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Abstract

The purpose of this doctoral thesis is to carry out a comparedivsumerstudyof ILUP V
CRM practices andarketing Effectiveness (MEh the Mobile TelecommunicationdVT)
sectors oNigeria and the United KingdonThe research contribution as explained by Corley
and Gioa(201]) has guided this thesis #lse underlying facets of theory are bound in a
statement of concepts and interrelationshipexplain how and why a phenomenbas
occurred. The research contribution af thesis is explained detailin Chapter OngSection

1.0:Introduction andlL.1: Theordical Background of the Study

The adoption ofConsumer Utility Theoryand Institutional Theorgulminating inCRMBT
informs and guides the research workanalysing consumer satisfaction and dissatisfaction,
how firms behaveand what influencesarising from busines have impact on consumers
Examples obusinesgressures are in the form aiiltural rules, beliefs, symboldfuals and
power structuresvith survival dependent on loyalty to other institutional pressures (Scott,
1987; DiMaggio and Powell, 1991b)Studiesdiscussedn the literature have shown that
ILUPVY &50 Saue &fiacteld Hoy institutionapressures, thus demonstrating the
emergence ofCRMBT and how it would help to mediatmternal institutional forces
(DiMaggio and Powell, 1991b; Erneand Young, 2001; Cherand Popovich, 2003; El
Gohary et al. 2013; Keramadnd Shaulli, 2015). Consumer Utility Theoryas described by
Fishburn 1987)is adopted in thistudy becausi helpsin understanding theationalebehind
consumer satisfactioand retention decisienUIltimately, Consumer Utility Theorys linked
with Institutional Theoryasboth internal and exterhastitutional pressures shapensumer
satisfactiorand retention decisions positivelymegatively.
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The thesisfV FRQWULEXWLRQ XQLTXHO\ OLQNHG DOO WKUHH
investigation Within the last two decades the use of mobile phones and other mobile devices
have rien dramatically as thghenomenally successful mobile phdvaes increased customers

and profits for MT companie3he sample in thetudyincludedthree face to facqualitative

consumer focugroups inPort HarcourtNigeria with 23 intervieweeg8,7,8)and three face to

face consumer focugyroups in Huddersfield towtJK of 22 interviewees(10,5,7). he
justifications for comparing telecommunications service experiencesesfin both towns

are due to their shared similarities in terms of economic viability and adult populati
telecommunicationgonsumer The data for the studyere analysed using the thematic
template technique and facilitated with Nvivo Fdom the Nigeriarstudyit was found that

mobile telecommunication L U P V { pkabtiteswereweak fortheir consumes, which had

negativéy impacedon WKHVH ILUPVY PDUN HWfLilg yebtsSecbily, ¥He QHVV R
studyfound that thdactorsunderpinning thenegative practices by Nigerianobile telecoms

operators weranainly externally motivated.This ledto the emergnceof six themesto

include service pice; consumer privagycomplaints managemergervice ourtesy;service

quality and service personalisation.

From the UK stud it was found thatMT ILUP VY @aelices werdair towardstheir
consumerand these practicebad positiveimpact on consumer satisfactioand retention
behavioursThisled to the emergence séven themewhich include:service quality, service
upgrade, service price, service personalisatsamyice evhiation, complaints management

andunderstanding customer expectations



The key theoretical contributiors of this doctora researchare in Institutional Theory
Consumer Utility Theoryand CRMBT respectively. TharansformationalCRM behaviour
model is depicted on Figure 6.for theoretical and practical explorat&rDrawing upon
existingCRM literaturethisis the first doctoral study that iaomparedhe CRM practices of
MT firms concerningconsumes in Nigeria and the UK using the qualitative focus group
approach which leads to developng a transformational CRM behaviour model. The
recommendationsf this thesispertainng to the MT operatorsand thetelecommunications
regulatory agencies Nigeriaand the UKare provided.rdividual themes from eachof the

studycontextsare analysed and displayed in the Nvivo data.
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1.0Introduction

This chapteris aboutthe theoretical backgrounth explainingthe contribution of the thesis and
the relevance ofCRMBT to CRM in theory and practicélThe two prongs of Consumer Ultility
Theory and Institutional Theory are uniquely bougdiogether inthe thesisto contribute its
originality and utility for CRM Behaviour Theory or CRMBT (Scott, 1981Maggio and Powell,
1991h Fishburn, 1968; Zinkhan, 199Rabus and Stone, 2010) and which informs the framework
for Labus and Stone (2010)s further explained in thighapter these thdes have important
underpinningsfor Customer Relationship Management Behaviour Theory (CRM&®) in

understanding and describing tmedels of consumer buying behaviour.

