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ABSTRACT
The telecommunications industry in Nigeria plays a pivotal role in the country’s economic development, with MTN Nigeria being one of the leading players. As competition intensifies, telecommunication companies are increasingly recognizing the importance of ethical marketing practices in building and maintaining customer satisfaction. This study explores the relationship between ethical marketing and customer satisfaction in MTN Nigeria. It aims to assess the impact of ethical marketing strategies, including transparency, honesty in advertising, respect for customer privacy, and fair pricing, on consumer perceptions, loyalty, and overall satisfaction.
Using a mixed-method approach, the research combines qualitative and quantitative data collected from a sample of MTN Nigeria customers and employees. Surveys, interviews, and focus groups were employed to gather insights into customer attitudes and experiences with MTN's marketing practices. The study further examines how ethical marketing contributes to customer retention, brand loyalty, and consumer trust.
The findings suggest that customers who perceive MTN’s marketing efforts as ethical tend to exhibit higher levels of satisfaction, trust, and loyalty. Ethical marketing practices were found to positively influence consumer decision-making, enhance brand reputation, and improve overall customer experience. The study also highlights areas where MTN Nigeria can improve its ethical marketing practices, particularly in terms of clearer communication of product offerings and more transparent pricing strategies.
This research contributes to the existing body of knowledge on marketing ethics, customer satisfaction, and consumer behavior in developing markets. It offers practical recommendations for MTN Nigeria and other telecommunications companies to integrate ethical marketing strategies into their business models for enhanced customer satisfaction and sustained competitive advantage.
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[bookmark: _bookmark9]CHAPTER ONE
INTRODUCTION
1.1 [bookmark: _bookmark10]Background to the study
The application of ethics in marketing is a very complex area that involves some very tough questions about what is right or wrong. Marketing managers more specifically are being increasingly examined and disapproved by the people. They are quizzed on issues such as making false claims about products, manufacturing inferior products, charging the consumer more than the product is worth, using deceptive advertising practices and using irresponsible sales techniques (Hisrish and Peters, 2020). Ethical marketing involves activities that ensure that the products meet and exceed their needs. A company that uses ethical marketing will gain there spec and trust of the customers they target and interact with and will result in overall customer satisfaction over the long term as well as translate to greater benefits all round.
The study is important because it examined the effects of ethical marketing and customer satisfaction in telecommunications companies and ethical marketing as in any big company like MTN is important in marketing because marketing staff are there presentative of the organization in its dealing with buyers. Secondly, sound ethical code in dealing with buyer is essential to the creation of long-term relationship and the establishment of customer goodwill and satisfaction as noted by Drucker, (2019). More so, marketing staff are probably more exposed to the temptation to act unethically than most other employees. Generally, many people cannot distinguish between temptation and opportunity. Many employees including marketers had misconstrued temptation to be opportunities, thereby involving themselves in sharp practices that denied them of their lucrative job
The historical development of ethical marketing can be traced back to the early 20th century during which businesses in the developed world were faced with the antitrust and consumer protection concerns. Sharp and Fox (2019) in their work on business ethics based on the concept of “fair service” stated “it was possible to reduce their study of fair service to the principles of fair salesmanship”. They looked at commercial coercion, the limits of persuasion, fair pricing, and the ethics of bargaining. Within the academic history of marketing, one of the first articles that appeared in the Journal of Marketing was an article by Phillips C. F. (2018) entitled, “Some Theoretical Considerations Regarding Fair Trade Laws.” In this article, ethics was not directly addressed, but the impact of resale price maintenance on competition, especially channel members and customers, was addressed.   Following these works, most academic publishing in the 2021 focused on issues such as fair trade, antitrust, advertising and pricing.
In the 2020’s, the Consumers’ Bill of Rights and 70's that addressed the growing ecological problems, such as pollution and the wasted is postal saw the rise of marketing ethics and the rise of consumerism and in 2018,PresidentJohn F. Kennedy delivered a “Special Message on Protecting the Consumer Interest,” in which he outlined four basic consumer rights: the right to safety, the right to be informed, the right to choose, and the right to be heard in what is known as the Consumers’ Bill of Rights (Ferrell, Fraedrich, and Ferrell, 2021). In 2019, Bartels introduced the first comprehensive model for ethics in marketing. This model explained the variables that influence marketing ethics decision making and tried to determine the logical basis of ethical thinking and a scheme to analyze these variables thus
providing a framework for social and personal ethics in marketing decisions.
In addition, Gundlach and Murphy (2019) concluded that ethical marketing exchanges require a managerial emphasis on ethical corporate culture, ethics training programs, and on ethical audits. Using virtue-based theories of ethics, they point out that ethical marketing exchanges require a managerial emphasis on ethical corporate culture, ethics training programs, and on ethical audits. They note that virtue-based ethics focuses on the individual and the organization (i.e., relational partner) rather than just the decision-making process or the problem laden with contextual moral dilemmas and in so doing, customer satisfaction can be achieved. While trust and commitment are essential elements for ethical marketing, several ‘moral’ norms, values, and virtues, such as, integrity, fairness and justice, respect, empathy, and transparency can help facilitate customer-brand relationship.
According to the Ethics Resource Center of the United States (2018), ethical marketing is a set of activities that utilize principles and standards that define acceptable conduct in the marketplace. Marketing usually occurs in the context of an organization, and unethical activities usually develop from the pressure to meet performance objectives. Some obvious ethical issues in marketing involve clear-cut attempts to deceive or take advantage of a situation. Ethical marketing involves ensuring safety of products, ensuring a product satisfies a need it
Cowell (2021) defines customer satisfaction as a measure of how products or services supplied by a company meet customer expectations. It refers to the extent to which customers are happy with the products and services provided by a business. Gaining high
levels of customer satisfaction is very important to a business because satisfied customers are likely to be loyal, make repeated orders and use a wide range of services offered by a business. Customer satisfaction has been studied in different directions, from measurement to its relationships with other business aspects. Some researchers have provided possible means of measuring customer satisfaction (Levy, 2019; NBRI, 2019). Meanwhile other authors like Wilson etal., (2018) demonstrated some determinants of customer satisfaction to be product and service quality, price, personal and situational factors (Wilson et el., 2018) because customer satisfaction is also based upon the level of service quality provided by the service provider (Lee   et   al.,2020) and service quality acts as a determinant of customer satisfaction.
Ethical code of conduct is an index of professionalism. In marketing of products by companies like MTN that are faced with stiff competition from other mobile operators, ethical dilemmas are likely to arise and these situations definitely call for an assessment of them orality involved in the decision. For marketers as for other decision makers, no single theory could ever provide the necessary pragmatic guide lines for ethical behavior. Rather, ethical dilemmas require a comprehensive review of all ethical issues involved in the decision, before the most satisfactory course of action can be determined. According to Thompson and Strickland (2020), a company’s culture is manifested in the values and business principles that management preaches and practices, in official policies and procedures, in the attitudes and behavior of employees.
However, there is a considerable difference between saying the right things (having a well
articulated corporate value statement or code of ethics) and truly managing a company in an ethical and socially responsible way. According to Thompsonetal (2021) companies that are truly committed to the stated core values and to high ethical standards make ethical behavior a fundamental component of their corporate culture. They put a stake in the ground making it unequivocally clear that company personnel are expected to live up to the company’s values and ethical standards. Values statements and codes of ethical conduct are used as benchmarks for judging the appropriateness of company policies and operating practices.
MTN Nigeria is a subsidiary company of the South Africa’s MTN Group Limited who is them a in stakeholders of the company with 97.34 percent as put Forth by Isabel Goncalves. The Nigeria mobile network services industry is faced with high competition with the main mobile networks operators being MTN, UTL, Airtel the former Zain that later merged with   Warid. MTN Nigeria records strong growth and has reached a significant milestone in the period by reaching the ten million-subscribers mark (including fixed-line subscribers).
MTN Nigeria has remain among them brands in Nigeria affinity largely driven by functional attributes such as coverage, proximity of distribution outlets and sustainability initiatives. Its new slogan, “Everywhere you go” was launched in April 2019, adding a Freshlook, feel and appeal to the market and security MTN Nigeria an award for best execution and activation, (www.mtn.co.ug). MTN Nigeria offer mobile services which range from pay as you go service, internet service, fixed line service and a department that manages its subscribers‟ complaint (customers’ services). MTN has been able to penetrate and ever expand on its share of its market through the use of its key promotional tools. It has gone further to lay
strategy of giving back to the community through charitable funds and also being the highest tax payer in Nigeria. This has seen the company’s client and community want to associates with it and this has led to its grow thin the market, MTN newsletter (2019).
It is the philosophy of marketing based on the above objectives that MTN used to win customer loyalty and reinforcing the positive values of the brand, creating a strong citizen brand that motivated this study. It creates new challenges for the marketer of the 21st century, in terms of invention and development of products to add long-term benefits without reducing the product's desirable qualities.
[bookmark: _bookmark11]In serving its clientele and community, MTN-Nigeria seeks to achieve this by pursuing key ethical marketing practices. 
1.2 Statement of the Problem	
The existence of more than four companies in the Telecommunications industry in Nigeria has brought about competition where each company wants to secure and protect its market share. This therefore has prompted them to use different marketing strategies tools in an attempt to increase sales revenue. These companies’ continued reliance on different marketing strategies stem from the fact that while it is easier to assess the short-term efforts of marketing. MTN Nigeria like any other company has engaged in marketing strategies like applying fair pricing, promoting standard products and services, preaching honesty and integrity for example in mobile money where you do not have to pay money to the agent for depositing so as to remain successful in an ever-increasing competitive business environment. Despite of heavy investment in marketing MTN has not achieved its targeted sales performance, for example the targeted sales of 2018 were 50 billion and the actual sales was 44.87 billion which indicated a deficiency in the actual sales (MTN Performance Report, 2019). This may be attributed to the company’s marketers who have often been accused of certain vices such as employing dubious means to sell products that people do not need. They are also accused of embarking on misleading and untruthful advertising, exaggerating products benefits and promotional activities that have seen the company lose its market share among the public to Airtel the smart phone network. The loss of the market share may be attributed to customer dissatisfaction as well as the challenges of brand proliferation, brand obsolescence, sales of fake and inferior products since buyers are always selective in their choice of alternative expenditures. While no corporate organization and individual marketer would accept this unethical behavior to be deliberate, it has cost the company lots of monies in lost sales. It is against this background that a study was necessary to examine the relationship between ethical marketing and customer satisfaction in the telecommunications industry of Nigeria



