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AN EXPLORATORY ANALYSIS OF CUSTOMER
RELATIONSHIP MANAGEMENT ON END-USERS’
EXPERIENCE IN GLOBACOM NIGERIA LIMITED
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Abstract

This research explores the relationship between customer relationship management on end-
users’ experience with a particular reference to globacom Nigeria limited, llorin West Local
Government Area, kwara State. It is aimed at finding out the extent to which a good
customer relationship management helps in having a positive end-user’ experience in
globacom Nigeria limited, llorin West Local Government Area, kwara State. In an attempt to
establish the thrust of this research, primary data was generated through self-administered
questionnaire. Both descriptive and inferential statistics were utilized for data analysis with
the aid of statistics package for social sciences (SPSS). Descriptive data were analyzed using
simple percentage table and regression. analytical tools were used to test the hypothesis.
Primary data were obtained through a cross sectional survey, using a well-structured, self-
administered questionnaire to 348 subscribers of globacom subscribers in llorin West Local
Government Area, Kwara State, Nigeria. The data were analyzed using descriptive and
inferential statistics. Findings revealed that a positive and highly significant (0.05)
relationship exist between sustainable service innovation and customer commitment and
competitive service innovation and product performance.

Keywords:  Customer relationship management, End-user’s experience,
telecommunication Industry.

Introduction

In today’s turbulent business environment, firms that build a good customer
relationship stands a better chance of gaining the highest competitive
advantage over those that fails to appreciate the essence of customers.
Therefore, an important tool in building and sustaining competitive
advantage through the implementation of customer relationship
management practices is superior customer value. Customer relationship
management is the principles, practices and guidelines that an organization
follows when interacting with its customers. CRM is a practice used by an
organization to attract and retain customers and this has become one of the
most considerable factors in the success of both manufacturing businesses
and service providers. Hence, CRM has become an important factor for many
organizations now as a shift from customer acquisition towards building
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customer relationfh.i;?s. Swift, (2001) argues that 199
drawn from CBM Initiatives in higher customer reta IC_Jt of benefits can be
Jeading .to higher profitability, Browth in ma iﬂtlon and loyalty. Thye
competitive advantage. The customer relationshri " panare and  greater
does not just end when a customer js won Ra?h Management process
throughout the time that the customer i - €r it should continye

Il last in the .
. . . or s =
telecommunication is one of the fastest growing industrieg:ri]r:zijt"on. 1anle
Igeria today

as the industry is characterized by varioys Players which include: MTN A
: , Airtel,

competitive as different communication fi
subszribers. The major problem fr:zia:ltéo:heﬁri:]cis push. o Fhe

i , ustry is basically on how to
manage the. quality of the service been provided to their various subscribers
as Fhls S‘QW'Ce quallt}l h0|d5_a great deal to customer satisfaction. Customer
satisfaction and service guallty are the key elements in maintaining customer
loyalty, customer commitment, sustainable service and above all competitive
advantage. Although, competition is inescapable in the telecommunication
industry in Nigeria, the mobile telecommunication firms are continually
improving upon the quality of their service delivery, with the influence of the
Nigerian Communications Commission (NCC). It is against this backdrop that,
this study seeks to assess the relevance of customer relationship
management on end-users’ experience in Nigeria telecommunication

industry.

Research questions . tions
This research work aims at providing answers to the following quest

which are:
i i i customer
[ How has sustainable service innovation  affected
commitment? 2 _ e
To what extent does competitive service innovation a

performance?
Objectives of the study ¢ customer
| ce 0
. he re’evan ) B 5

S i ch is to assess t once  in  Nigeria
ective of this resear ) erienc

g gener.al o) anagement on end-users e:(op'

relationship m stry. Specific objectives aré

ication indu . er
ElSEaRpMIT vices innavation on custom

i er
examine the effect of sustainable S

commitment;
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ii.
performance.

Research hypotheses

Hol Sustainable services innovation has no significant relationship on

customer commitment.
Ho2 There is no significant relationship between competitive service

innovation and product performance.

