EFFECT OF SERVICE QUALITY ON CUSTOMER SATISFACTION IN NIGERIA TELECOM SECTOR: 	A CASE STUDY OF AIRTEL NETWORK LIMITED	
           OKECHUKWU HYGINUS NDUBUISI	

This project report/dissertation is submitted in partial fulfillment of the requirements for the	
       Degree of Master of Business Administration			                               December 2018	





                                 DECLARATION
	
This work has not previously been accepted in substance for any degree and is not being concurrently submitted in candidature for any degree.	


Signed......................................................................	

Date........................................................................	


                                STATEMENT 1	

This work is the result of my investigations, except where otherwise stated. Other sources are acknowledged with explicit references. A reference is appended.


Signed..................................................................... 	

Date........................................................................	


                               STATEMENT 2	

I hereby give consent for my work, if accepted, to be available for photocopying and inter-library loan, and for the title and summary to be made available to an outside organization.


Signed..................................................................... 	

Date........................................................................

                             



                                           
                                                 ABSTRACT
This research dissertation is focused on investigating the relationship between Service quality and customer satisfaction from a pool of 300 customers in Airtel Networks Limited based in Abuja and Lagos deploying different analyses such as non-response bias, validity, and reliability tests, structural equation modeling, and the descriptive statistics. 
From the empirical data gathered and manipulations performed on them, it can be established that there is a relationship between service quality and customer satisfaction by deploying customer perception, expectation, and experience as a frame of reference.
It was found that there existed a total variance of 56.807% (Section 4.2, table 2) amongst customer perception, expectation, and experience and satisfaction data obtained from a single data source which was used for the study with the correlation coefficients having values less than 0.90. Hence the data obtained and deployed for this study is a true representation of unbiased data.
Section 4.3.1(Table 3) revealed the relationship between service quality and customer satisfaction. Perceived tangibility, reliability, assurance, and, empathy were primarily responsible for the satisfaction customers derived from the Airtel service while perceived responsiveness recorded the drop in satisfaction of customers. This implied that willingness to assist customer’s addressing their challenges when complaints are made were low and this in turn led to dissatisfaction of customers.

Section 4.3.2 (Table 4) revealed the relationship that existed between what was perceived and what was expected. A direct relationship existed between them perceived tangibles and expected tangibles, perceived assurance and expected assurance, and perceived empathy and expected empathy. However, there was a discrepancy (significant drop) in expected reliability compared to perceived reliability. This implies that the Mobile telecommunication company(Airtel Networks Limited) provided more reliable services as seen from perceived reliability figures from the respondents(mean score of 3.355 in expected reliability compared to 3.6565 for perceived reliability). This singular boost in improving service deliverables would in turn boost customer satisfaction.

 Section 4.3.3 (Table 5) revealed the customer satisfaction value when compared with metrics such as pragmatic experience, usability experience, hedonic experience, and sociability experience. 
The figures obtained showed that customers were happy with the service quality provided by Airtel Networks Limited with sociability experience recording the lowest standard deviation (0.67337); this implies a greater agreement in respondents’ opinion regarding their social experience with the service quality provided by Airtel Networks Limited.
For this research thesis, different hypotheses were postulated and tested against the 
empirical observation from the respondents to verify their validity.
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                                           CHAPTER ONE
                                           INTRODUCTION
1.1 Background to the Study
The Nigerian telecommunication sector has grown rapidly in the last two decades.  The sector grew from an average of less than 1 percent of the GDP (in nominal terms) before 2001 to 8.4 percent of the total GDP in 2016 (NBS, 2017). The sector has grown by over 20,000 percent between 2000 and 2016 in real terms. Despite the recent economic downturn experienced in Nigeria, real growth of the telecommunication sector remained positive, though declined from an average of 24 percent increase between 2002 and 2015 to 2.03 percent in 2016 due to the current recession experienced in Nigeria. At 110.76 teledensity, the total number of active lines as of January 2017 is estimated at 155.06 million (NCC, 2017).
The industry's competition strategy has relied on the cost of SIM cards and tariff plans, with minimal emphasis on increasing service quality. The Nigerian Communications Commission introduced mobile number portability, which allows consumers to quickly switch from one network operator to another if they are unhappy with their current service.
To this end, Service Quality is a fundamental strategic tool that contemporary organizations use for achieving competitive advantage, operational efficiency, and improved profitability (Zeithaml, Berry and Parasuraman, 1996; Babakus and Boller, 1992; Anderson and Zeithaml, 1984). For organizations to have a long-term relationship with their customers in a competitive business environment, superior levels of service quality must be provided to consumers which continually justifies consumers’ choices (Ennew and Binks, 1996). Dabholkar, Thorpe, and Rents, (1996) proposed five dimensions of service quality namely: physical aspects, reliability, personal, interactions, problem-solving, and policy. 
The influence of service quality on customer satisfaction shows why organizations prioritize value creation in their day-to-day activities. Existing works of literature on the subject matter have further validated the assertion that service quality and customer satisfaction have a strong positive relationship (Beneke, Hayworth, Hobson and Mia, 2012; Yuen and Chan, 2010) and customer satisfaction directly influences customer loyalty (Beneke et al., 2011). Customer satisfaction no doubt; is the major factor contributing to the success of organizations irrespective of where they operate. It influences the satisfaction of customers which in turn breeds loyal customers and results in more revenue for the organization (Brink and Berndt, 2008).
In the telecommunication industry, customer loyalty is important (Irfan, Shamudin, and Hadi, 2016). It reflects the commitment that customers express in their purchase of products or services from a particular organization and, in the process, resist competitors’ activities attempting to attract their patronage (Brink and Berndt, 2008).
In Nigeria, the movement of telecom users from one operator to another has further justified the essence of customer satisfaction to operators and the need for service providers to pay attention to issues affecting customers using their services. Thus, ensuring telecom operators in Nigeria are continually working to improve the quality of service.
Among existing empirical studies, there is evidence suggesting that service quality strongly affects customer satisfaction. However, evidence from some studies suggests a positive relationship exists between service quality variables and customer satisfaction, while other studies revealed a negative relationship. For instance, Ojo (2010) examined the relationship between service quality and customer satisfaction in the telecommunication industry concerning mobile telecommunication network (MTN) Nigeria drawing samples from Covenant University students. The study disaggregated service quality variables into service maintenance, problem-solving, customer service package, courtesy of customer service personnel, and attitude of customer service personnel and found that a positive relationship exists between all service quality variables included in the study and customer satisfaction. Similarly, Osotimehin, Hassan, and Abass (2015) investigated the subject matter in two public-owned Universities in Ogun state and found a positive and significant relationship between service quality and both customer satisfaction and customer loyalty.
However, Abubakar (2016) assessed the impact of perceived service quality on customer satisfaction in Nigeria’s mobile telecommunication industry with a focus on all major mobile telecom providers namely Airtel Nigeria Limited, MTN Nigeria Limited, Globacom Nigeria Limited, and Etisalat (9Mobile) Nigeria Limited drawing subscribers outside educational institutions. The study found that service quality delivery in Nigerian telecommunication is poor and below the desired expectation of mobile users, thus leading to a huge dissatisfaction level among users. Realistically, there seem to be differences in the findings of the studies due to the methodologies employed. The first empirical evidences which suggest a positive and significant relationship between service quality and customer satisfaction drew their samples from University students while the second study was focused on subscribers outside educational institutions. This present study is therefore set to bridge this research gap by targeting subscribers who are students in higher institutions, civil servants, traders, and professionals in the private sector. This will ensure the study has a diverse and robust perception on service quality and customer satisfaction of telecommunication users in Nigeria.
.
1.2 Aims and Objectives of the Study
This study aims to examine the effect of service quality on customer satisfaction in the Nigerian telecommunication sector concerning Airtel Nigeria Limited. The research objectives include to:-
1. Identify factors that influence customers’ satisfaction in Airtel Nigeria Limited.
2. Determine the level of customer satisfaction with service quality provided by the company under study.
3. Examine the relationship between service quality and customer satisfaction in the company under study.
4. Analyze the impact of service quality on customer satisfaction in the company under study.

1.3 Scope of the Study
The study explores service quality and customer satisfaction with a focus on Airtel Nigeria limited. It extensively examines factors influencing customers’ satisfaction and the relationship between service quality and customer satisfaction. The study also determines the level of customer satisfaction with Airtel users in Nigeria. Spatially, the survey part of the study is limited to users of the Airtel network in Abuja and Lagos state. 
1.4 Limitation of the study
There are several limitations to this study; however, the most obvious limitation is the focus of the study on two states – Lagos and Abuja only in Nigeria. This may be a major and unavoidable criticism of the study. Also, the limitation of the study to Airtel users only may draw criticism from Industry operators.  The sampling technique that will be employed in the study is convenience sampling which allows for a wider level of samples to be drawn, data collection may be confined more to a particular segment (i.e. tertiary institutions, markets, government ministries or agencies, private firms, and worship centers) however, opinions expressed by the majority of the participants surveyed are not directly monitored or supervised by the researcher and as a result may influence on the study findings. The sample aimed for the study may be a very small portion of the total users of Airtel Network in the country. Therefore, research studies with very much larger sample size would be required to ensure appropriate generalization of the findings of the study. The research instrument that will be used in the course of the study is structured and closed for respondents to express their opinions on the subject matter.
Besides, all the data needed for this study may not be available due to inadequacy in the availability of data by monetary authorities and statistical bodies in the country. Research of this nature requires time to carry out in-depth fieldwork; as a result, time may be a constraint for this study. These limitations, hence, are to be in mind when the findings are considered.
1.5 Plan of Study
The rest of this project work will be divided into four chapters. The next is chapter two which will deal with the literature review. The chapter provides a review of the theoretical basis and empirical studies on the link between service quality and customer satisfaction and therefore identifies the gaps in the literature. Chapter three will elaborate on the research methodology used in the cause of this project. This will focus on explaining the choice of research methods employed for the study. Under this, we discuss the research design adopted for the study, sources, and types of data. This is followed by the statement of the research hypothesis. Further, sample technique, population, and sample size are discussed as well as methods of data collection and data analysis. Chapter four present the analysis and interpretation of the result. Chapter five which is the last chapter provides the discussions, conclusion, and recommendations.







                                         



                                             CHAPTER TWO
         LITERATURE REVIEW AND THEORETICAL FRAMEWORK
2.0 Introduction
The chapter reviews existing literature on the effect of service quality on customer satisfaction. The chapter starts with conceptual issues related to service quality and customer satisfaction. Thereafter, it examines the theoretical literature on service quality measurement as well as the previous empirical works done in the area related to the subject matter. The theoretical framework of this study is the focus of the final part of this chapter.
2.1 Concept of Service Quality 
The concept of service revolves around the notion that every customer has a perception of a particular service used. The basis of these perceptions clearly defines the concept of service quality which has been an intense debate among researchers, scholars, and academicians in different fields over decades. However, the interesting thing in the concept of service quality in recent times is the definition and measurement in terms of what a customer anticipates and expects of a particular service and the actual service delivered. The evaluation of service quality depends on one basic thing which is the “perception of quality” from both the customers and service providers (Zelthaml, Parassuraman, and Berry, 1985) However, the customer only determines the quality of service, and most often are judged based on customers emotions or feelings. Bertrand (1989) concludes that customers’ feelings about quality are determinants of customer satisfaction.
Oxford dictionary defined “Quality” in two ways. First, is the standard of something measured against other things of a similar kind while the second refers to “Quality” as the degree of excellence of something?
 Tirupathi (2005) defines quality as the degree to which performance meets expectations. Quality is said to be relative. What one sees as quality may mean a different thing to another.
According to the American Society of Quality (ASQ), quality denotes excellence in goods and services, especially to the degree they conform to requirements and satisfy customers. Garvin (1984) adopts five approaches to defining quality. These approaches include:
1. The transcendent approach of philosophy 
2. The product-based approach to economics;
3. The user-based approach to economics;
4. The manufacturing-based; and
5. Values-based approach to operations management
Quality can be described as meeting client needs and offering value to them in the context of service. In their initial research, Zeithaml et al. identified eleven dimensions of service quality. However, later research revealed a considerable link between those qualities. SERVIQUAL is a long-lasting and dependable service quality scale (Parasuraman et al., 1994). Several researchers have attempted to apply this technology to various service domains. Some of its components should be replaced, while others should be added.
A four-dimensional model with seventeen components was introduced by Avkiran (1994). The dimensions are made up of personal’s contact, reliability, communication, and access to services. Also, looking at the contrast between the nature of Islamic and Usury banking, Othman and Own (2001) postulated a model called CARTER (i.e. Complaints, Assurance, Reliability, Tangibles, Empathy, and Responsiveness) with 34 components.
Iacobucci et al. (1994, 1995) provide precise definitions of service quality versus customer satisfaction. They argued that service quality should not be mistaken for customer satisfaction, on the other hand, satisfaction is a positive outcome of providing good service.
The value a customer gets from a service is referred to as service quality as suggested by Anderson et al. (2002). In other words, service quality is not defined by conformance to specification. Parasuraman, Zeithaml, and Berry (2004); affirmed that service quality is a function of differences between expectation and performance along the quality dimension. Customer expectations are beliefs about a product or service that serves as standards against which service performance is judged. The more well-informed a customer is, the more he/she demand for better and more reliable new products, as well as responsive services.
Rust and Oliver (1994) postulate that service quality is a key indicator of customer satisfaction. However, Adigun (2004) maintains that service quality evaluation is often done by conducting a customer satisfaction survey, to rate service enjoyed. According to him, this implies that customer satisfaction is key to determining service quality, and therefore, the direction of causality is from customer satisfaction to service quality. Thus, service quality either shows the value added to the level of consumer satisfaction or a level of superiority over its substitutes and has a link with consumer satisfaction in any business environment.



