer preference
and satisfaction among students of higher institutions of learning, for a better
understanding of their telecommunication needs and wants. Students as a market
will be a good proxy for meeting and satisfying the needs of customers of their age

and status and that is what this study intends to ascertain.
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1.3 Objectives of the Study

The major objective of this study is to assess consumer’s choice of
telecommunication service providers among students of the University of Nigeria,

Enugu campus. Sub-objectives of this study include:

1. To examine the effect of brand image on UNEC student’s choice of a
particular mobile phone service provider.

2. To examine the effect of customer service on UNEC student’s choice of
GSM service providers

3. To examine the effect of promotion on UNEC student’s choice of

telecommunication service providers
1.4 Research Questions
The following research questions are raised:

1. Does the brand image of telecommunication service have effect on UNEC
student’s choice of service provider?

2. Does customer service have effect on UNEC student’s choice of service
provider?

3. Does promotion have effect on UNEC student’s choice of service provider?
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1.5 Research Hypothesis

For the purpose of this study, it is relevant and important to propose the following

hypotheses:
Hypothesis One:

1. Ho: Brand image has no significant effect on UNEC student’s choice of

service provider
Hypothesis Two:

2. Ho: Customer service has no significant effect on UNEC student’s choice of

service provider
Hypothesis Three:

3. Ho: Promotion has no significant effect on UNEC student’s choice of

telecommunication service provider.
1.6  Significance of Study

The focal point of this study is to understand the factors that influence mobile
phone users in their choice of a mobile phone service provider in the Nigerian
mobile telecom market. It will examine the influence of brand image, customer
service and promotion on mobile phone user’s perception in selecting a service

provider in UNEC, Enugu state, Nigeria.
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The result of this work will benefit the management of the GSM service providers
in the industry and also within the locality, as it shows the perception of the market
of its product choice. The information gotten here will enable adjust where there is
need for it, in order to project a better brand image in the minds of their actual and
potential customers. However, this research work would also be beneficial to all
dealers in the telecommunication industry ranging from the service providers down

to the service consumers.

Finally, this research work is expected to provide to the academic sector a new
horizon of enlightenment, as it will serve as a basis for further research into related

topics.
1.7  Scope and Limitations of the Study

This research work covers the factors affecting consumer’s choice of telecom
services in University of Nigeria, Enugu campus (UNEC). It covers some
determinants such as customer service, brand image and promotion of
telecommunication services by the service providers. Only on-campus students

(undergraduates) will be sampled.
The study was limited by a number of factors which includes the following:

9 Financial constraints
9 Time constraints
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9 Epileptic nature of power supply
1.8  Definition of Terms

The following are the definition of terms used in this research work and they

include:

Telecommunication: This is defined as communication over a distance by cable,
telegraph, telephone or broadcasting. It is the exchange of information over

significant distances by electronic means.

Consumer: An individual who buys products or services for personal use and not

for manufacture or resale. It is simply one that utilizes an economic commodity

Choice: This is the act of choosing, picking or deciding between two or more
possibilities. It is simply the opportunity or power to choose between two or more

possibilities.

Telephone: A system that converts acoustic vibrations to electrical signals in order
to transmit sound, typically voices, over a distance using wire or radio. It is simply

an instrument for communicating by voice within long distance.

Global System for Mobile Communication (GSM): This is a standard set
developed by the European Telecommunications Standards Institute (ETSI) to

describe technologies for second generation (2G) digital cellular networks. It was
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developed as a replacement for first generation (1G) analogue cellular networks,
the GSM standard originally described a digital, circuit switched network
optimized for full duplex voice telephony. (Wikipedia, the free encyclopedia,

2011).

Product: This refers to goods, services or combination of both, a company can
offer to its target market or audience for attention, use, acquisition or consumption

that is capable of satisfying a want or need.

Price: It can be defined as the sum of values that customer exchange for having or

using the good or service

Place/Distribution: Distribution is the movement of goods and services from
source/production point to where they are required. It is the process that makes the

goods or services available to the target consumers or audience.

Promotion: This is also called marketing communications. It is used to inform,
educate, remind and encourage prospects/target/potential customers to patronize an

organization’s product/service.

Service: These are intangible products such as accounting, banking, cleaning,

consultancy, education, insurance and so on.
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Mobile service providers: These are companies that offer transmission services to
wireless devices (smart phones and tablet PCs) through radio frequency signals

rather than through end-to-end wire communication

Customer service: This the act of taking care of customer’s need by providing and
delivering professional, helpful, high quality service and assistance before, during

and after the customer’s requirements are met.

Customer satisfaction: This is the degree of satisfaction provided by goods or

services of a company as measured by the number of repeat customers

Service Quality: An assessment of how well a delivered service conforms to the
client’s expectations. Service quality is provided to improve their service, identify

problems and to better assess client’s satisfaction.

Brand image: This is the impression in the consumer’s mind of a brand’s total

personality (real and imaginary qualities and shortcomings).
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CHAPTER TWO

REVIEW OF RELATED LITERATURE

Consumers of telecommunications products and services in Nigeria are varied and
their tastes, needs and expectations are also varied. User satisfaction is very
important in today’s business world as it is the ability of a service provider to
create high degree of satisfaction which is crucial for product differentiation and
developing strong relationship with the user. User satisfaction makes the phone
users loyal to one telecommunication service provider. Satisfaction of the user can
help the brands to build long and profitable relationships with their users.

In today’s market, the mobile technology has been extremely competitive and
service providers are moving aggressively to attract versatile users by offering
some meaningful attractive promotions and services. The image of a service
provider is also a consideration to a subscriber because brand plays an important
role in user’s selection of service provider even when the call rate offered by that
provider is high.

2.1 Consumer Purchase Behaviour

The term consumer behaviour is defined as the characteristics that consumers
display in searching for, purchasing, using, evaluating, and disposing of products

and services that they expect will satisfy their needs (Schiffman and Kanuk, 2007).
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Consumer behaviour focuses on how individuals make decisions to spend their
available resources (time, money, effort) on consumption related items. Consumer
behaviour is also defined as individuals or groups acquiring, using, and disposing
of products, services, ideas, or experiences (Price Linda, Arnould Eric & Zinkhan
George, 2004). People make product choice based on the cues they receive from

the environment and their accumulated experiences about the product.

According to Schiffiman and Kanuk (2007). Consumer behaviour is rooted in the
marketing concept, a business orientation that evolved in the "1950s through
several alternative approaches toward doing business: the production concept, the

product concept, and the selling concept.
Consumers make three types of purchases:

. Trial purchases
i, Repeat purchase, and

ii. Long term commitment purchases.

A trial is the exploratory phase of purchase behaviour in which consumers attempt
to evaluate a product through direct use. Repeat purchase is closely related to the
concept of brand loyalty, which most firms try to encourage because it contributes

to greater stability in the market place.
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Purchase intentions and product choice are influenced by the behaviour displayed
by consumers in their need recognition, search for and evaluation of alternatives
available for satisfying needs. An understanding of consumer behaviour is a major
milestone in developing marketing strategies, implementation and control. The
company that really understands how consumers will respond to different product
features, prices and advertising appeals has a great advantage over its competitors
(Kotler and Armstrong, 2011). It is therefore important for every company to study

consumers and establish what determines the choices of product they make.

2.2 Consumer Decision Making Process

Consumer make decisions every day concerning different aspect of their daily
lives. In the most general terms, a decision is the selection of an option from two or
more alternative choices (Schiffman and kunak, 2007). Most marketers assume
that customers know what they want. Unfortunately, customers may not know as
much as the customers think they do. Newell and Simon (2002) argue that decision
makers are not perfectly rational, but they are rationally bounded. That is, it is
impossible for decision makers to evaluate all pieces of information available in

the environment.

Not all consumer decision-making situations receive (or require) the same degree

of information search. Decision-making is the product of information processing
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by consumers based on their personal factors such as attitudes, perceptions and
motivation as well as external factors that include income, culture, and promotional
efforts by firms. Decision-making is a stepwise process that begins with problem
need recognition and ends with post purchase evaluation. The amount of
information search and time spent on each stage depends on complexity of the
problem, cost of the product and consumers relative past experience. For complex
product and consumers relative past experience. For complex products such as
electronics, more time and information search may be required before purchase

decisions are made.

Consumers seek information from personal sources, and non-personal sources.
Once service has been consumed, customers perform post purchase evaluation.
The results of post purchase evaluation if positive may lead to brand loyalty or fast
diffusion of information about the service. According to Kotler and Armstrong
(2011) the buying process starts long before actual purchase and continues long
after. Marketers need to focus on the entire buying process rather than on just the
purchase decision. A complete focus on the entire buying process greater insight in

the development and execution of marketing strategies.

According to Cravens (2000), strategic marketing consists of analysis, strategy
development, and implementation of activities in developing a vision about which

markets to enter and in selecting which markets to target, setting objectives and
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finally developing, implanting and managing the marketing the programmes.
Strategic marketing seeks to deliver superior customer value through integrated
marketing. Firms need to understand what motivates customers to prefer certain
service providers against others. Such an understanding forms the bedrock of
developing strategies to attract, satisfy and retain customers and to cut a

competitive edge in the market.
2.3 Factors that Influence Consumer Behavior

Consumer purchases are influenced strongly by cultural, social, personal, and

psychological characteristics (Kotler & Armstrong 2011).
2.3.1 Cultural Factors

Cultural factors exert a broad and deep influence on consumer behaviour.
Marketers need to understand need to understand the role played by the buyer’s

culture, subculture, and social class. (Kotler & Armstrong 2011).

