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ABSTRACT
This study examined mobile telecommunication users’ perception of service providers, with regard to information provision as
well as advertising and representation of services. The study was conducted in Ibadan – a Nigerian municipality. The objective
was to determine whether information provision and advertising and representation of services will significantly impact the
perception of the telecom users. Using convenience sampling technique, 626 respondents were selected among the consumers of
four telecommunications service providers - MTN, GLO, AIRTEL, and ETISALAT. Data was collected with a 5-point Likert
scaled structured questionnaire developed from the Nigerian Communications Commission’s (NCC) consumer code of practice
regulation for telecom operators in the country. Descriptive statistics was used to group the observations. Findings showed that
subscribers of MTN and GLO perceived their respective providers negatively with regard to providing required information as
well as the representation of their products in advertising. It was recommended that NCC should be more proactive in gathering
primary data from the users in order to be able to understand the situation and level of compliance with their various regulatory
documents. Service providers were also advised to ensure that consumers’ desires are met in order to continue to be in their good
books.
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1. INTRODUCTION
The world’s current population is estimated at about 6.9
billion people [30]. Out of this figure, about 6.8 billion
have been verified to own a mobile phone [10][19]. This is
a staggering 98 percent of the human race. The mobile
phone has been said to be the fastest diffusing innovation of
all time, taking just a few years to reach the furthest part of
the world [7][24]. Mobile phones have out-diffused
virtually every prior technology including; bicycles, radios,
television sets, wallets, and wristwatches, and has done so
in twenty-five years [24][11]. At the moment, China, India,
United States, Indonesia, Brazil, Russia, Japan, Pakistan,
Germany and Nigeria are reported to be the top 10
countries in the world with over 100 million mobile
subscriptions [19]. Out of the global 6.8 billion subscribers’
figure, the total corresponding to the developed world is
estimated to be 1.6 billion while the remaining 5.2 billion
plus, belong to the developing economy.

Of the figure corresponding to the developing world,
subscribers on the African Continent are estimated to be
545 million. Nigeria with an estimated population of 162.5
million according to The World Bank [30], is reported to
have an active mobile subscribers base estimated at about
106.9 million out of the total subscribers of 143 million
people [21]. Nigerian active mobile subscribers hence
represent about 65.8 percent of the entire population.
Furthermore, Nigerian subscribers also constitute about 19
percent of the total mobile telecom subscribers on the
African Continent, a feat that has earned the country the
first on the African continent and the 10th place in the entire
world. Mobile telecommunications service provision in
Nigeria is currently shared among four companies that
include; MTN, GLO, AIRTEL, and ETISALAT.
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Statistics showed that among the subscribers of mobile
service in Nigeria, MTN subscribers top the list with over
47 million subscribers constituting about 43.3 percent of
the total GSM subscribers in the country. GLO is the
second with subscribers’ base of over 24 million which
represent about 22 percent of the total market share and it is
followed by AIRTEL with over 23 million constituting
about 21.1 percent of the total market share. ETISALAT
currently has the least subscribers of about 14 million plus,
representing about 13.6 percent of the total market share
[21].

i.

ii.

iii.

iv.

Despite the fact that mobile telecommunications consumers
in Nigeria have been ranked among the top ten consumers
of mobile services in the World according to mobiThinking
[19], Nigerian mobile subscribers still groan under the poor
performance in service delivery by the four
telecommunications service providers in the Country. For
example with over US$ 5.750 billion investment recently
ploughed into network expansion projects by operators in
the market, Nigerians are yet to feel the impact in terms of
improvements in network quality with drop calls,
unsolicited text messages, sudden tariff deductions and
incoherent voice transmission still prevalent in the industry
[34]. In an article by Famutimi [5], it was reported that the
Director of Public Affairs of the Nigerian Communications
Commission; the regulatory authority overseeing the
telecommunications sector, asserts that the service
providers are seriously lagging in meeting the required
performance index set by the commission and further
encourage the consumers to take service providers to court
on account of flouting required regulations. The advice
given by the Director according to the article, came as a
result of a poll it conducted on its consumer portal;
www.consumer.ncc.gov.ng, which indicated that 81.52 per
cent of consumers it surveyed in February 2014 were
dissatisfied with the services rendered by their operators. It
should be of note that primary studies of this type that
obtain the opinions of the consumers will provide effective
views and hence help in the decision making processes of
both operators and regulatory bodies.

Nigerian telecom consumers’ perception of
service providers in terms of their provision of
information to consumers
Nigerian telecom consumers’ perception of
service providers in terms of their advertisement
and representation of services.
The differences in the perception of MTN, GLO,
AIRTEL and ETISALAT consumers in terms of
provision of information
The differences in the perception of MTN, GLO,
AIRTEL and ETISALAT consumers in terms of
advertisement and representation of services