1.3   Research Questions
i. [bookmark: _bookmark15]What is the influence of ethical pricing on customer satisfaction in MTN Nigeria?
ii. What is the relationship between the integrity of marketers and customer satisfaction in MTN Nigeria?
iii. To what extent has ethical advertisement affected customer satisfaction in MTN Nigeria?
[bookmark: _bookmark12].
[bookmark: _bookmark13]1.4. Objectives Of the Study
[bookmark: _bookmark14]The study was guided by the following objectives;
i. To establish how ethical pricing influences customer satisfaction in MTN Nigeria.
ii. To examine the relationship between the integrity of marketers and customer satisfaction in MTN Nigeria.
iii. To establish the extent to which ethical advertisement affects customer satisfaction in MTN Nigeria.
1.5.  Hypotheses
H01: There Is no significant relationship between ethical pricing and customer satisfaction in MTN Nigeria.
H02: There is no significant relationship between ethical advertisement and customer satisfaction in MTN Nigeria.
1.6.  Scope of the Study
The limits within which the study was conducted and defined by the subject matter, geographical, and the time scope. The following were identified by the researcher as the limits within which the study was confined.
1.7. [bookmark: _bookmark19]Significance of the Study
The findings will provide insights into how ethical marketing—such as honest advertising, transparency in pricing, and respect for customer privacy—affects customer perceptions and satisfaction. This will help MTN refine its marketing strategies to align with ethical standards, improve its brand image, and enhance customer retention.
1.8. Definition of Terms
MTN Nigeria Ltd.
In selecting this particular field of study, the research was influenced by interest and desire to study, identify, examine and analyze the issues with ethical marketing and problems of customer satisfaction in this competitive and global economy, the research benefits MTN Nigeria by helping it to understand how ethical marketing strategies can aid it in improving sales and how it can have a positive impact on their brand and their company as a whole through increasing customer satisfaction.
Policymakers;
This study of ethical marketing and problems of customer satisfaction in MTN provided ideas about ways and means through which such issues and problems could be handled appropriately.
Researchers
The researcher hoped that those who will read this will make inputs in view of their experience, knowledge and skills in regards to their respective organizational settings to add their views maturely
MTN clients
The study benefits the general public by helping them understand the ethical nature of MTN Nigeria’s promotional tools being so as to maintain a base of satisfied customers.
[bookmark: _bookmark20][bookmark: _bookmark21][bookmark: _bookmark22]
[bookmark: _bookmark23]CHAPTER TWO
LITERATURE REVIEW
2.1 Conceptual clarification
2.1.1 [bookmark: _bookmark24][bookmark: _bookmark28]Concept of Ethical Marketing
Ethical marketing refers to the application of marketing ethics into the marketing process. It refers to the philosophical examination, from a moral standpoint, of particular marketing issues that are matters of moral judgment. Ethical marketing is intended to consider the philosophy of human conduct, with an emphasis on the determination of right and wrong in marketing by looking at rules (standards, principles) governing the conduct of organizational members and the consequences of marketing decisions (Ferrell,2022). Therefore, ethical marketing from an or motive perspective approach focuses on “practices that emphasize transparent, trustworthy, and responsible personal and organizational marketing policies and actions that exhibit integrity as well as fairness to consumers and other stakeholders” (Murphy, Laczniak, Bowie and Klein,2019). Ethical marketing generally results in a more socially responsible and culturally sensitive business community. The establishment of marketing ethics has the potential to benefit society as a whole, both in the short- and long-term. Ethical marketing should be part of business ethics in the sense that marketing forms a significant part of any business model. Marketing ethics focuses on principles and standards that define acceptable marketing conduct but we must emphasize
that, today, marketing ethics goes beyond legal, regulatory and marketing issues which help build long-term marketing relationships.
Ethical Marketing should be considered from an individual and organizational perspective. From the individual perspective personal values and moral philosophies are the key to ethical decisions in marketing. Honesty, fairness, responsibility, and citizenship are assumed to be values that can guide complex marketing decisions in the context of an organization. From an organizational perspective, organizational value, codes, and training is necessary to provide consistent and shared approaches to making ethical decisions (Ferrell&Ferrell,2021). Accordingly, in marketing exchanges the relationship between a customer and an organization exists because of mutual expectations built on trust, good faith, and fair dealing in their interaction (Ferrell, 2021). However, marketing ethics also requires avoiding the unintended consequences of marketing activities by taking to consideration the stakeholders and their relevant interests and the society (Fry&Polonsky,2021).
Market orientation is one of the key variables in the implementation of marketing strategies (Homburg, Krohmer, &Workman,2020). Unfortunately, the market orientation mostly elevates the interests of one stakeholder; the customer (Ferrell, 2021). But a new direction should include all stakeholders. There is an evolving concern that organizations must also focus on the important communities and groups that hold the firm accountable for its actions. This approach is also captured in the new definition of marketing developed by the American Marketing Association (2020) stating that “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large”. This definition emphasizes the importance of delivering value and the responsibility of marketers to be able to create meaningful relationships that provide benefits to the society at large. This multiple stakeholder approach takes in consideration the whole society. As a result, organizations are now under pressure to demonstrate initiatives that take a balanced perspective on stakeholder interests (Maignan, Ferrell, & Ferrell,2020).
[bookmark: _bookmark29]Ethical Pricing
Agbonifoh,etal.,(2021) pointed out different areas in Product, Price, Promotion and Distribution in which there are perceived in adequacies in relation to ethical issues in marketing. The price of a product or service plays a large part in how well it sells. Producers and retailers practice ethical pricing strategies to earn profits without defrauding competitors or consumers. Despite that, competitor's prices, convenience, availability and other factors affect consumer impressions of fair pricing. Business laws protect competitors and consumers from many unethical pricing strategies that unscrupulous marketers may wish to attempt (Schiffman&Karun 2021). The unethical practice here among others include; profiteering, lack of credit sales, price discrimination, official recommended prices, prescribed and government-controlled prices.
Producers sell products at wholesale costs that pay for the labor, materials and overhead to make the products with a reasonable margin of profit. Retailers commonly mark up the price to two or three times the wholesale cost to pay for employees and overhead with a considerable profit margin for the company and its shareholders. At times retailers cut prices to stimulate sales of particular products or to sell large quantities of popular products as noted by Fornell (2019). Here trade laws bind companies' advertising price comparisons. A car dealer who claims to sell for thousands less than competitors has to be able to produce documentation of that competitor’s prices and their own to prove it. Advertisers publishing an inexpensive product when there is not much inventory of the product are often using the illegal bait-and-switch scheme with a large inventory of a similar product at much higher price.
At times firms cut prices to sell off outdated stock or to make way for a new line of products. Some vendors set prices very low for new products to introduce them to the market and inspire customers to try them. These are both legal and ethical pricing strategies. A company uses unethical pricing cuts to squash the sales of competitors by selling the same products for lower prices. Federal laws protect competitors from undercutting. Also, a monopoly exists when there is only one source of a particular product. For example, Federal antitrust laws protect competition in the marketplace by out lawing monopolies. The American Telephone and Telegraph Corporation (AT&T) was a communications monopoly (Brock, 2019). The government divided the company up in 2021, which gave rise to new competing phone companies. It is also illegal to fix prices or divide markets among competitors to undermine competition. An assumed monopoly exists when one firm sets pricing for the whole market (FombrunandShanley,2019).
Abbinandan and Ashok (2021) point out that the unethical practice by marketers emphasized here among others include brand proliferation, a situation whereby a single manufacturer may have multiple brands of the same product without any clear indication of the difference among them, beer, soft drinks, battery, toilet soap, drug and newspapers industries are victims of brand proliferation
Integrity of marketing personnel
Graeme et al., (2021) emphasized that there are a number of frameworks that the individuals could employ to help ensure that marketing decisions they are concerned with are ethical. This they referred to as the moral reasoning of the individual. According to them, there are three stages that an individual could possibly progress through in terms of their cognitive moral development that is the Pre-Conventional, Conventional, and the Post-Conventional Stage.
At this stage, an individual perceives rules to be external in nature and imposed by an external force. Decisions are therefore made in terms of the rewards or punishments that the individual may receive as a result. Within this stage, there are two sub-divisions:(1) Obedience and Punishment Orientation; At this level, an individual will abide by the normal standards of behavior in order to avoid punishment. An individual at this level will therefore comply with management instructions without questions;(2) Instrumental Purpose and Exchange: An individual at this level will make decision based on rewards that might be in terms of potential increases in salary, promotion or other aspects of status (Fornell,2021).
Abbinandan & Ashok (2019) note that at this stage, individuals will reflect upon and question the moral principles to which they adhere. There are also two sub-divisions: (1). Social Contract and Individual Rights: At this level an individual while generally following the social rules and regulations of society, may begin to challenge aspects of them and consider whether laws should be changed to the benefit of everyone; (2). Within an Organizational Context: Individual at this level may begin to challenge and suggest changes to the company’s policies and decisions.
[bookmark: _bookmark31]At this level, the individual makes moral decision based on universal principles. They are likely to take a principled stand on an issue, mainly seen in terms of justice, where they feel an unethical decision has been made in the face of potentially adverse social consequences to them as an individual. From the above, it is clear that the social dynamic within an organization can impinge on the ability of individuals to evaluate their integrity or ethics of a course of action. If the senior management of an organization does not consciously try and develop a company culture that encourages open ethical debate, then the majority of staff will go along with their decisions without challenging them(Solomon,2019).If staff are given training in ethics, then the individuals concerned may just adhere to whatever is advocate stance by that training rather than being prepared to challenge any dominate perspective.
Ethical Advertising
Promotion of policies have got to do with misleading and untruthful advertising. Promotionalactivitiesappeartoclashwithpublicinterestincaseswheretheyprotectourphysicalenvironment, corrupt our values. More so, benefits of some products and services in advert are exaggerated more than the actual. Some promotional activities also lead to moral decadence in our youths (Graemeetal., 2020).
In Ferrell,etal, (2019), the organizational environments and inter organizational network potentially influence the unethical and ethical behavior of advertising decision makers. Ethics is considered as a platform on which individuals and organizations make their daily decisions. So these" decisions"(variable)either ethical or unethical have impact on consumer lifestyles, quality of life and general public welfare. Mostly advertiser's success is determined by the decisions. So as the firm grows more complex and more decentralized, performance is measured quantitatively rather than qualitatively so a pressure is manifested not only within the organization but also in the inter-organizational relationships between advertising agencies and their corporate clients. So most advertising for corporations are made by the advertising agency  and therefore the advertising agency determines the content of advertising therefore the inter-organizational link between the advertising agencies and their corporate clients appears to be  important in the development of ethical practices for both the corporation and the agency as  corporations apply "commercial pressure" (variable)on these agencies, the advertising agency is placed  between  the public and  corporate clients''  demand  for performance.
[bookmark: _bookmark32]Customer satisfaction
Those who buy the goods or services provided by companies are customers. In other words, a customer is a stakeholder of an organization who provides payment in exchange for the offer provided to him by the organization with the aim of fulfilling a need and to maximize satisfaction. Sometimes the term customer and consumer are confusing. A customer can be a consumer, but a consumer may not necessarily be a customer. Another author explained this difference. I.e., a customer is the person who does the buying of the products and the consumer is the person timidly consumes the product (Solomon,2019).
When a consumer/customer is contented with either the product or services it is termed satisfaction. Satisfaction can also be a person’s feelings of pleasure or disappointment that results from comparing a product’s perceived performance or outcome with their expectations (Kotler &Keller, 2019). As a matter of fact, satisfaction could be the pleasure derived by someone from the consumption of goods or services offered by another person or group of people; or it can be the state of being happy with a situation. Satisfaction varies from one person to another because it is utility. “One man’s meal is another man’s poison,” an old adage stated describing utility; thus, highlighting the fact that it is sometimes very difficult to satisfy everybody or to determine satisfaction among group of individuals.
Client happiness, which is a sign of customer satisfaction, is and has always been the most essential thing for any organization. Customer satisfaction is defined by one author as “the consumer’s response to the evaluation of the perceived discrepancy between prior expectations and the actual performance of the product or service as perceived after its consumption” (Tse &Wilton, 2020) hence considering satisfaction as an overall post-purchase evaluation by the consumer” (Fornell, 2020). 
[bookmark: _bookmark33]Measuring customer satisfaction could be very difficult at times because it is an attempt to measure human feelings. It was for this reason that some existing researcher presented that the  simplest way to know how customers feel, and what they want is to ask them, this applied to the  informal measures (Levy, 2019; NBRI, 2019).Levy (2019) in his studies, suggested three ways of measuring customer satisfaction: A survey where customer feedback can be transformed into measurable quantitative data; Focus group or informal where discussions or chest rated  by attained moderator reveal what customers think; and informal measures like reading blocs, talking  directly to  customers.  Asking each and every customer  is advantageous in as much as the company will know everyone’s feelings, and disadvantageous because the company will have to collect this information from each customer (NBRI,2019). The National Business Research Institute (NBRI) suggested possible dimensions that one can use in measuring customer satisfaction, e.g.: quality of service; speed of service; pricing; complaints or problems; trust in your employees; the closeness of the relationship with contacts in your firm; other types of services needed; and one’s positioning in clients’ minds.
2.1.2     Ethical Marketing and Customer satisfaction
The standards of correct behavior ,often established by the owner of the business, that members  of the organization are expected to maintain when dealing with each other, customers, vendor sand the community as a whole contributes to customer satisfaction in a way that one of the benefits of maintaining high ethical standards is increased customer satisfaction which can lead to repeat business from the customer and valuable word-of-mouth endorsements of a company to other potential customers (Roberts and Dowling, 2022). Good ethics dictates that a sales person should help customers find the most suitable product for their needs, not necessarily the one that results in the greatest revenue or highest profit margin for the company. Customers appreciate it when sales associates take the time to find out their specific needs to treat them as individuals.  Precisely meeting customer needs translates into higher customer satisfaction (Jones & Little,2020).