2.1.1 Customer Satisfaction Concept
Generally, customer satisfaction is used as a metric in business. It is majorly used to assess the performance of a product or service relative to customer expectations. If service delivered to a customer falls short of customer expectation, the customer is dissatisfied while a customer is satisfied if the performance of service delivered meets customer expectation. The concept of customer satisfaction has been defined by several authors for instance; Oliver (1999) defined customer satisfaction as “pleasurable fulfillment”.
Yi (1990) describes customer satisfaction as customers’ emotional response to experiences associated with particular services or products purchased. Customer satisfaction in most literature is found to be directly related to customer loyalty, customer retention, and firm profitability.
Goldner (2006) defines a customer as any organization or individual with which another organization or individual has done business over the past twelve months”.
Also, Grigoroudis and Siskos (2009) define ‘customer’ in two perspectives, namely:
1. Loyalty - “A customer is a person that assesses the quality of the offered products and services” and 
2. Process-oriented - “the customer is the person or group that receives the work output”. 
When a customer buys goods, he or she is either satisfied with them or dissatisfied.
Bandarian (2011) explains customer satisfaction as a state that different dimensions of product or service to meet customers’ need reply to the expectations or beyond their expectations.
Customer satisfaction is the ultimate the determinant of the actual quality of goods or services rendered to customers.
Westbrook and Reily (1983) defined customer satisfaction as the emotional response to the experience provided by, (or associated with) particular products or services purchased, retail outlets, or even molar patterns of behavior, as well as the overall marketplace.
Hunt (1977) defines customer satisfaction as a process of evaluation rendered that the experience was at least as good as it was supposed to be.
Tse and Wilton (1988) elaborate on Hunt definition when they said ‘customer satisfaction is a process of customer’s response to the evaluation of the perceived discrepancy between prior expectations and the actual performance of the product as perceived after its consumption. Satisfaction is the customer’s fulfillment response.
Oliver (1977) notes that customer satisfaction is a judgment of whether a product or service feature-, or the product or service itself, provides a pleasurable level of consumption-related fulfillment or not. ‘This definition approaches two sides where the approach defines satisfaction as a final situation or as an end-state resulting from the consumption experience and the second approach emphasizes the perceptual, evaluative, and psychological process that contributes to satisfaction. (Evangelos and Yannis, 2010)
Malik and Ghaffor (2012) defined customer satisfaction in terms of meeting the expectations of customers in terms of parameters associated with satisfaction. Mittal and Kamakura (2001) said customer satisfaction is a key factor in the formation of customers’ desires for future purchases. That is, the satisfied customer will probably talk to others about their good experiences.
Kotler (2001) described satisfaction as a function of perceived performance and expectations. If the performance of the product or service is lower than expectations, consumers will be dissatisfied. 
Zikmund, McLeod, and Gilber (2003) defined satisfaction as a result of evaluation after the purchase of the comparison between pre-purchase expectations with actual performance (i.e. Post-purchase). 
Anderson and Srinivasan (2003) categorized customer satisfaction into five dimensions, overall satisfaction, a customer favorite, customer loyalty, customer recommendation, and priority option. As such, inferior products or services can be improved to allow customers a wonderful impression. Customer toward products or services generally defines customer satisfaction as a feeling or judgment after they have used those (Jamal and Naser, 2003). Maleki and Darabi (2008) viewed customer satisfaction as a consumer’s feeling or reaction towards buying a product or service.
Khalili (2000) opined that customer satisfaction is achieved when payment is equitant to rational expectations. Shahin (2003) defined satisfaction as the process of a customer’s understanding and assessment of experiencing product consumption or use of other services. He furthers that customer experiences satisfaction from different aspects including basic characteristics of products, superior performance characteristics of products, and manner of contact and interaction with the customer.
Liu and Khalifa (2003) suggested that satisfaction is established by the gap between supposed performance and cognitive standards like wishes and expectations. McKinney et al. (2012) defined customer expectation as customer belief about a product before using it. Customer satisfaction can therefore be seen as a means of addressing customers’ needs and wants in a product.
Parasuraman et al. (1991) said satisfaction is a decision made after an experience while quality is not the same. On the other hand, in satisfaction literature, expectations for goods in “would”, while in service quality literature, expectations for goods “should”. Cadotte and Turgeon (1988) have introduced another group of factors known as neutral factors. Besides, Liljander and Strandvik (1993) say that experience is not needed for evaluating service quality, and service can be evaluated based on knowledge about the service provider, while satisfaction is an inner view, resulting from customers’ own experience of the service. Finally, several types of research have been done on the relation between service qualities (Parasuraman et al., 1988). Also, the research conducted by Sureshchander et al. (2002) shows that-, there is a two-way relation between satisfaction and service quality.
2.2 Literature Review
2.2.1 Quality Measurement Techniques
The literature currently available on the impact of service quality on customer satisfaction uses few ways to measure quality. SERVQUAL tool developed by Parasuraman et al, 1991 is the most popular and measures the difference between expectation and customer perceptions on five factors of service quality. These factors include tangibles, reliability, responsiveness, assurance, and, empathy. Some researchers suggest using customer perceptions alone (SERVPERF by Cronin and Taylor, 1992) in measuring perceived quality, since excluding perceptions from expectations raises issues of validity (Cronin and Taylor, 1992; Teas, 1993) and psychometric inferiority (Peter et al., 1993), Nevertheless, others (Oliver, 1996; Teas, 1993) use a universal appraisal of quality, which is not based on performance attributes.
It should be noted that the evaluation of product quality is not covered during the assessment of service quality using SERVQUAL and SERVPERF. So, these tools can only measure the quality of pure service; that is, the quality of the tangible products delivered in services such as retail stores or restaurants cannot be wholly analyzed. To have a complete evaluation of quality in mixed product/service settings, researchers would need a parallel evaluation of product quality as well, and from both methodological and operational standpoints, this can make a study too complicated.
Servicing tools such as SERVQUAL cannot objectively measure the effect of each quality dimension or its combinations per different emotions. It is not clear if certain dimension triggers emotions described by high or low intensity. In order words, servicing tools and tools with similar features do not have the discriminative ability, which is another limitation.
In the global metrics of quality, the above-discussed shortfall is salient. Though not performance-based, are important for the general evaluation of quality in relation to customer satisfaction and other constructs. Nevertheless, they do not supply specific information about the particular emotions triggered by products/services. These shortfalls would be insignificant if quality and emotions were not related and had separate impacts on satisfaction, as highlighted by Kramph et al., 2003; Liljander and Strandvik, 1997, in their studies. Though the separate impact of both phenomena on satisfaction might occur, it is proper to emphasize that there is a significant relationship between them. For example, Oliver (1993a) revealed that emotions influence the relationship between perceived quality and satisfaction. In a similar report by Price et al. (1995), they found that customers’ emotions completely influence the relationship between the performance of the providers and customer satisfaction. The aforementioned results imply that there is a strong correlation between quality and emotions and this is not adequately investigated in this literature.

The focus of this study will be centered on the three dimensions of the product identified by the researcher. These include price, brand, and product features.
2.2.2 Why is Customer Satisfaction Important?
Several works of literature have attempted to explain why customer satisfaction is important. For instance, the duo of Evangelos and Yannis (2010) argued that the strategic evaluation and analysis of customer satisfaction by today’s businesses largely drive their customer centric approach and deliberate implementation of the principles of continuous improvement.   Both writers further argue that customer satisfaction should be the gold standard for measuring business performances and went on to postulate that providing customer satisfaction opens for businesses the door to potential market opportunities.
Zairi (2000) further highlighted the importance of customer satisfaction by stating in one magazine that ‘Customers are the purpose of what we do and rather than them depending on us, we very much depend on them. Therefore, we cannot be wishing the customer to leave the product or service as the business survival and success center on the customers. ‘
Zairi went on to emphasize that ‘various studies have looked at the impact and direct relationship between customer satisfaction and customer loyalty, repeat purchases, customer retention and acquisition. Zairi explained that satisfied customers share their experiences with five or six people on average and are more prone to recommend the products and services to them. Whereas dissatisfied customers would share their unfortunate experience with ten people or more and are likely to dissuade them from patronizing the products and services of affected companies.  
In addition, the writer went on to state that many customers do not complain there are dissatisfied with products or services received from companies, although the level of dissatisfaction varies from industry to industry. Zairi further argued the merits of satisfying customers stating that the cost of ensuring customer satisfaction and hence customer retention is only twenty-five percent of the cost of recruiting a new customer

Furthermore, Turner (2010) suggests that customer satisfaction remains key to customer loyalty and that the latter is key for customer retention even if the competition offers lower prices for the same products or services. Turner went on to state that loyal customers come back more often to take up cross-sales opportunities and are more likely to try a new product from their preferred supplier.

However, it is important to point out that the concept of customer satisfaction is not new because researchers as early as the 1980s found out that customer satisfaction is key to customer loyalty, and has a direct relationship with company profitability, return on investment (ROI), and market share.
2.2.3 Approaches to Measuring Customer Satisfaction
 The importance of measuring customer satisfaction cannot be overemphasized.  Lord Kelvin (19th Century) said that ‘If you cannot measure something, you cannot understand it’.
Gerson (1993) considers measuring customer satisfaction as an objective way to confirm customers’ preferences and expectations as it provides a reliable, effective, direct, meaningful feedback from them.
Wild (1980) and Hill (1996) said that measuring customer satisfaction gives a sense of achievement and accomplishments to customer facing employees. They argued that it motivates people to perform as well as achieve a higher level of productivity.
Evangelos and Yannis (2005) enumerated several advantages of measuring customer satisfaction. First that measuring customer satisfaction helps a business evaluate its competitive position in the marketplace which would help it to strategize. Secondly, that the measurement can help businesses identify potential market opportunities. Thirdly, that it helps businesses understand, identify and analyze customer behaviours, expectations, needs, and desires. Fourthly, it helps service providers to craft effective communication to their customers. Fifthly, that this measurement possibly helps organizations to examine the impact (if any) new actions, efforts, and programs embarked on have on their customers. Sixthly, that the measurement can help expose customers perception of an organization's competitive weaknesses and strengths. And lastly that measuring customer satisfaction can help enhance employees’ motivation and productivity.
Mostaghel (2006) enumerated the following market-based research techniques that measures customer satisfaction: 
1. Customer satisfaction survey methodologies.
2. Focus groups to study customer satisfaction issues;
3. Standardized packages for monitoring customer satisfaction; and
4. Various computer software
Theorized that a weighted average of three questions would be used to calculate the customer satisfaction index. That questions would be answered on a scale of 1 – 10 and modified to a 0 -100 scale for reporting purpose. That the three questions should measure satisfaction against expectations, satisfaction against an ‘ideal’ organization, and the overall satisfaction
Angelova and Zekiri (2011) on the other hand noted that using the customer satisfaction index (CSI) is ideal to measure organizations and how they satisfy customers’ needs. They Identified the index (ACSI) as the national indicator of customer evaluations of the quality of goods and services available to U.S residents since 1994. That the index is the industry standard for measuring customer satisfaction. That is produces indices of satisfaction, causes, and effects for seven economic sectors, 39 industries, 200 private sector companies, two local government services, and the U.S Postal Service.
That a weighted average of three questions would be used to determine the customer satisfaction index. That these questions would be answered on a scale of 1 – 10 and modified to a 0 -100 scale for reporting purposes. That the three questions should measure satisfaction against expectations, satisfaction against an ‘ideal’ organization, and the overall satisfaction.