To provide answers to the stated objectives, the following
research questions guided the study:
1:
What is the perception of Nigerian telecom
service consumers about service providers in
terms of provision of information?
2:
What is the perception of Nigerian telecom
service consumers about service providers in
terms of advertisement and representation of
services?
3:
What is the difference in the perception of MTN,
GLO, AIRTEL and ETISALAT’s consumers in
terms of provision of information?
4:
What is the difference in the perception of MTN,
GLO, AIRTEL and ETISALAT’s consumers in
terms of advertisement and representation of
services?
The remainder of this paper is organized as follows: the
next section presents the review of related literature. The
methodological procedures adopted in the execution of the
study were then presented followed by the results and
discussion. The conclusions and recommendations finalized
the paper.
2. PREVIOUS STUDIES
According to Levin and Gaeth [17], provision of product
information and the way products are represented in
advertising go a long way to shape the buyers’
perspectives. This definitely is not only in the
telecommunication sector but across several other industry
sectors. Studies have explored the provision of product
information to consumers and some have made conclusions
on producers’ intentions as far as product information
provision to consumers is concerned. According to Nelson
[20], the producer in his advertising is not interested
directly in providing information for consumers but in
selling more of his product. He further stated that the
advertising message says anything the seller of a brand
wishes and this practice is only subject to a few constraints.
Exploring the cognitive effect of deceptive advertising,
Olson and Dover [23] defined deceptive advertising as one
that creates a false or incorrect belief about the product.

Hence, the kernel of our study is to assess from the
consumers’ perspectives, two variables from the regulatory
framework provided by NCC which stipulated the general
consumer code of practice that the telecommunications
service providers must adhere to, and subsequently find any
differences; based on these variables, in the assessment of
the consumers of the four mobile service providers in
Nigeria. The two variables are: provision of information to
consumers and advertising and representation of services.
Provision of information to consumers gives the minimum
requirements for the telecom operators as far as service
description, contracts information, pricing information and
so on are concerned. Advertizing and representation of
services, on the other hand, stipulates the directives for
product representation in adverts, unsolicited telemarketing
and the likes. Therefore, our objective in this study is to
examine:
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With regard to creating incorrect belief, a few studies have
also explored the way advertising messages are framed or
presented and its effects on the consumers (Dunegan, 1996;
McCuster and Carnevale, 1995; Shelley and Omer, 1996 as
cited by [18] ). In their study, Martin and Marshall [18]
while investigating the most appropriate message framing
to present to consumers, established that consumers are
often influenced by the framing of advert messages either
negative framing or positive framing.

O’Donohoe [8], and Xu, (2006/2007) as cited by Phau and
Teah [25] were however reported to have said that 79% of
online consumers find receiving mobile advertising through
their phones irritating and intrusive. To curb this intrusion
of privacy, some western countries already have in place
what is referred to as a ‘national do not call list’ [29][33].
Despite the importance of information provision and
advertising practices of service providers to the consumers
of telecommunication services, specific studies on how
telecommunication subscribers view information provision
and advertising practices of the service providers are
currently low as a number of studies in the sector have
mainly focus on issues such as consumers’ satisfaction with
mobile services, loyalty to brands, service quality, price or
call rates, customer care centre service and a number of
other factors [14][31][13][9][22][32][26].

Chandy et al [2] examined the effects of advertising cues
on consumer behaviour in new versus established markets.
The conclusion from their study is that the same advertising
cue can have different effects on consumer behaviour
depending on whether the market is old or new. Cason and
Gangadharan [1] documented the market failure that arises
from incomplete information. To buttress the influence of
product information on consumer behaviour, Kozup et al
[15] while studying the influence of health claims and
nutrition information on consumers' evaluations of
packaged food reported that when favorable nutrition
information or health claims are presented, consumers have
more favorable attitudes toward the product. A similar
study was conducted by Drichoutis et al [4] which
examined consumers’ use of nutritional labels and the
authors stated that nutritional information affects
purchasing behavior because it influences valuations and
perceptions of the product. This makes it imperative for
proper consideration of what type of product information is
made available to consumers [3]. Garella and Petrakis [6]
studied the deployment of policy supporting minimum
quality standards for some products and concluded that it is
appropriate to use minimum quality standards in industries
where consumers cannot precisely ascertain the quality of
goods giving example of the pharmaceuticals or products
with chemical components.

3. METHOD
3.1 Research Design and Selection of Respondents
Survey design was adopted. The study was carried out
among GSM consumers in Ibadan, a Nigerian municipality.
The population of interest was the consumers of the four
mobile telecommunications service providers (MTN, GLO,
AIRTEL, ETISALAT) in the city. Convenience sampling, a
non-probabilistic sampling technique was adopted in the
selection of respondents because of the possibility of
having access to a large number of mobile subscribers
within the study location. In all, 626 respondents were
sampled.
3.2 Operationalisation of Variables, Instrumentation and
Data Analyses
Two main variables were measured in this study. These
were: provision of information to consumers and
advertisement and representation of services. These
variables were measured using other sub-variables
contained in the research instrument. The sub-variables in
turn made up of items that elicited specific information
from the respondents. These items were measured on the
five-point Likert scale ranging from strongly disagree to
strongly agree. A structured questionnaire, comprising all
the constructs treated under each of the variables, was used
in the collection of the required data. The questionnaire was
divided into Parts A and B. Part A collected demographic
information about the respondents as well as the
telecommunication service providers used. Part B made up
of two sections. Section 1 collected data on the first
variable which was provision of information to consumers
while section 2 collected data on the second variable which
was advertising and representation of services. The content
of the different parts of the questionnaire are described as
follows:
a) Part A: Demographic profile of the respondents
were collected and these include; sex, age,
educational qualification, network service
provider(s) used, and the primary network service
provider used by respondents.