Literature review

Customer relationship management

According to Pickton and Broderick (2005), CRM is a view that emphasizes
the importance of the relationships developed between an organization and
its customers. It involves the strategic and tactical management tasks to
achieve positive communications and long-term customer relationships.
Berkowitz {2006) also defines customer relationship management (CRM) as
“the organization’s attempt to develop a long-term, cost-effective link with
the customer for the benefit of both the customer and the organization.”
According to Anderson (2000), the three sectors of business that rely most
heavily on CRM and use it to great advantage are:

» Financial services sector
« A variety of high-tech corporations and
* Telecommunications industry.

Peel (2002) defines CRM as understanding the nature of the exchange
between customer and supplier and managing it appropriately. This refers to
the exchange of value between supplier and customer. The priority of the
exchanging parties is to optimize their benefits thus, ensuring a profitable

long-term relationship.

Customer Relationship Management (CRM) is a concept to enhance a
company’s ability to retain customers and gain strategic advantage over its
competitors. It is focused on creating and managing relationships with
customers more effectively through detailed and accurate analysis of
consumer data using yarious information technologies (Gosney & Boehm
2000). Customer relationship management helps to achieve organizational

assess the effect of competitive service innovation on product

-
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goal as well as improve the experienc |
a3 e that customer
organization. R

CRM is basically about identifying and und.erstanding customer needs,

influencing customer behaviour, satisfying and retaining them through an
ongoing communication.

This concept is proxied by: Sustainable service innovation which is all about
creating and integrating new business strategies, products, and services that
accelerate positive social change and protect and preserve environmental
integrity and Competitive Service Innovation which is a process whereby an
organization develops a certain modern attribute/features that has not been
used by any organization before which allow them to outperform their
business counterparts.

End-users’ experience

End-users’ experience of a service may depend on several factors. Garrett
(2002) considered the concept of user experience to be associated with all
possible user actions for a particular web site. Neslin, Scott, Dhruv, Robert,
Venkatesh, Marije, Jacquelyn and Peter (2006), discussed web site usability
and trust as particularly important for end-users’ experience. Petersen, Leigh,
David, Russell, Kumar and Geoff (2009) extended the concept of user
experience beyond mere interaction with a website to also include delivery
of products, support, and consumption of products and services. The
investigation of end-users experience has been conducted in a variety of
manners. In order to gain in-depth insight into the subjective experiences of
a small number of people, methods like interviews and focus groups has

been used for decades.

with products and services has been made
subject of great attention within the field of HCI the last decade or so.
Focusing on the end-users’ experience is regarded as a consequence of that
electronic services to a greater degree are developed to be desirable and
cause emotional responses in the users, rather than just provide the end-
users with assistance to solve a given set of task. According to Hassenzahl
and Tractinsky (2006), research on the user experience of produc.ts and
services is refated to subjective emotion and affect, situateq experiences,
and holistic and aesthetic qualities associated with the interaction between a

system and its users.

The user experience associated
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This concept on the hand proxied by: Customer Commitment which is
described as Customer’s engagement or continuous obligation to buy the
same product or use the same company or customer’s desire to maintain a
relationship with the a particular company and product performance which
means an aspect of market performance that denotes the quality and
performance of existing products and firms’ records with respect to the
development of new products. The introduction of new products and the
qualitative improvement of existing products may enhance consumer
welfare by providing consumers with ‘better-value-for-money’ in terms of
price/quality trade-offs.

Theoretical review
Assimilation-contrast theory

This study is underpinned by the Assimilation-Contrast theory and supported
by the theories of cognitive dissonance and American Customer Satisfaction
Index (ACSI) theory. The suitability of the underpinning theory is anchored on
the fact that the theory explained the concept of End-user’s experience
vividly by explaining the 'e_xpe.ri"gé,ncé ‘that occurs as a result of comparing
services performance against ekbe'ctatiohs.