2.2.4 Determinants of customer satisfaction 
Customer satisfaction is one of the key metrics across all business sectors. Most business organizations strive to provide the best service to their customer and as well look for the reason to increase the customer satisfaction level. Hokinson (1995), these factors include friendly employees, knowledgeable employees, Helpful employees, the accuracy of billing, billing timeliness, competitive pricing, service quality, good value, billing clarity, and quick service
Anderson and Srinivasan (2003) categorize customer satisfaction into five dimensions. Overall satisfaction, a customer favourite, customer loyalty, customer recommendation, and priority option.
Customer satisfaction is pivotal to competing favourably in the marketplace.  It is a prerequisite to retaining customers to generate economic benefits. Customer satisfaction is crucial to realizing greater profitability, larger market share, and more return on investments, etc. (Scheuing, 1995; Hackl and Westlund, 2000, Reichheld, 1996 ;).
Sureshchander et al. (2002) investigated the relationship between service quality and customer satisfaction in the banking industry using a forty-one-item scale that is further categorized into five dimensions, namely; core service or service product; a human element of service delivery, systematization of delivery (nonhuman element); tangibles of service (servicescapes) and social responsibility.
Customer satisfaction describes the cumulative result of customers' internal feelings about their experiences regarding products/services. An empirical study of Australian and Korean banks indicates a strong correlation between perceived service quality, customer satisfaction, and other variables (Kayis, Kim, and Shin, 2003). It is advised that organizations especially banks should focus on customer satisfaction.
In Oman, Metawa and Almossawi (1998) evaluated the banking behaviour of Islamic banking customers to find out the awareness and satisfaction level among customers of Islamic banks by collecting demographic data from 300 customers. The findings showed that most of the customers are highly satisfied with the products and services of Islamic banks. Bankers are encouraged to develop professionalism and competency to maintain good relationships with their customers.
In a study of customer awareness and satisfaction, Naseer, Jamal, and Al-Khatib (1999) found customer awareness about Islamic bank products like Murabaha, Musharka, and Mudarba and at the same time, dissatisfaction with some of the services offered by the Islamic banks, having surveyed 206 respondents.  It investigated how customer satisfaction affects the customers' behavioural consequences. The findings indicate the influence of customer satisfaction on their decision to stay with the existing service provider and stop their negative behavioural intentions. Athanassopoulos et al., 2001 stated the positive relationship between customer satisfaction and word-of-mouth communication
The discrepancy between the perceived performance and cognition like expectations or desires is a measure of satisfaction as stated by Khalifa and Liu (2003). Several factors yield customer satisfaction but service quality is one of them. It is reported that customer satisfaction helps to retain a customer for greater profitability, increase market share, and more return on investment (Hackle and Westlund, 2000). It is investigated that service quality works as an input to appear as customer satisfaction (Malta, 2002). It is found that customer satisfaction generates several outcomes like repeat purchases; loyalty, positive word of mouth, and long-term profitability.
According to Gustafsson (2005), satisfaction is an overall customers’ overall evaluation of the offer. The study found that overall satisfaction strongly impacts on customer loyalty as it relates to a wide range of products and services. 
Iglesias and Guille’n (2004) explored a direct and positive relationship between customer satisfaction and perceived quality level of satisfaction. 
Nelson and Chan (2005) suggested that customer satisfaction can be created by bank when the latter incorporates trustworthy behaviors, proper communication of information, settlement of conflicts, the reflection of genuine commitment to providing quality services, and improvement in the quality of overall customer relations 
Ting (2006) using data set of 220 customers from 15 retail banks investigated the impact of customer satisfaction in the Malaysian banking industry. It was that a U-shaped relationship exists between customers’ perception of satisfaction and positive word-of-mouth referrals in the existence of changing ownership. Using the Structural equation modeling on the data set, it found that overall customer satisfaction is the key determinant of relationship quality. 
Nelson (2006) listed the key parameters that indicated customer satisfaction as commitment, service quality, communication, trust, service satisfaction, and service handling 
Cohen et al. (2006) investigated customer satisfaction in the banking sector in New Zealand and concluded that it is a key factor influencing customers’ decisions making. Customer's age group and educational level also contributed to their decision whether to stay with a current bank or not. 
Lopez, Hart, and Rampersad (2007) using survey outcome of 230 retail-banking customers provided evidence that in the United States, customer satisfaction was most impacted by responsiveness and reliability of service providers 
Using empirical analysis of 204 bank customers, Molina, Marty, and Esteban (2007) investigated customer satisfaction in retail banking. They observed a linear correlation between confidence benefits and customer satisfaction.
An investigation by Norizan and Nizar (2007) found out that perceived service quality and satisfaction were key determinants for customer retention in retail banking in the United Arab Emirates. 
Ndubuisi et al. (2007) found that supplier-customer relationships are critical in the banking sector for the delivery of quality service to have loyal customers for long-term profits 
2.3 Empirical Review
This section studies empirically the relationship between service quality and customer satisfaction. 
Ode (2013) used the service quality of top mobile network providers in Nigeria to statistically evaluate customer satisfaction. He gave a structured survey questionnaire to 532 University students and used the Pearson product-moment correlation to evaluate the collated data. The survey outcome indicated a positive correlation between service quality and customer satisfaction (r=0.388, n=526, p=0.000)
Sabrina and Ashiq (2014) in another study evaluated the competitive advantage of UK telecommunications providers from the perspective of customer satisfaction. The study largely involved the interview of customers and leaders of four top mobile network providers (Vodafone, T-Mobile, O2, and Orange) who render similar products and services at different price levels. The outcome of the study shows that a wide range of considerations including service quality, low prices, high operating standards maintained by the company customers drives customers preference for network providers.
Using a similar questionnaire developed based on prior research and assigned to 300 users of Grameen phone, Teletalk, and Rabi, Uddin, Haque, and Bristy (2014) studied the determinants of customer satisfaction in the Bangladesh telecommunication industry. The study modeled overall satisfaction as the dependent variable while customer service, market and personal factor, perceived quality, perceived value, technological advancement, and company image (Brand) were modelled as independent variables. They analyzed the model and using multiple regression found that market and personal factor, perceived value, perceived quality, and company image were statistically significant to overall satisfaction.
Ojo (2010) referencing MTN Nigeria, investigated the relationship between service quality and customer satisfaction in the Nigerian telecommunication sector. Ojo deployed descriptive statistics, regression, and Pearson product-moment correlation to analyze data collected from 230 network subscribers of MTN. The study indicated shows that service quality impacted on and has a positive correlation with customer satisfaction. 
Navulur and Uma (2013) focusing on the Indian telecommunication networks investigated the relationship between service quality and customer relationship management in the industry. The core purpose of the research was to discover the significant service quality variables influencing customer satisfaction in the Indian telecommunication sector. The study revealed a huge gap between customer expectations and service delivery performance.  
The study by Osotimehin, Hassan, and Abass (2015) indicated a strong positive relationship between service quality, customer satisfaction, and customer loyalty. In the study, the duo examined customers’ perceptions of service quality in the Nigerian telecommunication market. They made use of primary data collated via a questionnaire provided to randomly selected 250 undergraduate subscribers from two public universities in Ogun State. The data were then analyzed using descriptive statistics and a T-test for hypothesis testing. 
Malik, Ghafor, and Igbal (2012) studied using primary data generated through questionnaires, how price, service quality, and brand image impacted on customer satisfaction in the Pakistani telecommunication sector. Data from students, employees, business owners, and academicians of the Gujranwala region of Pakistan were collected and analyzed using descriptive statistics and Pearson correlation coefficient to estimate the relationship among each variable in the study. The research outcome revealed that while price has an inverse relationship with customer satisfaction, brand image and service quality were positively correlated to customer satisfaction.
A study by Abubakar (2016) revealed that service quality delivery in the Nigerian telecommunication industry is low and below the desired expectation of mobile users, thus creating a huge dissatisfaction level among customers. His study focused on all major mobile telecommunication providers—MTN Nigeria Communication Limited, Airtel Nigeria Limited, Globacom Limited, and Etisalat Nigeria. The study assessed the impact of perceived quality on customer satisfaction and used primary data sourced from a sample of 400 customers of the network providers surveyed through a well-designed questionnaire. Data collected were analyzed using descriptive statistics in form of tables and percentages with the Minnesota Customer Satisfaction Model (MnCSI). 
Hishamuddin, Azleen, Rahida, and Mohd (2008) used some selected private higher education institutions in Malaysia to investigate the relationship between service quality and student satisfaction. Parasuraman’s SERVQUAL dimensions (tangibility, responsiveness, reliability, assurance, and empathy) were adopted as the independent variables while student satisfaction was the dependent variable. The research selected Bachelor’s degree students from two higher education institutions including Kuala Lumpur Infrastructure University College (KLiUC) and Kolej University Teknologi dan Pengurusan Malaysia (KUTPM). The response rate was 87% as of the 230 administered questionnaires, 200 were completed and returned for analysis. The robustness, reliability and validity of the collected data were tested after which necessary correlation and regression analysis were conducted on collected data. The findings revealed that tangibility, assurance, reliability, responsiveness, significantly corelated with empathy of overall service quality to student satisfaction. With empathy emerging as the service quality dimension with the strongest relationship with satisfaction.
Ogunnaike (2010) undertook a study to examine the effects of service quality on customer satisfaction, as well as to analyze the relationship between gender and customer satisfaction. The study assessed the relationship between service quality and customer satisfaction in the Nigerian banking industry and data collected via questionnaires were analyzed using multiple regression and correlation. The study reveals that service quality has a remarkable impact on customer satisfaction and that a relationship exists between gender and perception of customer service.    
Rahim, Osman, and Ramayah (2010) carried out a test of mediation between service quality, satisfaction, and loyalty using survey samples of 147 Sepah Bank customers in Tehran. The study conducted in a bank in Tehran, Iran used Gremler and Brown (1996) model for evaluation of service quality while the instrument offered by Bitner and Hubbert (1994) was used for evaluation of customer satisfaction. The research findings revealed that in all aspects, customers' expectations are higher than their perceptions of the Banks operation. In other words, the quality of offered service was low. Besides, these research findings show that customer satisfaction plays a mediating role between service quality and service loyalty.
Nwachukwu and Ejiofor (2003) established that today’s customers have higher expectation of quality of service and that any organization that want to remain competitive must deliver and continuously improve on its quality of service. 
Meirovich and Bahnan (2008) in a study of the relationship between quality and consumers' emotions and satisfaction introduced two components of total quality structure – the quality of design and quality of conformance. The study used a questionnaire to survey undergraduate college students. Four scenarios for food establishments were used and the students were asked to select from a pre-tested list of emotions, arising from the scenarios. ANOVA and Scheffe paired comparisons were deployed to test the valence equality and emotional intensity among the four scenarios. The result shows a significant relationship between quality, customer emotions, and satisfaction. 
Yiang and Cheng (2006) argued that effects precede quality perceptions whereas Oliver (1993) established that emotions is an intervening link between quality and satisfaction. Implying that quality, precedes emotions. 
Dube and Menon (2000) and Price et al. (1995) also maintained that consumers’ emotions is a mediator between a provider’s performance and their level of satisfaction.
Khan (2012) using electronically mailed and self-administered questionnaires examined the impact of customer satisfaction on customer retention and customer loyalty. The data collected were analyzed using linear regression analysis and result shows that customer satisfaction has a significant impact on customer retention but has an insignificant impact on customer loyalty.
Jakpar, Na, Johar, and, Myint (2012) examined the relationship between customer satisfaction and service quality by studying the effect of low-pricing products on service quality and vice-versa. Data were collected by distributing a survey questionnaire to randomly selected customers in Kuching Sarawak. The result infers that three attributes namely perceived quality, performance, and reliability impacted on customer satisfaction toward discounted product quality. The study indicated a statistically significant positive relationship between level of customer satisfaction on the quality of discounted product and perceived quality of image, brand name, and advertising. 
Olajide (2011) investigation on the causal effect between customer satisfaction and service quality had an inconclusive result.
Using a questionnaire that adopted the SERVQUAL model, Yee and Daud (2011) examined the level of customer satisfaction in parcel service delivery. Their study revealed that that tangibility, reliability, and assurance each impacted on customer satisfaction.
Agreeing with this finding, Parasuraman, Zeithaml, and Berry (1988) posted that satisfaction is more “transaction-specific” and that the incident of satisfaction over time results in perceptions of service quality’
Supporting the views of Adigun, (2004) and Parasuramn et al, (1994), Owolabi, (2001), Bolton and Drew, (1991); Bloemer and Ruyter (1998) remarked that customer satisfaction leads to service quality. 
However, in contradiction, a research undertaken by Cronin, Brady, Hult, and Tornas (2000) on the effects of quality value and customer satisfaction on consumer behavioral intentions suggested that both service quality and service value result in customer satisfaction and that these constructs should be measured simultaneously and not in isolation.
Zairi (2000) postulated that customer satisfaction is the feeling of accomplishment of inner desire. 
In addition, (Mittal and Lassar, 1998) argued that customer loyalty is impacted immediately by customer satisfaction. They further argued that a loyalty customer is one that is satisfied and whose needs and demands have been fulfilled by the products or services rendered. They went on to state that customer loyalty should be considered a form of equity to the company. That company profitability included on a company’s balance sheet should equally include a sound customer base and the lifetime value that customers deliver to the company. 
In a study, Oliver (1993) suggested that the core of the marketing strategy of any organization should be customer satisfaction as the latter is central to organizational success. That customer satisfaction is at the heart of today’s CRM systems deployed to attract, convert, and retain customers.
Lim (2010) theorized that customers’ final pleasure and the atmosphere are significantly connected. That the physical environment produces graphics and connects with the minds of customers to affect their behaviors. That clients’ pleasure is significantly affected by the physical atmosphere in the dining places.
Babakus et al. (2004) in a study successfully linked customer satisfaction to product and service quality within retail stores and found that product quality has six significant impacts on store-level profits. 
In a study on customer satisfaction, employees were identified as catalysts that drive the sales process and improve the lead to customer conversion rate. That they do this by providing pricing, branding and product related information to the customers as well as by helping customers to navigate store aisles, finding the product, and even cross-selling other products. A combination of the factory and sales components were identified as unique feature of the retail store execution problem. However, current study focuses only the sales component.
In a study aims to construct a comprehensive model of customer satisfaction in the fast-growing restaurant industry, Sabir, Irfan, Akhtar, Pervez, and Rehman (2014) examined customer satisfaction in the restaurant industry. The secondary research strategy and quantitative techniques were adopted to explain the concept of customer satisfaction and its impact on performance. The study used a correlation and multiple regression analysis and represented customer satisfaction as the dependent variable while the proxy independent variables were product and service quality, price, and design. The study indicated as very low the coefficient of determination and that only price has a negative influence on customer satisfaction.
Sachro and Pudjiastuti (2013) used questionnaires administered to three hundred (300) service users from railway transport Argo Bromo to examine the effect of service quality and customer satisfaction in enhancing customer loyalty in Indonesia. The study used the Purposive sampling technique and data gathered were analyzed using Structural Equation Model (SEM). The study found that service quality significantly influences customer satisfaction. That customer satisfaction subsequently has a significant effect on customer loyalty and customer satisfaction mediates the relationship between service quality and customer loyalty.
Jajaee and Ahmad (2012) embarked on a study intent on finding the relationship between the service quality variables (reliability, empathy, assurance, responsiveness, and tangibility) and customer satisfaction. They assessed the relationship between service quality and customer satisfaction in the Australian car insurance industry by administering an online questionnaire to 384 residents in Melbourne, Australia. Data collected were analyzed using the Pearson Correlation technique. The findings revealed a positive and strong relationship between five service quality dimensions (reliability, empathy, assurance, responsiveness, and tangibility) and customer satisfaction. Also, the study found a positive relationship between service quality and customer satisfaction.
2.4 Conceptual Framework
Service quality is the independent variable and will be examined through three critical dimensions – the price of the product, brand and product features. The dependent variable is customer satisfaction.
The above literature shows a bi-causal relationship between product quality and customer satisfaction implying that customer satisfaction can lead to product quality while product quality also influences customer satisfaction. The model envisaged from the above relationship is depicted below:
Figure 1: Conceptual and Analytical Model of Product Quality and Customer Satisfaction.
[image: ]
Source: Jahanshahi et. al., 2011
The framework pictured from the above relationship is presented below:-





