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Abstract: This study investigates the factors that influence consumer satisfaction in GSm 

market in Kano metropolitan. Using multi-stage sampling technique and Smith (2013) sample 

size formula, 192 questionnaires were distributed to customers of the four GSM service 

providers in the study area. One hundred and sixty questionnaires were filled and returned. 

Logit regression was used to find the relationship between the dependent variable, Customer 

satisfaction and independent variables, service quality, corporate image, price and 

promotion. Two factors corporate image and promotion were found to be statistically 

significant. The study recommends that there is a need for GSM service providers to give 

more emphasis to these factors (corporate image and promotion) when trying to attract more 

customers in the study area.  
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Introduction 

In recent time, cellular phone has become part of people‘s life. You can hardly mention any 

sector of the economy that does not require the contribution of telecommunication services, 

be it education, commerce and industry, agriculture, health to mention few. The sector has 

facilitated communication between people who are living far away from each other, besides 

its contributions in dissemination of information and research. The market of cellular phone 

is expanding every day 

 

The license of three mobile operators in Nigeria, MTN, MTEL and ECONET in 2001 opened 

a new era as far as the operation of telecommunication is concerned in the country. This came 

nine years after the establishment of Nigerian Communication Commission (NCC). The 

Nigerian government saw the need to establish this commission due to poor performance of 

NITEL which was the only telecommunication service provider then in the country. There 

was, also, the need to attract both domestic and foreign investors in to the sector. This 

inefficiency and poor performance of NITEL had resulted in the low teledensity of 0.04 per 

cent in the country which was considered one of the lowest in African Sub-Sahara ( Adeleke 

& Abiodun, 2012). It is believed that the development of telecommunication infrastructure 

will significantly boost economic growth and development, this evidence that the sector 

contributed (N 1.549 trillion) to the Nigerian Gross Domestic Product (GDP) in the second 

quarter of 2017 representing 6.68% increase from the first quarter of the year (NGN1.452 
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trillion) as disclosed in September (Danbatta, 2017). In 2019 the sector‘s contribution to GDP 

was 10.3% while in the fourth quarter of 2020 it was claimed that it was one of the sectors 

whose performance lifted the country out of recession by contributing up to 12.45% to GDP 

(NCC, 2020) 

 

NCC (2006) reported that the Nigerian GSM market is the fastest growing market in the 

world but at the same time, the industry has been lagging behind among other sectors in 

terms of customer satisfaction and loyalty. GSM services have been criticized over time for 

high tariffs, drop calls, call jamming, speech breakages, echoing of speech, delay or non-

delivery of text messages after necessary charges have been deducted, inability to load 

recharge cards and general poor services (Consumer Protection Council, 2010). 

 

With rapid increase in growth, the sector is characterized by intense competition among few 

GSM mobile operators who struggle to get more market share. In order to survive in this 

oligopolistic market each firm must determine the needs and wants of its customers and 

deliver products and services that satisfy these needs and wants more efficiently than its 

competitors (Opele, Afolabi & Onifade, 2018). Since Customer preferences are the subjective 

(individual) tastes, as measured by utility of various bundles of goods, preferences permit the 

consumer to rank these bundles of goods or services according to the level of utility they give 

the consumer. Consumers of telecommunication products and services in Nigeria are varied 

and their needs, tastes and expectations are also varied. 

 

The objectives of this study are to investigate the factors that determine customer satisfaction 

with GSM service provider in Kano metropolitan, Kano state and to find out the relative 

importance of each factor in influencing customer satisfaction in the study area. This paper is 

divided into five parts; Introduction, literature review, methodology, Result, discussion and 

analysis and then conclusion and recommendations. 

 

Literature Review 

 

Conceptual Literature 

 

Concept of Consumer Satisfaction 

Satisfaction is a consumer‘s post-purchase evaluation and affective response to the overall 

product or service experience Oliver (1992). It is considered a strong predictor for behavioral 

variables such as repurchase intentions, word-of-mouth recommendations, or loyalty Eggert 

and Ulaga (2002). Schiffman and Kanuk (2007) defined satisfaction as a person‘s expression 

of pleasure or disappointment resulting from comparing a service outcome in relation to the 

expectations. If the performance falls below expectation, the customer is dissatisfied. If 

performance matches the expectations, the customer is satisfied. If the performance exceeds 

expectations, the customer is highly satisfied or delighted. Zeithaml et al. (1996) noted that 

when customers are satisfied, they tend to have favourable behaviour and remain with the 

current service provider but when they are dissatisfied; they exhibit unfavourable behavior 

and defect. Aminu and Hartini (2008) are of the opinion that customer satisfaction leads to 

loyalty, continuous patronage, positive word of mouth, recommendation, paying less 

attention to advertisements of competitors and ultimately increased market-share, profitability 

and customer retention. 
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Empirical Literature 

Beginning with foreign literature, Hashed, Salniza and Hamid (2012) examined the 

determinants of customer satisfaction with Yemeni mobile provider. Correlation and multiple 

regression methods of analysis were used. The finding showed that received value, received 

quality and corporate image, have a significant positive influence on customer satisfaction, 

whereas customer expectation has positive but without statistical significant influence. 