Empirical review

Adamu, (2021), examined the Effect of customer relationship management
on organizational performance of Airtel Nigeria in Adamawa State, Nigeria.
The researcher used both primary and secondary sources from a sample of
139 respondents obtained by the use of a structured questionnaire. The data
collected were analyzed using descriptive statistics such as frequency, simple
percentage, and the relationship between the variables of the model was
tested using multiple regression analysis, The result of the regression analysis
shows that a positive relationship exists between Information Sharing,
Knowledge Management, and Technology based customer relationship
management with Organizational Performance of Airtel Adamawa State and
the relationship is statistically significant (p<0.05) and in line with a priori
expectation. This implies that a unit increase in these explanatory variables
will result in a corresponding increase in organizational performance of Airtel
in Adamawa State by 52.4%, 62.3 %, and 42.2 % respectively. A negative
relationship exists between Marketing Implementation and Organizational
Performance of Airtel Adamawa State in Adamawa State and the relationship
is statistically significant and the relationship is not in line with a priori
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expectation. It was concluded that customer relationship management has
been identified as an important strategy for achieving the benefits of cost
reductions, customer satisfaction, customer retention, and sales growth and
profitability which are indices of organizational performance. It was
recommended among others that since marketing implementation had a
negative effect on organizational performance of Airtel in Adamawa State
management of Airtel can reduce this by implementing strategic decisior;
which creates specific actions that will ensure that the marketing objectives
are achieved and improve organizational performance in the
telecommunication sector in the study area.

Anyionu and Opara (2021), conducted a research titled Customer Loyalty
Determinants in Nigerian Telecommunication Industry. The main objective of
the study was to determine the effects of complaint handling on customer
loyalty. The study was a survey research design. The questionnaire was
structured using five point likert scale. The population of the study was 173
subscribers from the different service providers in the south East. The
hypotheses was tested using simple regression analysis which was facilitated
by statistical package for social sciences (SPSS) version 20. The reliability of
the scale was accessed by the use of Cronbach’s Apha which yielded 0.86.The
findings of the study revealed that complaint handling has significant and
positive relationship on customer loyalty. This means that Subscribers will
stay with their service providers as long as their complaints are promptly
attended to. That failure to attend to their complaints can lead to switching
which has adverse effect on the firms’ performance. The study
recommended that the network providers should develop some complaint
handling techniques that will attract and hold subscribers for a long time.
Such techniques include offering high quality services, prompt attention to
service failures, providing affordable services, and providing customer
satisfaction that will improve the firm’s services. The provision of such
techniques will help those who have been assessing their customer care units
to have solution to their complaints whenever such complaints arise.

Methodology

evance of customer relationship management on
geria telecommunication industry. It is a survey
research method, and therefore adopted the use of questionnaires in
eliciting information from the respondents. The sample size for this study
was 384 Globacom customers in llorin West Local Government, Kwara State,

Nigeria. The study employs the use of questionnaires as instrument for data

This study examines the rel
end-users’ experience in Ni
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collection. The items were measured on a 5 — point likert scale ranging from
strongly agree (5) to strongly disagree (1). Prim.ary data were used.'an?ry
data was obtained with the aids of questionnaire. The use of questionnaire

was employed to gather relevant information from the respondents. Data

was analyzed using inferential and descriptive statistics. The descriptive
statistics involves frequency tables and percentages while the inferentig|

statistics involves regression, analysis of variance (ANOVA) and linear
regression analysis.

Table, 1 Questionnaire distribution and return rate

No. No. % No. Not % Not

Distributed | Returned | Returned Returned | Returned
Respondents 384 348 90.63% 36" 9.37%
TOTAL 384 348 90.63% 36 9.37%

As shown in Table 1, questionnair
approximately 90.63%
out of the 384 questio
in the study area (Hlori

e distribution demonstrates an
response rate. The researcher was able to gather 348

nnaires distributed to the various Globacom customer
n West Local Government, Kwara State).

Data analysis

Analysis demographic questions
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collection. The items were measured on a 5 = point(;ikert scale rar;gi;;g. from
strongly agree (5) to strongly disagree (1).. Prlrrfary hata wer(?t use g flme?ry
data was obtained with the aids of questlor'malre. The use of questionnaire

was employed to gather relevant informat'lor.l from ?h? respondents..D;:,ta
" was analyzed using inferential and descriptive statnsﬂcs. The (ilescnpt'ye
statistics involves frequency tables and percentages while the inferential

statistics involves regression, analysis of variance (ANOVA) and linear
regression analysis.