Advertising messages have been reported to be conveyed
through diverse media other than the traditionally known
media and there is constant increase in these channels
which has given rise to what is popularly known as mobile
marketing. Apart from the content or the framing of the
message being passed across, consumers are also reacting
to the frequency and channels with which these adverts
messages are conveyed. For example, Shannon [28]
reported that the telephone; an example of a mobile device,
has been called “a uniquely invasive technology” because it
essentially allows solicitors to invade people’s privacy with
little or no restrictions. Mobile marketing is now a veritable
way through which most products are introduced to the
consumers and studies have been carried out on this
channel [8][16]. The telecommunication revolution has
made Short Message Service (SMS) a common advertising
platform (Bamba and Barnes, 2007 cited by [25].
It has been reported that for marketers, SMS advertising
provides several advantages, such as cost effectiveness,
ubiquity, immediacy, and targeted message delivery (Rettie
and Brum, 2001 as cited by [25]. Muk, (2007), Grant and
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b)

i.

•

•

•

•

•

•

Part B: The part B of the instrument collected
data using the 5-point likert scale format. This
part is divided into two sections and each sections
elicited different responses as discussed below.
Section 1 - This section elicited data on one of
the two variables in the study which is provision
of information to consumers. The sub-categories
of variables here include;
Service contracts information: A service contract
according to the Nigerian Communications
Commission is an agreement the consumer and
the service provider enters into in the process of
transaction.
Description of services: This has to do with
instructions and guidelines provided by the
Nigerian Communications Commission with
regard to clear and unambiguous way service
providers should make information about service
provisioning available to the subscribers
Pricing information: This is the assessment of the
service providers based on the provision of clear
and plain pricing information for customers.
Product warranties and maintenance: This
measured whether service providers make
product warranty information available to
subscribers if such is available for a product or
service purchased and also the clarity of the
language used for such information.
Fault repair and service interruption: This is a
measure of how service providers make available
to consumers, avenue through which information
regarding fault repairs and service interruption
can be reported.
Access to emergency services: The Nigerian
Communications Commission stipulated that
service providers should make available avenues
through which emergency reports can be made.

•

•

Advertising of packaged services: It is expected
that if a service provider represents in advertising
materials that a service is provided as part of a
package, the provider must ensure that it supply
all components of the service package.
Unsolicited
telemarketing:
Unsolicited
telemarketing has to do with direct-to-phone
marketing used by the service providers as well
as their partners.

The instrument comprised five items for the demographic
variables, 20 items under the provision of information to
subscribers and 10 items under the advertising and
representation of services variable. In all, there were a total
of 35 items.
The instrument passed content validation by three experts
in social informatics research. After data collection, items
reliability were tested using computed Cronbach’s alpha
value (Cronbach’s alpha = 0.893). Data was collected
within a period of two months between August and
September 2013 by the researchers with the support of 4
research assistants. In all, the study earmarked a sample
size of 700 out of which 626 (89.4 %) were certified to be
valid for analysis. From the remaining 74 copies of the
questionnaire, seven were not properly filled by the
participants while the remaining 67 were not returned. The
data used in the analysis was therefore based on the
properly filled 626 copies (MTN=287; GLO=123;
ETISALAT=119; and AIRTEL=97) of the questionnaire.
Using Statistical Package for the Social Sciences (SPSS)
software, frequency distribution was ran on all variables
while the variables used to measure provision of
information to consumers and advertising and
representation of services were re-coded as (1=strongly
disagree + 2=disagree) = (1=disagree), (4= agree + 5=
strongly agree) = (2=agree), and (3= undecided) = (3=
Undecided) to provide a summarized perception of the
respondents which were then presented in tables and charts.

The items under each of the above sections were culled
from the Nigerian Communications Commission’s
consumer code of service regulation; a document on which
this study is based. Each of the items in the different
sections were directly taken from this document and
phrased in ways that subscribers were able to relate with.
ii.
Section 2 - This section elicited data on the
second variable in the study which is
advertisement and representation of services. The
items under each of the sections were also culled
from
the
Nigerian
Communications
Commission’s regulatory document on which the
study is based. Below is a brief discussion of the
sub-categories of variables under this section:
•
Availability of services:
The Nigerian
Communications Commission stipulated that in
advertising a product or service offered, service
providers must state if there is any technical or
geographical limitations that may hinder the
availability of such service.

4. RESULTS
4.1 Demographic Characteristics of the Respondents
a) Participants’ Sex: Figure 1 presents the
distribution of the respondents based on their sex.

Figure 1 – Sex Distribution of the Respondents
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The sex distribution is represented in Figure 1 which shows
a clear distinction between the two categories of the study’s
participants.
b)

4.3 Service Providers Used and Preferred
The respondents were asked to specify the service
provider(s) used and the one preferred. Under the service
provider used, respondents were able to select up to four
service providers and then specify which one was being
used as the primary line under the item for primary network
used.
a) Subscribers with Multiple Lines: Figure 3
shows the distribution of the number of network
subscribed to by individuals who participated in
the study.