2.2 Theoretical Review
The interpersonal equity theory by Cronin and Taylor (2019) examines perceptions of interpersonal equity and its impact on satisfaction. The theory shows that if customers believe that these treated them fairly and if expectations for  the service encounter  are met or exceeded, then customers will experience satisfaction. If, on the other hand, customers believe that the seller treated them unfairly and if expectations are not met, then they will be dissatisfied. If customer satisfaction is viewed as a judgment based on a specific service encounter, then service providers must meet or exceed expectations of ethical treatment. If customers perceive that they are treated unfairly, they are likely to be dissatisfied with the service encounter.  Similarly, the arguments that have been applied to satisfaction may also be applied to ethical assessments. The customer’s ethical assessment of the service provider will be positive if the service provider exceeds the customer’s ethical expectations and will be negative if the service provider falls short of these same ethical expectations. From this, the following hypotheses regarding ethical cues are postulated. This theory looks at the individual encounters as well as exceeding of customers’ ethical expectations which provide a level of which customer satisfaction can be measured by MTN Nigeria to improve on its customers’ satisfaction.
2.3 Empirical Review
Kasirye (2021) explored corporate ethical values and organizational commitment in marketing, a case study of manufacturing companies in Uganda. The objectives of the study were to: examine the corporate ethical values employed by manufacturing companies, to establish the component of corporate culture in manufacturing firms; and to examine the relationship between corporate ethical values and organizational commitment in marketing.  Using across-sectional survey design employing both qualitative and quantitative approaches, data was collected from management, marketers and randomly selected customers of Mukwano group of Industries using self-administered questionnaires and interviews. The study results provided strong evidence of a positive association between corporate ethical values and organizational commitment in marketing. The search for efficiency, productivity, and success constitutes a core dimension of the discipline of management in general and marketing management in particular. The research indicated that corporate ethical values may be a key ingredient for success. Companies that promote high ethical values in their organizations may find themselves richer in loyal talent than ones that ignore or abjure such values. This study did not address the effects ethical marketing in  the telecommunications industry. This gap was therefore addressed by looking at ethical pricing  and customer satisfaction at MTN Nigeria.
Mutaawe (2019) researched on "Ethics in Marketing in Telecommunications companies: sex sells, but should it?") using a case study of Airtel Uganda. The author discussed the unethical use of sex appeals in Marketing Telecommunications. The study also examined (1) if sex actually sells and if so, when and where is it being used in advertising, (2) the use of men and women in ads of as exual nature, and (3)the  role that ethics plays in  the use of sexual appeals in advertising. Using a case study design involving qualitative and quantitative methods of data collection, the study revealed the usage of sex appeal in advertising and its effectiveness in selling desired products. Sex does catch people's attention in advertisements, but usually without much brand recognition. Women have been the primary focus in sexual advertising in the past and present advertising, but mean restarting to be used more often assessed object in advertisements. Ethics was found to play a definite role. There is no clear view of what is ethical and what is unethical when it comes to advertising, but with careful conside ration and planning, it is possible for advertisers to find a common ground and use sexual appeals without offend in people in the process. Sex appeal does not always lead to brand remembrance, but rather using sexual appeals in social marketing, will prove to be a better fit and will work better to send a message. Sex is used everywhere in advertising including print ads, commercials, and on the Internet. Sexual advertisements are mainly targeted at younger groups that have a different, more open view of sex.