Table, 1 Questionnaire distribution and return rate

No. No. % No. Not % Not

Distributed | Returned | Returned Returned | Returned
Respondents 384 348 90.63% 36 9.37%
TOTAL 384 348 90.63% 36 9.37%

As shown in Table 1, questionnaire distribution demonstrates an

Y 90.63% response rate. The researcher was able to gather 348
4 questionnaires distributed to the various Globacom customer

in the study area (llorin West Local Government, Kwara State).

Data analysis

Analysis demographic questions
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Table 2: Demographic characteristics of respondents

SN Variable Levels Frequency Percentage
1 Gender Male 159 45.69
Female 189 5431
2 Age Below 20 20 575
2130 49 14.08
3140 165 4741
41-50 59 16.95
Above 50 55 1581
3 Mantal status Single 158 4540
Married 169 48.36
Others -2 6.04
4 Educational SSCE 23 6.61
Qualification of the NCEND 59 1695
Respondents HND Bsc. 178 5115
Postgraduate 88 2529

Source: SPSS Extracted Computations

Table 2 shows personal information of the respondents across the gender,
age, marital status and educational background of the respondents. First,
respondents were classified on the basis of gender given the fact that gender
could have influence on customer loyalty. The analysis indicates that
159(45.69%) of the respondents were males while 189(54.31%) of them were
females. This suggests that both gender groups are fairly represented in the

study.

Furthermore, they were classified on the basis of their age distribution. Here,
analysis revealed that 20(5.75%) of them were within the age below 20
years, 49(14.08%) of them were within the age bracket of 21-30 years of
ages, 165(47.41%) of them were within the age bracket of 31-40 year,
59(16.95%) of them were within the age bracket of 41-50 years of ages while
55(15.81%) of them were within the age bracket above 50 years.

They were further classified on the basis of their marital status. 158(45.40%)
of the respondents were single, 169(48.56%) of them were married while

21(6.04%) of them fell in other category.

Similarly, 23(6.61%) of them had SSCE educational qualifications, 59(16.95%)
of them had NCE/ND qualifications, 178(51.15%) of them had HND/Bsc
qualifications while 88(25.29%) of them had postgraduate qualifications.
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Table 2 shows personal information of the respondents across the gender,
age, marital status and educational background of the respondents. First,
respondents were classified on the basis of gender given the fact that gender
could have influence on customer loyalty. The analysis indicates that
159(45.69%) of the respondents were males while 189(54.31%) of them were
females. This suggests that both gender groups are fairly represented in the

study.

Furthermore, they were classified on the basis of their age distribution. Here,
analysis revealed that 20(5.75%) of them were within the age below 20
years, 49(14.08%) of them were within the age bracket of 21-30 years of
ages, 165(47.41%) of them were within the age bracket of 31-40 year,
59(16.95%) of them were within the age bracket of 41-50 years of ages while
55(15.81%) of them were within the age bracket above 50 years.

They were further classified on the basis of their marital status. 158(45.40%)
of the respondents were single, 169(48.56%) of them were married while

21(6.04%) of them fell in other category.

Similarly, 23(6.61%) of them had SSCE educational qualifications, 59(16.95%)
of them had NCE/ND qualifications, 178(51.15%) of them had HND/Bsc
qualifications while 88(25.29%) of them had postgraduate qualifications.
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Descriptive statistics of variables

Analysis of research question one .
How has Sustainable Service Innovation affected Customer Commitment?