I.  Culture: Culture is the most basic cause of a person’s wants and behaviour.
Human behaviour is largely learned. Kotler and Keller (2006) observe that
culture is the fundamental determinant of a person’s wants and behaviour.
Growing up in a society, a child learns basic values, perceptions, wants, and
behaviour from the family and other important institutions. A person

normally learns or is exposed to the following values: achievement and
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success, activity and involvement, efficiency and practicality, progress,
material comfort, individualism, freedom, humanitarianism, youthfulness,
and fitness and health. Every group or society has a culture, and cultural
influences on buying behaviour may vary greatly from country to country.
Failure to adjust to these differences can result in ineffective marketing or
embarrassing mistakes. For example, business representatives of a U.S.
community trying to market itself in Taiwan found this out the hard way,
seeking more foreign trade, they arrived in Taiwan bearing gifts of green
baseball caps. It turned out that the trip was scheduled a month before
Taiwan elections, and that green was the color of the political opposition
party. Worse yet, the visitors learned after the fact that according to Taiwan
culture, a man wears green to signify that his wife has been unfaithful. The
head of the community delegation latter noted, “I don’t know whatever
happened to those green hats, but the trip gave us an understanding of the
extreme differences in our cultures,” International marketers must
understand the culture in each international market and adapt their marketing
strategies accordingly.

Subculture: Each culture contains smaller subcultures or groups of people
with shared value systems based on common life experience and situations.

Subcultures include nationalities, religions, racial groups, and geographic

33



regions. Many subcultures make up important market segments, and
marketers often design products and marketing programs tailored to their
needs. When subcultures grow large and affluent enough, companies often
design specialized marketing programmes to serve them (Dickman, 2009).
ii.  Social Class: Almost every society has some form of social class structure.
Social Classes are society’s relatively permanent and ordered divisions
whose members share similar values, interests, and behaviours. Social class
Is not determined by a single factor, such as income, but is measured as a
combination of occupation, income, education, wealth, and other variables.
In some social systems members of different classes are reared for certain
roles and cannot change their social positions. Marketers are interested on
social class because people within a given social class tend to exhibit similar
buying behaviour. Social classes show distinct product and brand
preferences in areas such as clothing, home furnishing, leisure activity, and

automobiles. (Kotler & Armstrong 2011).
2.3.2 Social Factors

A consumer’s behaviour also is defined by social factors, such as the consumer’s

small groups, family, and social-roles and status.
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Groups: Many small groups influence a person’s behaviour. Groups that
have a direct influence and to which a person belongs are called
membership groups. In contrast, reference groups serve as direct (face to
face) or indirect points of comparison or reference in forming a person’s
attitudes or behaviour. Reference groups to which they belong often
influence people. Marketers try to identify the reference groups of their
target markets. Reference groups expose a person to new behaviours and
lifestyles, influence the person’s attitudes and self-concept, and create
pressures to conform that may affect the person’s product and brand
choices.

The importance of group influence varies across products and brands. It
tends to be strongest when the product is visible to others whom the
buyer respects. Manufacturers of products and brands subjected to strong
group influence must figure out how to reach opinion leaders-people
within a reference group who, because of special skills, knowledge,
personality, or other characteristics, exert influence on other. Many
marketers try to identify opinion leaders for their products and direct
marketing efforts towards them. In other cases, advertisement can
simulate opinion leadership, thereby reducing the need for consumers to

seek advice form others.
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The importance of group influence varies across products and brands. It
tends to be strongest when the product is visible others whom the buyer
respects. Purchases of products that are bought and used privately are not
much affected by group influences because neither the product nor the
brand will be noticed by others.

Family: Family members can strongly influence buyer behaviour. The
family is the most important consumer buying organisation in society,
and it has been research extensively.

Marketers are interested in the roles and influence of the husband, wife,
and children on the purchase of different products and services. Husband-
Wife involvement varies by product category and by stage in the buying
process. Buying roles change with evolving lifestyles. Such changes
suggest that marketers who’ve typically sold their products to only
women or only men are now courting the opposite sex. For example, with
research revealing that women now account for nearly half of all
hardware purchases, home improvement retailers such as Home Depot
and Builders Square have turned what once were intimidating
warehouses into female friendly retail outlets. The new Builders Square
Il outlets feature decorator design centers at the front of the store. To

attract more women, Builders Square runs ads targeting women in Home,
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House Beautiful, Woman’s Day, and Better Homes and Gardens. Home
Depot even offers bridal registries.

li. Roles and States: A person belongs to many groups family, clubs,
organizations. The person’s position in each group can be defined in
terms of both role and status. A role consists of the activities people are

expected to perform according to the persons around them.
2.3.3 Personal Factors

A buyer’s decisions also are influenced by personal characteristics such as the
buyer’s age and lifecycle stage, occupation, economic situation, lifestyle, and

personality and self-concept.

I. Age and Life-Cycle Stage: People change the goods and services they
over their lifetimes. Tastes in food, clothes, furniture, and recreation are
often age related. Buying is also shaped by the stage of the family life
cycle, the stages through which families might pass as they mature over
time. Marketers often define their target marketers in terms of life-cycle
stage and development appropriate products and marketing plans for each
stage. Traditional family life-cycle stages include young singles and

married couples with children.
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Occupation: A person’s occupation affects the goods and services
bought Blue-Collar workers tend to buy more rugged work clothes
whereas white-collar workers buy more business suits. Marketers try to
identify the occupational groups that an above-average interest in their
products and services. A company can even specialize in making
products needed by a given occupational group. Thus, computer software
companies will design products for brand managers, accountants,
engineers, lawyers, and doctors.

Economic Situation: A person’s economic situation will affect product
choice. Marketers income sensitive goods watch trends in personal
income, savings and interest rates. If economic indicators point to a
recession, marketers can take steps to redesign, reposition and reprice
their products closely.

Lifestyle: People coming from the same subculture, social class, and
occupation may have quite different lifestyles. Life style is a person’s
pattern of living as expressed in his or her psychographics. It involves
measuring consumer’s major AIO dimensions-activities (work, hobbies,
shopping sports, social events), interests (food, fashion, family,
recreation), and opinions (about themselves, social issues, business

products).
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Lifestyle captures something more than the person’s social class or
personality. It profiles a person’s whole pattern of acting and interacting
in the world. Several research firms have developed lifestyle
classifications. It divides consumers into eight groups based on two
major dimensions: self-orientation and resources. Self-orientation groups
include principle oriented consumers who base on their views of the
world; status oriented buyers who base their purchases on the actions and
opinions of other; and action-oriented buyers who are driven by their
desire for activity, variety, and risk taking. Consumers within each
orientation are further classified into those with abundant resources and
those with minimal resources, depending on whether they have high or
low levels of income, education, health, self-confidence, energy, and
other factors. Consumers with either very high or low levels of resources
are classified without regard to their self-orientations (actualizers,
strugglers). Actualizers are people with so many resources that they can
indulge in any or all self-orientations. In contrast, strugglers are people

with too few resources to be included in any costumer orientation.

V. Personality and self-concept: Each person’s distinct personality influences
his or her buying behaviour. Personality refers to the unique psychological

characteristics that lead to relatively consistent and lasting responses to
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one’s own environment. Personality is usually described in terms of traits
such as self-confidence, dominance, sociability, autonomy, defensiveness,
adaptability, and aggressiveness. Personality can be useful in analyzing
customer behaviour for certain product or brand choices. For example,
coffer marketers have discovered that heavy coffer drinkers tend to be high
on sociability. Thus, to attract customers, Starbucks and other coffeehouses
create environments in which people can relax and socialize over a cap of
steaming coffee. Many marketers use a concept related to personality,
person’s self-concept (also called self-image). The basic self-concept
premise is that people’s possessions contribute to and refer their identities,
that is, “we are what we have. “Thus, in order to understand consumer
behaviour, the marketer must first understand the relationship between

consumer self-concept and possessions.
2.3.4 Psychological Factors

A person’s buying choices are further influenced by four major psychological

factors: motivation, perception, learning, and beliefs and attitudes.

I. Motivation: A person has many needs at any given time. Some are
biological, arising from states of tension such as hunger, thirst, or

discomfort. Others are psychological, arising from the need for recognition,

40



esteem, or belonging. Most of these needs will not be strong enough to
motivate the person to act at a given point in time. A need becomes a motive
when it is aroused to s sufficient level of intensity. A motive or drive is a
need that is sufficiently pressing to direct the person to seek for satisfaction.
Psychologists have developed various theories of human motivation. Two of
the most popular — the theories of Sigmund Freud and Abraham Maslow-
have quite different meanings for consumer analysis and marketing.

Maslow’s Theory of Motivation: Abraham Maslow sought to explain why
people are driven by particular needs at particular times. Why does one
person spend much time and energy on personal safety and another on
gaining the esteem of others? Maslow’s answer is that human needs are
arranged in a hierarchy, from the most pressing to the least pressing.
Maslow’s hierarchy of needs in order of importance are Physiological needs,
Safety needs, Social needs, Esteem needs and Self Actualization needs. A
person tries to satisfy the most important need first. When that need is
satisfied, it will stop being a motivator and the person will then try to satisfy
the next most important need. For example, starving people (physiological
need) will not take an interest in the latest happenings in the art world (self-
actualization needs), nor in how they are seen or esteemed by others (social

or esteem needs), nor even in whether they are breathing clean air (safety
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needs). But as each important need is satisfied, the next most important need
will come into play.