[bookmark: _bookmark34]





[bookmark: _bookmark36][bookmark: _bookmark37][bookmark: _bookmark38]CHAPTERTHREE
RESEARCH METHODOLOGY

3.0. Introduction
[bookmark: _bookmark39]This chapter provides the description of how the study was conducted. It brings out the research design, target population, sampling design and size, data collection instruments, data analysis and interpretation tools and limitations of the study.
3.1 Research Design
[bookmark: _bookmark40][bookmark: _bookmark41][bookmark: _bookmark42][bookmark: _bookmark43]Research design is design is composed of there search approach, research strategy and classification. It shows the methods and tools that were used to achieve the objectives of the study. This study employed a phenomenological approach. The phenomenological approach refers to a method of inquiry into what people experience in regard to some phenomenon or other and how they interpret those experiences. In this study, the researcher attempted to understand MTN Nigeria’s staff’s perceptions, perspectives and understandings of the nature of ethical marketing in MTN Nigeria. By looking at multiple perspectives of the same situation, the researcher was able to make some generalizations of what ethical marketing is like as an experience from the’ MTN Nigeria staffs’ perspective.
3.2 Population of the Study
The target population consisted of the entire staff of MTN Nigeria Headquarters 190 staff according to (MTN Nigeria, 2019) and 30 customers (MTN’s retailers). The employees are  stratified  to five categories as indicated int he Table3.1
[bookmark: _bookmark44]Table3.1: Composition of the study population
	Management Level
	Number

	Top Management
	17

	Marketing
	66

	Sales
	82

	HumanResource
	25

	Customers (MTN Retailers)
	30

	Total
	220


Source: MTN Nigeria, Stafflist (MTN,2025)
3.3 [bookmark: _bookmark45]Sample Size
A sample is a fraction of a population having homogeneous characteristics considered for a study (Amin, 2005). The study used a sample because of the inability of the researcher to reach the whole population of MTN besides the constraint of time and resource available forth study.
The sample size representative of the MTN staff and this study is 140 it is determine based on the (KREJCIE&MORGAN1970)
The study focused on a population of 200 employees who are located in the categories of lower to senior management level and are located at the MTN Headquarters and some staff from MTN outlets in Kampala because the researcher believed that they will provide a representative sample of the study.
The target population was the staff of MTN Nigeria totaling to 200 from which 59% of the staff of MTN Nigeria were considered for the study i.e., 112. These we readed to 28 customers to get a sampleof140respondents.
[bookmark: _bookmark46]Table3. 2: Sample size and selection
	Category
	Population
	Sample
	SamplingTechnique