Thetheoreticaloverviewis setwithin the contexg of the mobile telecommucations (MT)sectors

of Nigeria and the UK andrawsupondocuments and published information from M&C and
the UK Office of Communications (OFCOMResearchingonsumes in Nigeria andthe UKMT
sectoreenable a omparson of a developing country, Nigeria wittdavelopedcandindustrialised
one in theUK. Despite its oil revenuebligeriahas so far beeim thegroup of countries described
by 291HLOOas the30, 17 Mexico, IndonesiaNigeria andTurkey), which is behind the
faster growing economies of the BRIC graigyazil, Russia, India, Chinapnotherjustification

for studying the two countrigs the way in whichite PEST factors (PoliticaEEconomic, Social,
Legal and Technological) affecthe marketing environments for the firms providing mobile
telecommunications services to consumerée theoretical and marketing environmental

backgrounds contribute to settitige overall aim, research questicendresearctobjectives
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1.1 Theoretical Background of the Study

This thesis subscribes to the originality and utility dimensions that are explained by Corley and
Goia (2011)for DQVZHULQJ WKH TXHVWLRQ Rl pZKDWheérésHarc D UFH
contribution of the thesis ames from both the originality and utility dimensiorgutting into

context, the overall aim of this thesis is to examine and analyse through a comparative consumer
VWXG\ LQ WKH PRELOH WHOHFRPPXQLFDWLRQV 07 VHFWHF
practiees and marketing effectiveness (ME) inpact on customer satisfaction and dissatidiaction.
looking at the utility dimensionhe adoption ofConsumer Utility Theoryas advocated by
Fishburn (1968) and Zinkhan (1998plds that consumers are ratioeabnomic beings with high

needs and wants who consistently seek to optimise their satinfaatio tastes with best products

and servicegas well agyettingvalue for money. Iithis thesis, th&€onsumer Utility Theory is the

lens for understanding ME phamena in terms of consumer satisfaction, service retention and

loyalty behaviour.

,Q RWKHU ZRUGV LW LV XVHG WR H[SODLQ FRQVXPHU OLW|
services in delivery. It helps to find out if these practices positivelpegatively impact on
consumer satisfaction and retention behaviour. Consequently, the Consumer Utility Theory is
suitable for this study based on the fact that Nigeria and UK consumers are believed to be rational
buyers with high expectations and questifiareased service satisfactidrne utility dimensionas
expressed by Coley and Gioia (2011)aiso implicit in the thesis due to thadopton of the
Institutional Theorydefined as gracticalbasis for underanding how organizations behaaed
asinfluenced by external and internal pressusesch ascultural rules, beliefs, symbols, rituals

and power structures which emerffem within andoutside inthe wider societyScott, 1987,

DiMaggio and Powell, 1991b).
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Institutions are socially rewardedfor their legitimacy, resources, structures and valwéh
survival dependat on loyalty to other institutional pressur&8henbusinesgdecisionsand CRM
practices are affected by internal and external institutional forces within thailsiness
environmerg (see als@henandPopovich, 2003; EGohary et al. 2013; Keramaind Shaulli,
2015) Institutional Theoryis usefulin predictingbusinessuccesses dERM practicesover their

marketing expectations

Therefore, drawingn the argumentf DiMaggio and Powell (1991bErnestandYoung (2001),
Chenand Popovich (2003), EGohary et al. (2013Keramatiand Shaulli (2015)it infers that
ILUPVY &50 Sue bffidhcddtistitutional TheoryThat is, to say thdhe utility element

in theoperationapractices of Nigerian and UKMT firms areinfluenced byexternal and internal
forces from their operatingenvironmerg. However,Labus and Stone (201@&rgued that the
CRMBT was affected by internal anekternal institutionadictates(see alscEl-Gohary et al.,
2013 Keramatiand Shaulli, 2015) This indicatesthat the CRMBT draws from Institutional
Theory becauséts principles consideboth internal and external business behaviours and how
theyimpact onfirms & 5Behaviour Therefore,CRM practicesand its domaingn this study
draw upon thelnstitutional Theoryas well as benefitting from the Customer Utility Theory. This
unique combination of Customer Utility Theory and Institutional Theory culminatingnin a
original contribution to CRMBT literature and to also guide and inform the research study forms

WKH EDVLV IRU PDNLQJ WKLV WKHVLVY UHVHDUFK FRQWULE>

Overall, hese theories are imperative becatise study is interested in investigating CRM
practices ofMT institutions in two separate countries in terof culture andousiness rituals.
External and internal forces within the Nigerian and UK telecommunications impact the way
CRM programs are implemeed. Nigerian and UK consumers are affected by secomomic

factors from the external marketing environment that affect their purchase decisions and
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satisfactions. Hence the Consumer Utility Theory and Institutional theory are impQRivitis
imperatve for business survivak.g. Baksi and Parida (201251) argued that®RM has
emerged as an offshoot to automation breakthroaght guaranteed servicmification by
integrating people, procesgechnology and holistically transformed the transaetiased
marketing intoa relationshipE DVH G P D WIK Wrigt &hd Uduma, (2015 p45 posied
W K ORMI i8 everything in business atkde catalyst for a responsible, profitable apdstome
IRFXVHG R U.JEufd (200 dRgydsd that CRM is a marketing tool used in wimg,
sustaining firms “customers relationshiwith the aim of making arofit = firms perspectiveand
customer satfaction = customer perspectiv@milarly, others hadrgued that when firmsngage
CRM strategy they create, allocate and manage regaiesde by customers through call centre
software which direcs customersto available agents to tredheir complaintseffectively

(Reichheld, 1996 and 2001).

