
IMPACT OF RELATIONSHIP MARKETING ON CUSTOMER LOYALTY OF GLOBAL COM NIGERIA PLC, (A STUDY OF UNIVERSITY OF ABUJA)


BY
ADESHINA TOMISIN DAVID
HND/23/BAM/FT/0517


BEING PROJECT WORK SUBMITTED TO THE DEPARTMENT OF BUSINESS ADMINISTRATION & MANAGEMENT, INSTITUTE OF FINANCE AND MANAGEMENT STUDIES, KWARA STATE POLYTECHNIC, ILORIN.

IN PARTIAL FULFILMENT OF THE REQUIREMENT FOR THE AWARD OF HIGHER NATIONAL DIPLOMA IN BUSINESS ADMINISTRATION AND MANAGEMENT

MAY, 2025

CERTIFICATION
This is to certify that this project was carried out by ADESHINA TOMISIN DAVID, with Matric No HND/23/BAM/FT/0517 and has been read, corrected and approved as meeting the part of the requirement for the award of Higher National Diploma (HND) in Business Administration and management, in the department of Business Administration and Management, Institute of Finance and Management Sciences, Kwara State Polytechnic, Ilorin, Nigeria. 

________________________					_______________
MR. KUDABO, M. I								DATE
Project Supervisor



________________________					_______________
MR. ALIYU, B. U								DATE
Project Coordinator



_________________________				 	_______________
MR. ALAKOSO, I. K							DATE
Head of Department



_________________________					 _______________
										DATE
(External Examiner)


DEDICATION

 This project to God Almighty my creator, my strong pillar, my source of inspiration,
wisdom, knowledge and understanding. He has been the source of my strength throughout this
program and on His wings only have I soared. I also dedicate this work to my mom
who has encouraged me all the way and whose encouragement has made sure that I
give it all it takes to finish that which I have started. To my loved ones (Mummy Eriife, Tomiwa, Dream Big, Kenny Pelly, Taiwo, Aunty Yemi, Omowunmi) who have been affected in every way possible by this quest.
Thank you. My love for you all can never be quantified. God bless you all abundantly.







ACKNOWLEDGEMENT
In The Name of God, The Most Beneficent, The Most Merciful. All praise is to God, and I thank him for giving me the knowledge and strength to complete this project. 
I am immensely grateful to my project supervisor Mr Kudabo Moses for his valuable guidance and unwavering support throughout the duration of this project. His expertise and mentorship have been instrumental in shaping the project’s direction and ensuring its successful completion. I would also like to extend my heartfelt appreciation to my classmates (Abbey, Sam, Olsen, Racheal) and my cafe man Mr Michael who collaborated with me on this project. Their contributions and collective effort have greatly enriched the outcome.
Additionally, I would like to express my gratitude to the school administration and Department for providing us with the necessary resources and opportunities to undertake this project. Their encouragement and belief in our abilities have been a constant source of motivation. Finally, I am indebted to my mom and loved ones for their continuous support and encouragement. Their unwavering faith in me and their willingness to lend a helping hand whenever needed have been crucial throughout this journey.





ABSTRACT
This study investigates the impact of relationship marketing on customer loyalty, with a specific focus on Global Com Nigeria Plc, using the University of Abuja community as a case study. Relationship marketing emphasizes long-term engagement and customer satisfaction rather than short-term sales, making it a critical strategy for firms in highly competitive industries such as telecommunications. The primary objective of this research is to examine how relationship marketing practices such as trust, communication, commitment, and customer satisfaction affect the loyalty of Global Com subscribers within the University of Abuja.
A quantitative research design was employed, with data collected through structured questionnaires administered to students and staff who are active Global Com subscribers. Descriptive and inferential statistical techniques, including correlation and regression analysis, were used to analyze the data. The findings reveal a significant positive relationship between relationship marketing dimensions and customer loyalty. Specifically, trust and consistent communication emerged as the strongest predictors of sustained customer loyalty.
The study concludes that effective relationship marketing strategies can substantially enhance customer retention and brand loyalty for Global Com Nigeria Plc. It recommends that the company should invest more in personalized communication, transparent service delivery, and customer feedback mechanisms to foster deeper emotional and behavioural loyalty among its users. These findings are valuable for marketing practitioners seeking to improve customer engagement in the telecommunications sector.
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CHAPTER ONE
INTRODUCTION