Perception: A motivated person is ready to act. How the person acts is
influenced by hos or her own perception of the situation. All of us learn by
the flow of information through our five senses: sight, hearing, smell, touch
and taste. However, each of us receives, organizes and interprets this sensory
information in an individual way. Perception is the process by which people
select, organize and interpret information to form a meaningful picture of the
world. People can form different perceptions of he same stimulus because of
three perceptual processes: selective attention, selective distortion and
selective retention. People are exposed to a great amount of stimuli
everyday. For example, the average person may be exposed to more than
1,500 ads in a single day. It is impossible for a person to pay attention to all
these stimuli. Selective attention — the tendency for people to screen out
most of the information to which they are exposed — means that marketers
have to work especially hard to attract the consumer’s attention. Even noted
stimuli do not always come across in the intended way. Each person fits
incoming information into an existing mind-set. Selective distortion
describes the tendency of people to interpret information in a way that will

support what they already believe. Selective distortion means that marketers
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must try to understand the mind-sets of consumers and how these will affect
interpretations of advertising and sales information.

Iv. Learning: When people act, they learn. Learning describes changes in an
individual’s behaviour arising from experience. Learning theorists say that
most human behaviour is learned. Learning occurs through the interplay of
drives, stimuli, cues, responses and reinforcement.

v. Beliefs and attitudes: Through doing and learning, people acquire beliefs
and attitudes. These in turn, influences their buying behaviour. A belief is a
descriptive thought that a person has about something. Buying behaviour
differs greatly for a tube of toothpaste, a tennis racket, an expensive camera,
and a new car. More complex decisions usually involve more buying

participants and more buyer deliberation.
2.4  Buying Decision Process

According to Phillip Kotler & Gary Armstrong (2011), the buying process starts
long before the actual purchase and continues long after. Marketers need to focus
on the entire buying process rather than on the purchase decision only. They
suggest that consumers will pass through all five stages with every purchase. But
in more routine purchases, consumers often skip or reverse some of these stages.

The buying process includes:
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Need Recognition

Information Search

Evaluation of Alternatives

Purchase Decision

Post Purchase evaluation

Need Recognition: This is the first process of the buying decision; the buyer
recognizes a problem or need. The need can be triggered by internal stimuli
when one of the person’s normal needs — for example, hunger or thirst —
rises to a level high enough to become a drive. A need can also be triggered
by external stimuli. For example, an advertisement or a discussion with a
friend might get you thinking about buying a new car. At this stage, the
marketer should research consumers to find out what kinds of need or
problem arise, what brought about them and how they led the consumer to
this particular product.

Information Search: This begins when a consumer perceives a need that
might be satisfied by the purchase and consumption of a product. The
recollection of past experiences might provide the consumer with adequate
information to make the present choice. The consumer usually searches his
or her memory before seeking external sources of information regarding a

given consumption-related need. Past experience is considered an internal
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source of information. Consumers can obtain information from any of the
several sources. These include Personal sources (family, friends,
neighbours, acquaintances), Commercial sources (advertising, salespeople,
dealer websites, packaging, displays), Public sources (mass media,
consumer rating organizations, internet searches), and Experiential sources
(handling, examining, using the product). The relative influence of these
information sources varies with the product and the buyer (Kotler &
Armstrong, 2011). Generally, the consumer receives the most information
about a product form commercial sources - those controlled by the
marketer. The most effective source, however, tend to be personal source.
Commercial sources normally inform the buyer, but personal sources
legitimize or evaluate products for the buyer. For example, a recent study
found that word of mouth is the biggest influence in people’s electronics
(43.7%) and apparel (33.6%) purchases (Kotler & Armstrong, 2011).

9 Evaluation of Alternatives: When evaluating potential alternatives,
consumers tend to use two types o information: a list of brands from which
they plan to make their selection and the criteria they will use to evaluate
each brand. Making a selection from the sample of all possible brands is a
human characteristic that helps simplify the decision making process. The

criteria consumers use to evaluate the alternative products that constitute
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their evoked sets usually are expressed in terms of important product
attributes. Consumer decision rules are procedures used by consumers to
facilitate brand choices. An individual’s or family’s decision to be
committed to a particular lifestyle impacts on a wide range of specific
everyday consumer behaviour (Kotler & Keller, 2006).

9 Purchase Decision: Generally, the consumer’s purchase will be to buy the
most preferred brand, but two factors can come between the purchase
intention and the purchase decision. The first factor is the attitude of others.
If someone important to you thinks that you should buy the lowest priced
car, the chances of you buying a more expensive car is reduced. The second
factor is unexpected situational factors. The consumer may form a purchase
intention based on factors such as expected income, expected price, and
expected product benefits. However, unexpected events may change the
purchase intention. Thus, preferences and even purchase intentions don not
always result in actual purchase choice.

9 Post purchase behaviour: The marketers job does not end when the
product is bought. After purchasing the product, the consumer will be
satisfied or dissatisfied and will engage in post purchase behaviour of
interest to the marketer. What determines whether the buyer is satisfied or

dissatisfied with a purchase? The answer lies in the relationship between the

46



consumer’s expectation and the perceived product’s performance. If the
product falls short of expectations, the consumer is disappointed; if it meets
expectation, the consumer is satisfied; if it exceeds expectations, the
consumer is delighted. The larger gap between expectations and
performance, the greater the consumer’s dissatisfaction. This suggests that
sellers should make product claims that faithfully represent the product’s
performance so that buyers are satisfied. Some sellers might even understate

performance level to boost consumer satisfaction with the product.

Almost all major purchases result in cognitive dissonance or discomfort caused by
post purchase conflict. After the purchase, consumers are satisfied with the benefits
of the chosen brand and are glad to avoid drawbacks of he brands not bought.
However, every purchase involves compromise. Consumers feel uneasy about
acquiring the drawbacks of the chosen brand and about losing the benefits of the
brands not purchased. Thus, consumers feel at least some post purchase dissonance
for every purchase. Customer satisfaction is a key to making lasting connections
with consumers, growing consumers and reaping their customer lifetime value.
Satisfied customers repeats purchase, talk favourably to others about the product,
pay less attention to competing brands and advertising and buy other products from

the company. Many marketers go beyond merely meeting the expectations of
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customers, they aim to delight the customer. A delighted customer is even more

likely to purchase again and to talk favourably about the product and company.

A dissatisfied consumer responds differently. Whereas, on average, a satisfied
customer tells 3 people about a good product experience, a dissatisfied customer
grips to 11 people. In fact, one study showed that 13% of the people who had a
problem with an organization complained about the company to more than 20
people. Clearly, bad word of mouth travels farther and faster than good word of
mouth and can quickly damage consumer attitudes about a company and its
product. Therefore, a company would be wise to measure customer satisfaction
regularly. It cannot rely on dissatisfied customers to unveil their complaints when
they are dissatisfied. It is said that 96% of unhappy customers never tell the
company about their problem. Companies should set up systems that encourage
customers to complain. In this way, the company can learn how well it is doing and

how it can improve.

2.5 Service Characteristics

Services possess certain unique characteristics that create unique challenges in
service marketing. Services ae not something we can see and touch. They lack
tangible properties, cannot be appreciated with our senses and are only experienced

after purchase. In telecommunication, actual service cannot be seen until the
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service is performed. Telecommunication services cannot be stored or inventoried

and are intimately linked with the service provider.

The major characteristic of services includes:

1. Perishability: Service is highly perishable and time element has great
significance in service marketing. Service if not used in time is lost forever.
Service cannot be stored.

2. Fluctuating demand: Service demand has high degree of fluctuations. The
changes in demand can be seasonal or by weeks, days or even hours. Most
of the services have peak demand in peak hours, normal demand and low
demand on off-period time.

3. Intangibility: Unlike product, service cannot be touched or sensed, tested or
felt before they are availed. A service is an abstract phenomenon.

4. Inseparability: Personal service cannot be separated from the individual
and some personalized services are created and consumed simultaneously.
For example, hair cut is not possible without the presence of an individual. A
doctor can only treat when his patient is present.

5. Heterogeneity: The features of service by a provider cannot be uniform or
standardized. A doctor can charge higher fee to a rich client and take much

low from a poor patient.
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6. Pricing of services: Pricing decision of services are influenced by
perishability, fluctuation in demand and inseparability. Quality of service
cannot be carefully standardized. Pricing of service is dependent on demand
and competition where variable pricing may be used.