Table 3: Sustainable service innovation

X SD Rank Remarks
= A

SN Response

T Susainable fmnovation is the use of open innovation 346 059

s

in the development of sustainable product services
and imitative
2 Sustainable service innovation promotes the use of 337 033 42
sustainable product and service
Sustainable  sevice  imovation in  the 358 033 3¢ SA
telecommunication industry  provides innovative
service solution
4 Innovative service solution provider assists company 340 049 I* A
in providing susiainable service innovation
5 Senice svstem upgrading guarantee sustainable 343 051 22 A
service innovation
Cluster Summary tO345 056 A
Key:= Mear, SD = Siamdard Deviatior, $A = Swongly Agreed (3.50-3.99); A = Agreed (2.50-
3.49)5D = Strongly disagree (1.50- 2.49)D = Disagree (0.50-149); N=Nezral (< 0.49)and n =

nunber of respondents (34).

From the data presented in above table, it was revealed that the mean
ratings of the responses of the respondents on item 3 which fell within the
pounfjgry limit of 3.50 -~ 3.99 on a 5-point rating scale. This indicated that the
nden.tlfne‘d item'was “Strongly Agreed” by the respondents on sustainable
?tzrr\r/‘|sce1|n2no:at|on. The mean values of the remaining 4 items, specifically
ste {h y 1 and 5 we're_3.46, 3.37, 3.40 and 3.43 respectively which are

e boundary limit of 3.00 — 3.49 on 5-point rating scale. This

indicated that the remaini i
Ng 4 items are “Agreed” b
i i \ y the respo
their perceptions on sustainable service innovation ok e

The cl i
cluster mean value of 3.45 which fell within boundary limit of 3.0 - 3.49

infers that the res
i pondents agreed th : s :
Sustainable service innovatiog, 2 the identified § items are levels of
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Table 4: Customer commitment

SN Response X 5D Ranl;x Remark

| Asatisfied customer will show commitment to the 346 059 2 A

product or services

Customer commitments enhance repeat purchase of 337 055 4 A

(]

services in telecommunication industry

3 Innovative customer service is essential to the 3.58 053 3¢ SA
purchase

4 Customerlovaltyisabuversoverall attachmentora 340 049 1# A
deep commitment to a product or service brand

$ Customer lovalty guarantees repeat patronage and 3.47 051 220 A
reduce customer tumover

Cluster Summary 346 053 A

Key:X= Mean, D = Standard Dextation, $4 = Strongly Agreed (3.30-3.99); A = Agreed (.50-
3.49);SD =Strongly disagree (1.50- 2.49);D =Disagree (0.50-1.49); N=Neutral (< 0.49)andn =

number of respondents (345).

d in table 4, it was revealed that the mean ratings of
the responses of the respondents on item 3which fell within the boundary
limit of 3.50 — 3.99 on a 5-point rating scale. This indicated that the identified
item was “Strongly Agreed” by the respondents on customer commitment.
The mean values of the remaining 4 items, specifically items 1, 2, 4 and 5
were 3.46, 3.37, 3.40 and 3.47 respectively which are within the boundary
limit of 3.00 — 3.49 on 5-point rating scale. This indicated that the remaining
4 items are “Agreed” by the respondents to be their perceptions on

customer commitment.

From the data presente

The cluster mean value of 3.46 which fell within boundary limit of 3.0 —3.49
infers that the respondents agreed that the identified 5 items are Ieve!s. of
customer commitment. The standard deviation values of the 5 identified
levels in the table ranged from 0.49 to 0.59 which indicated that the

responses of the respondents aré close to one another and the mean.
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Table 5: Competitive service innovation |

SN Competitive Service Innovation X SD  Rank Remark

I Competitive senice can be gained when an 353 039 % g7

organization produce its good or service more

cheaply

ro

Competitive service innovation is attainable by 352 055 4 gy
providing high quality product and senvices to most

customer desire

3 Competitive senvice innovation enhances good 355 033 3 §A

product performance

4 Competitive service innovation emhances customer 344 049 1 A
satisfaction

5 To amain  the competitive  advantage, 349 051 2% A
telecommunication industry needs to introduce more
innovative services

Cluster Summary 151 0833 A

Key:X= Mean, $D = Staridard Deviation, SA = Srongly Agreed (3.50-3.99); A = Agreed (2.50-
3.49),SD = Swongly disagree (1.50- 2.49).D = Disagree (0.30-1.49); N=Neurra! (< 0.4%)ad n =
zumber of respondents (345i