Participants’ age group: Participants in the
study were grouped into four age groups and
these are: 15 – 24; 25 – 34; 35 – 44 and 45 –
above. Table 1 shows the distribution of these
age groups.

Figure 3 – Numbers of Mobile Service
Operators Used by Respondents
From Figure 3, the respondents participants who were
customers of two service providers topped the list with a
total of 362 (57.8%). A breakdown of this statistics is
shown in Table 2.

From Table 1, respondents within the age range 15 – 24
have the largest representation with a total number of 257(
41.1 valid percent), while the age group 45 – above has the
least participants with 30 (4.8 valid percent) .
4.2 Participants’ academic qualifications: The academic
level of the respondents is presented in Figure 2.

From Table 2, MTN subscribers topped the list across those
who subscribe to multiple networks. One hundred and
seventy four (27.8%) of the 362 respondents who
subscribed to two networks reported that their primary line
is MTN. Of the 287 respondents who reported MTN to be
their primary line, only 66(10.5%) of them make use of
only MTN without subscribing to other service providers.

Figure 2 – Respondents’ Educational Qualification
Figure 2 shows that majority of the participants were
educated to the tertiary level with eighty-eight percent of
them belonging to the tertiary category while just 7% of
them stopped the education cadre at the primary school
level.
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b)

Primary Network Used by Respondents:
Figure 4 shows the distribution of the participants
based on the primary network used.

Figure 4 – Primary Network Used by Subscribers
MTN subscribers were ahead of others as shown in Figure
4 and Table 3. Subscribers who reported that MTN is their
primary line were 287(45.8%), those who said it is GLO
were 123(19.6%), subscribers who subscribed to Etisalat as
their primary lines were 119(19.0%) whle those whose
primary line is Airtel were 97(15.5%).
4.4 Research Questions
This section presents the results based on the four research
questions this study sought to find answers to. The
questions and the responses from the study’s participants
are presented in the following sub-sections:
a) Consumers’ Perception of Service Providers in
Terms of Provision of Information: The first
question this study sought to find answer to was
the perception of Nigerian telecom service
consumers about service providers in terms of
provision of information. Table 4 provides the
frequency distribution of the responses.
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Table 4: AGGREGATED RESPONSES FOR PROVISION OF INFORMATION TO SUBSCRIBERS
AGREE
SERVICE CONTRACT INFORMATION
My service provider usually make available to me a copy of the agreement for
the provision of services whenever I make a request for it
Item 2
The language used in such agreement, including the technical details, is
usually plain and clear.
DESCRIPTION OF SERVICES
Item 1
Before subscribing for any service, my service provider usually provide me
with a complete description of such service in clear and plain language,
without unnecessary technical terms
Item 2
My service provider usually supplies information on the service quality levels
offered
Item 3
My service provider usually supplies information on the waiting time for
initial connection.
Item 4
My service provider supplies information on any area(s) covered by any
service offered.
Item 5
My service provider supplies specific information regarding any
compensation, refund or other arrangements, which may apply if contracted
quality service levels are not met
Item 6
Where services are packaged with one or more other services or products, my
service provider supplies me with a description of each service or product
Item 7
Where services are subject to upgrade or migration options, I am usually
provided with clear and complete information regarding the upgrade or
migration terms, including any changes in service performance
PRICING INFORMATION
Item 1
Before a contract for service is entered into, service provider usually inform
me of the applicable rates or charges
Item 2
Before a contract for service is entered into, my service provider usually
inform me of what the charges include
Item 3
Before a contract for service is entered into, my service provider usually
inform me of each part or element of an applicable charge, and the method of
its calculation.
Item 4
Before a contract for service is entered into, my service provider usually
inform me of the frequency of the charge or other circumstances that give rise
to the charge.
PRODUCT WARRANTIES AND MAINTENANCE
Item 1
Before entering into a contract to provide services, my service provider
usually inform me of any warranty relating to products supplied for use in
connection with the service.
Item 2
My service provider usually provides specific information regarding any
maintenance services offered.
FAULT REPAIR AND SERVICE INTERRUPTION
Item 1
My service provider makes available avenue through wish I can report faults
24 hours a day.
Item 2
My service provider usually give an advance warning of anticipated service
interruptions or planned outages, including details of the interruption or outage
Item 3
Fault repair is usually carried out at reasonable time by my service provider
ACCESS TO EMERGENCY SERVICES
Item 1
My service provider provides avenue for reaching emergency services
Item 2
My service provider makes it possible to call emergency services free of
charge.
Item 1
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DISAGREE