7. Service quality is not statistically measurable: It is defined in form of
reliability, responsiveness, empathy and assurance, all of which are in
control of employee’s direction interacting with customers. For service,
customer’s satisfaction and delight are very important. Employees directly
interacting with customers are to be very special and important. People

include internal marketing, external marketing and interactive marketing.
2.6  Marketing mix/activities

Marketing mix is the combination of all controllable marketing variables which
includes product, price, place and promotion. In service marketing, there are
additional 3P’s to the initial 4 P’s. It includes: process, physical evidence and
people. Marketing activities are the programs employed by mobile telephone
service providers in the development of service until delivery of the service is

achieved to satisfy subscriber needs.
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2.6.1 Product (Core Service)

Product is anything that can be offered to satisfy a need or want (Kotler & Keller,
2006). It could be goods or service. Effective marketing starts with the recognition
of customer needs and wants and then the firm works backward to develop
appropriate products to satisfy the needs and wants (Onwuchuruba, 2006). With
telecom service, customers want to be able to communicate with people
unhindered and also enjoy value-added services. Picard (2005) is of the view that
product which includes core services and value-added services are the most
important elements of telecom services. Parasuraman & Grewal (2000) and Chang
et al. (2009) have found positive relationship between product quality and
consumer satisfaction. Grepott, Rams & Schindler (2001) discovered that
product/service quality is not the only parameter of customer satisfaction and
loyalty. Price complaints, expectations about the product and value addition of the
product was also identified. However, in this study, only the core of telecom

services iIs considered.
2.6.2 Price

Price is the amount of money a buyer pays to a seller in exchange for a good or
service (Kotler & Keller, 2006). When the cost of acquiring and using telecom

service is low, does it lead to customer satisfaction? Dodds, Monroe & Grewal

51



(2000) stated that people not only may refrain from purchasing a product when
they consider the price too high but may be suspicious of the quality of a product if
its price is below what they consider acceptable. According to Oyeniye & Abiodun
(2010), customers want a fair price for a product; otherwise they will switch to

other service providers offering lower prices.
2.6.3 Distribution

This is the mechanism through which goods or services are moved from the
manufacturer to the consumer (Onwuchuruba, 2006). There is little point in
making a product if there is no way to get it to the potential market and ultimately
to the consumer. When a company wants to bring its product/service to the market
place, it has several major decisions about the distribution channels to be used. The
most important is the decision about the level of coverage required. There are three
(3) levels, each of which has advantages and disadvantages. They are: intensive,
selective and exclusive. To make the decision on which system to use, it is essential
to understand the market for services. Intensive distribution means that the supplier
will attempt to gain coverage in as many places as possible. Prepaid
telecommunication services are distributed using intensive distribution. Selective
distribution is used where the choice of outlet or service offered is specifically
relevant to the buying situation (Ehikwe, 2002). Distributors of telecommunication

services for example, wholesalers of airtime, lost sim card replacement centres
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follow selective distribution system. Exclusive distribution goes a step further and
limits the distribution to only one distributor within a specific geographic area.
Telecommunication service providers distribute customer care services through
exclusive distribution. The distribution strategies used by service providers may
also influence n individual’s choice of service provider. The telecoms consumer
will want the SIM cards and recharge cards available at the right places, at the right
time and in the right quantities. In the telecoms market, customers want operators
to do more than connect to them; they also want network to be available at all

times and at every place (Adebayo, 2008).
2.6.4 Promotion

Promotion involves a marketer's initiated techniques directed at a target audience
in an attempt to influence attitudes and behaviour (Bearden et al., 2007). All
telecommunication service providers carry out promotion in various forms that
include advertising, sales promotion, public relations, direct marketing, personal
selling and sponsorships. Advertising is aimed at reaching masses of
geographically dispersed buyers at low cost per exposure and enables the service
providers to repeat a message many times. Under the promotional activities, firms

try to answer these questions:
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I. Do consumers derive satisfaction and become loyal as a result of the level of
advertisement, sales promotion, personal selling, public relations, and direct
marketing practices of telecom service providers?

Ii. Do bonus offer and discounts make customers satisfied?

In the telecoms market, promotion has become the most important marketing

activity that operators focus on (Ndukwe, 2008).

2.7 GSM Operators in Nigeria

Prior to the advent if GSM in 2001, phone penetration was low to the verge of
negligible. Nitel had the monopoly. But all that changed with the GSM revolution
brought by the licensing if Econet (now Airtel), Mtel, MTN, and the later entry of

Glo and Etisalat into the industry (Williams, 2010).

2.7.1 MTN (Mobile Telephone Network)

MTN Nigeria is partly owned by MTN South Africa, which controls 76% of the
former shares with the residual shares owned by private Nigerian investors and
Institutional investors, the company was one of the three winners of the auctioned
GSM licenses and obtained its license at the cost of US$285million in 1999. MTN
was the first to commence commercial rollout in August 2001 and the company
along with other licensees in the sub sector, enjoyed 5 years’ exclusive period

granted them by the NCC. This exclusivity ended in February 2006. It is the
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undisputed market leader by coverage, revenue and subscriber base. This is easily
attributable to MTN's market savvy. Effective differentiation and positioning are
the biggest determinants of marketing success and MTN is a master of the craft,
exemplified by its product and service actually owning values - real and perceived,
rational and emotional in the consumer's mind. Their possession of these values
and meaning in the consumer's mind (beyond primacy of the product) has enabled

them to successfully differentiate themselves from others.

2.7.2 Airtel

There are only a few brand mis-management graver than that of Zain Nigeria. On
August 5th, 2001, Airtel (then Econet) became the first telecom operator to launch
commercial GSM services in Nigeria. In its first two years of operation in Nigeria,
the company was running neck to neck with MTN for the leadership position in the
industry, but a deluge of management crisis led to its loss of momentum. This
situation was further compounded by the perennial identity change of the company

five (5) times in the last 10 years; Econet, Vmobile, Celtel, Zain and Airtel.

All these factors made the job of managing the brand a challenging one.

Unfortunately, the company's marketing has been average at best.
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2.7.3 Glo (Globacom)

Globacom won the license for second national operator (SNO) in the third quarter
of 2002. The SNO was given a level playing field with the existing national carrier,
NITEL, and as a result, has access to all the licenses NITEL already has. Since it
launched its services on August 29, 2003, Glo mobile has been at the fore front of
revolutionary changes in the GSM sector in Nigeria, offering both prepaid and
contract services along with a range of value added services. If there is any
company whose entry into the Nigerian telecommunication industry was greeted

with great anticipation and expectations by the public, it was Glo. This was due to:

I.  The huge publicity that accompanied the story of how the company won,
lost and fought to re-win operating license from NCC.
ii. The company came at a time Nigerians were becoming increasingly

disgruntled by the high cost of GSM service.

Glo did not disappoint. At least initially, it won wide market acceptance and
goodwill by launching its service on per seconds billing (i.e. the prevailing practice
then was per minute billing whereby even if your call terminates after one second,
you still pay for the full minute). It also priced its sim cards cheaper than what was
available in the market thereby ensuring that more people had access to its services

and it paid off. Despite being a late entrant into the market, in a little over three
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years, GLO captured about 25% of the Nigerian GSM market. Unfortunately, the
company marketing since then has been mediocre and wasteful. Effective
marketing involves much more than overpriced ads and flashy celebrity display. If
there is any marketing practice Glo is known for, it is her unprecedented use of
celebrity endorsement. Another marketing practice associated with Glo is sales
promotion. In fact, it is an inside joke in the Nigerian community that Glo doesn't
do marketing- it does only promotion. Glo probably has more marketing assets (at
least potentially) than its competitors. Exploiting just one or two of this is enough

to leave competitors gasping for breath. For example:

1. Glo is the only Nigerian owned GSM brand - this means its profits are kept in
Nigeria..... (though this might not be the best positioning strategy for a company

with international aspirations)

2. Glo is the first single company to build a $800 million high capacity fibre optic
cable - this huge investment shows Glo's belief in and commitment to Nigeria and
its resolve to provide its subscribers the highest quality service. In other words, Glo

has the most claims to the word, quality, in the customer's mind.
2.7.4 Etisalat (Now 9mobile)

Etisalat came into Nigeria in 2008 and has almost all part of the country. The

company was established on August 30th 1976 in United Arab Emirates (UAE).

57



Assuming Etisalat entered the Nigerian telecoms market earlier, it probably would
have attained market leadership by now. The reason for this is not far-fetched:
Etisalat is simply the most creative marketer in the Nigerian telecommunication

industry.

Etisalat's market entry strategy was the most well thought out | have seen in
Nigeria (Williams, 2010). First, the company recognised it was coming into a
developed market, which means it would have to gain customers from the existing
providers. And to overcome this uphill task, Etisalat started by first identifying the
singular reason people find it difficult to change their GSM service provider even
when they are dissatisfied with the service they are getting - which is the changing
provider will mean changing the phone number, (i.e. there is no sim convergence
in Nigeria) a daunting and inconvenient prospect. Etisalat addressed this by asking
people to choose any phone number they want and people did. Choosing numbers
that are similar to their existing numbers, as a result, Etisalat gained hundreds of

thousands of subscribers even before it launched its services.

2.8 Determinants of Consumer's choice of Telecommunication service

providers

Telecommunication in Nigeria has moved beyond providing just voice calls/text as

they started with in 2001. The mobile subscribers are expecting more services from
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their service providers apart from just making or receiving calls from their mobile
phones. Experience and research indicates that defining and measuring intention
and ability of consumer to choose is extremely difficult. However, in service
industries such as GSM, the ability of a service provider to use responsiveness,
assurance and empathy in defining, developing and delivering services will most
likely increase customer's perception of values, which may lead to high customer

satisfaction (Rajendran & Ananthanaman, 2002).

A study by Sukmar (2007), using a sample of 104 mobile phone subscribers,
measured the mobile phone users' preferences for selection of an operator. The
result of the study found important dimensions as brand image, customer care,
service availability, credit facility for connection, deposit amount and prices in that

order of priority.

This research framework consists of three (3) major factors which are influencing

mobile users, such as:

I. Brand image
Ii. Customer service, and

Iii.  Promotional strategies

Other influencing factors include: service quality and price.
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2.8.1 Brand Image

Images and perceptions are created through all the senses: sight, sound, smell,
touch, tastes and feelings experienced through product usage, customer service, the
commercial environment and corporate communications (Smith & Taylor, 2004).
It is an external perception of all human and physical resources if an organization,
especially characteristics as employee's behaviour, attitudes, communication levels
and clothing. Keller defines brand image as perceptions about a brand as reflected
by the brand itself into memory when a consumer sees the brand. The conceptual
model of brand image according to Keller includes the attributes of the brand, the
brand advantage and brand attitudes. Brand image is the image of a brand that is
considered as a group of associations that connects consumers to the idea of a
brand name (Kotler & Keller, 2006).