From the data presented in table 5, it was revealed that the mean ratings of
the responses of the respondents on items1, 2 and 3 which fell within the
boundary limit of 3.50 —3.99 on a 5-point rating scale. This indicated that_ t.he
identified item was “Strongly Agreed” by the respondent.s on compfetmve
service innovation. The mean values of the remaining 2.|te.ms, spgmﬁcal!y
items 4 and 5 were 3.44 and 3.49 respectively which are within the boun-da-:ry
| limit of 3.00 — 3.49 on 5-point rating scale. This indicated Fhat the re.maml:E
2 items are “Agreed” by the respondents to be their perceptions

competitive service innovation.

The cluster mean value of 3.51 which fell within bounqary h':"tdoé ?i,t.:r;ssfrz
infers that the respondents strongly agreed that the. 'd_ent'v';ues of the 5
levels of customer commitment. The standard dewatlolr:ich indicated that
identified levels in the table ranged from 0.49 to O.S?h\;vr and the mean.
the responses of the respondents are close to one ano
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'[able 6: Product performance =

SN Product performance <
i X SD  Rank Remarks

| Product performanceenhances customer loyalty and 3.53 .59 5

' SA
commitment

2 Service quality guarantee customer satisfaction 358 055 4 gy

3 Effective product performance assists organization 3.6 053 3¢ SA
i providing services mote cheaply

{ Innovative customer service emhance product 343 049 4
performance

§  Customer interaction improves service innovation 345 047 1* A

Cluster Summary 38 053 A

Key:X= Mean, SD = Standard Dexiation, S.4 = Strongly Agreed (3.50-399); A = Agreed (1.50-
3.49):SD = Strongly disagree (1.50- 2.49).D = Disagree (0.50-1.49); N=Neutral (< 0.49)andn =
inber of respondents (348).

From the data presented in table 6, it was revealed that the mean ratings of
the responses of the respondents on item 1, 2 and 3 which fell within the
boundary limit of 3.50 — 3.99 on a 5-point rating scale. This indicated that the
identified items were “Strongly Agreed” by the respondents on product
performance. The mean values of the remaining 2 items, specifically items 4
and 5 were 3.43 and 3.45 respectively which are within the boundary limit of
3.00 — 3.49 on 5-point rating scale. This indicated that the remaining 2 items
are “Agreed” by the respondents to be their perceptions on product

performance.

The cluster mean value of 3.46 which fell within boundary limit of 3.0 —3.49

infers that the respondents agreed that the identified 5 iterps arfa‘levels Tf
product performance. The standard deviation values of the 5 identified leve sf
in the table ranged from 0.47 to 0.59 which indicated that the responses O

the respondents are close to oné another and the mean.

Test of hypotheses
General Model:

Y= Bo+BiXs+B2Xo+ B3Xs. BoXn
Where

Y= the dependent variable

Bo-slope

X3 ..X respectively
B1 B;...Bnare the coefficient 2,-+n

s for the variables X1,
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Hypothesis One ‘
Hop: Sustainable service innovation has no significant relationship on

customer commitment.
Tabke? Moddl Smmnr;

1 % . e |

1 Dokl oneonmiml

b, Profictor:(constant). sustainebleservice imnovation
 Tables ANOVA

Rearession
Residual
Tl 15579.870 1 348

& Dipendentvarizble: customer commitment

b. Pradictor:{constant). sustaisebleservics innovation

Table 9 Reoression Coefficient

Swtbleserice 098 04061 | 14852{000

2. Dependentvarizble: customercommitment

b. Predictor: (constant), sustainable service innovation

In tables 7 above, the result of the linear regression of the independent
variable, sustainable service innovation and the dependent variable,
customer commitment is presented. According o the tables, sustainable
service innovation has a significant and positive impact on customer
| commitment at the 0.05 significant level with the T statistics at 14.892, p =
| 0.000 (p < 0.05). Hence a rejection of the null hypothesis which predicted a
‘ non-significant relationship between these two variables. In addition, since
| the model shows a standardized beta value of 0.672, this is an indication that
every unit or 100% change in sustainable service innovation will lead to @
corresponding change of 0.672 or about 67.2% change in customer
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commitment. It

i - fot:uir;fore means that if the telecom industry cited

cuch action might lik IO" Improvement of sustainable service i e .the
“ ikely make subscribers (customers) t evaLes,

patronizing the service of the telecommunication industryo ladai )