1.1 Background to the Study
In today’s market, the mobile technology has been extremely competitive and service providers are moving aggressively to attract versatile users by offering some meaningful attractive promotions and services. Consumers of telecommunications products and services in Nigeria are varied and their tastes, needs and expectations are also varied. According to Roger, (2019), there are five global system for mobile communication (GSM)network and 13 code division multiple access (CDMA)-based network operators in Nigeria. The GSM operators include Airtel, MTN, MTEL, Globacom, and Etisalat while CDMA network operators include Multilinks, Starcomms, O’net, and Visafone amongst others.
The Telecommunication industry is considered to be one of the largest and most powerful industries in the global market, vis-a-vis technological advancement, with its operations covering every corner of the globe and with the world heavily dependent on communication. Today, activities in the telecommunication industry are composed of various procedures including service provision, sales of products like Handsets, Subscriber Identity Module (SIM) packs and other communications gadgets. 
The concept of relationship marketing was introduced to service marketing in 2020 by Leonard L. Berry. It is a strategy that mainly focuses on developing-maintaining-enhancing. In other words, it is designed with the aim of developing relationship with existing and potential customers, maintaining these relationships by meeting the expectation of customers from time to time and enhancing the value to customers by providing high quality product at reasonable prices over the time. The benefits relationship marketing offers has helped it gain popularity in the recent years. Companies who gain competitive edge are using it as a competitive marketing weapon. Companies are now using it as a tool of value creation and in this process customers are also encouraged to give their views on critical decision issues like product designing, pricing, distribution etc. companies are looking forward to customers as their co-producer and co-designer Bhatia (2020) .
Relationship marketing is very important in this modern world, since consumers all around the world are sophisticated and have good amount of knowledge and seeks better offers. So, this factor force marketers to shift from push marketing to pull marketing. Organizations are now more focusing on mass mediums and relationship marketing these days. Building relationship with customer was basic function for an organization during last few years. Building relationship is the only way that an organization can achieve a permanent competitive advantage and which leads to survival and long-term growth in the market (Jorgensen, 2021). The transition from a traditional economy and intense competition in modern dimensions, customer as the person who organization is willing to create values that influence on their behavior, as main element and the center of all activities of organizations. So that in terms of competitiveness, viability and survival of organizations in identifying and attracting new customers and retaining existing customers is expressed (Gilaninia et al, 2019). On the other hand improving communication, the evolution of the information age and the advent of new communication tools, organizations have made facing with a host of different customers, and many choices that as results additional providing customers and market instability (Rahbarinia,2020). 
 Loyalty is a deeply held commitment to re-buy or re-patronize a preferred product or service in the future despite there are situational influence and marketing efforts having the potential to cause switching behavior. Kotler defined the term loyalty as a lasting commitment to family, friends or country and believes that it initially entered to the marketing literature by emphasizing on brand loyalty (Ranjbaryan & Barari, 2019). One of the basic assumptions in relationship marketing is that long-term loyal customers are profitable. 
 There is undoubtedly a growing interest in the subject of relationship marketing. The strong rivalry characterizing today’s business environment has resulted to the building of stronger firm-customer relationships (Ndubisi, 2018). Ndubisi (2018) reported that more and more firms are capitalizing on strong firm-customer relationship to gain invaluable information on how best to serve customers and keep them from defecting to competing brands. Hence, customer relationship building creates mutual rewards which benefit both the firm and the customer. 	
1.2 Statement of the Problem
Variety of relationship marketing components has become the market norm, leading to strong scramble for market share. Customers are indeed benefiting from the numerous promos, price war and enticing customer services. They are being bombarded by a number of marketing activities and aggressive sales tactics such as doorstep selling, radio advertisement, TV advertisement, internet promotion and other customer loyalty programs. However, a lot of money have being spent and continue to be spent on these tactics which has led some of the telecommunication operators to be struggling to meet their core objective of increasing shareholders’ fund (Asare, 2020).
However, consumers would most likely behave differently toward the various mobile operators’ products and services, hence, achieving optimum consumers’ satisfaction is of paramount interest to the mobile service providers. Evaluating the perception of a mobile user in a highly competitive tele-communication market is very crucial.
There is undoubtedly a growing interest in the subject of relationship marketing. The strong rivalry characterizing today’s business environment has resulted to the building of stronger firm-customer relationships (Ndubisi, 2019).  Ndubisi (2019) reported that more and more firms are capitalizing on strong firm-customer relationship to gain invaluable information on how best to serve customers and keep them from defecting to competing brands. Hence, customer relationship building creates mutual rewards which benefit both the firm and the customer. By building relationship with customers, an organization can also gain quality sources of marketing intelligence for better planning of marketing strategy. 
It is important, therefore, to empirically examine the actual impact of relationship marketing on customer loyalty. Such understanding will assist in better management of firm-customer relationship and in achieving higher level of loyalty among customers.
1.3 Research questions
In a bid to successfully achieve the goal of this research on the impact of relationship marketing in the telecommunication industry the following research questions will be considered 
i. Is there any relationship between firm commitment to customer service and customer loyalty?
ii. To what extend does conflict handling influences customer loyalty?
1.4 Objectives of the Study
The main objective of this study is to find out the impact of relationship marketing on customer loyalty. 
Other objectives of the study are to:
i. Find out the extent which inflict handling influence customer loyalty
ii. Find out the relationship between firm commitment to customer service & customer loyalty