Count
192

% of
Total
30.7

Count
300

% of
Total
47.9

193

30.8

280

44.7

263

42.0

287

45.8

240

38.3

259

41.4

250

39.9

244

39.0

203

32.4

301

48.1

147

23.5

363

58.0

224

35.8

289

46.2

245

39.1

298

47.6

244

39.0

330

52.7

236

37.7

274

43.8

185

29.6

281

44.9

202

32.3

307

49.0

233

37.2

286

45.7

241

38.5

265

42.3

361

57.7

191

30.5

345

55.1

193

30.8

376

60.1

166

26.5

184
156

29.4
24.9

299
329

47.8
52.6
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Table 4 provides a clear overview of the overall
perceptions of the consumers with regard to the provision
of information by the mobile telecommunications service
providers. From the table, those who adjudged service
providers to have failed in their provision of Service
Contract Information, Description of Services, Pricing
Information, Product Warranties and Maintenance, and
Access to Emergency Services were distinctly more than
those who perceived the service providers to have done
well. The result however showed that the majority of the

respondents perceived the service providers to be up to the
task in terms of Fault Repair and Service Interruption.
b)

Consumers’ Perception of Service Providers in
Terms of Advertisement and Representation
of Services: Table 5 shows the aggregated
responses of the respondents in relation to their
perception of service providers’ advertisement
and representation of services.

Table 5: AGGREGATED RESPONSES FOR ADVERTISING AND REPRESENTATION OF SERVICES
AGREE
AVAILABILITY OF SERVICES
Item 1
Advertising materials that promote the availability of a service usually
indicate any geographical limitation.
Item 2
Advertising materials that promote the availability of a service usually
indicate technical limitations that mainly affect the performance of the
service.
Item 3
My service provider usually makes it clear in any advertising materials which
promote a service offer any limitations in the offer which restrict it to a
particular group of people.
Item 4
My service provider usually makes it clear in any advertising materials which
promote a service offer, any limitations in the offer which restrict it to a
particular period of time.
ADVERTISING OF PACKAGED SERVICES
Item 1
Whenever my service provider represents in advertising materials that a
service is provided as part of a package, it usually supply all components of
the service package.
Item 2
My service provider usually include in advertising package if unable to
supply any part of the package
UNSOLICITED TELEMARKETING
Item 1
My service provider regularly sends me unwanted messages/calls
Item 2
I am provided with an option to opt-out or continue receiving the unwanted
messages/calls
Item 3
Unwanted messages/calls relating to products or services offered usually give
the full details of such services/products
Item 4
I do not mind receiving unwanted messages/calls from my service provider
As shown in Table 5, the service providers were perceived
to be lagging in meeting the basic requirements set up by
the NCC. The consumers disagreed with the notion that the
service providers have done well in explaining the
intricacies behind the products offered in any advertising
materials presented. Of strong import here is the view of
the respondents with regard to unsolicited telemarketing.
About seventy-six percent of the respondents agreed that
they have often been inundated with unsolicited
telemarketing and further declared that they would prefer to
have an option which can enable them to opt out of such
unsolicited telemarketing. However, those who adjudged
the service providers to be meeting their needs in terms of
providing all the required services when a bundled product
is offered were more than those who perceived otherwise.

c)
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DISAGREE

Count
182

% of
Total
29.1

Count
337

% of
Total
53.8

148

23.6

348

55.6

172

27.5

316

50.5

187

29.9

309

49.4

356

56.9

120

19.2

233

37.2

189

30.2

478
188

76.4
30.0

104
319

16.6
51.0

190

30.4

317

50.6

115

18.4

414

66.1

Differences in the Perception of MTN, GLO,
AIRTEL and ETISALAT’s Consumers in
Terms of Provision of Information: The first
research question presented the aggregated
perception of the four mobile service providers
under study as shown in Table 4. In this section,
we provide the perception of the consumers of
the four service providers in relation to the
provision of information by their service
providers.
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Table 6: DISAGGREGATED DISTRIBUTION OF RESPONSES ON THE PROVISION OF
INFORMATION BASED ON MOBILE SERVICES PROVIDERS
MTN
GLO
ETISALAT
AIRTEL
Agree
Disagree
Agree
Disagree
Agree
Disagree
Agree
Disagree

(Count /
(Count /
(Count /
(Count /
% of
% of
% of
% of
total)
total)
total)
total)
SERVICE CONTRACTS INFORMATION
Item 1
72
164
36
56
(11.5%)
(26.2%)
(5.8%)
(8.9%)
Item 2
67
153
30
64
(10.7%)
(24.4%)
(4.8%)
(10.2%)
DESCRIPTION OF SERVICES
Item 1
83
165
30
77
(13.3%)
(26.4%)
(4.8%)
(12.3%)
Item 2
98
139
39
61
(15.7%)
(22.2%)
(6.2%)
(9.7%)
Item 3
90
141
51
45
(14.4%)
(22.5%)
(8.1%)
(7.2%)
Item 4
94
143
20
73
(15.0%)
(22.8%)
(3.2%)
(11.7%)
Item 5
66
176
27
81
(10.5%)
(28.1%)
(4.3%)
(12.9%)
Item 6
91
147
38
65
(14.5%)
(23.5%)
(6.1%)
(10.4%)
Item 7
112
143
38
67
(17.9%)
(22.8%)
(6.1%)
(10.7%)
PRICING INFORMATION
Item 1
60
207
18
88
(9.6%)
(33.1%)
(2.9%)
(14.1%)
Item 2
97
134
41
64
(15.5%)
(21.4%)
(6.5%)
(10.2%)
Item 3
71
139
34
65
(11.3%)
(22.2%)
(5.4%)
(10.4%)
Item 4
83
149
38
71
(13.3%)
(23.8%)
(6.1%)
(11.3%)
PRODUCT WARRANTIES AND MAINTENANCE
Item 1
86
149
61
44
(13.7%)
(23.8%)
(9.7%)
(7.0%)
Item 2
89
137
54
51
(14.2%)
(21.9%)
(8.6%)
(8.1%)
FAULT REPAIR AND SERVICE INTERRUPTION
Item 1
140
113
70
36
(22.4%)
(18.1%)
(11.2%)
(5.8%)
Item 2
131
111
74
33
(20.9%)
(17.7%)
(11.8%)
(5.3%)
Item 3
136
106
81
24
(21.7%)
(16.9%)
(12.9%)
(3.8%)
ACCESS TO EMERGENCY SERVICES
Item 1
105
108
42
55
(16.8%)
(17.3%)
(6.7%)
(8.8%)
Item 2
88
124
39
59
(14.1%)
(19.8%)
(6.2%)
(9.4%)
Note: Refer to Table 5 for items definition