Furthermore, as shown in the

0.512. This means that the predit:tt:f'v::gb:i SqUare' value for the model is
predicts about 0.512 of the variance in custe' SUStalnabl‘e e g

Sz S8 : omer commitment. Thus, ab

51.2% of the variability in sustainable service innovation by the et
of the telecom industry is accounted for by the variability iyn ther:(:rr:bgif\:rnt
of customer commitment. Also, the one way ANOVA in table 9 showslgz
observed large value of “F” ratio, a significant value of 0.000 and less than
0.05 indicating a strong and significant relationship bétween the
independent variable (sustainable service innovation) on one side and the
dependent variable (customer commitment) on the other side. By this, if the
organization increases on improving on its service through sustainable
service innovation (i.e nothing good that does not require improvement),
commitment of the customers to such service rendered would be intact.

Hypothesis two

Hoz2: There is significant relationship between competitive service innovation
and product performance. :

Table10 Model Summary

l : 1

"2 DependeatvaricleProdu performanc

b. Predicton(constam}compeliti\'esen-'iceinnovatiou

Table!1 ANOVA

0000

o1 (om0
Rl SLS6 T B®
val (TR M o b SRR

e ng;deﬁ\;n;bg Product performance

4 Predictori(conslanl)competitivesen*iceinnovaﬁon
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Table12

ETRET 12341 0.000
t | :
g::;::mtm s 0512 0.71 15.763 0.000
 innovation

Ca ljcﬁindmt \'uﬁi;lé;frbduct pﬁfomancc

b. erdidor:(mnslam}conmditivcseﬂ'irtinnovalion

The result of the linear regression of the independent variable, competitiye
service innovation and the dependent variable, product performance s
presented. According to the tables 12, competitive service innovation has a
significant and positive impact on product performance at the 0.05
significant level with the T statistics at 15.763, p = 0.000 (p < 0.05). Hence, a
rejection of the null hypothesis which predicted a non-significant relationship
between these two variables. In addition, since the model shows a
standardized beta value of 0.71, this is an indication that every unit or 100%
change in competitive service innovation will lead to a corresponding change
of 0.71 or about 71% change in product performance. It therefore means
that if telecom companies focus on improvement of competitive service
innovation, such action might likely contribute to experiencing an improved

product performance.

Furthermore, as shown in table 10, the R square value for the model is 0.642.
This means that the predictor variable, sustainable service innovation
predicts about 0.642 of the variance in customer commitment. Thus, about
64.2% of the variability in competitive service innovation by the management
of the telecom industry is accounted for by the variability in an improve
product patronage. Also, the one-way ANOVA in table 11 shows an observed

:a;g-e value of “F” ratio, a significant value of 0.000 and less than 0.05
ndicating a strong and significant relationship between the independent
dependent

::r!a::e (competitive service innovation) on one side and the
riable (product performance) on the other side.

Discussion of findings

stomer g |
Nigerid |
0 null
tween

The main objecti .
relatiOnsh;JbJecnve of this study was to determine the relevance of cu
telecommupnicartri]anag,ement on end-users’ experience in
hypotheses whicsn Industry. On the basis of this objective, tW
significant Sustai ptrJOposed.that there is no significant relationship be
Inable service innovation and customer commitment an
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(0.05) relationship exist between Sustainable ser:i:: hnlng:cl)y Sti'gnificant
vation and

mer commi iti
Cus:;ormance Imutn::nt and competitive service innovation and rod
per orm h n o er word_s, It was uncovered that Sustainablepserv"m’t
innovation has significant Impact on customer commitment and tflicet
a

competitive service innovation ha Lol
s significant i
performance. Impact on product

In general, the present era cust i ' icati
industry in Nigeria and customer saot:.:,li:\rct:s:\ait:)trehlp’ ;. telecommup !catfon
. ok : prime model modification
in achieving sustainable service innovation in improving business
performance in the present eras towards retaining such customers.
Experiences of Nigeria telecommunication end users can be affiliated to their
perceptions on service delivery and satisfaction with such service rendered.
Findings from this study revealed that satisfaction of telecommunication end
users covers the overall evaluation of their experiences, excitements and
reactions with the company on temporary basis or specific encounter.