1.5 Research questions
In a bid to successfully achieve the goal of this research on the impact of relationship marketing in the telecommunication industry the following research questions will be considered 
I. To what extend does conflict handling influences customer loyalty?
ii. Does sales promotion influence customer loyalty?
1.5 	Research Hypothesis
Ho1:	there is no significant relationship between a firm commitment to customer service and customer loyalty
Ho2: 	conflict handling does not influence customer loyalty.
1.6 	Significance of the Study
By the time this study is completed, it is hoped to:
To provide both theory development for academics and practical implication for marketing 
Also, the result is expected to inform Mobile operators about their customers’ response to the variety of relationship marketing strategies being deployed as it is helpful for marketers to understand the effectiveness of relationship marketing tactics from consumer’s perspective, 
Lastly, to serve as a yard stick for those that implements and formulate policies in the mobile telecommunication industry. The academic world may also benefit from this study; it may serve as a basis for more research in this area, the telecom sector, as well as the rest of the service sectors.
1.9 Definition of Terms	
1. Marketing:  Marketing in the context of this work may be defined as a continuous process where consumers’ needs are identified and met by way of creating and delivering value.
2. Relationship Marketing: Relationship marketing essentially means developing customers as partners, where the approach is different from traditional transaction. 
3. Transaction Marketing: Short, discrete transactions that have a distinct beginning and end, and are based solely on price.
4. Service Quality:  Service quality may be defined as the consumers’ judgment about a firm’s overall excellence or superiority.
5. Price Perception: Is the monetary cost for a customer to buy products or services. 
6. Brand Image:  May be defined as the perception or mental picture of a brand formed and held in customers’ mind, through customers’ response, whether rational or emotional. 
7. Value Offers: Value offers to a customer means adding something to the core .product that the customer perceives important, beneficial and of unique value. 
8. Customer Loyalty: Customer loyalty is the most important goal of implementing relationship marketing activities. Customer loyalty as a deeply held commitment to re-buy or re-patronize a preferred product or service consistently. 
9.  Telecommunication: Telecommunication occurs when the exchange of information between two entities (communication) includes the use of technology. 