	Top  Management
	17
	8
	Purposive

	Marketing
	66
	42
	Simple Random

	Sales
	82
	40
	Simple Random

	Human  Resource
	25
	22
	Simple Random

	Customers
	30
	28
	Simple Random

	Total
	220
	140
	


Source:  MTN Nigeria, Stafflist (MTN,2025)
3.3.1 [bookmark: _bookmark47][bookmark: _bookmark48]Sampling Methods
The sampling methods included probability and non-probability sampling. Under the non-probability sampling methods, purposive sampling was carried out on top management.
Probability sampling involved the use of simple random sampling for persons from the Marketing sales, human resource, and customers.
[bookmark: _bookmark49]Sampling Techniques
[bookmark: _bookmark50][bookmark: _bookmark57]The sampling techniques included purposive sampling and random sampling techniques. Purposive sampling according to Amin (2018), refers to a non-random selection of participants on purpose. The variables to which the sample is drawn up are linked to the research question. There reasons for adopting purposive sampling technique for management areas follows: technique is used in cases that have required information with respect to the objectives of this study; the technique specifies the criteria for choosing the particular case of study i.e., a certain range of age range, religious sector or education level.
3.4 [bookmark: _bookmark58][bookmark: _bookmark65][bookmark: _bookmark66]Reliability and Validity
Reliability is the requirement that the application of a valid measuring instrument to different individuals and groups under different sets of circumstances resulted in the same conclusions (Mouton&Marais,2019).
3.4.1 [bookmark: _bookmark67][bookmark: _bookmark68]Reliability
Reliability is the measure of the extent to which a research instrument is able to provide the same result upon being tested repeatedly (Mugenda and Mugenda, 2020). An instrument is reliable if it is repeatedly used to measure traitor concept from the same respondents even by other researchers. Here, Cronbach Alpha Coefficient of 0.8432 was computed to test the reliability of the instrument. Computation was done by the use of the statistical package for social scientists
[bookmark: _bookmark69][bookmark: _bookmark70]





CHAPTERFOUR
DATA PRESENTATION AND ANALYSIS
4.0 Introduction
This chapter deals with the presentation and analysis of data collected from the administered questionnaire from the field study. Section "A" focused on the demographic data of the respondents, while Section "B" dealt with relevant questions about the research study. A total of 140 questionnaires were distributed and 110 Questionnaires were returned giving an overall response rate of 78.6 %, which is internationally acceptable since it’s above the 50% rate (Mugenda & Mugenda, 2020).
4.1 Presentation and Interpretation of Responses on Demographic Data
[bookmark: _bookmark53]Table4.1: Age of the respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	20-30years
	32
	29.1
	29.1
	29.1

	
	31-40years
	41
	37.3
	37.3
	66.4

	
Valid
	41-50years
	21
	19.1
	19.1
	85.5

	
	Above50years
	16
	14.5
	14.5
	100.0

	
	Total
	110
	100.0
	100.0
	


Source: Field survey, 2025
According to results in table 4.1, it is indicated that 37.3% were aged between 31-40 years and29.1% were aged between 20-30 years. This can be interpreted to mean that this age is the most considered group which MTN Nigeria Ltd employed in its operations and this age group had a bearing on the ethical marketing practices of the company because most people in this age group were busy starting up a family and were prone to act contrary to ethical marketing due to the responsibilities they had.
Table 4.2: Respondents’ Gender
	
	Frequency
	Percent
	Cumulative Percent

	
	Male
	64
	58.2
	58.2

	Valid
	Female
	46
	41.8
	100.0

	
	Total
	110
	100.0
	


Source: Field survey, 2025
As seen in table 4.2, results indicate that majority of the respondents that is 58.2% belonged to the male gender while the minority that is 41.8% belonged to the female gender. This can be interpreted to mean that most of marketing activities in MTN Nigeria Ltd were performed by the males. Having males as the majority in marketing activities meant that men would take greater risk compared to women to carryout unethical marketing because they were faced with providing for their families.




Table4.3: Respondents’ Level of education
	
	Frequency
	Percent
	Cumulative Percent

	
	Ordinary Level
Advanced Level
	0
15
	0
13.6
	0
13.6

	
	Undergraduate Diploma
	
19
	
17.3
	
30.9

	Valid
	First Degree
	43
	39.1
	70.0

	
	Master’s Degree
	29
	26.4
	96.4

	
	Others, specify
	4
	3.6
	100.0

	
	Total
	110
	100.0
	


Source: Field survey, 2025
According to results in table 4.3, it is indicated that majority of the respondents had degrees and masters represented by 39.1% and 26.4% respectively. This can be interpreted to mean that majority of the respondents at the company had degree qualifications in different academic fields. This also means that they  have knowledge about the study variables.

Table4.4: Respondents’ Years of Experience
	
	Frequency
	Percent
	Cumulative Percent

	
	Less than a  year
	21
	19.1
	19.1

	
	1-4years
	38
	34.5
	53.6

	Valid
	5-7years
	42
	38.2
	91.8

	
	Above7years
	9
	8.2
	100.0

	
	Total
	110
	100.0
	


Source:  Field survey,2025
As seen in table 4.4, results indicate that 34.5% had served for a period between 1-4 years and38.2% had served for a period between 5-7 years. This can be interpreted to mean that these individuals are presumed to have more working experience and knowledge about how ethical marketing can influence customer satisfaction and hence provide relevant and reliable information.




[bookmark: _bookmark74]4.2 Interpretation of data on research variables 
[bookmark: _bookmark76][bookmark: _bookmark77]Table4.5: The role of price in ensuring customer satisfaction
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Not sure
	15
	13.6
	13.6
	13.6

	Agree
	32
	29.1
	29.1
	42.7

	Valid
	
	
	
	

	Strongly agree
	63
	57.3
	57.3
	100.0

	
Total
	
110
	
100.0
	
100.0
	


Source: Field survey, 2025
According to results in table 4.5, it is indicated that 57.3% strongly agreed and 29.1% agreed, since this is the majority, it can be interpreted to mean that the price of a product or service plays a large part in how well it sells to ensure MTN customers are satisfied. Respondents stated that during the design coordination and implementation phase(s) of a product, all likely and incurred costs, from proposed to actual, are noted and the price is constructed to help ensure costs are controlled and kept in line with initial expectations. This means that under the pricing the company’s products, the price of the MTN products enables the company sell more because it is a convenient price for most customers.


[bookmark: _bookmark78][bookmark: _bookmark79]Table4.6: Retailers of MTN’s products and services practice ethical pricing
	
	Frequency
	Percent
	Cumulative Percent

	Strongly disagree
	18
	16.4
	16.4

	Disagree
	21
	19.1
	35.5

	Not sure
	12
	10.9
	46.4

	Valid
	
	
	

	Agree
	36
	32.7
	79.1

	Strongly agree
	23
	20.9
	100.0

	Total
	110
	100.0
	


Source:  Field survey,2025
According to results in table 4.6, it is indicated that 53.6% agreed, since this is the majority response it can be interpreted to mean that retailers of MTN’s products and services practice ethical pricing strategies to earn profits. Respondents expressed that when ethical pricing is carried out, the company stands to gain from the quick turnover of its products and services, itsvaluecanbeincreasedandalsothecompanycanmanageassociatedrisksofcustomerdissatisfactionbecause the customers always provide feedback to the company through the company’s market surveys. This was backed by qualitative analyses where respondents indicated that for prices to be made, the company involved most stake holders in the design of its pricing strategies. This means that management ensured that the pricing strategies influenced or drove customer satisfaction.
[bookmark: _bookmark80][bookmark: _bookmark81]Table4.7: MTN’s competitor prices, convenience and availability
	
	Frequency
	Percent
	Cumulative  Percent

	Strongly disagree
	19
	17.3
	17.3

	Disagree
	22
	20.0
	37.3

	Not sure
	11
	10.0
	47.3

	Valid
	
	
	