Shahzad and Saima (2012) investigated the factors that can influence customer satisfaction in 

cellular industry in Peshawar region of Pakistan. Also, correlation and regression methods of 

analysis were used. The result revealed that price fainess, customer service and coverage are 

the major factors which can highly affect the customer satisfaction. Other factors are sale 

promotion, signal strength and promotion. Among these who used regression in their analysis 

to find factors responsible for customer satisfaction in the mobile telecommunication industry 

is Rahman (2014). His conclusion was that service innovativeness, service reliability, service 

competiveness and service consistency have significant influence on making customer 

satisfied. Surprisingly as his finding showed, operator‘s network/signal coverage, pricing, 

offering, fulfillment of customer demand, value added service, brand value and operator 

contribution to society have insignificant influence in making customer satisfied at five per 

cent significance. Shahzad and Muhammed (2014) examined Determinants of customer 

satisfaction in cellular industry of Pakistan. They, also, found that tariff, quality of call and 

service offered a lot to the customer satisfaction. 

 

Some researches in this area were conducted in Nigeria.  Oghojafor, Ladipo,  Ighomereho 

and Odunewu (2014) investigated ―Determinants of Customer Satisfaction and Loyalty in the 

Nigerian Telecommunication industry‖ using regression method of analysis. The finding 

showed that product (core service), price, distribution, promotion and customer service are 

the key factors affecting customer satisfaction and loyalty.  Sulaimon, Hammed, and 

Olanrewaju, (2016) used correlation and regression in their study ―Determinants of Customer 

Preference and Satisfaction with Nigerian mobile Telecommunication Service‖ their result 

revealed that majority of the respondents were influenced by service quality, promotional 

activities, price/billing and customer care service. Lastly, Opele, Afolabi and Onifade (2018) 

in their study ―Consumer Preference and Satisfaction of GSM service Providers among 

Students of Tertiary Institution in Lagos State‖ found  a significant positive relationship 

between service assurance, service empathy, service reliability service responsiveness and 

customer satisfaction of GSM service provision among the students of tertiary institution in 

Lagos state. 

 

This research differs from previous similar researches in terms of the area where the study 

was conducted. To the best of the researcher‘s knowledge there has not been any similar 

study conducted in Kano state. By estimation, 95% of the people of Kano state are Hausas 

and Muslim by religion. The way they behave and react to certain business activities may be 

different from people in places like Benue, Plateau, Kaduna, etc. Therefore, factors that 

determine customer satisfaction among GSM users in Kano state may be different with the 

ones found in either Northwestern Nigeria or in Nigeria in general. 

 

Theoretical Framework 

 

Consumer behaviour & consumer decision making 

―Consumer behaviour…… is the study of the processes involved when individuals or groups 

select, purchase, use or dispose of products, services, ideas or experiences to satisfy needs 

and desires.‖ (Solomon,Bamossy et al. 2006 ). 
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Consumer decision making has long been of interest to researchers. Beginning about 300 

years ago, early economists led by Nicholas Bernoulli, John von Neumann and Oskar 

Morgenstern, started to examine the basis of consumer decision making (Richarme, 2007). 

This early work approached the topic from an economic perspective, and focused solely on 

the act of purchase (Loudon & Della Bitta 1993). The most prevalent model from this 

perspective is ‗Utility Theory‘ which proposes that consumers make choices based on the 

expected outcomes of their decisions. Consumers are viewed as rational decision makers who 

are only concerned with self-interest (Schiffman & Kanuk 2007, Zinkhan 1992). The utility 

theory views the consumer as a ‗rational economic man‘.  

 

In order to behave rationally in the economic sense, as this approach suggests, a consumer 

would have to be aware of all the available consumption options, be capable of correctly 

rating each alternative and be available to select the optimum course of action (Schiffman & 

Kanuk 2007).  

 

The company that really understands how consumers will respond to different product 

features, prices and advertising appeals has a great advantage over its competitors (Kotler & 

Armstrong, 2001). It is therefore important for every company to study consumers and 

establish what determines the choices of products they make. 