Rigby and Ledingham (200#pinedthat CRM implementation ascrucialfor ME at the market
place becawsit createdan enterprisavide user network so firmxcould havecomplete view of
their customerinformation.In other words, through the use of CRM wfitms can kep a track
record of all customerelated activity likeemails,callsand related complaintssues which would
help nmarketers to perform effectivelyrhere is support in thhterature thatCRM offers viable
opportunitiesto firms for attaining marketing goald.ike firms partneringwith consumerto
generate feedbaskon their experiences regarding service priesailabilty, accessibility and
reliability (Chang et al, 2010pespite these hugstisfaction and profitabilitpotentials inCRM
it appears that some firmgereignorantof these benefitsvhile othersexhibited laggard attitude

in exploring thes@otentials.
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Moreover, firms with a later catchup attitude for CRM adoptionare proneto experiencehigh

levels of consumemdissatisfaction andervice terminton. Previous studiehaveillustrated that
improvedconsumer satisfactioand retention behaviouwserelinked with ILUPV Y &50 SUDFW
(Peppers, Rogers and Dorf, 19%xeenberg, 200IFoss, Stonezkinci, 2008).This implies that
transformational CRM practices would bring about improgedsumer satisfactioand increase

the rates of service retentignbut transactional CRM practices le&a increase rateof consumer

dissatisfaction and service termination.

The importance ofransformationalCRM practices inMT sectos cannot be undptayed.This is
becauseMT servicesin a 21% century communit form critical aspects of humasurvival in the

area of security,communication, information sharing and businedated issas Hence firms

are expectedo adopt and practicéransformational CRMnitiatives all through theirservice
delivery processs MT services have assisted in revitalising the way businesses weetazpand
managedE.g.in banks,schools, shops, restaurants, transportation, hospitality, tourism arfd healt
care industriesTherefore telecommunication services are classified as the major facilitator of
firmsY VXFFHVVHYcdn@ry®d For voice, data andmages over longlistances. fie
process allows information to pass between a sender (transmittea) r@eeiver over the same
medium,like telegraphy, telephony, television, broadcast radio and recently electronic mediums
which constituted basic methods ofebmmunicabns (Bichta, 2001)MT service idefined asa
system for the conveyance of messages through the agency of electric, magnetic, electromagnetic
of speech, sounds and signals serving betweesopgrand things (Bichta, 2001}u8iesin the
literatureshowthe quantitative survey approadiut there was lack of studies which used the
qualitative interview approach in determining the influe@®M on consumersatisfactionand
retention. Little is reportedin the literatureon how predictive and normative stomer
expectationsnfluenceconsumer satisfactiomlissatisfactionand service retentioim the Nigerian

and UK MT sectors The lack ofstudiescomparatively reporting othe impact of transaction
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output personalisation on consumer satisfaction, dsfaation,andretentionconsumein Nigeria

and UK have showgapsin the literaturgo which thisstudy intends to fill

1.11 Research Value

The rationale for this thesisesnsfrom the fact that there were several quantitative reseaorhes
CRM practicesin MT sectors. But there ia lack of canparative qualitative consumetudy of
| LUPYV Y pgabtizes irthe Nigeria and UKV 07 V HIh#éRMd this thesis contributidies
in its ability carry out a comparative qualitative inquiry which exgéconsumer experiences in

Nigeria and UKas well as houvit fits into previous literatures and theories

1.1.2 Theoretical Contributions

Theoretical contributions providthe platform for validating, challengingr improving upon
available academic theoriemdepinning a subject mattel. KLV 'V \Wh&o&tifial contributios
would shapeand further the existing knowledge imstitutional Theory(Scott, 1987 and
DiMaggio and Powe]I1991h, Consumer UtilityTheory(Fishburn,1968and Zinkhan,1992) and

CRMBT (Labus and Ston010)

1.1.3 Practical Contribution

Thematic findings from this research will form the basistf@rpractical contributionTherefore,
WKLV VWXG\TV RS HUDoWd &<sDittraRfoinidd) the Wal inRv@icMT ILUP V|
servicesare carried outin the MT sectors of Nigeria and UKFurthermore, his contribution
would assist firmsn repositioring their CRM system for improvedonsumer satisfactiomwin and
retention Additionally, MT firms in both contexts would be exposed to the huge opportunities and

threats in their operating environment that camigrove their competitiveness.
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1.2 Nigerian Mobile TelecommunicationsSector

Succinctly, he overarchingaim of thisresearchthesis is to carry out aomparativeconsumer
study into ILUP V { @aeficeson consumer satisfactioand retentionin the MT sectorsof
Nigeria and the UKusing the qualitativénterview approach The relevance o€RM in business
existencesustenancand prosperitgannot be underestimatbécaus€CRM theorywas based on
certainfundamental principewhich heldthat firms needd to understand theoonsumer needs
and wantsso asto servethem satisfactorily and profitdip (ConsumerFramework 2013).
Furthemoreg from the new millenniunfirms across the globe haumeen enbattled with stiff
competitionas a result ofirms quest to win large proportigrof the consuming marketnd new
market entrantsverefast weakemmg existirg marketoperatorsdue to theadoption of new ways
andstrategiesor managindiirms through the implementation of tli&RM strategiegMendoza et
al. 2007).The idea ofCRM holds thafiirms find it more profitalte to retain existingonsumes by
initiating long termbusinesgelationshipsthat targetan improvemento ther needs and wants

(GarridoMorenoandPadillaMelendez, 2011; XandWalton, 2005).