CHAPTER TWO
LITERATURE REVIEW
2.1 Conceptual Review
2.1.1	Concept of Relationship Marketing
The concept of relationship marketing was introduced to service marketing in 2020 by Leonard L. Berry. It is a strategy that mainly focuses on developing-maintaining-enhancing. Companies who gain competitive edge are using it as a competitive marketing weapon. Companies are now using it as a tool of value creation and in this process customers are also encouraged to give their views on critical decision issues like product designing, pricing, distribution etc. companies are looking forward to customers as their co-producer and co-designer (Bhatia, 2019) .
As the competitive environment becomes more turbulent, the most important issue is no longer to provide excellent or good quality products or services, but also to keep loyal customers who will contribute long-term profit to organizations (Tseng, 2018). Therefore, relationship marketing has become an alternative means for organizations to build strong, ongoing associations with their customers. Relationship marketing has received much attention in both academy and practice areas in the last few decades. It was during the last decade of the 20th century that relationship marketing began to dominate the marketing field (Egan, 2021). During this period relationship marketing became a major trend in marketing and management business Relationship marketing is concerned about building customer loyalty by providing value to all the sections involved in the relational exchanges (Peng and Wang, 2019), In order to create a personal and business relationship with customers we should attract and keep them satisfy. 
The development of industrial marketing and service marketing led to a new approach that emphasized long term and close relations with customers. Therefore, transaction-based marketing that focus only on the selling of the product shifted to interactive marketing that focus on the establishment of sustainable and long-term relations with customers (Abbasi and Torkemani, 2019, p.25). Berry (2020) viewed relationship marketing as a strategy to attract, maintain and enhance customer relationships (Berry, 2020). 
An organization must exceed their customers’ expectations in order to satisfy, retain and develop a healthy relationship with them. Relationship marketing involves the organization undertaking a number of important activities. But we ought to know that an organization must first put in place methods and strategies in order to pursue and achieve its set goals and objectives. Methods used to attract customers may include promoting the product and brand, offering good quality products/services and competitive prices. Secondly, customers that are attracted to the organization have to be retained and there trust, commitment and loyalty has to be earned. The Harvard business school Newsletter executive Education (2019) suggests that brand loyalty can only be secured through relationship marketing. However, Gregory (2020) opined that relationship marketing itself is to be achieved through effective customer service. Gregory (2020) posits that relationship marketing focuses on using customer service and quality of service as benchmarks in a company’s marketing activities. 
Relationship marketing campaigns are developed by looking at the lifetime relationships with clients rather than the individual dealings in order to increase short term profit. However, the study conducted by Main (2018), shows that relationship marketing involves using methods and tactics to develop long-term relationships with customers in order to retain and grow them.
When a relationship management program is properly implemented, the organization will begin to focus as much on managing its customers as on managing its products. This has been shown to be useful as it allows companies to improve their customer service before the customer defects, thus making it far more likely that the customer will return next time. Good customer service is all about bringing customers back, that is turning customers into loyal customers. However, Kotler and Keller (2019) posit that customer loyalty describes the tendency of a customer to choose one business or product over another for a particular need. Increased customer loyalty is the desired end result for any product and this is the desired benefit of relationship marketing. Customer loyalty can make the organization achieve revenue and market share growth and cost shrinkages, as the expenses associated with acquiring and establishing relationships with new customers and replacing old ones declines. As cost goes down and revenue goes up, profit increases as a third-order effect of loyalty.