 

The Expectancy Disconfirmation Paradigm of Consumer Satisfaction 

Oliver (1977; 1980) proposed the Expectancy-Disconfirmation Paradigm (EDP) as the most 

promising theoretical framework for the assessment of customer satisfaction. The model 

implies that consumers purchase goods and services with pre-purchase expectations about the 

anticipated performance. The expectation level then becomes a standard against which the 

product is judged. That is, once the product or service has been used, outcomes are compared 

against expectations.  If the outcome matches the expectation confirmation occurs.  

 

Disconfirmation occurs where there is a difference between expectations and outcomes.  A 

customer  is  either  satisfied  or  dissatisfied  as  a  result  of  positive  or  negative  difference 

between expectations and perceptions. Thus, when service performance is better than what 

the customer had initially expected, there is a positive disconfirmation between expectations 

and  performance  which  results  in  satisfaction,  while  when  service  performance  is  as 

expected,  there  is  a  confirmation  between  expectations and  perceptions  which  results in 

satisfaction.  In contrast,  when service  performance is  not as  good  as  what  the  customer 

expected, there is a  negative disconfirmation between  expectations and  perceptions which 

causes dissatisfaction. 

 

Going by this theory, In GSM market, service provider companies try as much as they can in 

order to meet the expectations of their customers. This is because customers can only be loyal 

when they are satisfied with the performance of the company otherwise, they can easily 

switch to another service provider. Empirical studies proved that factors like price, service 

quality, corporate image and promotion determine customer satisfaction. Consumers form 

expectation about the level of these factors in their GSM service providers and compare them 

with the performance of the service providers. The result of comparison leads to either 

satisfaction or dissatisfaction of the consumer 
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Source: Author 

 

Methodology 

This section contains the population of the study, sample size, sampling techniques, and 

research instrument and model specification. 

 

Population 

The population of the study involves all the users of GSM mobile phones in Kano 

metropolitan. Kano metropolitan consists of eight local governments which are Municipal, 

Dala, Gwale, Tarauni, Nasarawa, Fagge, Kumbotso and Ungwaggo. Kano metropolitan is the 

heart of Kano state in terms of population, economic as well as educational activities. 

Because of these feature it possesses, it has become a center of attraction to almost all the 

business firms and industries not only those located in the state, but in the country at large. 

 

Sample Size and Sampling Techniques 

The study used Smith (2013) sample size formula to determine the total sample size. The 

formula is given as: 

n =          
  𝑠𝑡      𝑣    𝑠𝑡      𝑣      𝑟        𝑟𝑟 𝑟  . Where 

n                  =     sample size 

stand. Dev. = standard deviation 

 Smith suggested this formula when the population size is large or unknown. He also 

suggested the use of .5 for unknown standard deviation. Taking 95 % confidence level and 

10% margin error, we can calculate sample size as: 

                    
      

⁄                                          n =96.04 

However, for the purpose of data collection for this study, 192 questionnaires were 

distributed instead of the predetermined sample number of 96 to avoid the problem of the 

non-response rate. According to Watson (2001), since it is not every selected sample that will 

likely respond, there is a need for the researcher to increase the sample size to avoid non-

response bias. Watson (1998) argued that at least a 50 percent rate of response is necessary 

for reporting and analysis. 

 

Multi-stage sampling technique was used in the study. The study area contains eight local 

governments and each local government contains some wards. In the first stage cluster 

sampling technique was used to select three wards from each local government and then in 
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the second stage eight GSM mobile users were systematically selected from each of the 

selected wards making a total of 192 GSM users. 

 

Source of Data and Method of Data Analysis 

The data was sourced from a structured questionnaire which contains two parts. Part A 

contains bio-data of the respondents, the telecommunication service provider used and the 

number of years the user has been loyal to a particular GSM service provider. Part B contains 

research questions. A likert scale was used with 5-point allocated to strongly agree, 4-point to 

agree, 3-point to neutral, 2-point to disagree and 1-point to strongly disagree. 160 

questionnaires were filled and returned translating to 83 percent response rate. 

           

Cronbach Alpha was used to determine the internal consistency and reability of the items. 

The result obtained was under acceptable range of α ≥ 0.7. According to Nunnaly (1978) and 

Pallant (2004) reability score greater than 0.7 is acceptable. Logistic regression model was 

used to analyze the result using Stata statistical package.  