Supportive service innovation of the telecommunication industry enhances
an improved customer satisfaction of the telecommunication service. A
finding from this study reveals that to support inducement of customer
commitment towards telecommunication service patronage, there is need
for an improved sustainable service innovation. The result contained in table
7 supports this where the relationship existing between sustainable service
innovation and supportive service is found significant with test statistics t=
14.892 and p-value (0.000) less than 0.05. This finding is supported by
Ndubisi (2004) that firms might achieve consumer commitment by increasing
on supportive service innovation that can trigger spirits of loyalty among
customers and room for captivating fresh customers. In context of
telecommunication service provision, when a consumer is dedicatc?d and
frequently uses service, henceforth, there is an improv.ed level of bellgf a'nd
move toward consumer faithfulness, thereby contributing toYvarfis achieving
developed overall firm effectiveness and aids the organization for the

. | ideas.
establishment of new products as source of nove
Result contained in table 12 shows that product performance of the

telecommunication in industry in Nigeria is dependent of competiti\;e se(r)v(l)cse
innovation with test statistics t= 15.763 with p-value (0.000) less than ©.5>,

s ion i i value
clearly indicating that competitive service innovation is a .stg)luﬁtloni :r[‘)dridging
creation in telecommunication industry. Therefore, contributing
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RATORY ANALYSIS OF CUSTOMER |
; etitive market world advantage, as innovyatj,
sina _compthat reaches its excellence through conting
.nelsd&ae long-term success and value-creation of B
it dEtermld 's competitive environment, product performance ;
organizations. In to;x;ce innovation which is the key to an organizatioy
dependent of th_e T An intense competitive service innovation highlights ik
succeSS_agdpsrzr(;/t:\c,:i 'performance towards improving the worthiness by
increasin

AN EXPLO |
nis

the existing gap .

the beginning of an

business organization.

Overall, findings in this study reveal the paramount importance of CUS:tomer
expectation in relation to the perceived performance of 'telecommumcation
services. It indicates that mobile telecom company can st!mulate repurchase
intention from subscribers and increase their commitment by making
provision for those products/services that aggregate or surpasses
expectation. Furthermore, it was equally discovered that the mean score
among subscribers in the constructs of customer satisfaction and customer
loyalty are well above average. Hence, this is an indication that the mobile
telecom service providers in the environment in focus are doing a great job in
delivering quality products/services to these subscribers on consistent basis

and this has hitherto resulted in 3 high switching cost for them and their
willingness to remain as loyal customers '

Conclusion

on of, sustainable service innovation and
tion to enhance customer commitment and

roduc ' ; :
i‘:ldustr; :xeerfo:mance.' It is therefore imperative for telecommunication
having an in:urglesdto ' wrgyve Performance on each construct that leads to
Poind P Ved positive end-user’s &Xperience in bridging the existing
PS Of competitiveness in the industry

Recommendations

At the end th i
, the foIIowmg recommendations are therein made:
i, Management m
of ‘th i
g the telecom Unicatio

ir seryi n i d improve
heir service quality Offered i Industry should in

eir target customers. This 15
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because, quality service plus customer .

customer commi_tment and repeat patm?‘F;PTECiation VN [mAL 15
ii. The telecommunication industry should b
sustainable service and signal that ar
customer needs and demands.
iii. Asanemerging area of interest, telecommuy
see the framework as an additional insj

rete'ntlon strategies through satisfaction programs like guarantee of
service, money refund offers in case of network failure as this would

enhance tryst and commitment and reduce switching attitude among
customers in the telecommunication industry.

imbibe the culture of building
€ more reliable to meeting

nication operators should
ght and attempt to develop
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