This however, according to Holetzky [2019], customer loyalty is the behavior of repeat customers offering favorable word of mouth to friends and family about a certain product and/or organization. He posits that the keys to happy customers are managing project profitably, lead them, build trust and create value. He also believes that, the term customer loyalty is used to describe the behavior of repeat customers, as well as those that offer good ratings, reviews, or testimonials. Lawfer [2019] state that loyal customers are easier to do business with, are more predictable and do not attract the additional expense usually associated with attracting new customers. Companies with a substantial loyal customer base enjoy greater profitability in good economic times and depend on their loyal customers to help them survive difficult financial conditions and economic down-turns. The adoption by an organization of customer service operation with the influence of relationship marketing strategies to achieve customer loyalty deserves some empirical research attention.
Customer price perception
 From the consumer’s perspective, price is what is given up or sacrificed to obtain a product. This definition is with Ahtola’s (2021) argument against including monetary price as lower level attributes in multi attribute models because price is a given component of the model, rather than a get component. Defining price as a sacrifice is consistent with conceptualizations by other pricing researchers Chapman (2018).
Price reliance is a general tendency in some consumers to depend on price as a cure to quality (Lambert 2018). The body of literature summarized by Olson (2019) is based on the assumption that a general price perceived quality relationship exists.  Consumers appear to depend more on price as a quality signal in some product categories than in others
Firm commitment to the customer
Commitment is as an essential ingredient for successful long-term relationships. Developing a customer's commitment in business relationships does pay off in increased profits, customer retention, willingness to refer and recommend. Relationship marketing literature suggests customer satisfaction and trust as major determinants of commitment. Recently, practitioners and scholars have identified customer value as a pivotal issue in the management of business of relationships.
Promotion
Promotion is part of the Promotional Mix, and industry achieves short-term sales goals through promotion. Industry   use    a    great promotion activity to attract customer purchase because of internal and external factors.  The America Marketing Association claimed that promotional activity is all marketing activities that stimulate customer purchase and the effects of sellers.  It is different from personal selling, advertising, sales promotion, and public relations. Therefore, according to the  aspect  of  relationship marketing  and  the  combination  of  the  traditional definitions  of  promotion,  this  study  adopts  the  following definition: Relationship-orientated  promotion  is  all activities  that  offer  extra  economical incentives  or  direct incentives with long-term effects to the end consumers in terms of customers’ values. In the mobile telecommunication industry, it would be some activities that are customers’ value orientation, such as data bundles service, etc.
Conflict handling
Conflict is a process in which a person finds that another person has affected negatively on what he follows or is a process that a person deliberately tries to obstacle the success of others (Rezaeian, 2021)
Conflict management, is identifying and managing conflicts in a reasonable, fairly and efficient manner. Conflict can be managed with skills like effective communication, problem solving and negotiation. Our ability to manage conflict management can affect the results. To manage conflict before anything else, it must be identified and analyzed and examined the causes of the conflict. After identifying the conflict and its causes, the key point in conflict management is choosing the right style.
Evolution of relationship marketing theory