	Agree
	28
	25.5
	72.7

	Strongly  agree
	30
	27.3
	100.0

	Total
	110
	100.0
	


Source:  Field survey,2025
As seen in table 4.7, it is indicated that 27.3% strongly agreed and 25.5% agreed, since this response was the majority, it could be interpreted to mean that company has researched on the prices of its competitors and tried to price its products within the range the competitors sell their products and services.
[bookmark: _bookmark82][bookmark: _bookmark83]Table4.8: MTN Retailers commonly increase the price to stimulate sales
	
	Frequency
	Percent
	Cumulative Percent

	Strongly disagree
	17
	15.5
	15.5

	Disagree
	20
	18.2
	33.6

	Not sure
	9
	8.2
	41.8

	Valid
	
	
	

	Agree
	31
	28.2
	70.0

	Strongly agree
	33
	30.0
	100.0

	Total
	110
	100.0
	


Source: Field survey,2025
[bookmark: _bookmark84]According to results in table 4.8, it is indicated that 30.0% strongly agreed and 28.2% agreed, since this is the majority, it can be interpreted to mean that company’s prices catered for the considerable profit margin for the company and its shareholders. This was considered an unethical practice because, the customers felt the bite of the prices. 
[bookmark: _bookmark85]Table4.9: MTN retailers cut prices to stimulate sales
	
	Frequency
	Percent
	Cumulative Percent

	
	Strongly disagree
	24
	21.8
	21.8

	
	Disagree
	21
	19.1
	40.9

	Valid
	Not sure
	13
	11.8
	52.7

	
	Agree
	29
	26.4
	79.1

	
	Strongly agree
	23
	20.9
	100.0

	
	Total
	110
	100.0
	


Source:  Field survey,2025
As seen in table 4.9, it is indicated that 20.9% strongly agreed and 26.4% agreed, this response had a combined positive percentage of 47.3%, this can be interpreted to mean that at times retailers of MTN’s products and services cut prices to stimulate sales of particular products or popular products. Respondents stated that at MTN Nigeria Ltd., when products are about to become obsolete, we have to market them so as to reduce the costs of storage, and dispose them off.  Considering that this was the action of retailers, it was not realist that the organization was completely unethical. These measures were carried out by the company to control cost which ensures that the proceeds are put to good use.

Table4.10: MTN marketers make their decisions in terms of the rewards

	
	Frequency
	Percent
	Cumulative Percent

	Strongly disagree
	17
	15.5
	15.5

	Disagree
	16
	14.5
	30.0

	Not sure
	11
	10.0
	40.0

	Valid
	
	
	

	Agree
	28
	25.5
	65.5

	Strongly agree
	38
	34.5
	100.0

	Total
	110
	100.0
	


Source: Field survey, 2025
According to results in table 4.10, it is indicated that 34.5% strongly agreed and 25.5% agreed, since this is the majority, it can be interpreted to mean that MTN marketers make their decisions in terms of the rewards they may receive as a result.





[bookmark: _bookmark96][bookmark: _bookmark98][bookmark: _bookmark100][bookmark: _bookmark103][bookmark: _bookmark104][bookmark: _bookmark106]Table4.11: MTN marketers make their decisions by complying with management.
	
	Frequency
	Percent
	Cumulative  Percent

	Strongly disagree
	18
	16.4
	16.4

	Disagree
	19
	17.3
	33.6

	Not  sure
	12
	10.9
	44.5

	Valid
	
	
	

	Agree
	28
	25.5
	70.0

	Strongly agree
	33
	30.0
	100.0

	Total
	110
	100.0
	


Source: Field survey, 2025
As seen in table 4.11, results indicate that 30.0% strongly agreed and 25.5% agreed, this response was the majority and it was interpreted to mean that MTN marketers make their decisions by complying with management instructions without questions.
[bookmark: _bookmark107][bookmark: _bookmark108]Table4.12: MTN marketers make their marketing decisions based on promotion
	
	Frequency
	Percent
	Cumulative Percent

	Strongly disagree
	21
	19.1
	19.1

	Disagree
	20
	18.2
	37.3

	Not sure
	9
	8.2
	45.5

	Valid
	
	
	

	Agree
	29
	26.4
	71.8

	Strongly agree
	31
	28.2
	100.0

	Total
	110
	100.0
	


Source:  Field survey, 2025
As seen in table 4.12, it is indicated that 28.2% strongly agreed and 26.4% agreed, since this is the majority, it can be interpreted to mean that MTN marketers make their marketing decisions based on promotion, potential increases in salary, or other aspects of status. It was also stated that management endeavors to make sure that all necessary aspects are implemented correctly so as  to enhance decision  making.
[bookmark: _bookmark109][bookmark: _bookmark110]Table4.13: MTN marketers make their marketing decisions in accordance with the norms
	
	Frequency
	Percent
	Cumulative Percent

	
	Strongly disagree
	17
	15.5
	15.5

	
	Disagree
	23
	20.9
	36.4

	Valid
	Notsure
	5
	4.5
	40.9

	
	Agree
	27
	24.5
	65.5

	
	Strongly  agree
	38
	34.5
	100.0

	
	Total
	110
	100.0
	


Source:  Field survey, 2025
As seen in table 4.13, it is indicated that 34.5% strongly agreed and 24.5% agreed, this response had a combined positive percentage of 59.0% and since it is the majority it can be interpreted to mean that MTN marketers make their marketing decisions in accordance with the norms and expectation of society.



[bookmark: _bookmark111][bookmark: _bookmark112]Table4.14: MTN marketers make their decisions are seen in terms of abiding by rules
	
	Frequency
	Percent
	Cumulative Percent

	Strongly disagree
	29
	26.4
	26.4

	Disagree
	31
	28.2
	54.5

	Not sure
	6
	5.5
	60.0

	Valid
	
	
	

	Agree
	20
	18.2
	78.2

	Strongly agree
	24
	21.8
	100.0

	Total
	110
	100.0
	


Source:  Field survey, 2025
Accordingtoresultsintable4.14, it is indicated that 28.2% disagreed and 26.4% strongly disagreed, since this is a majority response it can be interpreted that MTN marketers make their decisions are seen in terms of abiding by rules and regulation for the benefit of both themselves and the wider society. 
[bookmark: _bookmark127][bookmark: _bookmark129][bookmark: _bookmark130][bookmark: _bookmark131]Table4.15: Promotional activities clash with public interest in most cases
	
	Frequency
	Percent
	Cumulative Percent

	Not sure
	5
	4.5
	4.5

	Agree
	41
	37.3
	41.8

	Valid
	
	
	

	Strongly agree
	64
	58.2
	100.0

	
Total
	
110
	
100.0
	


Source: Field survey, 2025

According to results in table 4.15, it is indicated that 95% agreed, since this is the majority, it can be interpreted to mean that in marketing of MTN products and services, Promotional activities clash with public interest in most cases.
[bookmark: _bookmark132][bookmark: _bookmark133]Table4.16: The benefits of some products and services in advert are exaggerated
	
	Frequency
	Percent
	Cumulative Percent

	Strongly disagree
	25
	22.7
	22.7

	Disagree
	32
	29.1
	51.8

	Notsure
	15
	13.6
	65.5

	Valid
	
	
	

	Agree
	18
	16.4
	81.8

	Strongly agree
	20
	18.2
	100.0

	Total
	110
	100.0
	


Source: Field survey, 2025
[bookmark: _bookmark134][bookmark: _bookmark135]Accordingtoresultsintable4.16, it is revealed that 29.1% disagreed and 22.7% strongly disagreed, since this response was the majority, it can be interpreted to mean that in marketing of MTN products and services, the benefits of some products and services in advert are exaggerated more than the actual.