Figure 1.1: Conceptual and Analytical Model of Product Quality and Customer Satisfaction (Framework)
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                                    CHAPTER THREE
                             RESEARCH METHODOLOGY
3.0 Introduction
This chapter discusses the research methodology employed for this research work. It begins with the research design, thereafter, the nature and sources of data are discussed. This is followed by the population of the study and the sample size is discussed. Thereafter, the chapter explains the sampling technique to be adopted in the study. The reliability and validity of the research instrument are discussed next in this chapter. The chapter ends with a method of data analysis.
3.1 Research Objectives and Hypotheses
The research objectives earlier stated in chapter one will be re-stated in this chapter. This will be followed by the statement of research hypotheses which are deduced from the research objectives stated. The testable research hypotheses formulated will be expressed elaborately in the main hypothesis and sub-hypotheses based on the conceptual dimension of service quality. The research objectives are stated as follows:
1. Identify factors that influence customers’ satisfaction in Airtel Nigeria Limited.
2. Determine the level of customer satisfaction with service quality provided by the company under study.
3. Examine the relationship between service quality and customer satisfaction in the company under study.
4. Analyze the impact of service quality on customer satisfaction in the company under study.
Based on the above-mentioned research objectives, the following testable research hypothesis are stated for this study:-
Hypothesis one: Relationship between service quality and customer satisfaction
H01: There is no significant relationship between service quality dimensions and customer satisfaction.
Ha1: There is a significant relationship between service quality dimensions and customer satisfaction.
Sub-hypotheses
H01.1: There is no significant relationship between service quality (customer perception) and customer satisfaction.
Ha1.1: There is a significant relationship between service quality (customer perception) and customer satisfaction.
H01.2: There is no significant relationship between service quality (customer expectation) and customer satisfaction.
Ha1.2: There is a significant relationship between service quality (customer expectation) and customer satisfaction.
H01.3: There is no significant relationship between service quality (customer experience) and customer satisfaction.
Ha1.3: There is a significant relationship between service quality (customer experience) and customer satisfaction.
Hypothesis two: Impact of service quality on customer satisfaction
H02: Service quality dimensions have no statistically significant impact on customer satisfaction.
Ha2: Service quality dimensions have a statistically significant impact on customer satisfaction.
Sub-hypotheses
H02.1: Service quality (customer perception) has no statistically significant impact on customer satisfaction.
Ha2.1: Service quality (customer perception) has a statistically significant impact on customer satisfaction.
H02.2: Service quality (customer expectation) has no statistically significant impact on customer satisfaction.
Ha2.2: Service quality (customer expectation) has a statistically significant impact on customer satisfaction.
H02.3: Service quality (customer experience) has no statistically significant impact on customer satisfaction.
Ha2.3: Service quality (customer experience) has a statistically significant impact on customer satisfaction.
3.2 Research Philosophy
Research is an active, systematic, and diligent process of inquiry. Using the research onion developed by Saunders et al., (2009), research philosophies are composed of three aspects. Positivism, realism, Interpretivism, objectivism, constructivism, and pragmatism are some of the major research philosophies.

Realism is similar to positivism in its processes and belief that social reality and the researcher are independent of each other and so will not create biased results. However, where they differ is that realism thinks that scientific methods are not perfect. Realism argues that there is a reality quite independent of the mind. In this sense, it believes that all theories can be revised and that our ability to know for certain what reality is may not exist without continually researching and leaving our minds open to using new methods of research.
Interpretivism argued against the generalisability of research which is the basis of positivism theory. The theory posits that if we accept that change is the only constant thing and that organizations are unique, then the generalisability of research is rendered less valuable. Interpretivism is therefore a way of gaining insight into knowledge through discovering meanings by continually improving the comprehension of the whole. It seeks to collect and analyse parts of information collected about a phenomenon. It proposes that there are multiple realities and that these realities differ from each other in many ways. Interpretivist believes that it is necessary to understand the differences between humans in our roles as social actors.
Objectivism recognises that social phenomena and their meanings exist separately from social actors. It portrays that social entities exist in reality external to social actors. Constructivism on the other hand is the opposite of objectivism. It believes that social phenomena are actually constructed by social actors.
According to Saunders et al. (2009) pragmatism posits that both constructivism and objectivism are valid ways to approach research. Pragmatism argues that the most important determinant of the research philosophy adopted is the research question which can be answered using a combination of philosophies. Tashakkori and Teddlie (1998) contend that pragmatism is intuitively appealing, largely because it avoids the researcher engaging in what they see as rather pointless debates about such concepts as truth and reality.
In order to conduct this study, the positivism approach was deployed. The research involves putting facts together and also has a comprehensive look at the data collected. This Research like other Research seeks to investigate the correlation between service quality and customer satisfaction, which is a fact-finding process. Hence, the reason for the positivism approach.
In the next section, the research design is discussed in detail as an appropriate choice for conducting this research.




3.3 Research Approach
Research is an attempt or discovery in an orderly and systematic way and also it is carving stones for success. According to Saunders et al., (2009), the research approach can be distinguished as deductive and inductive.
3.3.1 Deductive Research
According to Gill and Johnson (2002), the deductive research method entails the development of a conceptual and theoretical structure before its testing through empirical observation. Deductive means that research starts with a statement or question and your research set out to answer it. Collis and Hussey (2003) succinctly put it that deduction is the dominant research approach in the natural sciences, where laws present the basis of explanation, allow the anticipation of phenomena, predict their occurrence, and therefore permit them to be controlled.
3.3.2 Inductive Research
Inductive research means that you are researching to create a theory. The process moves in the opposite direction to the deductive approach taking its focus on the working title of the researcher, not the existing theory. This implies that the research flows from research question to observation and description to analysis and finally theory. The major differences between deductive and inductive approaches to research (Adopted and modified from Saunders et al., 2007) are explained in the table below:-
Table 1: Deductive and Inductive approaches to Research
	Deduction
	Induction

	Moves from theory to data (general to specific)
	Moves from data to theory (specific to general)

	Mostly used in natural sciences
	Mostly used in social sciences

	It entails a highly structured approach
	It is flexible to permit changes

	Based on laws, rules, and accepted principles
	Observations are often used 

	Employs sample to generalise conclusions
	Less concern with the need to generalise



For this study, a deductive research approach is appropriate as this research seeks to investigate the existence of a relationship between service quality and customer satisfaction from the pool of Airtel customers sampled for this study. Further research approaches can be analysed and categorised into:


Qualitative Research:
Hancock (1998) defined qualitative research as the approach that aims to provide answers to questions that begin with what, why, and how (Hancock 1998). That is focused on the experiences, opinions and feelings of individuals producing instinctive information. Qualitative research explains the social phenomenon as they occur without manipulating the situation under the study. The qualitative data set is collected with the help of data collection methods such as one-to-one interviews, observation, or group interviews. Data collection in this research is, therefore, a time-consuming process. 

Quantitative: 
Quantitative research involves the use of many random samples, more statistical functions, and applying sample cases to demonstrate findings. The quantitative research core objective is to determine the relationship between an independent variable and a dependent variable. 
Cooper and Schindler (2014) indicated that quantitative research applies to natural sciences that aim to explain causal relationships and predict the future. 
 Quantitative research results are inherently measurable, and acceptable in statistics and outcomes should be communicated in clearly to enable other researchers to use the study outcome.


3.4 Research Strategy and Design
Research strategies use a general plan of how the researcher achieves the answers to the research questions (Saunders, Lewis, and Thornhill, 2009).
In general, one research study might have a single strategy. However, the number of strategy approaches depends on the research decision, considering the time limitations and scope of work in the research project (Oats, 2010:35). In this section, case study and survey as appropriate strategies will be examined and justified in detail.



3.4.1 Case Study and Survey
According to this topic, the effect of service quality on customer satisfaction in Nigeria's telecommunication sector, a case study research strategy would be an appropriate approach for the study. 
Yin (2003) stated that a case study, as a research strategy, is used in many situations to gather knowledge of individual, group, industrial, social and related phenomena, so the setting environment cannot be manipulated. Collis and Hussey (2009) and Oates (2010) strongly agreed to categorize case study research into three basic types; exploratory, descriptive, and explanatory. 
Exploratory research helps a researcher to comprehend a research problem. Descriptive research describes the studies of existing phenomena to identify and acquire profound information on specific problems. An explanatory study tries to identify multi-factors that affect theories from the literature and lead to discovering better theories. Since the research focuses on a particular firm, it would be appropriate to employ a case study strategy than other research strategies. That might affect a result afterward, provided the requirements are not reached. The survey method is more appropriate than the experiment in the study because of the research study's characteristics. A good survey design should have criteria for specific objectives, straightforward questions, and the right sample size. For example, a survey result of 20% of employees voting could bring the same results to the entire company for an organization that runs similar businesses.
3.5 Sources of Data Collection	
Data is referred to as facts or things used to make decisions or draw a conclusion on something (Hussey and Hussey, 1997). It is a form of raw information that would be combined and analyzed to become useful to the user. The source of data a researcher uses depends on the type of study being carried out and the type of information required. There are two sources of data namely primary and secondary data. For the purpose of this study, primary data are used.  
3.6 Population and Sample Size	
A population can be described as the collection of all individuals or objects that is the focus of a study. In this study, the population comprises all telecommunication subscribers in Nigeria. According to the Nigerian Communications Commission (NCC), the total number of mobile phone subscribers as of March 31, 2017, is 152 million. A Sample is the selection of a group of objects or representatives from the population. Nworgu (2006) defines a sample as the portion of the population that is studied. For the purpose of this study, a sample of three hundred (300) subscribers of Airtel Nigeria that are based in Lagos and Abuja will be surveyed. Respondents that will participate in the study will be selected at different Airtel customer service centers located across the two states- Lagos and Abuja.
3.6.1 Sampling Techniques
The Sampling technique is a process of selecting objects from a population in a study. Polit and Hungler (1999) define the sampling technique as the process of selecting a portion of the population to represent the entire population. Bhattacherjee (2012) suggests that sampling techniques can be classified into 2 major categories: probability and non-probability sampling techniques. Probability sampling is a technique in which every unit in the population has a chance (non-zero probability) of being selected in the sample, and this chance can be accurately determined. This can be classified into the simple random, systematic, stratified, cluster, matched-pairs, and multi-stage sampling techniques. Non-Probability sampling technique on the other hand is a sampling technique in which some units of the population have zero chance of selection. Types of non-probability sampling techniques include convenience sampling, quota, and expert and snowball sampling. 
Therefore, this study employs a convenience sampling technique to select the respondents that will participate in the study. The choice of convenience sampling technique is because respondents are easy to access at a lesser cost and within a short time frame.