     

A logistic model is used when the dependent variable in a regression is binary (0 and 1) and 

which ensures that the estimated probabilities are bounded by 0 and 1. In this approach the 

dependent variable must be categorical variable while the independent variable can either be 

categorical or continuous.  The logit is the natural (Ln) of odd of y, and odds are ratios of 

probabilities(pi) of y happening to probabilities (1 - Pi) of y not happening. 

      

The logistic function F which is a function of any random variables Z would be 

         
  

     ⁄   
      ⁄   

……………………………………………………………..(i) 

where e is the exponential under the logit approach. So the logistic model estimated would be 

   
 

           
                       

           

…………………………………………..………(ii) 

Where again Pi  is the probability that yi   =1 

Empirically 

Pi =F(Zi)  where F represents the (non-linear) logistic function 

                                   𝑢                
β0 = intercept 

β1 =slope of service quality 

β2 = slope of price 

β3 = slope of corporate image 

β4 =slope of promotion 

u = error term 

 

The Variables are measured using A likert scale with 5-point allocated to strongly agree, 4-

point to agree, 3-point to neutral, 2-point to disagree and 1-point to strongly disagree as 

shown below 
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Table 1: Measurement of Variables 

Source: Formed from Questionnaire 

 

Data Analysis 

Consistency of the Research Instrument 

The Cronbarch‘s Alpha is used to measure the internal reliability or consistency of the 

research questionnaire. It measures how well a test measures what it should. The range of 

Cronbarch‘s Alpha lies between 0 and 1. The higher the value the Cronbearch‘s Alpha, the 

higher the reliability of the instrument. 

 

Table2: Cronbarch‘s Alpha 
Variable No of item Alpha coefficient 

Customer Satisfaction 3 0.70 

Service Quality 5 0.68 

Price 3 0.67 

Customer Service Care 2 0.67 

Corporate Image 3 0.65 

Promotion/Advertisement 3 0.62 

Test Scale  0.71 

Source: Researcher computation 

  

Table 3, shows Cronbarch‘s Alpha of 6 constructs of the questionnaire, satisfaction has 

highest Alpha value of 0.7, followed by service quality of 0.68, followed by price and 

customer service care each has 0.67, corporate image has 0.65 and lastly 

promotion/advertisement has lowest Alpha value of 0.62. All the items have good reliability, 

because the overall cronbarch‘s Alpha value is 0.71 which is above the minimum. 

 

Table 3: Analysis of Respondents‘ Demography 
Variable Freq Percentage Variable Freq Percentag

e 

 

Gender   Occupation    

Male 111 69.4 C/P servant 53 33.1  

Female 49 30.6 p. com employee 15 9.4  

Total 160 100 Self employed 60 37.5  

Age   Student/unemployed 32 20.0  

18-30 years 77 48.1 Total 160 100  

31-40 years 45 28.1 Gsm network used    

41-60 years 34 21.2 MTN 85 53.1  

61- above yrs 4 2.5 GLO 24 15  

Total 160 100 Airtel 38 23.8  

Qualification   9-mobil 13 8.1  

No Formal 

Education 

23 14.4 Total 160 100  

O-

level/ND/NCE 

81 50.6 No. of years on the network    

HND/Bsc/BA 39 24.4 0-2 years 28 17.5  

Postgraduate 

Qualificatio 

17 10.6 3-5 years 46 28.8  

variable Description 1 2 3 4 5 

Satisfaction Overall iam satisfied with my GSM service provider      

Service Quality Call clarty on my network is high and internet service is efficient      

Price The service price/tariff policies of this operator are attractive      

Corporate image  I consider that this operator‘s reputation is high      

Promotion The promotion offers from my service operator is attractive to me      
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Total 160 100 6-9 years 35 21.9  

Marital status   10-above years 51 31.9  

Married 84 52.5 Total 160 100  

Single 65 40.6     

Divorced 5 3.1     

Widow/widowe

r 

6 3.8     

Total 160 100     

Source: Generated by researcher using questionnaire 

 

 

From table 2, we can see that, out of 160 respondents, majority of them 111(69.4%) were 

male while only 49(30.6%) were female. This was due to the fact that ladies in the area of 

study are so shy. They do not want to respond to questions to strangers. Many of the 

contacted ladies refused to fill the questionnaires given to them. The age of the respondents 

shows that 77(48.1%) are young within the age of 18-30 years, 45(28.1%) are within the age 

of 31-40 years, 34(21.2%) are within the age of 41-60 years and only 4(2.5%) are old within 

the age of 61 to above. It is common to all societies that young people own and use GSM 

mobile phone more than old people. Old people do not normally welcome new innovation 

they sometime fight it. Educational qualification of the respondents show that 23(14.4%) of 