Table4.17: The advertising agency determines the content of advertising
	
	Frequency
	Percent
	Cumulative Percent

	
	Strongly disagree
	46
	41.8
	41.8

	
	Disagree
	28
	25.5
	67.3

	Valid
	Not sure
	9
	8.2
	75.5

	
	Agree
	12
	10.9
	86.4

	
	Strongly agree
	15
	13.6
	100.0

	
	Total
	110
	100.0
	


Source: Field survey, 2025

Accordingtoresultsintable4.17, it is indicated that 41.8% strongly disagreed and 25.5% disagreed, since this was the majority response it can be interpreted to mean that in marketing of MTN products and services, the advertising agency did not determine the content of advertising.  This implies that the company is the one that dictated what was to be advertised, however how it was advertised is one that created them is representation  probably.






[bookmark: _bookmark136][bookmark: _bookmark137]Table4.18: MTN advertises through practices that cultivate a relationship of trust
	
	Frequency
	Percent
	Cumulative Percent

	Strongly disagree
	16
	14.5
	14.5

	Disagree
	12
	10.9
	25.5

	Not sure
	2
	1.8
	27.3

	Valid
	
	
	

	Agree
	31
	28.2
	55.5

	Strongly agree
	49
	44.5
	100.0

	Total
	110
	100.0
	


Source: Field survey, 2025
[bookmark: _bookmark138][bookmark: _bookmark139]As seen in table4.18, results indicate that 72.7% agreed, since this was the majority, it can be interpreted to mean that MTN advertises its products and services to the community or communities they serve through practices that cultivate a relationship of trust. 
Table4.19: Personality metrics are used by MTN to assign individuals to segments
	
	Frequency
	Percent
	Cumulative Percent

	
	Strongly disagree
	14
	12.7
	12.7

	
	Disagree
	16
	14.5
	27.3

	Valid
	Not sure
	5
	4.5
	31.8

	
	Agree
	30
	27.3
	59.1

	
	Strongly agree
	45
	40.9
	100.0

	
	Total
	110
	100.0
	


Source: Field survey, 2025
As seen in table 6.5, results indicate that78.2% agreed, since response was the majority and it can be interpreted to mean that personality metrics are used by MTN to assign individuals to segments that are manipulatable by advertisers themselves. 
4.3 Analysis of hypotheses
H01: There is no significant relationship between ethical pricing and customer satisfaction in MTN Nigeria.
Table4.20: Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.912a
	.832
	.830
	.57897


a. Predictors:(Constant), Ethical Pricing influences to enhance delivery of project
The model summary (Table 4.20) yielded an adjusted R squared of 0 .830, which implied that ethical pricing had an 83.0% effect on customer satisfaction in MTN Nigeria. The remaining
17% can be explained by other factors which were outside the current model and therefore not analyzed. In order to analyze the variations between ethical pricing and customer satisfaction, an analysis of variance was taken by the researcher and the findings are presented in table 4.13:






[bookmark: _bookmark99]Table4.21: ANOVAa
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	
	Regression
	179.116
	1
	179.116
	534.344
	.000b

	1
	Residual
	36.202
	108
	.335
	
	

	
	Total
	215.318
	109
	
	
	


a. Dependent Variable:  Customer satisfaction
b. Predictors:(Constant), Ethical pricing
From the ANOVA test in table 4.21, the processed data which is the population parameters, had a significance level of 0.01 which indicates that the value of significance (p-value) is less than
0.05. This is an indication that MTN Nigeria Ltd Ethical pricing significantly influences its customers’ satisfaction.
H02: There is no significant relationship between integrity of marketers and customer satisfaction in MTN Nigeria.
[bookmark: _bookmark113][bookmark: _bookmark114][bookmark: _bookmark123][bookmark: _bookmark126]Table4.22: Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std .Error of the Estimate

	1
	.971a
	.942
	.942
	.37276


a.  Predictors:(Constant), Integrity of marketers
[bookmark: _bookmark125]The model summary (Table 4.22) yielded an adjusted R squared of 0 .942, which implied that Integrity of marketer shade 94.2% effect on customer satisfaction in MTN Nigeria. There maining 5% can be explained by other factors which were outside the current model and therefore not analyzed. In order to analyses the variations between Integrity of marketers and customer satisfaction, an analysis of variance was taken by the researcher and the findings arepresentedintable5.12:
Table4.23:ANOVAa
	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	
	Regression
	243.985
	1
	243.985
	1755.949
	.000b

	1
	Residual
	15.006
	108
	.139
	
	

	
	Total
	258.991
	109
	
	
	


a. Dependent Variable: Customer Satisfaction
b. Predictors:(Constant), Marketing with integrity
Table 4.23 indicates that the p-value of the regression model of customer satisfaction throughmarketingwithintegrityisequalto0.01,this means that the model is statistically significant at 0.05levelofsignificance.






Table4.24: Coefficientsa
	Model
	Unstandardized
Coefficients
	Standardized
Coefficients
	t
	Sig.

	
	B
	Std.Error
	Beta
	
	

	
	(Constant)
	6.211
	.089
	

.971
	70.081
	.000

	1
	MTN marketers’ market
Products with Integrity
	
1.014
	
.024
	
	
41.904
	
.000


a. Dependent Variable:  Customer satisfaction
Based on table 4.24, it can be stated that Beta =0.971P<0.01, the null hypothesis is rejected and the alternative hypothesis supported. It was therefore concluded that there is a significant relationship between integrity of marketers and customer satisfaction inMTN Nigeria
H03: There is no significant relationship between ethical advertisement and customer satisfactioninMTN Nigeria.
[bookmark: _bookmark140][bookmark: _bookmark151]Table4.25:ModelSummary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.864a
	.746
	.743
	.72744


a. Predictors:(Constant), Ethical advertising
As seen in table 4.25, results indicate that R is .864 which shows how much the variable varies with the independent variable. The R square and the Adjusted R square is. 746 and 743 respectively. This means that ethical advertising explains 74.3% of the changes that do occur in customer satisfaction. This kind of relation was positive in that an increase in ethical advertising will positively have an impact on customer satisfaction. This therefore leads to a conclusion that ethical marketing through its influence on advertising affects customer satisfaction.
[bookmark: _bookmark152]Table4.26: ANOVAa
	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	
	Regression
	167.613
	1
	167.613
	316.749
	.000b

	1
	Residual
	57.150
	108
	.529
	
	

	
	Total
	224.764
	109
	
	
	


a. Dependent Variable: Customer satisfaction
b. Predictors:(Constant), Ethical advertising
Results in table 4.26indicate that the p-value of the regression model of ethical advertisingequals0.01, this means that the models statistically significant at 0.05levelofsignificance.






[bookmark: _bookmark153]Table4.27: Coefficientsa
	Model
	Unstandardized
Coefficients
	Standardized
Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	(Constant)
	12.391
	.544
	
.864
	22.763
	.000

	1
	
	
	
	
	

	Ethical advertising
	2.118
	.119
	
	17.797
	.000


a. Dependent Variable:  Customer satisfaction
From the data in the table 4.27, the yielded regression equation was Y=12.391+2.118 X1. From the above regression equation, it was revealed that holding company’s ethical advertising at a constant zero, customer satisfaction would be 2.118. This means that  it increase in company’s ethical advertising would lead to an increase in customer satisfaction by a factor of 2.118. In addition, as seen in table above,
In conclusion, it can be stated that MTN Nigeria Ltd.’s ethical advertising significantly affects its customers’ satisfaction.