However, it is imgrativeto mention that long term business relationshigtween firng andtheir
consumers werprimarily based orronsumer insight which idriven bytheir personalisedCRM
systens (Xu and Walton, 2005) Again some researchasprovidedoperational, theoretical and
methodological evidencdkat affirmed thatCRM was practicedmore within developethusiness
environmentandfirms (Xu andWalton, 2005; Baksi and Parida, 2012; Wali, Wright and Uduma,
2015) CRM adopton and implementatiom the Nigerian MT sectorhad beerpoorly reportedn

the pastandthereis still a lack ofresearch reportsomparingCRM practices oMT firms in
Nigeria and United KingdomIn Nigerig experiences showeithat MT consumers wer@oorly

managed byirms and thisis evidenced inthe high rates oswitching behaviouts
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Poor consumer management had earned operators (MTN, GLO, Etisalat and Airtel) monetary
sanctionsfrom the NCCsin March 2014for their failures to meet minimum quality standards

(BMI, 2014). The NigerianMT sectorgot liberated from its long moribund teleomunications

journey and was first deregulated in the year 1998ch brought into beindhe establishment of

the NCC as prescribed by Decree 75 of 1982d latercame into effecby 1999 beforethe
deregulationHowever, W K H V flésC@piifi/of the NigeriaMT VHFWRU DV idBd&sédl E X Q C
on thefact that beforehe year 199%rms which were licensed to operate in thectorwere afraid

of investing due to the unstalpelitical climate occasioned by military rule.

FurthermoreNITEL the parent body in theectorwas the only firm running thgectorbusinesss
and otherconsumersocial and economiactivities wee run and managed using the traditional
communication systesntherebycreatingwastagesof employeehours and otherrelated business
resourcesThe return to democratic rule in 1999 boosted confidence in potential inyeshers
the government carried out a more robMSE deregulationin the year 2000 which laid the
foundaton for the V H F Wiierdlation thalNigerna is presentlywitnessing. The main objectives
of theNCC were tocreatea regulatory environment to facilitate the supply of telecommtinita
services and facilitiedacilitate the entry of private entrepreneurs intee MT market, promote
fair competition and efficient market wducs among all players in theector(NigerianNational
Policy on Telecommunications, 2004owever, he year 2000n Nigeriawas calledthe era of
telecoms liberalisation because it brought the Nigtia sectorinto limelight following the
transition to democratic rulas a result of theupportthe government gave to the regulators to
develop a more focused National Telecommunications Policy (NTP) andiisusly induced

confidence opotential investoro invest in the NigeriaMT sector
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However, theresult of this revolution was witnessed in the auctioning afalighobile licenses in
Nigeria bringing about the emergence of MTN Nigeria and EcoBebiiet which isnow known
as AirtelNigeria)as the first two operators thatteedinto the NigerianMT market. The Nigeria
MT sector at present hasfour licensed and competing firms. They are: MTN Nigeria
Communications, Globacom Limitedirtel Nigeria (formerly known as Econet Nigeria) and
EMTS Limited (Etisalat Nigeria). Thegercentagemarket sharesnd market leadershipf the

Nigerian MT operators as at February 20%%lepicted on lgure 1.1 and’able 1.1

Market Shares

EMTN
m Airtel
22,015,685 Etisalat
m Globacom
Figure 11: Market Share of Operators in Nigeria
Source:NCC (Feb, 2015)
Table 1.1:Percentage (Y%pharketshare oimobileoperators in Nigeria

Airtel Etisalat Nigeria Globacom MTN Nigeria

Nigeria Nigeria

20% 16% 21% 43%

Source:NCC (Feb, 2015)

The data from igure 11 and Rblel.1showthe market shares of operating firms in the Nigerian

MT sector. Data showed that MTNa$ the largest market share of 488akingit the market
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leade, Globacom has 21%making itthe secondn the market,Airtel controls 20%of the market
making it a market challengerand Etisalat possessel6% of the market making i market
follower. However, it is important tnote that MTN has always takéme lead in thesector since
its liberation in the year 2000and there hasalways been keen market competitibatveen
Globacom and AirteNigeria E.g.as at March 2014 Globacom was rated the second isettter
and Airtel was the thirdbut as ofMay 2014 Airtelcontended the markstrongly and took ¥
position whilst Globacom Nigeria became the3™. Furthemore as at April 2015 Globacom
overtook Airtel Nigeria to take the second positiogiNCC Q1 Report, 2015)Similarly, he
NigerianMT sectoris ranked one of the largest and fastd3t market in Africa and among the
ten fastest telecommunications growth magketthe world (BMI, 2013). The sectorover the
yearsis considered onef the largest sources of revenues to Nigerian treasury amounting to about
USD25 billion as at December 2014 (NCC, 20;15uwah, 2011). Theectorhas created over
twelve thousand 12,00direct employments and an estimat@drillion indirect employmeistso
far for Gross Domestic®®duct (GDPhascontributed 0.6% in 2001, 5.2% in 20B15% in 2013

and 8.58 in 2014NCC, 2012; NCC, 2014).