The roots of marketing and relationship marketing theory stem from economics. When Wroe Alderson (2019) extended the institutional economics view that exchanges are driven by value maximization and market efficiency, he argued that because people are involved, marketing thought must include the sociological factors of power structure and two-way exchange of commitments, as well as the social psychological factors of communication and emotional reactions.
Bagozzi (2019) further refined marketing’s focus by applying exchange theory. To what he considers the two key questions of marketing theory: Why do people and organizations engage in exchange relationships? And how are exchanges created, resolved, or avoided? Consistent with the emergence of middlemen in business exchanges, channel researchers employed the power dependence framework from social exchange theory, developed in sociology, to understand relationships between channel partners (Emerson 2019). Specifically, early channel researchers proposed a positive effect of dependence on performance because the dependent partner wanted to maintain the relationship to achieve its goals rather than undertake the difficulty or cost of finding a replacement partner (El-Ansary 2018; Frazier 2020).
Recent research recasts dependence as a contextual or background variable rather than a prime driver of relationship performance (Morgan and Hunt 2018; Palmatier, Dant, and Grewal 2019). This perspective indicates that the dependence between relationship partners is important because it affects the development and maintenance of a relationship, not because it is an immediate precursor of relationship performance (Palmatier, Dant, and Grewal 2019). Thus, though early relational exchange research gave dependence a central theoretical role, it has since been recast in a supporting role. Dwyer, Schurr, and Oh’s (2019) classic paper integrated relational contract theory (Macaulay 2018; Macneil 2021) with social exchange theory (Blau 2019; Thibaut and Kelley 2019) to develop a framework of buyer seller relationships in which exchanges lie on a continuum from discrete to relational transactions. Dwyer and colleagues also offer a wide range of relational constructs (trust, commitment, norms, dependence, justice, conflict, cooperation, and communication) that they suggest are instrumental in relationship development and dissolution. Perhaps due to their significant influence, the next 20 years of relationship marketing research, grounded in social exchange and relational contracting theory. 
Empirical research in marketing supports the Commitment-Trust Theory of Relationship Marketing (perhaps the most influential RM paper to date), posit that presence of relationship commitment and trust is central to successful relationship marketing, not power. On the basis of research grounded in social exchange theory, marriage, and organizational behavior, they argue that relationship commitment, an enduring desire to maintain a valued relationship.
(Moorman, Zaltman, and Deshpande 2019), and trust, the confidence in an exchange partner’s reliability and integrity (Morgan and Hunt 2018), represent the key elements that explain a relationship’s impact on performance. Thus, relationship partners who are committed expend extra effort and work to maintain and strengthen relational bonds, which positively influences co-operation, financial performance. The empirically well-supported commitment trust theory has provided the default theoretical basis for most relationship research during the past decade (Morgan and Hunt 2018; Palmatier et al. 2021). 
Second, contrary to conventional wisdom, relationship quality, a composite construct that captures multiple aspects or dimensions of a relationship (e.g., trust, commitment, relationship satisfaction), has a stronger impact on objective performance than any single dimension. Thus, Palmatier et al (2019) suggest that different dimensions of a relationship may be synergistic, and superior performance may be possible only when the relationship is sufficiently strong on all critical aspects.
DIFFERENCES BETWEEN RELATIONSHIP MARKETING AND TRANSACTIONAL MARKETING
The table developed from the text in Grönroos (2025) demonstrates the main differences between Transaction based Marketing and Relationship based Marketing.
Table 1: Difference between transaction-based marketing and relationship-based marketing
	TRANSACTION FOCUS
	MARKETING FOCUS