71

(Count /
% of
total)

(Count /
% of
total)

(Count /
% of
total)

(Count /
% of
total)

46
(7.3%)
56
(8.9%)

41
(6.5%)
30
(4.8%)

38
(6.1%)
40
(6.4%)

39
(6.2%)
33
(5.3%)

88
(14.1%)
59
(9.4%)
73
(11.7%)
57
(9.1%)
30
(4.8%)
55
(8.8%)
58
(9.3%)

21
(3.4%)
31
(5.0%)
17
(2.7%)
38
(6.1%)
56
(8.9%)
35
(5.6%)
41
(6.5%)

62
(9.9%)
44
(7.0%)
36
(5.8%)
32
(5.1%)
24
(3.8%)
40
(6.4%)
37
(5.9%)

24
(3.8%)
28
(4.5%)
41
(6.5%)
47
(7.5%)
50
(8.0%))
42
(6.7%)
47
(7.5%)

91
(14.5%)
71
(11.3%)
51
(8.1%)
40
(6.4%)

21
(3.4%)
29
(4.6%)
38
(6.1%)
50
(8.0%)

75
(12.0%)
27
(4.3%)
29
(4.6%))
41
(6.5%)

14
(2.2%)
47
(7.5%)
39
(6.2%)
37
(5.9%)

40
(6.4%)
54
(8.6%)

59
(9.4%)
47
(7.5%)

46
(7.3%)
44
(7.0%)

34
(5.4%)
30
(4.8%)

93
(14.9%)
81
(12.9%)
89
(14.2%)

20
(3.2%)
26
(4.2%)
20
(3.2%)

58
(9.3%)
59
(9.4%)
70
(11.2%)

22
(3.5%)
23
(3.7%)
16
(2.6%)

20
(3.2%)
11
(1.8%)

84
(13.4%)
90
(14.4%)

17
(2.7%)
18
(2.9%)

52
(8.3%)
56
(8.9%)
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VARIABLE

Table 6 provides the differences in the perceptions of the
consumers of the four service providers. With regard to
Service Contract Information, a huge number of
participants who were MTN consumers perceived it as not
meeting their demands. Closely followed are GLO
consumers who were also of the view that the service
provider has not been up to the task as far as Service
Contract Information was
concerned. However,
ETISALAT consumers perceived the company to be doing
well in this regard just as the case with AIRTEL consumers
who also adjudged the service provider to be up and doing
in terms of Service Contracts Information. Apart from Fault
Repair and Service Interruption where consumers adjudged
MTN and GLO as doing moderately well, the two service
providers were generally perceived as not meeting the set

requirements as shown in the responses by their consumers.
Generally, based on the responses to each items under the
six variables in the table, consumers of ETISALAT and
AIRTEL have positive perception of their service providers
in relation to the provision of information unlike those of
MTN and GLO.
d)

Differences in the Perception of MTN, GLO,
AIRTEL and ETISALAT’s Consumers in
Terms of Advertisement and Representation
of Services: The responses of the customers of
the four network service providers based on
providers’ advertisement and representation of
services is shown in Table 7.

Table 7: DISAGGREGATED DISTRIBUTION OF RESPONSES ON ADVERTISING AND
REPRESENTATION OF SERVICES BASED ON MOBILE SERVICES PROVIDERS
MTN
GLO
ETISALAT
AIRTEL
Agree
Disagree
Agree
Disagree
Agree
Disagree
Agree
Disagree