1.2.1 Nigerian MT ConsumerBackground

As of February2014 the Nigeria GSM market hd®7 million activeconsumey utilizing MT
services andhasattracted over USD2Billions investments between 2001 when it was liberated
through2013. Specifically, over USD$15 billisrcame from foreign investors and over USD10
billion came from indigenous investors. Further, earningcpasumerline in 2001 was estimated
at $48.21and declined to $17.80 in 2005ubsequentlydeclined to $11.26 in 2008 artden
declined byfour per cat (4%) in Q4 of 2013 (BM, Q1, 2013 and 2014; ITU, 2010).This
consistent declinen earning per user from 200p unti 2014 in theNigerianMT sectorwasdue

to perceiveddegee of consumer dissatisfactiomhis wa against the much laudedT firms
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investmenin infrastructue between the year 2012 which wag at N347 billions Naira onlgnd

N979 billionNaira only in 2013NCC Q2, 2014)

However, recent repatstatethat in spite of these lauded investments MT infrastructure
consumers wereonfronted withMT network filures resulting from por telecommunications
serviceswhich attracted the fine oBix Hundred and Forty éven pomt Five Million Naira
(N647.5M), which was an equivalen{$3.89M) onthreeMT operatordMTN, Glo and Airtel)for
failure to meet its qudy of service (QoS) target from March 2013 throulginuary 2014NCC
Q1, 2014).NCC further directedhose affecteaperators to stop thiesuanceof new SM cards
forthwith for their inability to meet quality standamhdconsimer expectation€NCC Q1, 2014).
This service bottlenecland presumedhigh level of service dissatisfactidoy consumerwas
reportedto havecompelled rapid switching behaviours amongst telecoomsumer Thus they
werespendhg above their budget linashilst searching fonetwork satisfaction that woukhable
them communicate easilyrhe studyfollows that the Institutional Theory Consumer Utility
Theoryand CRMBThasnot beercomparativelyinvestigatedn the Nigerianand UKMT sectos,

therefore the rationale for adoptitigese theorieas guide.

1.22 The Nature of Nigerian Mobile TelecomsConsumerBuying Behaviour

Nigerian consumes are considered as passionate buyer®fservicebecause it is a society
where citizens create happiness tbemselvesin spite of the poveyt they face. Nigerian
consumeibuy MT services for different reasoasid ®me are for the purpesof communicating

with friends, relatives as well a8 seek for ae form of helpor another. @Ghers are for security
reasonsconsidering the high level of insecurity in the country and for business purposes. It is
important to mention that despite the challenges of poor network services with conddiming

service in Nigeriaan estimated 70 per cent are subscribed with more thaMdnms (NCC,
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2014). For NigeriansMT services constitute a critical part of their social and economis. live
Figure 1.2depicts the behavioural buying considerations of gigi\igerianMT consumemvhilst

deciding to purchas®T services

Step 3
Step 1
Step 2 Purchase Products andg

Mobile Telecoms Considerations: Services Based on Stef

Network Awarenes: 4

Bill Boards/Radio Mobile Network Service 2 and Switching

Adverts Availability/Accessibility/Coverage between Mobile
Telecoms Service Lineg

Figure 1.2 NigerianMT ConsumeDecision Making Process

1.3The United K L Q J G RVPHjid TelecommunicationsSector

The UK MT sectoris adjudged one of the most regulated across the dgibeelopments in the

UK mobile telecommunicatiosectoraredated back to thé9 VvV 7KH 8. WHOHFRPPXQ
sectoris a significantcoreof the UK economyandcontributes immensely to its GDP. Axding

to reports the overall turnover of the Ukobile telecomssectorgrew by 7%with £50.8bnin

2010 which wasan equivalent of US$92.3billion®©fCom, 2013). In 1985, the UK government
licensed two national operators Cellf@lecom Securicor Cellul&adioand RacaVodafone to

provide a cdular radio service in the UKoflowing the privatisation othe British telecoms (BT)

in 1984 Competition in theindustry developed rapidlytherebycreating the platform for an
approximatd 17 fixed telecommunications providers, 5 mobile providers, 59 mobile service

providers andtherinternet service providerSomnunication Workers Union2004). The year
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2001 was consideredhe new era in thesector due tothe establishment ofhé Office of

Communications (OfGm) as the new regulator of ttedlecommunications sector.

The Department is responsible for the granting télecommunications licencen€e the licence

is grantedthe Office of Telecommunications issponsible for its enforcemewhilst the Office of
Telecommunications (Oftel) is the regulator for the British telecommunications ndOétel has
three directorateghe regulatory policy which is with Offin, compliance directoryrad business
support directory.The regulatory polig directorate is responsible for developing policies on
telecommunications. Complianarectorate ensuretelecommunications companies ehe¢heir
obligations under telecoms and conien laws and regulationsvhile the business support
directoratesuppots the entire organisation (Bichta, 2001). However, the last few 2205
through 2013have seen the fivenain mobile network providergodafone, @ange, FMobile,
02UK and 3UKcompeting vigorously for the Ulobile telecomsconsumermarket Figure 1.3

depicsthe percentagenarket shareand market leadershgd UK MT operators as at June 2014.