them did not go to school. 81(50.6%) of them had one of o-level certificate, ND or NCE 

certificate as their highest qualification, 39(24.4%) had either HND or BSC/BA as their 

highest qualification only 17(10.6%) have postgraduate certificate. It is not something 

surprising that 85.6% of the respondents in the area went to school because it is the Centre of 

the state. Most of the people in the area know the value of education. They, therefore, enroll 

their children to school in appropriate time. Majority of the respondents, 84(52.5%) are 

married, 5(3.1%) are divorced, 65(40.6%) were single and 6(3.8%) are either widow or 

widower. About the occupation of the respondents, the table shows that 53(33.1%) are either 

civil servants or public servants, 15(9.4%) are private company employees, 60(37.5%) are 

self-employed and 32(20%) are either students or unemployed. The table shows that MTN 

had highest number of subscribers, 85(53.1%) among the respondents. This occurred due to 

the fact that MTN came before others and since the time that the company came to Nigeria it 

has not changed its name. MTN was followed by Airtel with 38(23.8%) subscribers among 

the respondents. GLO had 24(15%) and lastly 9-mobile had 13(8.1). Lastly, the table shows 

that 51(31.9%) of the respondents have been loyal to one GSM service provider for more 

than ten years despite different advertisement/promotions and other techniques employed by 

different GSM service providers to draw customers. Those who have been to one service 

provider between 3-5 years were 46(28.8%). Those who are between 6-9 years were 

35(21.9%) and those who are between 0-2 years were 28(17.5%). 

 

Table4: Logit Regression (Odd Ratios) 

Dependant Variable: Customer Satisfaction 

 

The result in table 3 shows that all the regressors are positive, two are statistically significant- 

corporate image and promotion, while the other two are statistically insignificant- service 

Variable Odd Ratio Std. ERR Z P>Z 95% Con. Interval 

Sq 1.148438 0.180619 0.88 0.379 0.843793  1.563072 

Price 1.066471 0.1798195 0.38 0.703 0.7663489 1.484129 

CI 1.601128 0.2898181 2.60 0.009 1.122926 2.282973 

Pro-Adv 1.363687 0.2210103 1.91 0.056 0.992572 1.873559 

Cons 0.0999948 0.0669472 -3.44 0.001 0.0269211 0.3714177 
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quality and price. From table 3 we can see that if corporate image increases by one unit, odd 

ratio in favour of customer satisfaction increases by 1.601128. Also, if promotion and 

advertisement increase by one unit, odd ratio infavour of customer satisfaction increases by 

1.363687. 

 

Table5: Logit Regression (Coefficient) 

Dependant Variable: Customer Satisfaction 
Variable Coefficient Std. ERR Z P>Z 95% Con. Interval 

Sq 0.1384027 0.1572737 0.88 0.379 -0.169848 - 0.4466534 

Price 0.643551 0.1686117 0.38 0.703 -0.2661178 0.3948281 

CI 0.4707081 0.1810088 2.60 0.009 0.1159374  0.8254788 

Pro-Adv 0.3101921 0.1620682 1.91 0.056 -0.0074557  0.627839 

Cons -2.302637 0.6695069 -3.44 0.001 -3.614847  -0.9904279 

Source: Researcher computation 

 

The result in table 4 shows that, the coefficient of service quality is positive indicating that 

when service quality of the GSM service provider increases by one unit the probability of 

customer being satisfied increases by 0.1384 though the coefficient is statistically 

insignificant even at 10%. The same thing with price, the coefficient is positively related to 

the probability of customer satisfaction but it is statistically insignificant. The corporate 

image of the service provider and promotion and advertisement has positive coefficients and 

they are statistically significant. The result shows that if corporate image of the service 

provider increases by one unit the probability that customer is satisfied increases by 0.4707. 

And also, when the service provider increases promotion and advertisement by a unit the 

probability that customer is satisfied increases by 0.3012 

 

Conclusion and Recommendations 

The finding shows that good corporate image is a strong factor of satisfying GSM customers 

in the study area. This finding is in line with Hashid, Salniza and Hamid (2012) who found 

that corporate image is one of the factors that affect customer satisfaction in Yemen. Also, 

the result shows that promotion and advertisement have influence on customer satisfaction. 

The finding is in line with many researches some of which are Oghojafor, Ladipo, 

Ighomereho and Odunewa (2014) and Shahzad and Saima (2012). Contrary to many, 

findings, service quality and price did not show significant influence on customer satisfaction 

in the study area 

 

There is a need for GSM service providers to give more emphasis to these factors of 

Corporate image and promotion when trying to attract more customers in the study area.  
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