3.6.2 Limitations of Methodology

The Convenience sampling method which has been identified as the sampling technique deployed for this study relies solely on data collection from members who are conveniently available to participate in the study.
Despite the advantages inherent in it which proved quite handy in the course of this research work which is quite exploratory at this elementary stage, there exist a few limitations that the author would like to cite in this body of work as well. As stated in a later chapter of this work under “Recommendation for Future Research” where the author recommended some areas of improvement in subsequent research; one of the limitations of this Research work was the short time frame given for the study, studies of this nature require ample time to extensively gather data. Hence, the deployment of the Convenience sampling technique for simplicity and ease, shorter time duration, and also suited for the Hypothesis testing of this Research work. Locations chosen for this Research include Lagos and Abuja out of 36 states in the Country. The data derived from the study using this Sampling technique despite its numerous advantages is also limited in applications due to its inability to generalize the results of the survey to the population as a whole. 
There is a possibility of underrepresentation of the population due to selection bias by participants and influences beyond the control of the Researcher. The objectives of this Research work are iterated below;

1. Identify factors that influence customers’ satisfaction in Airtel Nigeria Limited.
2. Determine the level of customer satisfaction with service quality provided by the company under study.
3. Examine the relationship between service quality and customer satisfaction in the company under study.
4. Analyze the impact of service quality on customer satisfaction in the company under study

The results obtained from the Research speak well to these highlighted objectives. However, variations may exist as to the degree or extent of Points 2 and 4 due to the limitation stated above as the sample size deployed does not necessarily represent the entire population.


3.7 Method of Data Collection
The method of data collection can simply be described as how information or data are gathered. There are various methods of data collection depending on the research design; these methods include personal interviewing, questionnaires, telephone, mail, etc. For this study, a questionnaire will be used. “Questionnaires are the best method and commonly used in dissertation research for gathering data when the research questions and hypotheses are clear and specific” (Horn, 2009:113).
Section “A” sourced respondents’ basic characteristics such as sex, age, educational qualification, occupation, marital status, and income level. Section B consisted of ten (10) questions/structured statements each about the speed of customer perception, customer expectation, and customer experience. Each of the variables included in the survey has ten attributes with a scoring scale ranging from '0' (zero) which stands for 'Never' to '6' (always).
The questionnaires will be administered to subscribers entering selected Airtel customer care centers in the study areas namely Lagos and Abuja. To ensure that all questionnaires prepared are administered, every customer visiting the service centers will be asked to complete the questionnaire. Copies of the administered questionnaire will be returned to the researcher through the same channel distributed. Considering the channel used by the researcher, the retrieval rate is projected to be high and respondents’ honest opinions are expressed for the analysis. The questionnaire drafted will be presented, to the supervisor who has adequate knowledge of the study, for review. This is done to ensure the face and content validity of the research instrument.

3.8 Reliability of Research Instrument
Reliability is defined as the consistency in the results of a study if the research was repeated (Collis and Hussey, 2009). To ensure the reliability of this research study, a Cronbach’s alpha test will be carried out. The Cronbach alpha test is one of the most common reliability estimates in research. It was developed in 1951 by Cronbach Lee, an American educational psychologist. The test is a scientific and objective way of measuring the internal consistency reliability of an instrument used in research work. The value is usually expressed as a number between 0.00 and 1.0, however, the acceptable range is between 0.70 and 0.90 or higher depending on the type of research. 
3.9 Validity of Research Instrument
The questionnaire of this study will be validated using content validity where the supervisor will go through it and give his expert opinions on the instrument. To also improve the validity of the instrument, the adopt and adapt approach will be used. This implies that items in the questionnaire will be adopted from previous studies and measurement of variables on customer expectation, customer perception, and customer experience. Factor analysis will also be used to validate the instrument using the KMO Bartlett test. The use of the KMO Bartlett test to validate an instrument has been established in the marketing literature (Anastasiadou, 2011; Martins & Proenca, 2012; Hadi, Abdullah & Sentosa, 2016; Sofi & Nika, 2016; Biasutti & Frate, 2017; Singh & Islam, 2017). Studies on the perception and expectation of customers on service quality have equally documented KMO Bartlett to validate instrument (Siddiqui & Sharma, 2010; Siddiqui & Sharma, 2010a; Gupta & Bansal, 2012; Titko, Lace & Kozlovskis, 2013; Mehta et al., 2014; Ali & Raza, 2015; Alotaibi, 2015; Sharma & Sakshi, 2017). KMO helps to confirm the sampling adequacy in the items of the correlation and identity matrixes in the questionnaire. It helps to ascertain that the items in the questionnaire are uncorrelated. KMO equally helps to ascertain the variance proportions in the variables of measurement in the research instrument and a value of 0.5 is satisfactory (Leech et al., 2005).
3.10 Method of Data Analysis
Data collected from the administration of the questionnaires will be coded, scored, analyzed, and interpreted. The study adopts quantitative data analysis which will involve both descriptive and inferential statistics. Descriptive statistics employed will be in form of frequency counts, simple percentages, chats, mean and standard deviation. The analysis of respondents’ demographics, respondents views on service quality, and customer satisfaction will be carried out using descriptive statistics while inferential statistics in the form of the use of Pearson Product Moment of Correlation Coefficient (PPMC) and analysis of variance (ANOVA) analytical technique. The PPMC will be used to measure the relationship between subscribers’ demographics and their level of satisfaction while ANOVA is adopted to examine the impact of service quality on customer satisfaction. The researcher will employ the statistical package for the social sciences (SPSS) in carrying out the analysis.
3.11 Limitations of Data Analysis Techniques
The two data analysis techniques deployed for this Research are Pearson Product Moment correlation coefficient (PPMCC) and Analysis of Variance (ANOVA). The Pearson Product moment correlation coefficient was an effective way to describe the relationship between two variables such as service quality and customer satisfaction as investigated in this study. It presupposes its results upon linear relationships between the variables being investigated; of which it was established in this study that such does exist. However, this analysis technique is incapable of revealing if any other form of relationship (curvilinear, zero, etc) aside from a linear one exists between service quality and customer satisfaction. It also does not take into the account presence of a third-party variable with an impact on the variables being investigated as the emphasis is only on the variables of interest.
Analysis of Variance technique (ANOVA) is a powerful statistical technique as it takes into consideration two or more factors that might affect dependent variables as well as points out significant options and negligible ones. This makes it possible to compare the means of two or three populations. However, just like the PPMC technique, it also possesses its limitations in practice. It is limited to only 2 dependent variables but not more. But this is not a major concern for the researcher in this work as the variables under investigation here do not exceed 2; customer satisfaction and service quality. Aside influence of external factors which might impact the PPMC procedure, the ANOVA technique well compensates for this shortfall. 
3.12 Ethical Considerations
Ethical conduct for marketing research is important when collecting data for a study. Ensuring the consent of respondents is sought and participant information sheets are given to respondents to participant in a study is an aspect of ethical considerations (Komic et al., 2015). For this study, some ethical issues will be considered. Firstly, the consent of participants will be sought and information on the study area will be given to them before they can participate in this study. Respondents should be willing to participate in this study. Secondly, there will be no financial inducement in this study as this can lead to response bias. Scholars have confirmed that inducement is one of the factors responsible for response bias (Cannell & Henson, 1974; Lesser et al., 2001; Edwards et al., 2002; Roberts, 2007; Krosnick, 2018). Thirdly, the confidentiality of the responses that will be provided by respondents will be noted in the cover letter that will be attached to the instrument. The quality and validity of responses to items in a research instrument are important for the assurance of confidentiality of respondents’ information (Wiles et al., 2008). Lastly, the participant’s information sheet that will be provided to respondents will state that there are no risks involved by respondents in participating in this study. 

3.13 Generalizability of the Study
Several studies have documented the importance of generalizability as a criterion to determine the quality of a study or research (Kerlinger & Lee, 2000; Polit & Beck, 2008; Polit & Beck, 2010). Firestone (1993) identified three typologies of generalizability; nomothetic, analytic, and case-to-case translation. The nomothetic generalizations of this study are the customers of Airtel Nigeria Ltd because they constitute the population of this study. This implies that the findings and results of this study will be generalized only to the customers of Airtel telecom Ltd., Nigeria. this study will not generalize results using the analytic and case-to-case translation since they are often used in qualitative studies and an inquiry into different settings or group of people respectively (Ayres, Kavanagh & Knafl, 2003; Polit & Beck, 2010).  

                                         



                                    
                                       


                                         CHAPTER FOUR
                                     DATA AND ANALYSIS
4.1 Introduction
This chapter presents the results and findings of the data collected through the administration of the study research questionnaires. Only questionnaires found usable are used for the analysis with the aid of SPSS software. The chapter presents four sections; section 4.2. Presents the testing for method and non-response bias. Section 4.3 presents the descriptive statistics of the data collected on the variables of measurement. Section 4.4 presents the analysis of the formulated research hypotheses of this study. 4.5 Presents the demographic factors of this study while section 4.6 concludes the chapter.

4.2 Testing for Method and Non-Response Bias
Several studies (such as Kashif et al., 2018) have documented that single source data may lead to method bias. Since this study used a single source to collect data, there is to statistically test if there is a method bias as recommended by Podsakoff, MacKenzie, Lee, and Podsakoff (2003). Factor analysis was conducted in SPSS to analyse the method bias. From the anti-image correlation, the study found four factors explaining a total variance of 56.807%. The first factor alone explains the variance of 19.302%. This study also conducted the correlations (see table 1 below) to confirm that there is no method bias as suggested by Bagozzi, Yi, and Phillips (1991). All the correlation coefficients show values less than 0.90. This implies that common method bias is not an important problem and issue in this issue.
Table 2: Correlation Coefficients
	
	1
	2
	3
	4

	1 Customer Perception 
	1
	
	
	

	2 Customer Expectation
	0.207*
	1
	
	

	3 Customer Experience 
	0.173
	0.407**
	1
	

	4 Customer Satisfaction
	0.201*
	0.410**
	0.231*
	1


*. Correlation is significant at the 0.05 level (2-tailed).
**. Correlation is significant at the 0.01 level (2-tailed).
Source: Field Survey, 2018
4.3 Descriptive Statistics on the Variables of Measurements 
This section presents the descriptive statistics of the variables in this study. Tables 2, 3, and 4 present the service quality perceptions, service quality expectations, customer experience, and customer satisfaction. Tables 2, 3, and 4 present the mean and standard deviation of the variables of measurements of this study. A five-point scale was used ranging from 1 representing strongly disagree to 5 representing strongly agree. The summated mean score of the items (loadings) used to measure each of the variables were taken and then the mean and standard deviation were thereafter derived. The minimum mean score is 1.00 while the maximum mean score is 5.00.

4.3.1 Descriptive statistics on Service Quality Perceptions
This sub-section shows the average mean of each of the service quality perceptions items including their respective standard deviations.

Table 3: Descriptive statistics on Service Quality Perceptions
	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Perceived Tangibles
	131
	1.00
	5.00
	3.8023
	.78610

	Perceived Reliability
	131
	1.00
	5.00
	3.6565
	.91324

	Perceived Responsiveness
	131
	1.00
	5.00
	3.5359
	.87223

	Perceived Assurance
	131
	1.00
	5.00
	3.7206
	.86707

	Perceived Empathy
	131
	1.00
	5.00
	3.6992
	.80475



Perceived tangibles recorded the highest mean value of 3.802, out of 5.00, with a corresponding standard deviation of 0.786, indicating that respondents can see the physical facilities and features that are used to provide service by the Airtel telecommunication network. The Perceived reliability has a mean value of 3.6565, out of 5.00 with a corresponding standard deviation of 0.913. It has the highest standard deviation, which implies that some respondents are unsure of whether to agree or disagree with the reliability, accuracy, and dependability of the services provided by Airtel communications. Perceived responsiveness has a mean value of 3.535, perceived assurance with a mean value of 3.720, and perceived empathy with a mean value of 3.699, having respective standard deviations of 0.872, 0.867, and 0.804. Perceived responsiveness recorded the least mean value of 3.535, indicating that the willingness to assist respondents by providing prompt service is low when compared to the other four dimensions of service quality.