20%

15% -
10% -
11 )

Vodafone Orange Tesco Virgin TMob|Ie EE Others
Mobile  Mobile

Figure1.3: Market share of UKMobile Telecoms Operators
Source:Statista (2014)
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1.31The UK MT ConsumerBackground

About 80% ofUK adults have a mobile phone CWR0(4) and 90% of UK householtave at
least one mobile phon21% of consumes now regard their mobile as their main device for
making and receiving calls (Oftn, 2014).OfCom (Q2) consumereport (2014) showethat one
third of consumerin the mobile markets hadver switched suppliers-urthemorg OfCom data
indicatedthat 40% of UK fixed-line consumerand 36%of mobile consumehave changed tariff
packages with theirurrent supplier at some stag®&3% of internetconsumes had changed their
tariff or package with their existing supplier, whereas only 288bswitched supplierAvailable
data from OfCom (Q3 2014)showed that between 84% and 93% consumer which had
switched in each of the communications markefsorted that the process of switchisigpplier
was very hectic (Of@m, Q3. 2014).The data indicatedhat UK mobile telecommunication
consumers werat some stagswitching tariff and suppliershus raisinghe ovearching curiosity
in this thesisasto find outwhy UK MT consumers werat some poinswitching suppliers?
However,the UK 2013 Of@m report hadit that satisfaction levels in thRIT marketsfairly
increased significantly since 2012nlike between2002 through 2009. Thdair increasein
consumer satisfactiolevel was catalysed by increasembnsumerquest for value for money see

Table 1.2
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Table 1.2 UK Ofcom Consumer Satisfaction Report

Description Very Satisfied Fairly Satisfied
Overall Service Q1. 41% Q1. 51%
Q2. 42% Q2. 49%
Value for money Q1. 31% Q1. 50%
Q2. 25% Q2. 52%
Cost of Calls to mobile Q1. 27% QL. 47%
Q2. 27% Q2. 45%

Source OFCom Repori(2013)

However, drawing upon dble 1.2it appears that UKMT consumersatisfactionlevek was
fluctuating prompting the question as to wiy spite of the huge investment dme UK MT

infragructureconsumer satisfactiomas unstable

1.32 Nature of UKV ORELOH TéheumérRWivig Behaviour

The UK is a literate society and the percentage of people living within povertg Bisémated at
19% UNICEF (2009)and thisis verylow compare with thatof Nigeria However,arecentreport
haspredicted that the number of poor people in the UK will ris®% by 2020 and 24%y the
year2021 (UNICEF, 2013).Further,despite the increasing gap between the rich and the poor in
the UK as reported by UNICE (2009, 2013)UK citizensstill havestrong penchant and latent
power forbuying MT services. Thisis due tothe availablesocial and economic securities for its
citizens which ensurethat the poor getqual access to basic telecommunication senfarethe
purpose of informationgathering and communication Figure 1.4 depics the behavioual

considerations of UMT consumemvhilst deciding tgourchaseMT services
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Step 1

Mobile Telecoms
Network Awareness:

Step 2 Step 3

Considerations: Contract Purchase Products
Terms and and Service Based o }
Flexibility/Prices/Service Price & Contract
Upgrade Duration

Print Media/TV
Advert/Personalised
Fliers

Figure 1.4 UK MT ConsumeiDecision Making Process

1.4Why Compare Nigerian and United Kingdom {MT Sectors

The V W X iGtefitn to compar€RM practiceson ME in the Nigerian and UKMT sectorswvas
that existing literaturehad extensively researched in@RM in the developed economies like the
UK, but literatureis weakon the ME of CRM in the Nigerian MT Sectorin comparison with its
UK counterpart Therefore, it is the intention of thikesisto comparativelyunravelif theimpact

of CRM practices orthe ME on NigerianMT consumermwould have the same impact dMT

consumein the UK

1.4.1 Political Justifications

Nigeriagot itsindependence from Britain in Octob®#96Q Three years laten 1963it becamea
republic. Thismeantthat Britain is the mother of Nigeria antle sustenance and survival of the
Nigerian economy vwsa made possible through the instrumentality of the British government.
However, Nigeriaswitched into democratic rule 1999 after 19ears of militarydictatorship
which hinderedits developmentrom independence in 196@However, current events such as

corruption haveplaced Nigeria in the front burnef corrupt nations in the world and withhigh
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number of people living in abject povertyn the contrary the UK is a wealleveloped nation with
its democracy spanningver 800 years (eight centuries) agine UK government legislateon
people oriented palies though it is criticized & a highly tax oriented countriiowever,it has
strong forensic institutions that halp mitigating corruption andts related tendencies. Therefore,
drawing from the piitical history of both countries thithesischase to comparexperiences of
MT consumerin Nigeria and UK based on political differees as wellbecause Nigeria vga

reputed for corruptiomhilst the UK is known for anttorruption practices

1.4.2 Economic Justifications: Quality of Living Standard

Nigeria is reputedo beamongst nations whosgproximated0% live in abjectpoverty (World
Bank Report, 2013. However, the Nigerian governmentas failed to provide any form of
economic palliatives to boost theitizen wellbeing in the face of poverty and deprivation.
1L JH Wtdddnvcand socialnfrastructurs like the scarceunavailabilityof electricity to prompt
micro and macreeconomic activitieswhich have madethe cost ofoperaing MT business in
Nigeria very expensivand outrageousee Figure 1.9Jnavailability of electricity hagprompted
MT firms to report that the cost of deliveringMT serviceswith private power generation
platforms washigh in Nigeria andthusinfluenced their service pricNCC Report, Q2 2013).
Furthemoreg despite this huge percentage Nigeriansliving in poverty, which is estimatedat

eighty per cent 80%gverseventy per cermt0% ofNigerianshave mobile phongNCC, 2014)