Brand image, in summary describes a products perception and this affects
telecommunication service providers as regards consumer’s preference or choice.
A telecommunication service provider’s brand image serves as a determinant in the
consumer’s choice of that service provider.

2.8.2 Customer care service

Customer service is a process that takes place between a buyer, seller and third

party and can influence demand in the market (Innis & La londe, 2004). The third
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party may include companies that have been licensed by a marketing company to
provide customer service.

Customer care is used in a wider sense and goes beyond the traditional role o
customer service and support. It encompasses all the functions along the entire
service delivery value chain (Katz, Zerbib & Gurumurthy, 2000). Customer service
can also be viewed as a system of activities that comprises customer support
systems, complaint processing, speed of complaint processing, ease of reporting
complaint and friendliness when reporting complaint (Kim, Park & Jeong, 2004).
Customer service is a series of packages designed to enhance the level of customer
satisfaction; that is, the feeling that a product or service has met the customer
expectation (Turban, 2002). Customer service is the series provided in support of a
company’s core product (Zeithmal & Bitner, 2000). More so, customer service can

occur on site or it can occur over the phone or via internet.

Some organizations such as telecommunication companies operate customer
service call centres, often staffed around the clock. Gerpott, Rams & Schindler
(2008), describes it in terms of GSM as quality of the exchange of information
between customer and supplier in response to customer telephone enquiries and in

the course of interactive activities initiated by the network operator.

Customer service is the service provided to customers before, during and after a

purchase. Oyeniyi & Abiodun (2008), studies found that customer service
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encounter increases customer intention and satisfaction. They also iterated that
quality customer service is essential to building customer relationship which in
turn will lead to customer loyalty, retention and preference. It should not however,
be confused with the services provided for sale by the company. A customer
service experience can change the entries perception of a customer about an
organization. Of course, when the cost is becoming higher than the value derived
from a particular network provider, this will definitely lead the negative reaction of

subscribers to such GSM provider.

2.8.3 Promotional Strategies

Promotion is one of the medium which is used by organization to communicate to
consumers with respect to their product offerings. Kotler & Armstrong (2010)
stated that promotion is when companies inform, persuade or remind customers
and the general public of its products. Promotion is an important part for all
companies, especially when penetrating new markets and making more or new
customers. They also describe it as the activities that communicate about the
products or services and its potential merits to the target customers and eventually
persuades them to buy. The mobile service providers give different promotional
offers like prepaid offers on top-up recharge, E-recharge mobile top up vouchers
for prepaid connection, bonus cards, phone alert, call management services, caller

tunes, free mobile calls, short message services (SMS) offers, limited time free
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internet usage, various kinds of ringtone services, dialer tone services and other

promotional offers to attract the mobile subscriber.

Chinnadurai (2006) analysed the increasing competition in mobile phone services,
changing mobile subscriber taste and changing preferences of the customers all
over the world. These circumstances are forcing companies to change their
customer promotional strategies. It is analyzed that advertisement play a dominant
role in influencing the customers but most of the customers are of the opinion that
promotional strategies of cellular companies are more sales oriented rather than
customer oriented. More specifically, the objectives of any promotional strategy
are to: increase sales; maintain or improve market share; create or improve brand
recognition; create a favourable climate for future sales; inform and educate the
market; create a competitive advantage relative to competitor’s product or market

position; improve promotional efficiency (Rowley, 2008).

Promotion goes beyond mere communication of product awareness but involves
inducing the consumer to make purchase. Promotion impacts consumer’s
purchasing behaviour and decision towards that particular brand, especially during
sales promotion period (Freo, 2005). This is in line with the submission of Kotler
& Armstrong (2010) that, promotion is when companies inform, persuade, or

remind the general public of its products.
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2.8.4 Service Quality

The success of every telecommunication industry depends on prudent efforts and
feasible investments. In a competitive market such as Nigeria telecommunication,
service providers are expected to compete on both price and quality of services and
also it is necessary for the service providers to meet the consumers’ requirements
and expectations in price and service quality (Melody, 2001). Service is a form of
attitude which is related to satisfaction and also leads to consumer preference and
future purchase. In particular consumers prefer service quality when the price and
other cost elements are held constant. It has become a distinct and important aspect

of the product and service offering.

According to Leisen and Vance (2001) service quality helps to create the necessary
competitive advantage by being an effective differentiating factor. Service quality
was initiated in the 1980s as the worldwide trend when marketers realized that only
a quality product could not be guaranteed to maintain competitive advantage (Wal,
Van der &Bond,2002). Rust and Oliver (2004) pointed out that service and product
quality product lies in the minds of the consumers depending on individual buying
capacity, buying behaviour, demand, taste, and fashion criteria and obviously the
competitive markets that provide significant differentiation strategies. Therefore, it

seems a downright necessity for the mobile telecommunication service provider to
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communicate directly with the subscribers/ potential consumers for measuring

possible quality attributes and competing characteristics.
2.8.5 Price/Billing:

Price in this context is the amount of money charged for a product or service, or
the sum of values that customers exchange for the benefits of having or using the
product or service (Kotler & Armstrong, 2010). In a competitive market, service
providers are expected to compete on both price and quality of services, it is also
necessary for the service providers to meet the consumer’s requirements in terms

of price and service quality (Melody, 2001).

However, due to breathtaking competition occurring in the telecommunication
service providers lately, they tend to offer innovative services as well as
competitive prices just to attract handful magnitude of customers (Haque,
Rahmanb & Rahmanc, 2010). Moreover, the MNP implementation in Nigeria
raised the competition among service providers, due to the fact that, they offered

similar products/services to the same market (Oyatoye, Adebiyi & Amole, 2015).

Price plays a crucial role in telecommunication market especially for the mobile
telecommunication service providers (Kollmann, 2000). Here, price is not limited
to the price of a SIM card, but also covers the price of recharge voucher, call rates,

SMS charge, internet charge and price of phones and so on. It includes not only the
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buying price but also the costs of maintaining their relationship with the service
provider. Generally, a price dominated mass market leads to customers having
more choices and opportunities to compare the pricing structures of diverse service
providers. A company that offers lower charges would be able to attract more
customers committing themselves to the telephone network and hence, significant

number of call minutes might be achieved.

Draganska & Jain (2003), stated that a common strategy for a company extending
their product or service is to differentiate offerings vertically. In this era of
information age, price competition has become cut-throat in mobile
telecommunication industry. From the viewpoint of pricing policy in
telecommunications market, a small variation of charge or cost, that is, reducing
per minute calls/texts/internet charges which could increase the amount of use and
positively affect the decision to purchase (Kollmann, 2000). Price is often used by
consumers as an extrinsic product quality cue where the price or customer value is
a subjective perception of trade-offs between what a customer gives up (price,
sacrifice) and what the consumer received (utility, quality, benefits). In the telecom
industry, there are two price factors users consider before deciding to purchase a

GSM product — the initial purchase and usage or retaining charges (tariff).

Customers in telecommunication industry have preconceived notions about the

price and value of telecommunications services. Customers have historically
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complained about the level of local charges, more than they have about long
distance; although, local service is frequently offered at a price lower than the
actual cost. Many have used price as a measure of wealth, value and quality.
Because of this nature of the contractual agreement to use a product in the future in
the telecommunication service, consumers are more conscious of the cost of
keeping or using the network and not price of the initial buying. In the Nigeria
GSM market specifically, price has been used as a strategic tool both to attract new
subscribers and more specifically to retain the current ones in the market where it
Is difficult to perceive any significant difference in the service quality of most of
the GSM firms, price competition has become widespread and an important

competitive tool.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

This chapter highlights the research methodology that was adopted for the study. It
constitutes the backbone of research as it identifies the basic research design, the
nature and sources of data, population of the study, the survey instrument
employed and analytical techniques. It also explains the descriptive and
computational technicalities that will be used to test the hypothesis postulated in

chapter one.

3.2 Research Design

A research design is a kind of blue print that guides the researcher in making
investigations and analysis (Onwumere, 2006:16). In particular, research design
seeks to answer the questions about the what, where, when, how and by what
means data would be generated to provide the solutions for the problem under
investigation (Eboh, 2009). These research made use of survey research design in
obtaining, analyzing and interpreting of the data. Survey research design is the
commonly used method by social psychologists. It has to do with drawing up a set

of questions on various subjects to which selected members of a population are
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requested to react. The researcher intends to employ the survey method for the

study because of the following reasons:

I. It permits the accurate assessment of the whole population of the study.
1. It interprets, synthesizes and integrates data, and points to implications and
interrelationship.
Iii.  Surveys are versatile and practical especially in administration, in that they

identifies present conditions that points to present needs.
3.3 Sources of Data

The primary source of data will be extensively employed in conducting this

research work.
3.3.1 Primary Source of Data

The researcher intends to make use of primary data that will be collected from the
customers of telecommunication companies in Nigeria residing in University of
Nigeria, Enugu campus. The data was collected via the use of questionnaire that
was administered to the customers of telecommunication industry residing in
UNEC. These will provide raw data and opportunity for thorough investigation of

the research problems.
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3.4  Area of Study

The area to be covered for this research work is the University of Nigeria Enugu
Campus (UNEC) in Enugu State.

3.5 Population of Study

The population of this study is the customers or users of telecommunication
services in University of Nigeria Enugu Campus (UNEC). For this study, the
consumers of GSM services in UNEC comprises the students residing on Campus
both undergraduate and postgraduate which according to the ICT coordinator of
Students affairs Department amounts to 6,710 individuals.