4.3.2 Descriptive statistics on Service Quality Expectations
The importance of each of the service quality expectations items is presented. This is important to know the item with the less or most important customer expectations in receiving the company’s service quality.
Table 4: Descriptive statistics on Service Quality Expectations
	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Expected Tangibles
	131
	1.00
	5.00
	3.7397
	.61584

	Expected Reliability
	131
	1.00
	5.00
	3.3557
	.81081

	Expected Responsiveness
	131
	1.00
	5.00
	3.2725
	.73276

	Expected Assurance
	131
	1.00
	5.00
	3.5557
	.68040

	Expected Empathy
	131
	1.00
	5.00
	3.5832
	.65117



Expected Tangibles recorded a mean value of 3.739, out of 5.00, with a corresponding standard deviation of 0.61, this indicates that respondents are quite close to what is perceived by Airtel in providing tangible service. The gap between the perceived and expected tangibles is 0.063 (3.802-3.739) is significantly very low. This confirms high the association between what is tangibles perceived and expected by the respondents. The Expected reliability has a mean value of 3.355, out of 5.00 with a corresponding standard deviation of 0.810. The expected level of accuracy of service provided by respondents from mobile service providers is less than the perceived reliability, implying the mobile or network provided gives more reliable services compared to the expected reliability from the respondents. Expected mean values for responsiveness, assurance, and empathy are 3.272, 3.555, and 3.5832 respectively, with fewer standard deviations.

4.3.3 Descriptive Statistics on Customer Experience and Satisfaction
The importance of pragmatic experience, usability experience, hedonic experience and sociability experience are presented in table 4.

Table 5: Descriptive Statistics on Customer Experience and Satisfaction
	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Pragmatic Experience
	131
	1.00
	5.00
	3.4885
	.68899

	Usability Experience
	131
	1.00
	5.00
	3.2725
	.73276

	Hedonic Experience
	131
	1.00
	5.00
	3.5557
	.68040

	Sociability Experience
	131
	1.00
	5.00
	3.6310
	.67337

	Customer Satisfaction
	131
	1.00
	5.00
	3.4148
	.85144



Finally, the mean value for customer satisfaction is 3.414, out of 5.00 with a standard deviation of 0.851. This indicates that respondents feel happy with the level of service quality rendered to them by the mobile network operator. In terms of service quality experience, all the items have moderating mean values greater than 3.00, out of 5.00. Pragmatic experience has a mean value of 3.488, usability experience has a mean value of 3.272, hedonic experience has a mean value of 3.555, and while sociability experience has a mean value of 3.631. Usability experience recorded the least mean value among the items of service quality experience while sociability experience recorded the lowest standard deviation. This indicates that there is a convergent opinion more on sociability experience among the respondents that the usability experience which got the highest standard deviation.
4.4 Hypotheses Testing
The formulated hypotheses of this study were validated using path coefficients and a structural model as stated by Hair, Ringle, and Sarstedt (2011). The formulated research hypotheses are validated at a 95% confidence level, allowing for a 5% level of significance. Three hypotheses were formulated and validated. The hypotheses focus on service quality perceptions, service quality expectations, service quality experience, and their relationships with customer satisfaction. 
4.4.1 Hypothesis One
Ho: There is no relationship between Customer Perceptions and Customer Satisfaction
The loadings, Cronbach alpha, composite reliability, and average variance extracted were not reported due to the use of second-order item. 






Table 6: Discriminant Validity by Fornell-Larcker criterion
	
	Tangibles(P)
	Reliability(P)
	Responsibility(P)
	Assurance (P)
	Empathy (P)
	Customer Satisfaction

	Tangibles (P)
	1.00
	
	
	
	
	

	Reliability (P)
	-0.2
	1.00
	
	
	
	

	Responsibility (P)
	-0.195
	0.638
	1.00
	
	
	

	Assurance (P)
	-0.169
	0.659
	0.601
	1.00
	
	

	Empathy (P)
	-0.133
	0.371
	0.409
	0.273
	1.00
	

	Customer 
Satisfaction
	-0.221
	0.52
	0.628
	0.525
	0.447
	1.00



The discriminant validity was done using the Fornell-Larcker criterion. This measures the cross-loadings of items of a construct differentiating them among other constructs. The cross-loadings in table 5 are all 1.00. This is because the second-order items are taken into consideration. This means that the summated scores of all the associated indicators for each of the service quality perceptions were considered. Thus, the summated mean score of items belonging to each construct represents the loadings to tangibles, etc. this can be confirmed in the structural model where each of the items was presented in their second order form. The discriminant validity by the Fornell-Larcker criterion has been criticized for not revealing the lack of discriminant validity among constructs in common research (Henseler et al., 2015). Henseler et al. (2015) proposed the use of the heterotrait-monotrait (HTMT) ratio to assess the discriminant validity among constructs. Table 6 shows the discriminant validity of the HTMT.
Table 7: Discriminant Validity by HTMT
	
	Tangibles(P)
	Reliability (P)
	Responsibility (P)
	Assurance (P)
	Empathy (P)
	Customer Satisfaction

	Tangibles (P)
	 
	
	
	
	
	

	Reliability (P)
	0.2
	 
	
	
	
	

	Responsibility (P)
	0.195
	0.638
	 
	
	
	

	Assurance (P)
	0.169
	0.659
	0.601
	 
	
	

	Empathy (P)
	0.133
	0.371
	0.409
	0.273
	 
	

	Customer Satisfaction
	0.221
	0.52
	0.628
	0.525
	0.447
	 



Table 7 shows the results of the discriminant validity by HTMT. This uses the multitrait-multimethod matrix to determine the validity of the constructs in a measurement model. Gold, Malhotra, and Segars (2001) noted that a matrix value greater than 0.90 indicates that there is no presence of discriminant validity. In the Matrix in table 6, all the values range from 0.133 to 0.659, less than 0.90. This indicates the presence of discriminant validity. Kline (2010) also advocated for a value not greater than 0.85. 
Structural Model Assessment
In the assessment of a structural model of this study, the submission of Hair et al. (2017) is followed that the beta (Coefficient), R2 (R square), and the corresponding t-values and p-values through the bootstrapping analysis with a resample of 5,000 is used. The p-value condition has been criticized for not revealing the effective size of the model. It is therefore recommended that the effect sizes (f2) and the predictive relevance (Q2) should be reported (Sullivan & Feinn, 2012).  This study however reports the beta, R square, t-values, p-values, and effect sizes. 
Figure 2: Structural Model Assessment
[image: ]
Table 8: Structural Path Analysis
	
	T-value
	P Values
	Decision
	LL
	UL
	R2
	Adj R2
	F2

	H2a: Tangibles (P) -> Customer Satisfaction
	1.282
	0.201
	Not Supported
	-0.19
	0.039
	0.477
	0.456
	0.011

	H2b: Reliability (P) -> Customer Satisfaction
	0.654
	0.513
	Not Supported
	-0.137
	0.266
	
	
	0.004

	H2c: Responsiveness (P) -> Customer Satisfaction
	2.675
	0.008
	Supported
	0.133
	0.68
	
	
	0.134

	H2d: Assurance (P) -> Customer Satisfaction
	2.012
	0.045
	Supported
	-0.028
	0.338
	
	
	0.034

	H2e: Empathy (P) -> Customer Satisfaction
	2.034
	0.042
	Supported
	-0.015
	0.394
	
	
	0.067



Table 8 shows the results used to validate the hypothesis of the relationship between service quality perceptions (tangibles perception, reliability perception, responsiveness perception, assurance perception, and empathy perception) and customer satisfaction. The t-values and p-values were retrieved from the result of the Bootstrapping from samples of 500 in the SmartPLS. H2c, H2d, and H2e were significant, all were analysed using a 2 tailed test. The effect sizes for all the hypotheses were reported. 47.7% of the variation in customer satisfaction is explained by the significance of responsiveness perception, reliability perception, and assurance experience.
4.4.2 Hypothesis Two:
This sub-section presents the structural equation modeling for the relationship between service quality expectations and customer satisfaction. 
Figure 3 presents the structural equation modeling of the relationship. 
Service Quality Expectations and Customer Satisfaction
[image: ]
In figure 3, expected tangibles can explain 40.8% variations in customer satisfaction in Airtel telecommunication limited. Expected reliability can explain only 21.6% of the total variations in customer satisfaction. Expected responsiveness received the lowest beta value of 0.007. This indicates that the expected responsiveness is very low to determine the customer satisfaction of Airtel customers. 
Expected empathy explains 34.6% while expected assurance explains 14.9% of variations in customer satisfaction. The R square shows a value of 0.631. This indicates that the totality of service quality expectations received from Airtel customers 
4.4.3 Hypothesis Three
Ho: There is no relationship between Customer Experience and Customer Satisfaction
Table 9: Analysis of the Relationship between Customer Experience and Customer Satisfaction in Airtel
	
	Item
	Loadings (> 0.5)
	α (> 0.7)
	CR (> 0.7)
	AVE (> 0.5)

	
	
	
	
	
	

	Customer Satisfaction
	Cus1
	0.709
	0.72
	0.84
	0.639

	
	Cus2
	0.844
	
	
	

	
	Cus3
	0.837
	
	
	

	Hedonic Experience
	HedE3
	0.867
	0.661
	0.855
	0.747

	
	HedE5
	0.862
	
	
	

	Pragmatic Experience
	PragE4
	0.842
	0.88
	0.917
	0.734

	
	PragE5
	0.863
	
	
	

	
	PragE6
	0.864
	
	
	

	
	PragE7
	0.858
	
	
	

	Usability Experience
	UsaE3
	0.881
	0.757
	0.891
	0.804

	
	UsaE4
	0.912
	
	
	



Firstly, to test the hypothesis of the relationship between service quality experience (pragmatic, hedonic, sociability, and usability) and customer satisfaction, the measurement model used to collect data were assessed through some construct reliability tests, and discriminant validity test. The validity test covers both discriminant and convergent validity. 
For the loadings of sociability experience, they were less than 0.5 and thus were excluded from the measurement model. Hair et al. (2010) noted that a factor loading of 0.5 and above implies that the indicators of the construct are significant. High loadings indicate that the construct was well captured and measured by the associated indicators (Hair et al., 2017).  All the associated indicators for service quality experience (HedE3, HedE5, PragE4, PragE5, PragE6, PragE7, UsaE3, and UsaE4) have factor loadings well above +0.8. Associated indicators such as HedE1, HedE2, PragE1, PragE2, PragE3, UsaE1, and UsaE2 were excluded due to low loadings lower than 0.5. All the associated indicators for sociability experience (SoE1, SoE2, and SoE3) were excluded from the measurement model as a result of low and negative loadings. 
For the construct reliability, Cronbach’s alpha coefficients and composite reliability were examined. The Cronbacalphaalpa coefficient is responsible to assess the reliability of each of the variables of service quality experience. The Cronbach’s alpha coefficients for Hedonic experience, pragmatic experience, and usability experience range from 0.661 to 0.88. Nunnally and Bernstein (1994) noted that a Cronbach’s alpha coefficient of 0.7 and above, indicates that the core variables are reliable. Since Cronbach’s alpha coefficient of hedonic experience is approximately 0.7, it is agreed that the variables are reliable.  
For the composite reliability (CR), the scores for our customer satisfaction, Hedonic experience, pragmatic experience, and usability experience are well above 0.84. This indicates that all the variables are error-free. In testing for convergent validity, the average variance extracted (AVE) method was used. The condition of acceptance of a construct is that the AVE should be higher than 0.5 as documented by Hair et al. (2010). Tables 10 and 11 below present the discriminant validity results of this study. The AVE for customer satisfaction is 0.639, Hedonic experience has an AVE value of 0.747, and Pragmatic experience has an AVE score of 0.734, while usability experience has AVE value of 0.804, all range from 0.639 to 0.804.
Table 10: Discriminant Validity by Cross Loadings and VIF
	
	CS
	HedExp
	PragExp
	UsaExp
	VIF (< 5)

	Cus1
	0.709
	0.245
	0.231
	0.264
	1.332

	Cus2
	0.844
	0.318
	0.386
	0.393
	1.503

	Cus3
	0.837
	0.326
	0.352
	0.422
	1.449

	PragE4
	0.225
	0.842
	0.563
	0.484
	1.323

	PragE5
	0.35
	0.863
	0.538
	0.561
	1.323

	PragE6
	0.344
	0.864
	0.611
	0.547
	2.439

	PragE7
	0.335
	0.858
	0.62
	0.544
	2.299

	UsaE3
	0.344
	0.575
	0.881
	0.554
	2.188

	UsaE4
	0.397
	0.643
	0.912
	0.572
	2.174

	HedE3
	0.402
	0.513
	0.568
	0.867
	1.588

	HedE5
	0.395
	0.573
	0.517
	0.862
	1.588



The discriminant validity measures the extent to which an associated indicator of a particular construct and another associated indicator of another construct differently measure distinct constructs or concepts. Three criteria were used to measure the discriminant validity of the measurement model of this study. These are discriminant validity by the cross-loadings, discriminant validity by the Fornell-Larcker, and discriminant validity by the Heterotraitmonotrait (HTMT) ratio. Table 10 presents the discriminant validity by cross-loadings. The first approach to check whether associated indicators measures what it is supposed to be measured (i.e. construct), is the use of cross-loadings (Hair et al., 2017). Hair et al. (2017) acknowledge that when the outer loadings of associated indicators on a construct are higher than all the cross-loadings in relation to other constructs, implies that a measurement model has fulfilled the discriminant validity by cross-loadings criteria. Table 10 shows that for Cus1, Cus2, and Cus3, the associated outer loadings are higher than all their cross-loadings in other constructs. This is also applicable to PragE4, PragE5, PragE6, and PragE7. Given that the outer loadings (in bolds) for all the constructs are greater than 0.5, and higher than their corresponding cross-loadings when compared to each other, it implies that the measurement model of this study is valid by cross-loadings. Table 11 presents the discriminant validity by the Fornell-Larcker criterion. 