Wherea inthe UK the government waliving up to its esponsibilities to ciiens and business

firms through the provision of basic public and economimenitieslike roads, housing,
electricity, water, rail services, health care service, good and affordablerygreeaondary and

tertiary educationTheUKJV VRFLDO ZHOIDUH ODZ1942 Whéh thy Bévétitigeéy D E O |
report proposed a system of National Insueabased on three assumptions of Famlyvweaances,

National HealthService and Full Baployment §picker, 2015)However, this law has undergone
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several reformsThe latest of it was the UK National Social Report of 20I2e NSR (2012)
repors itemised the current social dimensions in the UK, whilst highlighting the key challenges
facing the UK. Thereport went uW KHU WR RXW O L Q HespoKss tor Rheskl cu@dhtH Q W
challenges anchts strategy wa primarily targeted dvK child poverty concerns and waovered

in the UK Nationd Reform Programme (NRP) report which svebcussed on promoting gvth

and employment (UK National Social Report, 20I12)e UK government is concerned on how to
improve the lots of its growing populatiothrough the provisio of employment for the youths
and otheffinancial benefits Also the government providgsb seekers allowander unemployed
Overall somesimilarities between Nigerian and the WKT consumers arthat the gap between

the poor and the rich in Nigeria is widening by the y&dwsld Bank Repor2013 andin the UK

it is also expanding rapidlfUNICEF, 2010; 201). However, despitetheseratesof poverty
citizens in both countrieare still purchasin®T servicesassubstantiated witdata onTale 1.3,

Table 1.4 and Figure 1.

Table 1.3:Happiest Country between Nigeria and the UK

HPI Country Life Expectancy | Wellbeing | Ecological | Happy Planet
Ranking Foot print Index
125 Nigeria 51.9 4.8 1.4 33.6
41 United 80.2 7.0 4.7 47.9
Kingdom

Source Global Finance (2015)
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Table 1.4:Key Ranking Index

Experience Well-being Life Ecological Footprint
Expectancy
Good More than 6.2 More than 75 Less than 1.78 which equal
WR ZRU©apdcVy E |
Middling Between 4.&nd 60and75 Between 1.7&nd3.56
6.2
Poor Less than 4.8 Less than 60 Between 3.5@&nd7.12

Source GlobalFinance (2015)

Figure 1.5: Emerging Nations, thBRIC andMINT. Source:21HLO O Eff2@B)U WL Q

1.4.3 LegalJustifications

Additionally by virtue of being a British colongnglish Law isstill a source of Nigerian law and
applicable inNigeria through the mechanism of local legislation. The English laws so received
from UK consist othe Common Law of Ergnd, the doctrines of Equitihe Statute of General
Application in force in England on tHest of Januaryl890 andthe Statute and Subsidiar
Legislation on specified matters (The Nige Weekly Law Reports, 2014). Therefore, the Legal
MXVWLILFDWLRQ IRU FRPSDULQJMILsé¢idd is duddt@QtGe aQ thél biodh . L Q J

countries sharasimilar common lawsystem
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1.4.4 Technological Justificatiors

Businesses in the UK depehdyhly on the use oddvancedechnology in order to manage time
andotherbusineswaluables hencemostfirms in its economy were irgy 21% centuryinformation
technologicalsystems for fosteringusiness transactiong.g. IT infrastructure is predominantly
used in the telecommunications, education, health care, manufacamthtzansportsectors
respectively Further the use ofcutting edge technologyn UK hashelped in optimisingesources
of MT firms andin sustainingfirms over the past centurietr Nigeriathe use of 21" centuryIT
infrastructure for business operations and sustenansere poorly utilized. E.g. the
telecommunicationsducationhealth caremanufacturing andviationsectorsrespectively This

is due to the absence of bastconomicinfrastructure which hadled to poor employee
productivity in the MT sectors(Wali, 2013) Currently, in Nigeria the use of information
technology infrastructurdike internet servicesvere inadequately usedby ordinary consumer
becauseheyareexpensive to acquirdhus, W KH U H VjddbflddtighHddchiosingto compare
consumer experiences WiMT servicesin both countries is due to differences in technological

adoption and im@mentation

1.4.5 The BRIC and MINT Justifications

The concept of BRIC and MINTaises more justificatiofor comparing Nigeria and the UMT

sectors $FFRUGLQJ WR ZBRIGdtand3 for Brazil, Russia, India, China and he opined

that the BRIC countries would be the ecamic powers of the 21st centun2 f1HLOQ
propoundedWKH DFURQ\P 30,17  ZMeéxk& IndovéxR KigdrR @ndTurkey and

argued that the MINT countries woultk the next great emerging marketghich would take up

WKH ZRUOGYV HFRQRPLF OHDGHUVKLS IURP WKoHalkdlre &V D C

emerging nations.2 1 1 H Lebdddmic forecast was on the fact tRHNT countriesall possessed
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very young populationghey werein good geographical locatis and thathey werecommodity
producerswhosegoods weremade for saleThe source further stateétat Nigeria wa a mixed
and middleincome based economy asd an emerging market with expandinigterest in the
telecommunications, entertainmeand in fnancialsectors which places in a strategic position

to compete in the future with leading economic powers.