3.6 Sample Size Determination

The sample size will be determined from the population, using the appropriate

formula such as the Taro Yamane‘s equation which is stated below:

p Q
Where n = sample size
N= population
e = sampling error (10%)
1 = constant
Therefore, € 5
QXpT
P O®
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The customer sample size is 100

3.7 Sampling Techniques

The sampling technique for the study is the random probabilistic sampling
technique method. Random sampling is the purest form of probabilistic sampling.
Each member of the population has an equal chance of being selected. For the
purpose of obtaining a reliable result, the 100 will be selected randomly because
almost all individual in the university community are users of telecommunication
services.

3.8 Instrument for Data Collection

Data collection was done by means of questionnaire constructed by the researcher.
It will be drawn strictly based on extensive literature search on determinants of
consumer’s choice on telecommunication service provider. The questionnaire will
be divided into two sections. Section A includes the demography of the
respondents while Section B includes both open-ended and closed-ended questions
about the objectives of the study. These questions will be used to enable the
respondents choose from the available options by ticking the option that best

described their disposition and give their opinion about the subject matter.
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3.9 Techniques of Data Presentation and Analysis

A descriptive statistics which includes frequency and percentages will be used to
answer the research questions and results were presented in tables and charts. An
inferential statistics which includes chi square analysis was used to test the
hypothesis and thus the association between categorical variables.

The formula for chi-square according to Chukwu (2008) is given below:

(I)QB Or

With K-1 degrees of Freedom

Where:

K = number of categories

Fo = Observed frequency in a category

Fe = expected frequency in a category.

All analysis was done using a statistical software package known as SPSS

(Statistical Package for Social Sciences) version 15.
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4.1  Introduction

This chapter presents the analysis of the research data and interpretation of results.
Out of 100 questionnaire shared, 100 were returned which is 100% return rate. The
Statistical Package for Social Sciences (SPSS) VERSION 23 was used for the

statistical analysis.

4.2  Demography of Respondents

CHAPTER FOUR

Table 4.2.1 Sex Distribution of Respondents

DATA ANALYSIS AND PRESENTATION

SEX
Valid Cumulative
Frequency | Percent Percent Percent
valid Male 69 69.0 69.0 69.0
female 31 31.0 31.0 100.0
Total 100 100.0 100.0

Table 4.2.1: shows that 9(69.0%) are male while 31(31.0%) are female, indicating

that there were more male respondents than females, for the study
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SEX

Fig 4.2.1: Showing sex distribution of the respondents

Table 4.2.2 Age distribution of respondents

AGE
Valid | Cumulative
Frequency | Percent | Percent Percent
Vali 16-20 53 53.0 53.0 53.0
d 21-25 35 35.0 35.0 88.0
26-30 12 12.0 12.0 100.0
Toral 100 100.0| 100.0

Table 4.2.2 shows that 53(53.0%) of the respondents are within the age bracket 16-
20 years, 35(35.0%) within 21-25 years and 12(12.0%) within 26-30 years. This

indicates that majority of the respondents are within the ages 16 and 25 years.
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Fig 4.2.2: showing age distribution of the respondents
Table 4.2.3: Marital status of the respondents

MARITAL STATUS

Valid | Cumulative
Frequency | Percent | Percent Percent

valid Single 100 100.0 100.0 100.0

Table 4.3 shows that 100(100%) of the respondents are single. In other words, all
the respondents are single.

4.3  Psychographic Analysis of Respondents

Table 4.3.1: Usage of telecommunication service

TELECOMMUNICATION USAGE

Valid | Cumulative
Frequency | Percent | Percent | Percent

valid Yes 100 100.0 | 100.0 100.0
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Table 4.3.1 shows that 100(100%) of the respondents uses telecommunication
services from various providers.
Table 4.3.2: Which service provider are you connected to?

WHICH TELECOMMUNICATION SERVICE PROVIDER

Valid | Cumulative
Frequency | Percent | Percent Percent
valid MTN 51 51.0 51.0 51.0
AIRTEL 25 25.0 25.0 76.0
GLOBACOM 7 7.0 7.0 83.0
ETISALAT 17 17.0 17.0 100.0
Total 100 100.0 | 100.0

Table 4.3.2 shows that 51(51%) of the respondents are users of MTN, 25(25%) of
the respondents are users of Airtel, 7(7%) of the respondents are users of
Globacom and 17(17%) of the respondents are users of Etisalat. It is evident that
majority of telecommunication service users are MTN (51%), Airtel (25%),
Etisalat (17%) and Globacom (7%).

Table 4.3.3: Level of connection

HOW LONG HAVE YOU BEEN CONNECTED

Valid |Cumulative
Frequency |Percent |Percent |Percent

valid 0-6 MONTHS 1 1.0 1.0 1.0
6-12 MONTHS 10 10.0 10.0 11.0
1-2 YRS 10 10.0 10.0 21.0
2YRS AND ABOVE |79 79.0 79.0 100.0

Total 100 100.0 100.0
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Table 4.3.3 shows that 1(1%) of the respondents have been using a particular
network for 0-6 months, 10(10%) of the respondents have been using a particular
network for 6-12 months, 10(10%) of the respondents have been using a particular
network for 1-2 years and 79(79%) of the respondents have been using a particular
network for 2yrs and above. The majority of telecommunication users have been
using their network for 2 yrs. and above.

Table 4.3.4:

Purpose of subscription

PURPOSE OF SUBSCRIPTION

Valid | Cumulative
Frequency | Percent | Percent | Percent
valid PERSONAL 83 83.0 83.0 83.0
BUSINESS 10 10.0 10.0 93.0
BOTH 7 7.0 7.0 100.0
Total 100 100.0 | 100.0

Table 4.3.4 shows that 83(83%) of the respondents use network services for only
personal purposes, 10(10%) of the respondents uses network services for only
business purposes, 7(7%) of the respondents uses network services for both
personal and business purposes. The majority of users use or patronize service

providers for only business purpose.
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Table 4.3.5: Important factors considered before choosing a service provider
IMPORTANT FACTORS

Valid | Cumulative
Frequency | Percent | Percent | Percent

valid COVERAGE 21 21.0 21.0 21.0

QUALITY OF

SERVICE 33 33.0 33.0 54.0

TARIFF 16 16.0 16.0 70.0

CUSTOMER

SERVICE 10 10.0 10.0 80.0

PROMOTION 5 5.0 50 85.0

VALUE ADDED

SERVICE 12 12.0 12.0 97.0

BRAND IMAGE 3 3.0 3.0 100.0

Total 100 100.0 | 100.0

Table 4.3.5 shows that 21(21%) of the respondents considers the network coverage
before choosing a service provider, 33(33%) of the respondents considers the
quality of service before choosing a service provider, 16(16%) of the respondents
considers the tariff plans, 10(10%) considers the customer service, 5(5%) of the
respondents considers promotion, 12(12%) of the respondents considers value
added service before choosing a service provider and 3(3%) of the respondents
considers brand image before choosing a service provider. Majority of the

respondents considers service quality, network coverage and tariff plans.
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Table 4.3.6:

Have you ever switched network?
HAVE YOU SWITCHED

Valid | Cumulative
Frequency | Percent | Percent Percent
valid YES 42 42.0 42.0 42.0
NO 56 56.0 56.0 98.0
3.00 2 2.0 2.0 100.0
Total 100 100.0 100.0

Table 4.3.6 shows that 42(42%) of the respondents agreed that they have switched
networks and 56(56%) of the respondents said “No” that they have not switched

network. The majority of respondents as regards network switching said “No”.

Table 4.3.7: If yes, what was the reason?
IF YES, REASON
Valid | Cumulative
Frequency | Percent | Percent Percent
Valid POOR SERVICE 21 21.0 47.7 47.7
HIGH TARIFF
PLAN 17 17.0 38.6 86.4
USAGE OF
MULTIPLE 6 6.0 13.6 100.0
DEVICES
Total 44 44.0 100.0
gnlssm System 56 56.0
Total 100 100.0

Table 4.3.7 shows that 21(21%) of the respondents that said “yes” switched
because of the poor services rendered by the service provider, 17(17%) switched

because of high tariff plans and 6(6%) of the respondents switched because of they

are using multiple devices.
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Table 4.3.8:

Have you ever had a reason to contact customer care?

REASON TO CONTACT CUSTOMER CARE SERVICE

Valid | Cumulative
Frequency | Percent | Percent Percent
valid YES 84 84.0 84.0 84.0
NO 11 11.0 11.0 95.0
CANT
REMEMBER 5 5.0 5.0 100.0
Total 100 100.0 100.0

Table 4.3.8 shows that 84(84%) of the respondents said “yes” that they have had a
reason to contact the customer care service, 11(11%) of the respondents said that

they have had no reason to contact the customer care service and 5(5%) of the

respondents said that they can’t remember.

Table 4.3.9: How the complaint was handled?
HOW WAS IT HANDLED
Valid | Cumulative
Frequency | Percent | Percent| Percent

Valid Very satisfactory 15 15.0 17.0 17.0
Satisfactory 39 39.0 44.3 61.4
Undecided 16 16.0 18.2 79.5
Not too 18 180 | 205 | 1000
satisfactory
Total 88 88.0 | 100.0

Ig\;lmsm System 19 120

Total 100 100.0

Table 4.3.9 shows that 15(15%) of the respondents said that it was very
satisfactory, 39(39%) of the respondents said it was satisfactory, 16(16%) of the

respondents said “Undecided”, and 18(18%) of the respondents said it was not too

satisfactory.