Table 11: Discriminant Validity by Fornell-Larcker criterion
	
	CS
	PragExp
	UsaExp
	HedExp

	CS
	0.799
	
	
	

	PragExp
	0.375
	0.856
	
	

	UsaExp
	0.415
	0.682
	0.896
	

	HedExp
	0.461
	0.628
	0.628
	0.864



Table 11 shows the discriminant validity of the Fornell-Larcker criterion. According to Fornell and Larcker (1981) and Chin (1998), this approach helps to validate that the constructs in measurement models are strongly correlated to their respective associated indicators that other constructs in the measurement model. For confirmation, the discriminant validity values by the Fornell-Larcker criterion are square roots of the AVE (test of convergent validity). The square roots of AVE for customer satisfaction, Pragmatic experience, Usability experience, and hedonic experience are equivalent to their corresponding diagonal values in table 11. The diagonal values are higher than their corresponding values on the rows and columns.  





Figure 4: Structural Model Assessment for Customer experiences versus Customer Satisfaction
[image: ]


Table 12: Structural Path Analysis
	
	T-value
	P-Values
	Decision
	LL
	UL
	R2
	Adj R2
	F2

	Pragmatic Experience -> Customer Satisfaction
	0.645
	0.519
	Not Supported
	-0.114
	0.235
	0.24
	0.222
	0.002 
(No effect)

	Usability Experience -> Customer Satisfaction
	1.822
	0.069
	Supported
	-0.014
	0.373
	
	
	0.02 
(Small Effect)

	Hedonic Experience -> Customer Satisfaction
	3.516
	0.000
	Supported
	0.145
	0.496
	
	
	0.068 
(Medium Effect)



The acceptance and validity of the research hypothesis on the association between service quality experience (Pragmatic, Hedonic, and Usability experiences) and customer satisfaction is significantly validated by the t-values and p-values as shown in table 12. The t-values and p-values were derived from the Bootstrapping analysing in the SmartPLS software used in the 500 resample as default. Based on the formulated hypotheses about service quality experience, tested at 2-tailed, the results showed that H3 (a) Pragmatic experience towards customer satisfaction was not supported (β=0.057, t= 0.645; p>0.01), (b) Usability experience towards customer satisfaction was supported (β=0.180, t= 1.822; p<0.10), (c) Hedonic experience towards customer satisfaction was supported (β=0.313, t= 3.516; p<0.01). The R square value of 0.24 implies that 24% of the variations in customer satisfaction among customers or respondents in the Airtel networks can be significantly explained by the usability experience and hedonic experience.  Hedonic experience is the most significant experience contributing to customer satisfaction given its coefficient value and effect size (F2).

4.5 Demographic Factors
Table 13 shows the demographic factors of the sampled respondents. There are more females sampled than males who are 61. This implies that there are more females than males that visit Airtel shops, and probably that have the highest number of complaints. The majority of the sampled respondents are post-graduate degree holders and professionals, thus implying their understanding of items used to measure service quality, customer perception, customer expectation, customer experience and customer satisfaction. 39.7% represent postgraduate degree holders, 34.4% represent professionals, 11.5% and 12.2% for secondary school and first-degree holders respectively. Only three individuals have primary education. This implies that the level of education might influence their expectation of high service quality, and what kind of expectation and experience they wanted amid of competitive forces from mobile competitors. 

Table 13:  Profile of the respondents and organisation (n=131)
	Variable
	Description
	Number of Respondents
	%

	1. Sex Category
	Male
	61
	46.6

	
	[bookmark: _Hlk507853871]Female
	70
	53.4

	2. Highest School Qualification
	Primary
Secondary
	3
15
	2.3
11.5

	
	Polytechnic/University
	16
	12.2

	
	Post graduate
	52
	39.7

	
	Professionals
	45
	34.4

	3. Age Bracket
	18-24
	18
	13.7

	
	25-34
35-44
	63
36
	48.1
27.5

	
	45-54
	  7
	   5.3

	
	55 & above
	  7
	   5.3

	4. Expected Annual Income (Naira)

	Under N1m
	41
	31.3

	
	Between N1m to N5m
	63
	48.1

	
	Between N6m-N10m
	13
	  9.9

	
	Between N11m-N15m
Above N15m
	  8
  6
	  6.1
  4.6


Source: Field Survey, 2018
Table 13 equally presents results on age bracket and expected annual income of the sampled respondents. It shows that 48.1% (63 units) of the sampled Airtel customers are in the age bracket of 25-34. This indicates the high number of young or early working force that uses Airtel products. 27.5% representing 36 individuals are in the age bracket 35-44.  Almost half of the respondents have an expected annual income between N1m to N5m, 48.1%. Another significant 31.3% have income below N1m. This implies that the concentration of individuals using the Airtel network services have annual income not more that N5m. It also indicates that the Airtel network company should try to build its differentiation and focus strategies on this pattern of income, to ensure its hold significant percentage.
 






Figure 5                                                                                                                Figure 6
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Figure 5 shows the sex and highest school qualification. The Female bar is higher than the male bar, implying that more females are sampled in this study. Although this study did not moderate the effect of demographic factors on customer satisfaction, it is assumed that the significance of more females has no impact on the results of the service quality and customer satisfaction established by the OLS estimation. A large percentage of the sampled respondents are educated, and such a level of education might assist in their perception and expectation of service quality to be delivered by the Airtel Network Service. University degree holders and postgraduate degree holders constitute about 75% of sampled respondents. 


Figure 7                                                                                                                      Figure 8
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In figure 1, the graph of age bracket depicts that the age bracket 25-34 has the highest bar, indicating that they constitute a large percentage of the total sample respondents of this study. The second bar in the graph of expected annual income was also found to be the highest, implying that respondents have income (in Naira) in the range of N1m and N5m. 


                                             CHAPTER FIVE
              DISCUSSION, CONCLUSIONS, AND RECOMMENDATIONS
This chapter concludes this thesis work and it is further divided into the following sections.
Section 5.1 contains an analysis and discussion of the result whilst highlighting its implications, and consequences and addressing issues raised.  Section 5.2 concludes the Research thesis with key findings and comparisons with expected results.  Section 5.3 presents a recommendation for both the Researcher and practitioners alike. It also proffers recommendations for the Business as well as suggestions for improved work in the future.
5.1 DISCUSSION
This Research thesis focused on investigating the relationship between Service quality and customer satisfaction from a pool of 300 customers in Airtel Telecommunication based in Abuja and Lagos deploying different analyses such as non-response bias, validity and reliability tests, structural equation modeling, and descriptive statistics. 
From the empirical data gathered and manipulations performed on them, it can be clearly established that there is a relationship between service quality and customer satisfaction by deploying customer perception, expectation, and experience as a frame of reference. This very well is in line with Zairi (2000) who agreed that “Customers are the purpose of what we do and rather than them depending on us, we very much depend on them”.
The investigation conducted by Ojo (2010) on the relationship between service quality and customer satisfaction in the Nigerian telecommunication sector in reference to MTN Nigeria Limited, used descriptive statistics, regression, and Pearson product-moment correlation to analyze data collected from 230 network subscribers of MTN. The study shows that service quality has an impact on customer satisfaction and also a positive correlation between service quality and customer satisfaction
The degree of correlation and contrast between this Research work and the works reviewed in chapter 2 is what this section tends to investigate.
It was found that there existed a total variance of 56.807% (Section 4.2, table 2) amongst customer perception, expectation, and experience and satisfaction data obtained from a single data source which was used for the study with the correlation coefficients having values less than 0.90. Hence the data obtained and deployed for this study is a true representation of unbiased data. This confirms that there is no method bias as suggested by Bagozzi, Yi, and Phillips (1991).
A study carried out by Bagozzi Yi and Philip to determine bias from a data source using SPSS agrees with the experimental observation for this Research work as correlation coefficients less than 0.90 which very well agrees with the postulations from the work of Bagozzi Yi and Philip.
Section 4.3.1(Table 3) revealed the relationship between service quality and customer satisfaction. Perceived tangibility, reliability, assurance, and empathy were responsible for majorly the satisfaction customers derived from the Airtel service while perceived responsiveness recorded the drop in satisfaction of customers. This implied that willingness to assist customers to resolve their challenges when complaints are made was low and this in turn led to dissatisfaction among customers.
From the previously examined reviews, it has been shown to exist a positive correlation between service quality and customer satisfaction. However, there was an exception to this as Navulur and Uma (2013) found a significant gap between customer expectation and service delivery performance as a result of a drop in one or two service quality variables not satisfied. In a similar vein, Rahim, Osman, and Ramayah (2010) found out that customer satisfaction from their study was low as a result of the low quality of service offered. The expectations of customers in the survey clearly surpassed their perception of the services, hence a negative impact on customer satisfaction.
	
Section 4.3.2 (Table 4) revealed the relationship that existed between what was perceived and what was expected. A direct relationship existed between them perceived tangibles and expected tangibles, perceived assurance and expected assurance, and perceived empathy and expected empathy. However, there was a discrepancy (significant drop) in expected reliability compared to perceived reliability. This implies that the Mobile telecommunication company(Airtel Networks Limited) provided more reliable services as seen from perceived reliability figures from the respondents(mean score of 3.355 in expected reliability compared to 3.6565 for perceived reliability). This singular boost in improving service deliverables would in turn boost customer satisfaction.
In sharp contrast with the work of Rahim Osman and Ramayah (2010) where customer expectations surpassed perception leading to a drop in satisfaction, the reverse was seen in this result. Customer satisfaction took a boost by exceeding the perceived reliability of their services to their customers. This singular act significantly improved their customer’s satisfaction in all and improved productivity.
 Osotimehin, Hassan, and Abass (2015) obtained a positive outcome in customer satisfaction as a function of service quality by examining customers’ perceptions as a service parameter. This singular boost demonstrated that customers’ perceived rating from the study was good enough to influence their loyalty to the brand of the Telecommunication sector studied.
Another scenario of customer dissatisfaction was seen in the work of Abubakar (2016) who assessed the impact of perceived quality on customer satisfaction in Nigeria’s mobile telecommunication industry with a focus on all major mobile telecommunication providers MTN Nigeria Communication Limited, Airtel Nigeria Limited, Globacom Limited, and Etisalat Nigeria. The findings revealed that service quality delivery in the Nigerian telecommunication industry is low and below the desired expectation of mobile users, thus creating a huge dissatisfaction level among customers.

Section 4.3.3 (Table 5) revealed the customer satisfaction value when compared with metrics such as pragmatic experience, usability experience, hedonic experience, and sociability experience. 
The figures obtained showed that customers were happy with the service quality provided by Airtel Telecommunication Company with sociability experience recording the lowest standard deviation (0.67337); this implies a greater agreement in the opinion of respondents when it comes to their social experience with the service quality provided by Airtel telecommunication.
Service quality parameter such as sociability experience was used as the benchmark to determine the level of customer satisfaction here. This very well agrees with the work of Jajaee and Ahmad (2012) who postulated that a positive and strong relationship exists between five service quality dimensions (reliability, empathy, assurance, responsiveness, and tangibility) and customer satisfaction. This study was generated from an online questionnaire administered to 384 residents in Melbourne, Australia to generate data and analyzed using the Pearson Correlation technique.
Hishamuddin, Azleen, Rahida, and Mohd (2008) in a similar light investigated the relationship between service quality and student satisfaction in some selected private higher education institutions in Malaysia. The findings reveal a significant positive relationship between tangibility, assurance, reliability, responsiveness, and empathy of overall service quality to student satisfaction.  As with the case of sociability experience, empathy, emerged as the service quality dimension with the strongest relationship with satisfaction.