Further,Nigeria was ranked 52nd the year2000 and later 40th ithe year2005 in the world in
terms of gross domestmroduct (GDP)and purchasing power parity. §eria wa reputed as the
largestin populationwithin the African continent and it was on track to beconong of the 20
largest economies in the world in tesrof Nominal GDP by the year 205 2 T 1 KRDDGHopined
thatwith NigeriafV VW U D W H J In€ar $hie Atlavitit Bi@artod the rising continent would
enjoy comparative advantage time commodityof oil and otherminerals.Although some of the
problems inNigeria were poor governmentinfrastructure high level ofcrime, unavailability of
electricity infrastructure,corruption and povertyHowever, the authors wereptimistic that
irrespective of the ogoing systemic and institutional challendasing Nigeria, it would emerge
as one of the world leading econies) by the year 2050, hencthe choice of comparingthe

Nigerian and UKMT sectors

Table 1.5 MINT Country Statistics

Indonesia Nigeria

Mexico and Turkey have Indonesia, Nigeria and
a per capita GDP that is Turkey grew faster than
comfortably middle class India and Brazil in 2014
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1.5Research Aim

Pursuance to the background information on the Nigerian anMUksectorsthis thesis aims to

carry out a qualitativeomparativeconsumer studyThe overall aim is to examine and analyse
through such a comparative consumer study in the mobile telecommunications (MT) sectors of
1LJHULD DQG 8. LQWR KRZ ILUPVY &50 SUDFWLFHYV DQG PDUN

consumer satisfaction and dissatisfaction.

1.6 Research Question

In thelight of the above ainthe overarchingresearchyuestionis how doCRM practicedoy MT
firms in Nigeria and the United Kingdom positivety negatively influencéheir ME in terms of

consumer satisfactioulissatisfactiomnd service retention as well@sminationexperience®

1.7 Research Objectives

Drawingonthe overriding researajuestionthe key objectives of this thesarestated below.

I. To examine thenature of CRM practices byMT firms in Nigeria and the United Kingdom.
Understanding the naturd €RM practices by MT operatoris both contexts is important
becausestudiesillustrate that good CRM helpedbusiness success and sustaiitglf Customer
Framework, 2013Wali, Wright and Uduma, 2015). For exampéereport from Nigeria has it
that thepractices oMMT operatorshad negative impaain firms, consumer satisfactiomhereby
leading to high rates afonsumerdefection(NCC, 2012).The NCC report indicateshe link
betweenlnstitutional Theoryand Consumer Utility Theoryhence he need to ascertain this

claim in a research study.
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Il. To analyse research data collected froomsumes in an unbiased study dhe Nigerian and
UK MT sectorsconcerning their satisfaction amiissatiséctionwith servicesprovided by their
subscribing firmsFirms existand survive due tqa) creatng satisfactiorfor consumes; and(b)
to make profits However,the actualisation ofl L U Rjwdfs and objectivess dependenton
consumersatisfactionand willingness to retaitheir services The studyses out to understand
and strengthen the perceived relationship betwestitutional Theory CRMBT and Consumer
Utility Theory. For example, fom the Nigerian conteXtiCC (2012) it was reported thaMT
firms hadinvested over US $12billions in building tel@smunications infrastructure, siate
these huge investmentesnsumer dissatisfactiaeportis on the increasaVhereas fronthe UK
MT sector reports fromthe Office of Communication$2013) showed that Ukkonsumers were
fairly satisfed in Quarter 1 and Quarter two of the say@ar This implies thatvithin the year
2013consumeiin the UK were neithedissatisfiednor satisfied.Hence, these reasons makes
objectiveimperatve 7KHUHIRUH DQ XQGHUVWDQGLQJ RI ILUPVY &5
study with unbiased data for realistic recommendations.

lll. To identify and analyse théactors that helgo enhance the satisfaction BT consumerin
Nigeria and UK.This objective is criticabecause it wouldhelp in identifying those factorsf
satisfaction whiclconsumesexpectfrom theirMT suppliers It would assisbperatordo improve
on consumer satisfaction and enable this study tooffer strong theoretical and practical

recommendations.

IV. To analyse whatelads to consumer dissatisfactiowith MT servicesin Nigeria and UK.
Identifying consumer dissatisfactiofactors is impaotant because it willprovide managerial
cautian for MT firms in both contexts iview of theirassumed aspiratiorsf reducingcurrent

levels ofconsumer dissatisfactiandto increasesatisfaction
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V.

V1.

To evaluatevhy consumes terminate services of their subscribidd firms in Nigeria and the
UK MT sectors respectively. Objective five is important @&ni in line with the NCC Report
(2012; 2013) about termination factorsThis report shows that the consumer market fdviT
servicedecreasedaignificantly betweer2012, 2013 ad 2014 as a result of service terminations

and defections frorane operator to another.

To identify factorsleadingto consumerservice retention in the Nigeria and WAT sector
Previous studies have shown that retainedsumers werkess expensiveotmaintain than new
once (Dawkinsand Reichheld, 1990Buttle, 2006b;Buttle, 2014; Angand Kruger and Mostert,
2014). Thereforethe need tadentify the determinant factors for winingpnsumerret