85




Table 4.3.10: Would you switch because of poor customer service?

WOULD YOU SWITCH BECAUSE OF POOR
CUSTOMER SERVICE

Valid | Cumulative

Frequency | Percent | Percent | Percent

valid YES 46 46.0 46.0 46.0
NO 53 53.0 53.0 99.0
3.00 1 1.0 1.0 100.0
Total 100 100.0 | 100.0

Table 4.3.10 shows that 46(46%) of the respondents said “yes” that they would
switch and 53(53%) of the respondents said “No” that they won’t switch because
of poor customer service.
Table 4.3.11: How often bonus is enjoyed from their service provider?

HOW OFTEN BONUS IS ENJOYED

Valid | Cumulative
Frequency | Percent | Percent Percent
valid VERY

OETEN 13 13.0 13.0 13.0
OFTEN 40 40.0 40.0 53.0
NOT

SURE 20 20.0 20.0 73.0
RARELY 27 27.0 27.0 100.0
Total 100 100.0 100.0

Table 4.3.11 shows that 13(13.0%) of the respondents enjoys bonus very often
from their service provider, 40(40%) of the respondents enjoys bonus often,
20(20%) of the respondents are not sure if they enjoy bonus, and 27(27%) of the

respondents rarely enjoys bonus.

86



Table 4.3.12: Would you choose a different network because of lack of bonus?

WOULD YOU SWITCH BECAUSE OF LACK OF

BONUS OFFERS
Valid Cumulative
Frequency | Percent | Percent Percent
valid YES 74 74.0 74.0 74.0
NO 25 25.0 25.0 99.0
12.00 1 1.0 1.0 100.0
Total 100 100.0 | 100.0

Table 4.3.12 shows that 74(74%) of the respondents would switch because of lack
of bonus offers and 25(25%) of the respondents would not switch because of lack
of bonus offers. Majority of the respondents agrees that they would switch
networks.

Table 4.3.13: Do you use more than one Telecommunication service provider?
DO YOU USE MORE THAN 1 SERVICE PROVIDER

Valid | Cumulative
Frequency | Percent | Percent Percent
Valid YES 71 71.0 71.7 71.7
NO 27 27.0 27.3 99.0
4.00 1 1.0 1.0 100.0
Total 99 99.0 100.0
Missing System 1 1.0
Total 100 100.0

Table 4.3.14 shows that 71(71%) of the respondents uses more than one service
provider and 27(27%) of the respondents does not use more than one service

provider.
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Table 4.3.14: Why users use more than one service provider

WHY
Valid | Cumulative
Frequency | Percent | Percent| Percent
Valid High tariff rates in one 44 440 60.3 60.3
It takes a long time to
connect to the internet 9 9.0 12.3 72.6
in one
They do no_t at_tend to 4 40 55 78.1
my complaint in one
They rarely give bonus 7 7.0 9.6 87.7
Poor network coverage 9 9.0 12.3 100.0
Total 73 73.0 | 100.0
Missing System 27 27.0
Total 100 100.0

Table 4.3.14 shows that 44(44%) of the respondents that use more than one service
provider uses it because the tariff rates for calls/fSMS/browsing is high in one,
9(9%) of the respondents uses more than one service provider because of the long
period of time it takes to connect to the internet in one of the networks, 4(4%) of
the respondents use more than one service provider because of poor customer care
service in one of the networks, 7(7%) of the respondents uses more than one
service provider because they rarely offer bonus to service users in one of the
networks and 9(9%) of the respondents use more than one service provider because

of poor network coverage in one of the networks.
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Table 4.3.15:

LEVEL OF SATISFACTION

Level of satisfaction with the services provided

Valid | Cumulative
Frequency | Percent | Percent Percent
valid HIGHLY

SATISFIED ! 70 70 70
SATISFIED 78 78.0 78.0 85.0
NOT SURE 11 11.0 11.0 96.0
DISSATISFIED 4 4.0 4.0 100.0
Total 100 100.0 | 100.0

Table 4.3.15 shows that 7(7%) of the respondents are highly satisfied with the
services provided to them by the service provider, 78(78%) of the respondents are
satisfied with the services provided, 11(11%) of the respondents are not sure if

they are satisfied with the services provided and 4(4%) of the respondents are

dissatisfied with the services provided to them by their service provider.

Table 4.3.16: Does Brand image influence your choice of telecommunication

service
BRAND IMAGE
Valid | Cumulative
Frequency | Percent | Percent Percent
Vali STRONGLY
q AGREE 14 14.0 14.0 14.0
AGREE 44 44,0 44.0 58.0
UNDECIDED 24 24.0 24.0 82.0
DISAGREE 14 14.0 14.0 96.0
STRONGLY
DISAGREE 4 4.0 4.0 100.0
Total 100 100.0 | 100.0
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Table 4.3.16 shows that 14(14%) of the respondents strongly agree that brand
Image influences their choice of service providers, 44(44%) of the respondents
agree that brand image influences their choice of service providers, 24(24%) of the
respondents did not decide if brand image influences their choice, 14(14%)
disagrees that brand image does not influence their choice and 4(4%) strongly
disagrees that brand image does not influence their choice of service provider.

Table 4.3.17: Customer service level of influence in choosing a service

provider
CUSTOMER SERVICE
Valid | Cumulative
Frequency | Percent | Percent Percent
valid STRONGLY
AGREE 28 28.0 28.0 28.0
AGREE 65 65.0 65.0 93.0
UNDECIDED 7 7.0 7.0 100.0
Total 100 100.0 100.0

Table 4.3.17 shows that 28(28%) of the respondents strongly agree that customer
service influences consumer’s choice of service provider, 65(65%) agrees that
customer service affects their choice of service provider and 7(7%) did not decide
if it influences their choice of service provider.

Table 4.3.18: Influence of Promotion in choosing a service provider

PROMOTION
Valid | Cumulative
Frequency | Percent | Percent Percent
valid STRONGLY
AGREE 20 20.0 20.0 20.0
AGREE 52 52.0 52.0 72.0
UNDECIDED 11 11.0 11.0 83.0
DISAGREE 17 17.0 17.0 100.0
Total 100 100.0 | 100.0
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Table 4.3.18 shows that 20(20%) of the respondents strongly agree that promotion
influences their choice of service provider, 52(52%) of the respondents agree that
promotion influences their choice of service provider, 11(11%) of the respondents
did not decide whether promotion influence their choice of service provider and
17(17%) of the respondents disagree that promotion influences their choice of
service provider.

Table 4.3.19: Effect of Network coverage on the choice of a service provider

NETWORK COVERAGE
Valid | Cumulative
Frequency | Percent | Percent Percent
valid STRONGLY

AGREE 71 71.0 71.0 71.0
AGREE 26 26.0 26.0 97.0
UNDECIDED 2 2.0 2.0 99.0
DISAGREE 1 1.0 1.0 100.0
Total 100 100.0 100.0

Table 4.3.19 shows that 71(71%) of the respondents strongly agree that network
coverage affects their choice of service provider, 26(26%) agree that network
coverage affects their choice of service provider, 2(2%) of the respondents did not
decide as to whether network coverage affects their choice of service provider,
1(1%) of the population disagree that network coverage affects their choice of

service provider.
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Table 4.3.20: Effect of Service quality on consumer’s choice of service

provider
SERVICE QUALITY
Valid | Cumulative
Frequency | Percent | Percent Percent
valid STRONGLY
AGREE 59 59.0 59.0 59.0
AGREE 33 33.0 33.0 92.0
UNDECIDED 8 8.0 8.0 100.0
Total 100 100.0 100.0

Table 4.3.20 shows that 59(59%) of the respondents strongly agree that service
quality affects their choice of service provider, 33(33%) of the respondents agree
that service quality affects their choice of service provider, 8(8%) of the
respondents did not decide as to whether service quality affects their choice of
service provider.

Table 4.3.21: Effect of Tariff plans and rates on the choice of a service

provider
TARIFF
Valid | Cumulative
Frequency | Percent | Percent Percent

valid STRONGLY
AGREE 52 52.0 52.0 52.0
AGREE 28 28.0 28.0 80.0
UNDECIDED 15 15.0 15.0 95.0
DISAGREE 1 1.0 1.0 96.0
STRONGLY
DISAGREE 4 4.0 4.0 100.0
Total 100 100.0 100.0

Table 4.3.21 shows that 52(52%) of the respondents strongly agree that tariff plans

and rates affect their choice of service provider, 28(28%) of the respondents agree
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that tariff rates affects their choice of service provider, 15(15%) of the respondents
did not decide whether tariff rates affects their choice of service provider, 1(1%)
disagree that tariff rates affects their choice of service provider, 4(4%) strongly
disagree that tariff rates affects their choice of service provider.

4.4  Test of Hypotheses

Hypotheses One:

Ho: Brand image has no significant effect on UNEC students’ choice of service
provider

H1: Brand image has significant effect on UNEC students’ choice of service
provider

Data from Table 4.3.16 will be used to test this hypothesis
BRAND IMAGE

Observed N | Expected N | Residual
STRONGLY
AGREE 14 20.0 -6.0
AGREE 44 20.0 24.0
UNDECIDED 24 20.0 4.0
DISAGREE 14 20.0 -6.0
STRONGLY
DISAGREE 4 20.0 -16.0
Total 100
Test Statistics

BRAND

IMAGE
Chi-Square 46.000°
Df 4
Asymp. Sig. .000
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a. 0 cells (0.0%) have

expected frequencies less than

5. The minimum expected cell

frequency is 20.0.