(Count /
(Count /
(Count / % (Count / %
% of
% of
of total)
of total)
total)
total)
AVAILABILITY OF SERVICES
Item 1
83
155
34
72
(13.3%)
(24.8%)
(5.4%)
(11.5%)
Item 2
71
165
25
70
(11.3%)
(26.4%)
(4.0%)
(11.2%)
Item 3
87
143
29
67
(13.9%)
(22.8%)
(4.6%)
(10.7%)
Item 4
95
136
32
66
(15.2%)
(21.7%)
(5.1%)
(10.5%)
ADVERTISING OF PACKAGED SERVICES
Item 1
148
70
65
26
(23.6%)
(11.2%)
(10.4%)
(4.2%)
Item 2
98
93
43
40
(15.7%)
(14.9%)
(6.9%)
(6.4%)
UNSOLICITED TELEMARKETING
Item 1
214
55
97
17
(34.2%)
(8.8%)
(15.5%)
(2.7%)
Item 2
95
141
35
63
(15.2%)
(22.5%)
(5.6%)
(10.1%)
Item 3
94
146
32
66
(15.0%)
(23.3%)
(5.1%)
(10.5%)
Item 4
54
197
20
80
(8.6%)
(31.5%)
(3.2%)
(12.8%)
Note: Refer to Table 5 for items definition
As shown in Table 7, all the four service providers were
largely perceived negatively by the customers with regard
to availability of services and unsolicited telemarketing.
The respondents were of the view that all the four service
providers lagged in relation to providing detailed

(Count / %
of total)

(Count /
% of
total)

(Count /
% of
total)

(Count / %
of total)

44
(7.0%)
30
(4.8%)
27
(4.3%)
33
(5.3%)

56
(8.9%)
65
(10.4%)
68
(10.9%)
63
(10.1%)

21
(3.4%)
22
(3.5%)
29
(4.6%)
27
(4.3%)

54
(8.6%)
48
(7.7%)
38
(6.1%)
44
(7.0%)

87
(13.9%)
50
(8.0%)

11
(1.8%)
31
(5.0%)

56
(8.9%)
42
(6.7%)

13
(2.1%)
25
(4.0%)

92
(14.7%)
32
(5.1%)
36
(5.8%)
20
(3.2%)

20
(3.2%)
70
(11.2%)
59
(9.4%)
80
(12.8%)

75
(12.0%)
26
(4.2%)
28
(4.5%)
21
(3.4%)

12
(1.9%)
45
(7.2%)
46
(7.3%)
57
(9.1%)

information on service availability and inundating with
unsolicited telemarketing. However, the service providers
were perceived to have performed moderately well with
regard to fulfilling their promises with packaged services.
5. DISCUSSION OF FINDINGS
This
study
has
revealed
Nigerian
mobile
telecommunication’s consumers view of service providers
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with regard to provision of information as well as
advertisement and representation of services. The overall
result showed that consumers of MTN and GLO had more
negative perception about their service providers compared
with those of ETISALAT and AIRTEL. In this section, we
discuss the findings in relation to the two broad variables
studied. In relation to the provision of information to
subscribers, findings revealed that the consumers adjudged
the service providers to have done little with regard to
service contract information as a large number of the
respondents disagreed with the notion that service
providers make available to them adequate information as
at when required and that such information was devoid of
any technical jargons. Also, findings revealed that the
service providers had not met their obligations with regard
to description of services as many disagreed with the notion
that the service providers had done well in giving proper
description of the various services they provide. This is
especially true for participants who were subscribers of
MTN and GLO. The need to provide proper information to
consumers cannot be jettisoned just like deGeyter [3] puts
it that accurate information demystifies, creates less
resistance, puts more responsibility on customers, allows
for greater input and feedback, leads to less confusion and
ultimately leads to less worry.

pricing information provision is concerned. Since price is a
significant factor in the choice processes of the consumers
according to Olatokun and Nwonne [22], service providers
must strive as much as possible to provide adequate pricing
information. Being aware of what the charges for a
particular service subscribed to includes and the method of
calculating such charges will allow consumers to make
adequate plan and know whether to put in for a service or
not. Another performance index is provision of product
warranties and maintenance information to subscribers. The
service providers were also rated low by the consumers in
this regard as many respondents reported that service
providers had not been meeting up with their expectations
with regard to provision of adequate information about
product warranties and maintenance services offered.
However, with regard to fault repair and service
interruption, it can be inferred that service providers have
done relatively well. From the results, majority of the
respondents perceived the service providers to have done
well in this regard. This view however negates that of Uzor
and Chiejina [34] who were of the view that the rate of
drop calls which is an example of service interruption, is
rampant in the provision of telecommunications services in
the Nigerian telecommunication sector. The perception of
the respondents in regard to having access to emergency
services was negative. Emergency service is a critical
service that must be available at any point in time and
service providers need not to be seen as lagging in this
regard. Having an emergency service available is a good
one for the consumers of mobile services and a good
customer service indeed. The importance of a good
customer care service was emphasized by Islam [9] when
he reported that customer satisfaction of cell phones was
significantly dependent upon customer care centre services.

Additionally, appropriate description of service being
offered can engender trust in the heart of the consumers.
According to Turel and Serenko [31], the degrees of
perceived quality and perceived value are key factors
affecting a person’s satisfaction with mobile services.
Satisfaction in turn, is reported to influence the extent of
loyalty. A consumer can equate providing adequate
information to enjoying quality service and can also view
service provider as placing proper value on him/her by
providing such adequate information. Therefore, if service
providers continue with their current performance, the
loyalty of their customers will surely dwindle and this can
lead to changing from one service provider to the other.
According to the conclusion of Khan [12], improving
customer satisfaction will definitely lead to customer
loyalty and it is certain that by the referring of loyal
customers, a firm can also attract more customers. With the
result of the study showing fewer customers who
subscribed to only one service provider and more
customers subscribing to two or more service providers, it
can be inferred that this action is due to want of reliable and
quality service. Service providers hence need to work hard
to address this issue.