[bookmark: _bookmark154][bookmark: _bookmark160]CHAPTERFIVE
[bookmark: _bookmark161]SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 [bookmark: _bookmark162]Introduction
[bookmark: _bookmark163]This chapter comprises of summary of findings, conclusion recommendations to the study according to the study objectives. The conclusions are on a basis of the findings and relates to the situation of ethical marketing and customer satisfaction in MTN Nigeria.
5.2 Summary of the findings
The study’s Findings revealed that price of a product or service plays a large part in how well it sells to ensure MTN customers are satisfied. Customer satisfaction depended on how the retailers of MTN’s products and services practice ethical pricing strategies to earn profits. However, this was affected by MTN’s competitor's prices, convenience, availability and other factors such as the company’s consumer impressions of fair pricing by retailers so that the company would earn a considerable profit margin for the company and its shareholders. The findings showed that price cuts were done to stimulate sales of particular products or popular products. The marketing practices like branding are what made some marketing practices of the company unethical. MTN distribution channels were found to be too far which unnecessarily increased the price which the consumer has to pay for goods but to the advantage of the middleman. These findings reveal that some unethical practices that have influenced the price of products in MTN. The relationship between the integrity of marketers and customer satisfaction in MTN Nigeria
The study found out that promotional activities of MTN Nigeria clash with public interest in most cases and the benefits of some products and services in advert are exaggerated more than the actual. This was further complicated by the fact that the advertising agency determined the content of advertising though the company advertised its products and services to the community or communities through practices that cultivate a relationship of trust. The advertising by the company was found to follow the legal system that ensures that the ethical codes of advertising were charted. However, the reputation of the company had created satisfied customers who found it easy to do business with the company
5.3 [bookmark: _bookmark164]Conclusion
MTN Nigeria Ltd in its marketing operations is usually challenged by ethical marketing practices. The company has allocated its marketing and sales departments with mandate to try and deal with the issue of ethical marketing. MTN Nigeria Ltd has come to find out that to a great extent ethical marketing has a direct impact on the customer satisfaction. An increase in the ethical marketing practices like fair pricing, integrity of marketers, and applying ethical advertising will result in increased repeat business and hence customer satisfaction. A prudent organization which is able to manage its marketing practices ethically is able to effectively improve its customer satisfaction.
5.4 [bookmark: _bookmark165]Recommendations
The following recommendations are suggested by there searcher:
· The study recommends that MTN Nigeria Ltd should base policies and operations on a consumer perspective. Not only will the marketer discover the customers’ needs, they will also, look at their plans as if they were the users.
· The study suggests that MTN marketing managers need rapid access to information about the norms and expectation of society to make decisions about strategic, financial, marketing and operational issues and the ethics concerned with the decisions their marketing officers or staff will take while marketing the company’s products and services
· [bookmark: _bookmark167]In improving on the ethic of advertising, it is recommended that MTN needs to act with honesty by ensuring that a product satisfies a need it promises to, or aids in providing a lifestyle it advertises.
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APPENDIXII–
 Questionnaire for Management   and staff of   MTN Nigeria.
Dear respondent,
I am SANNI MUHAMMED, undertaking research on ethical marketing and customer satisfaction in telecommunications companies: a case of MTN, Nigeria. as a requirement for a Higher National Diploma in Business Administration of Kwara State polytechnic. Please help me answer the questions below. I humbly request you, to participate in this study by filling in this questionnaire.  All the answers that you will provide shall be treated with the confidentiality they deserve, and will only be used for academic purposes
SECTIONA: BASIC DEMOGRAPHIC DATA (PLEASE TICK WHERE APPROPRIATE)
1. How old are you? (Years)a)20-30	()
b)31-40	()
c)41-50	()
d)Above50years	()
2. Sex
a) Male	()
b) Female	()

3. Highest level of Education
a) Ordinary Level	()
b) Advanced Level	()
c) Undergraduate Diploma	()
d) First Degree	()
e) Master’s Degree	()
f) Other (please specify)
………………………………………………………………………………………………………
………………………………………………………………………………………………………

4. Department of work
Top Management	()	Marketing	()	Sales ()	Human Resource Customer	()
5. Length of service
	Lessthan1year
	()

	1-4years
	()

	5-7years
	()

	Above7years
	()


6. Marital Status
Single()	Married	()	Separated () Divorced  Widower ()

SECTIONB: ETHICAL PRICING, PRODUCT STANDARDS AND CUSTOMER SATISFACTION
Tick the selected alternatives and tick as to where you strongly Agree (Sa), Agree (A), Not Sure (N), Disagree (D) Or Strongly Disagree (SD)with the statement/question.
Instructions:
Answer the following questions by ticking in the box that best suits your opinion

	Statement
	SD
	D
	N
	A
	SA

	1
	Thepriceofaproductorserviceplaysalargepartinhowwellitsellstoensure MTN customers are satisfied
	
	
	
	
	

	2
	In MTN, the retailers of its products and services practice ethical pricing strategies to earn profits without defrauding competitors or consumers
	
	
	
	
	

	3
	MTN’s competitor's prices, convenience, availability and other factors affect the company’s consumer impressions of fair pricing.
	
	
	
	
	

	4
	Retailers in MTN commonly increase the price to two or three times the whole sale cost to earn a considerable profit margin for the company and its shareholders
	
	
	
	
	

	5
	At times retailers of MTN’s products and services cut prices to stimulate sales of particular products or popular products
	
	
	
	
	



SECTION C: INTEGRITY OF MARKETERSAND CUSTOMERSATISFACTION
Instructions:
Answer the following questions by ticking in the box that best suits your opinion
	Statement
	SD
	D
	N
	A
	SA

	1
	MTN marketers make their decisions in terms of the rewards they may receive as a result
	
	
	
	
	

	2
	MTN	marketers	make	their	decisions	by	complying	with management instructions without questions.
	
	
	
	
	

	3
	MTN	marketers	make	their	marketing	decisions	based	on promotion, potential increases in salary, or other aspects of status
	
	
	
	
	

	4
	MTN marketers make their marketing decisions in accordance with the norms and expectation of society or particular social groups to  which they belong
	
	
	
	
	

	5
	MTN marketers make their decisions are seen in terms of abiding by rules and regulation for the benefit of both themselves and the wider society
	
	
	
	
	




SECTION D: ETHICAL ADVERTISEMENT AND CUSTOMER SATISFACTION
Instructions:
Answer the following questions by ticking in the box that best suits your opinion
	Statement
	SD
	D
	N
	A
	SA

	1
	In marketing of MTN products and services, Promotional
Activities clash with public interest in most cases
	
	
	
	
	

	2
	In marketing of MTN products and services, the benefits of some products and services in advert are exaggerated more
Than the actual.
	
	
	
	
	

	3
	In	marketing	of	MTN	products	and	services,	the
Advertising agency determines the content of advertising
	
	
	
	
	

	4
	MTN advertises its products and services to the community or communities they serve through practices that cultivate a
relationship of trust
	
	
	
	
	

	5
	Personality metrics are used by MTN to assign individuals
to	segments	that	are	manipulatable	by	advertisers themselves
	
	
	
	
	



SECTION E: CUSTOMER SATISFACTION IN MTN NIGERIA
	Statement
	SD
	D
	N
	A
	SA

	1
	Customers are satisfied with length of life  of the MTN products
	
	
	
	
	

	2
	Customers are satisfied with design of MTN products, consistency of quality and range of products
	
	
	
	
	

	3
	Customers are satisfied with Delivery of MTN products and services on time and the speed of delivery
	
	
	
	
	

	4
	Customers are satisfied with courtesy from MTN sales staff, sales representative's availability, representative's knowledge, and reliability of returning calls
	
	
	
	
	

	5
	Customers are satisfied with Friendliness of MTN sales staff, complaint resolution, and responsiveness to enquiries
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