	Orientation to single sales.
	Orientation on customer retention.

	Discontinuous customer contact.
	Continuous customer contact.

	Focus on product features.
	Focus on customer value

	Short term scale.
	Long term scale

	Limited commitment to meeting customer expectations.
	High commitment to meeting customer expectations.

	Quality is the concern of production staff.
	Quality is the concern of all staff.











Source - Adapted from text - Grönroos (2025).
Sales performance refers to the measurement and evaluation of the effectiveness and efficiency of a sales team or individual salesperson in achieving their sales targets and objectives. It encompasses various key performance indicators (KPIs) and metrics that assess the productivity, revenue generation, and overall success of sales efforts within an organization.
1. Sales Targets/Objectives: These are specific goals set by the organization for its sales team or individual sales representatives. Targets can be based on revenue, units sold, market share, customer acquisition, or other metrics.
2. Key Performance Indicators (KPIs): These are quantifiable metrics used to evaluate the performance of sales activities. Common KPIs include sales revenue, conversion rates, average deal size, sales growth, customer acquisition cost (CAC), customer lifetime value (CLV), and sales pipeline metrics like lead-to-opportunity ratio and win rate.
3. Sales Metrics: These are specific measurements used to track and analyze various aspects of the sales process. Examples include number of calls made, emails sent, meetings held, demos conducted, proposals sent, and deals closed.
4. Sales Pipeline: This refers to the visual representation of the stages that a sales prospect goes through before becoming a customer. Tracking the movement of prospects through the pipeline helps identify bottlenecks and areas for improvement in the sales process.
5. Sales Forecasting: This involves predicting future sales performance based on historical data, market trends, and other relevant factors. Accurate sales forecasting is crucial for effective resource allocation, inventory management, and strategic planning.
6. Sales Training and Development: Continuous training and skill development programs help sales professionals enhance their selling techniques, product knowledge, communication skills, and ability to overcome objections, ultimately improving sales performance.
7. Sales Incentives and Compensation: Providing incentives such as bonuses, commissions, and rewards motivates salespeople to achieve their targets and excel in their roles. A well-designed compensation plan aligns the interests of sales reps with the goals of the organization.
8. Sales Technology and Tools: Leveraging technology such as customer relationship management (CRM) systems, sales automation software, analytics platforms, and communication tools can streamline sales processes, enhance productivity, and provide valuable insights for optimizing sales performance.
Overall, effective sales performance management involves setting clear objectives, tracking relevant metrics, providing adequate training and support, incentivizing desired behaviors, and leveraging technology to drive continuous improvement and achieve sales goals.
2.1.2	Concept of Customer Loyalty
Customer loyalty can be defined as a situation when a customer has a positive attitude towards a company, expresses a willingness to repurchase from that company and actually does make the next purchase from that company rather than from a competitor (Chojnacki, 2020). Reynolds (2022) explained the importance of customer loyalty should be seen not only as only a tool to gain market share but as a tool to maximize the value of individual customers. This means shifting the emphasis from selling one million widgets, to that of ensuring that the companies widgets are used daily by its customers for the next 20 years. That customer loyalty in a nutshell is earned one customer at a time.
Butscher (2022) stated that most customer loyalty strategies offer primarily financial benefits. In essence, they provide price discounts and discounts are the last thing that creates loyalty among customers. Customers who buy the organizations product or service merely because of its price will not continue to do so if they can find a better price elsewhere. The only way to create long-term customer loyalty is to establish a true relationship with customers, which is based not on financial incentives, but on emotion, trust and partnership. (Butscher, 2022). Loyal customers, who have emotional connections, are less likely to switch to rival companies based on price alone, and additionally loyal customers tend to spend more money than non-loyal customers (Bowen and Shoemaker, 2021)
Sällberg (2021)   indicated    that there   are   different   concepts positively   related    to   why customers   continue   to   purchase   a   certain brand   or   from   a   certain   firm. She introduced four   concepts, which   are   behavioral   loyalty, attitudinal   loyalty,   customer   satisfaction and switching costs. Behavioral loyalty and attitudinal loyalty focuses on the value of the brandto the   customer.     Keenhove (2003) indicated that behavioral loyalty is a customer’s repeat patronage behavior, developed relationship overtime. For any companies, customer loyalty becomes more meaningful only when it translates into purchase behavior. Purchase behavior generates direct and tangible returns to the company   as compared to   the effects of pure   attitudinal loyalty   where commitment and trust   that   do not   translate   directly   into   actual purchase behavior. Therefore, it is important      for a company     to build   behavioral     loyalty.   Pure   attitudinal   loyalty   of   a customer without behavioral loyalty may provide only limited or no tangible returns to the company.  Most loyalty programs in existence today reward behavioral loyalty. As   mentioned   earlier, attitudinal   loyalty   is   consisted   from   trust,  emotional   attachment, and commitment to a brand and a relationship. 
Baloglu (2022) suggested that customer loyalty should be studied on a two-dimensional scale as behavioral (repeat patronage) and attitudinal (commitment) loyalty. And here is the chart of loyalty typology based on behavior and attitude, which is used in Baloglu’s study in 2019.
Table2: LOYALTY TYPOLOGY BASED ON BEHAVIOR AND ATTITUDE
	                           LOW                               HIGH