Concerning advertising and representation of services,
results also showed that the service providers are adjudged
to still lag in providing accurate information about service
availability. Although this was largely among the
subscribers of MTN and GLO, ETISALAT and AIRTEL
subscribers also shared similar views of their service
providers not meeting the benchmark on providing service
availability information. Saul [27] stressed the importance
of providing accurate product information by concluding
that accurate exchange of information makes things easier
and saves resources both from the organization’s and the
customer’s point of view.
Also, Levin and Gaeth, [17] ascertained that the labeling of
a product attribute in positive or negative terms did affect
consumers' evaluations. In this study, majority of the
participants were of the view that the service providers had
not been providing detailed information with regard to
limitations to particular services which could be in form of
geographical, technical, or any other. Accuracy of service
availability information is something service providers
must make a priority. There is no need purchasing a service
or product that will be useless to the consumers under

Furthermore, the perception of the respondents with regard
to service providers’ performance in relation to pricing
information was also negative. According to the outcome, it
was revealed that service providers were yet to meet up
with the subscribers’ information need as far as pricing
information is concerned. A larger percentage of the
participants who were mainly subscribers of MTN and
GLO reported in the negative, indicating that these service
providers are yet to meet the set benchmark as far as
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certain circumstances not expressly stated in the
promotional materials for such product or service. The
providers of telecommunications services in Nigeria
therefore need to up their game and make sure that
adequate information about location, technical or any other
limitations go alongside any form of promotional
material(s) for a product or service being offered as this
will help the subscribers in their decision making.

of ensuring that consumers get value for their money. NCC
should also carryout routine consumer studies on various
regulations created in order to have primary data from
consumers. This will help in evaluating existing policies
and formulation of new ones. Second, adequate customer
service is one way an organization can engender good
feedback and thereby creating more customers while
retaining the existing ones. As the competition becomes
stiffen due to the fact that customers can now change their
service providers without changing their mobile lines;
thanks to mobile number portability, service providers will
have to work on issues of concern to subscribers to retain
existing customers as well as win new ones.

In regard to advertising of packaged services, the
participants adjudged the service providers to have done
well as those who indicated that they provided all the
components of an advertised packaged service were more
than those who indicated otherwise. Living up to
expectation in terms of what was promised is a way an
organization can endear itself to its consumers. In relation
to unsolicited telemarketing, many respondents agreed that
they regularly receive unsolicited messages from their
service providers. Rettie and Brum (2001) as cited by Phau
and Teah [25] reported that SMS advertising provides
several advantages, such as cost effectiveness, ubiquity,
immediacy, and targeted message delivery. Muk (2007),
Grant and O’Donohoe [8], and Xu (2006/2007) as cited by
Phau and Teah [25] were however reported to have
concluded that 79% of online consumers find receiving
mobile advertising through their mobile phones irritating
and intrusive. This study confirmed this as the respondents’
indicated that if majority of them were given the chance,
they would have opted-out of being sent such messages.

Based on our findings therefore, providers will have to do
more in terms of the quality and the authenticity of the
information provided for their customers as this aspect of
their business is quite important to the teaming mobile
telecom subscribers in the country. Specifically, since
subscribers of MTN and GLO in this study were of the
view that the two service providers have not been effective
in meeting their needs as far as provision of information as
well as advertising and representation of service is
concerned, we will suggest that the companies should take
critical look at this issue and proffer adequate solution.
Being aware of the fact that business is kept going by the
continue commitment of the consumers, it is important that
any concern from the point of view of the consumers be
resolved appropriately and on time too. While the
subscribers of ETISALAT and AIRTEL seem to have fairly
good perception about the service providers as far as
provision of information as well as advertising and
representation of service is concerned, it is suggested that
the companies should improve on their current practices in
order to sustain customer loyalty for a long time.

Unsolicited telemarketing has become a global
phenomenon which regulatory agencies around the world
have been looking for a way to curb. A number of countries
have created what is called a ‘do not call’ list which
excempt any number entered into such a list from any act
of unsolicited telemarketing. Legal actions can be taken
against organizations that violate this rule. The telecom
regulatory authority of India has been championing this
course for a while as reported by The Economic Times
[29]. Findings from this study implies that the Nigerian
Communications Commission may have to create a
national ‘do not call’ list for the Nigerian environment to
forestall the activities of the telecommunication service
providers in line with bulging into people’s privacy through
sending of unrequested messages.
6. RECOMMENDATIONS
Our recommendations are addressed to the mobile
telecommunications
providers
and the
Nigerian
Communications Commission that represents the
government in the protection of telecom consumers’
interest. First, the consumer code of practice regulation is a
document that is provided by NCC; and this is just one of
the agency’s several regulatory documents. This study
having pointed out the subscribers’ perception of service
providers in terms of provision of information as well as
advertisement and representation of services, NCC will
have to take more proactive actions in terms of monitoring
and enforcing the content of the consumer code as a means
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