Df 4 @ 0.1% level of significance = 7.78

Decision: Since calculated @ (46.0) is greater than the critical value (7.78) of ®
at 0.1 level of significance at appropriate degree of freedom. The decision is to
reject the null hypotheses (Ho) and accept the alternate hypothesis which states
that brand image has a significant effect on UNEC students’ choice of
telecommunication service provider.

Hypotheses Two:

Ho: Customer care service has no significant effect on UNEC students’ choice of
service provider

H1: Customer care service has significant effect on UNEC students’ choice of
service provider

Data from Table 4.3.17 will be used to test this hypothesis

CUSTOMER SERVICE

Observed N | Expected N | Residual
STRONGLY
AGREE 28 33.3 -5.3
AGREE 65 33.3 31.7
UNDECIDED 7 33.3 -26.3
Total 100
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Test Statistics

CUSTOMER
SERVICE
Chi-Square 51.740°
Df 2
Asymp. Sig.
ymp. oig 000

a. 0 cells (0.0%) have expected
frequencies less than 5. The
minimum expected cell frequency
is 33.3.

Df 2 at 0.1% significance level = 4.61

Decision: Since calculated & (51.74) is greater than the critical value (4.61) of @
at 0.1 level of significance at appropriate degree of freedom. The decision is to
reject the null hypotheses (Ho) and accept the alternate hypotheses (H1), which
states that customer care service has a significant effect on UNEC students’
choice of telecommunication service provider.

Hypotheses Three:

Ho: Promotion has no significant effect on UNEC students’ choice of service

provider

H1: Promotion has significant effect on UNEC students’ choice of service provider

Data from Table 4.3.18 will be used to test this hypothesis
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PROMOTION

Observed N | Expected N | Residual
STRONGLY
AGREE 52 25.0 27.0
DISAGREE 17 25.0 -8.0
Total 100

Test Statistics

PROMOTION
Chi-Square 40.560°
Df 3
Asymp. Sig. .000

a. 0 cells (0.0%) have expected
frequencies less than 5. The
minimum expected cell frequency is
25.0.

Df 3 at 0.1% significance level = 6.25

Decision: Since calculated & (40.56) is greater than the critical value (6.25) of &
at 0.1 level of significance at appropriate degree of freedom. The decision is to
reject the null hypotheses (Ho) and accept the alternate hypotheses (H1) which

states that promotion has a significant effect on UNEC students’ choice of

telecommunication service provider.
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CHAPTER FIVE

SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS

51 Introduction

In this chapter, the summary of the findings from the data analyzed based on the
objectives of study and result of hypotheses tested are given and conclusion drawn.
Recommendations are therefore made based on the findings and conclusion of the

study.
5.2  Summary of Findings
The findings of this study include:

1. Brand image has significant effect on UNEC students’ choice of
telecommunication service provider. Brand image has to do with the
perception or way consumers view a product and it is quite evident that
UNEC students considers the image of a particular brand before choosing.
From the statistical computation in chapter 4, we realized that UNEC students
use more of MTN because of the quality of service and wide network
coverage and these attributes creates the brand image of a product.

2. Customer care service has significant effect on UNEC students’ choice of
telecommunication service provider. From the data analysis, it is evident that

majority of the respondents considers the customer service of a particular
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5.3

brand before making a choice and a reasonable percentage of UNEC students’
affirmed that they would switch to other service provider if not properly

served.

. Promotion has significant effect on UNEC students’ choice of

telecommunication service provider. On the basis of promotion, it is evident
that various promotional offers by various product brands influence UNEC
students’ choice of telecommunication service provider. Promos like free

calls; cheap data offers influences UNEC students’ decisions.

. Most UNEC students use network services majorly for personal purposes and

majority of them are satisfied with their service provider.

Conclusion

From the research findings, the researcher therefore makes the following conclusion:

1. Brand image influences UNEC students’ choice of telecommunication service

provider. This conclusion is based on the fact that most UNEC students
choose service providers based on how they perceive a brand and how others
make them believe a particular brand is like. The perception of a product is
the brand image of that particular product and it influences the choice of their

telecommunication service provider.
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5.4

2. Customer care service influences UNEC students’ choice of

telecommunication service. This conclusion is based on the findings that
UNEC student’s love to be well-serviced and treated with respect. A great
percentage of UNEC students can switch networks simply because of poor
customer care service. As a result, this factor influences and affects UNEC

students’ choice of telecommunication service provider

. Promotion influences UNEC students’ choice of telecommunication service

provider. This conclusion is drawn from the fact that promotional campaigns
being carried out by various service providers entices UNEC students and as
students they prefer low call rates and unlimited data plans at cheaper cost. As
a result, sales promotional and public relation techniques judiciously carried
out would prompt these responses. In summary, promotion influences UNEC
students’ choice of telecommunication service providers.

Recommendations

Based on the findings in the study, the researcher therefore made the following

recommendations:

1. Telecommunication firms should expand their network coverage and

improve the quality of service they offer, because these are the major factors

that affect customers’ choices and brand decisions.
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2. Telecommunication providers in Nigeria must maintain a low and friendly
tariff in order to increase customer’s choice and level of loyalty thereby

reducing brand switch among students.

3. The industry should also improve their customer service and value added
services, because the findings shows that consumers are not fully impressed

the quality of these factors. These affect consumers’ choices.

4. Telecommunication firms in the industry in Nigeria must see the
determinants of consumer’s choice as a very important aspect of it marketing
strategy and must be given a serious approach, because it go a long way to

determines the success or failure of the product and the firm in question.
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Appendix |

Faculty of Business Administration,
Department of Marketing,

University of Nigeria, Enugu campus.
19" June, 2017.

Dear Respondent,

DETERMINANTS OF CONSUMER’S CHOICE OF
TELECOMMUNICATION SERVICE PROVIDERS

| am a student of the Department of marketing, University of Nigeria, Enugu
Campus. | am currently carrying out a research project on the above topic as part
of the requirement for the award of Bachelor of Science (B.Sc.) degree in
Marketing. Please, this questionnaire is meant to elicit information on the
determinants of consumer’s choice of telecommunication service providers. You
are to assist by providing answers to the questions. The information given will be

used for academic purpose, and will be handled with utmost confidentiality.
Thanks for your anticipated co-operation.

Ojukwu, Nonso Victor

(Researcher)
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SECTION A: BIO-DATA
Please tick against your chosen answer

1. What is your sex?
(@ Male[ ] (b) Female[ ]
2. What is your age?
1. Lessthan16yrs.[ ] (b)16—-20[ ](C)21-25[ ](d)26—-30[ ]

(€)31-35[ 1()36-40[ ]1(g)41-45[ ](h)above45yrs. [ ]

3. What is your marital status?
(@) Single [ ] (b) Married [ ] (c) Divorced/Separated [ ] (d) Widowed [ ]

SECTION B

1. Are you using any telecommunication services currently?

(@) Yes[ J(O)No[ ]
2. If yes, which telecommunication service provider?

(@ MTN[ ](b) AIRTEL[ ](C) GLOBACOM|[ ](d)ETISALAT] ]
3. How long have you been connected to your current network?

@0-6months[ J(b)6—12months|[ J(c)1—-2yrs.[ ]
(d) 2 yrs/above [ ]
4. What is the purpose of your subscription?
(@) Personal [ ] (b) Business|[ ]
5. What are the most important factors you considered before choosing a
telecommunication service provider? (tick as appropriate)
(@) Coverage [ ] (b) Quality of service [ ] (c) Tariff[ ]
(d) Customers service [ ] (e) Promotion [ ] (f) Value added service [ ]
(g9) Access to other networks [ ] (h) Brand image
6. Have you ever switched network?
(@) Yes[ J(b)No[ ]
7. If yes, what was your reason?

8. Have you ever had a reason to contact the customer care of your service
provider?
(@ Yes[ ](b)No[ ](c)Can’t Remember [ ]

9. How was your complaint or request handled?
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(a) Very satisfactory [ ] (b) satisfactory [ ] (c) Undecided [ ] (d) Not too
satisfactory [ ] (e) Not satisfactory atall [ ]

10. Would you move to another network provider because you were not
attended to very well by the customer care representative as a valued
customer?

(@ Yes[ J(b)No[ ]

11. How often do you enjoy bonus offers from your network provider?

(@) Veryoften[ ] (b) Often[ ](c) Notsure[ ](d)Rarely[ ]
(e) Notatall [ ]

12. Would you choose a network provider different from your current provider

because of offers like free calls, free data, etc.?
(@ Yes[ J(b)No[ ]

13. Do you use more than one telecommunication service provider?
(@) Yes[ J(b)No[ ]

14. If yes, why do you use more than one service provider?

(a) Call/SMS/browsing rates are high in one [ ] (b) It takes a long time for
one to connect to the internet in one [ ] (c) They do not attend to my
complaint adequately in one [ ] (d) They rarely give bonus offersinone [ ]
(e) Poor network coverage inone [ ]

15. How satisfied are you with the services provided by your service provider?
(a) Highly satisfied [ ] (b) Satisfied [ ] (c) Not sure [ ] (d) Dissatisfied
(e) Highly dissatisfied [ ]

16. Which of these factors influences your choice of telecommunication service
providers? (tick as appropriate)

Factors Strongly | Agree Undecided | Disagree | Strongly
Agree Disagree

Brand
image

Customer
service

Promotion

Network
coverage

Service
quality
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Tariffs
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