 For the purpose of this research thesis, different hypotheses were postulated and tested against empirical    observations from the respondents to verify their validity according to Hair, Ringle, and Sarstedt (2011)
The hypotheses focused on service quality perceptions, service quality expectations, and service quality experience, and their relationships with customer satisfaction were tested using the Fornell-Larcker criterion and heterotrait-monotrait criterion. 
The result from the HTMT revealed, that values less than 0.9 were obtained which indicated the presence of discriminant validity. (Gold, Malhotra, and Segars (2001) noted that a matrix value greater than 0.90 indicates that there is no presence of discriminant validity.)
Gold, Malhotra, and Segars (2001) noted that a matrix value greater than 0.90 indicates that there is no presence of discriminant validity. This also validates the results obtained.
NOTE: The discriminant validity measures the extent to which an associated indicator of a particular construct and another associated indicator of another construct differently measure distinct constructs or concepts
From the Structural model assessment results, it can be concluded that a relationship existed between service quality perceptions (tangibles perception, reliability perception, responsiveness perception, assurance perception, and empathy perception) and customer satisfaction. . The R square value is 0.477, this indicates that 47.7% of the total variations in customer satisfaction is explained by the significance of responsiveness perception, assurance perception, and empathy perception as proposed by Hair et al. (2017)
Hair et al. (2010) noted that a factor loading of 0.5 and above implies that the indicators of the construct are significant
It was also seen that, expected tangibles can explain 40.8% variations in customer satisfaction in Airtel telecommunication limited. Expected reliability can explain only 21.6% of the total variations in customer satisfaction. Expected responsiveness received the lowest beta value of 0.007. This indicates that the expected responsiveness is very low to determine the customer satisfaction of Airtel customers
Parallels to this result can be seen in the works of Jajaee and Ahmad (2012) who established the relationship between service and customer satisfaction by varying factors such as reliability, empathy, assurance, responsiveness, and tangibility.
As seen from the above result, the Airtel business should focus its energy and resources on improving expected tangibility which accounted for 41 percent approximately of customer satisfaction as well as expected reliability which accounted for 22 percent of customer satisfaction.
The acceptance and validity of the research hypothesis on the association between service quality experience (Pragmatic, Hedonic, and Usability experiences) and customer satisfaction were also tested and the results obtained, showed that ) Pragmatic experience towards customer satisfaction was not supported (β=0.057, t= 0.645; p>0.01), (b) Usability experience towards customer satisfaction was supported (β=0.180, t= 1.822; p<0.10), (c) Hedonic experience towards customer satisfaction was supported (β=0.313,  t= 3.516;  p<0.01). The R square value of 0.24 implies that 24% of the variations in customer satisfaction among customers or respondents in the Airtel networks can be significantly explained by the usability experience and hedonic experience.  Hedonic experience is the most significant experience contributing to customer satisfaction. The insight received from this result will be highly instrumental to the Airtel telecommunication company, especially the product team. Higher usability experience and hedonic/pleasurable experience can be imbibed in subsequent creations to further drive improvement in customer satisfaction as this has been demonstrated to be the singular driving factor as seen from the survey data.

Demographic consideration was also taken into account with emphasis on the sexes of individuals used for the study as well as their educational levels and income levels.
There are more females sampled than males.  This implies that there are more females than males that visit Airtel shop centers, and probably that have the highest number of complaints. Ogunnaike (2010) studied the relationship between customer satisfaction and service level and how gender affects overall customer satisfaction.  The majority of the sampled respondents are post-graduate degree holders and professionals, thus implying their understanding of items used to measure service quality, customer perception, customer expectation, customer experience, and customer satisfaction. 39.7% represent postgraduate degree holders, 34.4% represent professionals, and 11.5% and 12.2% for secondary school and first-degree holders respectively. Only three individuals have primary education. This implies that the level of education might influence their expectation of high service quality, and what kind of expectation and experience they wanted in the midst of competitive forces from mobile competitors. This also could account for the accuracy of the results obtained in this study as the majority of the respondents truly understood the objectives of the questionnaire and communicated same.
From the results obtained and shown in Table 13 of this work, it shows that 48.1% (63 units) of the sampled Airtel customers are in the age bracket of 25-34. This indicates the high number of young or early working force that uses Airtel products. 27.5% representing 36 individuals are in the age bracket 35-44.  Almost half of the respondents have an expected annual income between N1m to N5m, 48.1%. Another significant 31.3% have income below N1m. This implies that the concentration of individuals using the Airtel network services has an annual income of not more than N5m. It also indicates that the Airtel network company should try to build its differentiation and focus strategies on this pattern of income, to ensure it holds a significant percentage.
The age bracket 25-34 has the highest bar, indicating that they constitute a large percentage of the total sample respondents of this study which majority of females.

5.2 CONCLUSION
Customer satisfaction has always remained a key performance indicator that drives profitability, sales, and a good name in every company. Quality of product or service rendered on the other hand has always been a major influencer on repeat customers     
In Nigeria, the movement of telecom users from one operator to another has further justified the essence of customer satisfaction with operators and the need for service providers to pay attention to issues affecting customers using their services. Thus, ensuring telecom operators in Nigeria are continually working to improve the quality of service.
As with other Research work, this Research was carried out with certain objectives in mind amongst which are;
1. Identify factors that influence customers’ satisfaction in Airtel Nigeria Limited.
2. Determine the level of customer satisfaction with service quality provided by the company under study.
3. Examine the relationship between service quality and customer satisfaction in the company under study.
4. Analyze the impact of service quality on customer satisfaction in the company under study
5. The results and findings of the data were collected through the administration of the study Research questionnaires. Only questionnaires found usable are used for the analysis with the aid of SPSS software. The chapter presents four sections; section 4.2. Presents the testing for method and non-response bias. 
The results obtained and deployed for this study are a true representation of unbiased data
Section 4.3 presents the descriptive statistics of the data collected on the variables of measurement. 
Results obtained showed that willingness to assist customers to resolve their challenges when complaints are made was low and this in turn led to dissatisfaction among customers. Also, reliable services were provided by Airtel Nigeria as shown from the response from customers and customers are happy. 
Section 4.4 presents the analysis of the formulated research hypotheses of this study. The R square value of 0.24 implies that 24% of the variations in customer satisfaction among customers or respondents in the Airtel networks can be significantly explained by the usability experience and hedonic experience.
Section 4.5 presents the demographic factors of this study. Results showed that more women were sampled in the pool than men. Also, the sample size studied showed that a large number are educated up to tertiary institutions which could have influenced their perception of service quality. The sample studied showed 48% of ages 25-34 which the majority earning below 5 million annually
This suggests that Airtel Nigeria should target products to meet this age bracket and income level.
5.2.1 IMPORTANCE OF RESEARCH TO PRACTITIONERS AND RESEARCHERS
This Research work is applicable to Researchers and practitioners the same in various ways;
Administration Quality is a basic key apparatus that contemporary associations use for accomplishing upper hand, functional proficiency, and further developed productivity
For associations to have drawn-out relationship with their clients in a serious business climate, predominant degrees of administration quality should be given to customers which ceaselessly legitimizes buyer's decision
The impact of administration quality on consumer loyalty obviously shows why associations focus on worth creation in their everyday exercises. Existing written works on the topic have additionally approved the statement that assistance quality and consumer loyalty have a solid positive relationship
Consumer loyalty no question, is the main consideration adding to the accomplishment of associations regardless of where they work. It impacts the fulfillment of clients which thus breeds steadfast clients and results in more income for the association
In the media transmission industry, client dedication is significant. It mirrors the responsibility that clients express in their acquisition of items or administrations from a specific association and, simultaneously, opposing the exercises of contenders endeavoring to draw in their support. In Nigeria, the development of telecom clients starting with one administrator and then onto the next has additionally defended the quintessence of consumer loyalty to administrators and the requirement for specialist organizations to focus on issues influencing clients utilizing their administrations. In this manner, guaranteeing telecom administrators in Nigeria are constantly attempting to work on the nature of administration.
Notwithstanding the limits of this Research work which incorporates restricted areas of study (Lagos and Abuja), non-direct management of feelings by the Researcher, inadequate information by financial and factual bodies in the country as well as the span in which this Research was done, there exist an incredible unwavering quality in the discoveries got as interest group remembered understudies for the higher establishments, government employees, dealers and experts in the private area. This will guarantee the review has an assorted and hearty insight on help quality and consumer loyalty of telecom clients in Nigeria.
5.3 RECOMMENDATIONS
5.3.1 RECOMMENDATION FOR FUTURE RESEARCH
For the purpose of clarity on the advancement of this Research work, it is pertinent to iterate the goals which this body of work sought to achieve amongst which are;
1. Identify factors that influence customers’ satisfaction in Airtel Networks Limited.
2. Determine the level of customer satisfaction with service quality provided by the company under study.
3. Examine the relationship between service quality and customer satisfaction in the company under study.
4. Analyze the impact of service quality on customer satisfaction in the company under study.
The above highlighted goals were consciously sought to be achieved at the end of this Research work through a very detailed inquiry, data collection, statistical manipulation and responses to certain hypotheses proposed in the course of this work. However, as with other Research work, the totality of these outcomes could not possibly be achieved due to some constraints which were discussed in preceding chapters.
Hence, the author proposes some ways out to further advance this study and obtain a robust data set which would give more clarity and detailed recommendation in the future. These propositions were unable to be carried out by the author due to some constraints beyond his control.
Firstly, the scope of this Research work was limited to only 2 states in Nigeria; Lagos and Abuja. Nigeria is a vast country with over 250 ethnic groups residing in 36 states. Data obtained from only 2 states might not represent a totality of the subscribers’ viewpoint. For subsequent Research and development of this work, it is pertinent that a wider state coverage is aimed at, possibly 30 states which represents 83 percent coverage as opposed to the 5.5 percent coverage deployed for this Research. This process would require more time and more personnel to cover the 30 states as proposed. Also data collection centers should not be limited to certain people groups but should also include tertiary institutions, markets, government ministries or agencies, private firms and worship centers. This gives room for wider coverage and sampling.
Secondly, the second goal of this Research was to “Determine the level of customer satisfaction with service quality provided by the company under study”. Whilst it is important that studies be carried out to determine levels of performance in Airtel Telecommunication, it is also very key to benchmark its performance with its competition such as other Telecommunication companies operational in Nigeria like MTN, Globacom, Ntel, Etisalat etc. The author proposes a Research route to cover MTN, Globacom,, Ntel to primarily ascertain how satisfied their customers are viz a viz the service quality they receive and also to investigate the causative factors and truly what they would expect to experience from their mobile operators in the future. The data that would be obtained here would give Airtel business insight into what their competitors are lacking in and by targeting her products and services to fill in those gaps would end up winning more competitors subscribers and eventually improve productivity and outlook of the business.

5.3.2 RECOMMENDATION FOR AIRTEL BUSINESS
Notwithstanding the proposal previously depicted in this study on which targets focusing on the more youthful populace from the informational index sent which procure between 1-5 million naira and making more items fit for them, it is likewise essential to take note of that consumer loyalty might rely upon different elements one of which as featured in the conversation of the outcomes was "responsiveness".
Airtel Nigeria Telecommunication ought to painstakingly investigate their Customer administration focuses and Call focuses, thinking about, the volume of grievances and criticisms got and accelerate the goal processes. Additionally, ease with which objections are taken care of and settled likewise shapes a greater part of client experience particularly for administration delivering organizations. A productive and powerful framework utilizing technology that guarantees zero or negligible exertion from clients to get objections across and settled in the most limited time conceivable can be thought of. This solution when successfully implemented would address the issue with “unwillingness to assist” or slow response observed in section 4.3.1
Responsiveness can likewise be seen as far as the "incredible skill" of the different delegates in settling the clients' grumblings. Also in that capacity, more assets can be diverted into preparing workers and furnishing them with the fundamental abilities to recognize grievances lifted by clients at direct and proffer answer for customers.
This when accomplished would support nature of administration, guarantee a decent client experience and by and large further develop consumer loyalty.
Additionally, as seen from the hedonic and usability results which accounted for the major contributors to customer satisfaction, the product department in Airtel telecommunication can put to use this data by ensuring product design and development would create an excellent user interface experience as well as be more fun while engaging at it. This would further boost usability and hedonic experience of its end users which has accounted for 41 and 22 percent respectively contribution to overall customer satisfaction of Airtel customers. A good experience would invariably translate to a well satisfied customer.
In conclusion, as organizations keep on progressing every now and then, it becomes basic that fruitful organizations have demonstrated their plan of action to be client driven. That irritates around guaranteeing clients' requirements are fulfilled and outperformed generally speaking. This is vital as endurance of any business is straightforwardly connected to client support. Meeting consumer loyalty should be the primary objective of any association and this study has obviously clarified how consumer loyalty draws from administration quality, which is profoundly instrumental to growing a business and trying not to lose clients to contenders. This Research work paid all due respects somewhat, the center connection between consumer loyalty and different determinants or variations and gives adequate suggestions to Researchers, practitioners the same as well as to Airtel Nigeria on ways to string to guarantee proceeded with support, better business development and manageability in the short and long run
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