	
SERIOUS LOYALTY
	
TRUE LOYALTY

	
LOW LOYALTY
	
LATENT LOYALTY



HIGH


LOW


Source: Baloglu (2025)
The   chart   shows   four   loyalty   archetypes   based   on   the   cross-classification   of   attitudinal and behavioral loyalty levels, which are true loyalty, latent loyalty, serious loyalty, and low loyalty. Customers with true loyalty are characterized by a strong attitudinal attachment and high repeat patronage. They are the one always patronage a particular brand or a company, and are least vulnerable to competitive offerings.
Those with latent loyalty low patronage levels, although they hold a strong attitudinal commitment to the firm. Their low patronage may occur because they do not have enough resources to increase their patronage or because of the price, accessibility, or distribution strategy may not encourage them to become repeat customers. Customers with spurious loyalty make frequent purchases, even though they are not emotionally attached to the brand or the firm. The high patronage levels of spuriously loyal customers can be explained by factors such as habitual buying, financial incentives, convenience, and lack of alternatives, as well as factors relating to the individual customer’s situation. 
 Finally, the low loyalty group shows low levels of both attitudinal attachment and repeats patronage. It can be said that spurious and low loyalty groups are highly volatile and susceptible to incursions from competitors.
Loyalty programs
“Loyalty programs are structured marketing efforts which reward, and thereforeencourage loyal behavior, behavior which is hopefully of benefit to the firm” (Sharpand Sharp 2022, p. 474). A customer loyalty program is a scheme where customers are rewarded for repeat patronages. Sharp and Sharp (2022) mentioned that loyalty programs, which provide customers with loyalty incentives, are back in the marketing spotlight. 
The difference between sales promotion and loyalty promotions
The difference between sales promotion and loyalty promotion is the length of term. Usually, customers that companies obtained through a promotion will leave when the promotion ends since there is nothing to stop them from going back to their former patterns. However, loyalty promotion will keep the customers over a longer term. 
Smith (2020) distinguished between six types of loyalty programs; service program, information and advice program, discount program, community program, access program, and point program. Service program is the one provide special services as their point of differentiation, such as VIP services. Information and advice program is the one-use information or advice to enhance a product experience. Discount program provides member’s discount. Community programs evolve around getting customers interact with one another. Access program provides customers with an avenue to exclusive events. Point program is the one that customers receive points when they purchase products or services, and they achieve a reward when they have collected a certain number of points.
Benefit of customer loyalty to the firm
Customer’s satisfaction has been paid much attention among theoretical literatures and practical researches. It is also an expected outcome of implementing marketing activities, as providing satisfying products or services to customers relates to success achieved in today’s tensely competitive world of business. Fornell (2020) defined satisfaction as an overall evaluation dependent on the total purchase and consumption experience of the target product or service performance compared with repurchase expectations over time (Fornell, 2020). 
2.2 Theoretical Review
Theories are said to be a representation of reality. They are subject to test and they give rise to generalization of truths, ideas and guidelines on which other truths depend on. Theories embody facts and information about a certain thought which aids decision making depending on the prevailing situation.
For the purpose of this research work, three relationship marketing theories will be adopted (the commitment-trust theory, the multi-level theory and switching cost theory).
The Commitment-Trust Theory
 Relationship’s where asymmetrical dependence occurs in an exchange situation makes one party susceptible to the power and influence of the other party. The more powerful party is in a position to create more favorable terms of trade asymmetrical dependence relationships are less stable and likely to break up over time. Maintaining status quo is not a profitable action for the dependent partner over the long run, thus forming only a Calculative Commitment, which is less likely to last than a relationship that is built on mutual benefits, which is likely to build trust and create affective commitment (Gounaris 2021).
The study found that typical measures of quality such as customer satisfaction or product performance had little effect on the relationship commitment. They believe that;
a.  Trust occurs when the parties share common values, communicate and a believe that the other party will not take advantage of the other.
b.  Commitment arises not only from trust but from shared values and belief that the partner would be difficult to replace
c. The majority of relationships characterized by poor cooperation could also be characterized by poor levels of commitment and trust.
From these findings good relationships are built on a solid platform of Commitment and Trust, which can be created from finding partners with shared values and seeking mutual benefits. Relationship Marketing offers an alternative to traditional 4Ps or Transaction Marketing. Transaction marketing is aimed at manipulating a customer into making a purchase where Relationship Marketing is focused on learning about the customer and realizing that the next purchase is as important as the one they are making now. 
Requirements for the practice of relationship marketing
Strategic issues for SMEs identified three main strategic issues in relationship marketing as follows: The firm as a service business, the firm from a process management perspective and partnerships, and networks. It could therefore, be suggested that successful relationship marketing practice requires firms to view their firms as a service firm, view the organization from a process management perspective, and develop partnerships and networks.
Relationship marketing stages
The definition of RM anticipates that, once a company begins thinking about individual customers, it must recognize that different customers are at different stages of relational development. Most importantly, it also suggests that each customer type (e.g. prospect, customer) should be treated in a different way like separate targeted messages and diverse value propositions. The appreciation of different relational stages in RM also includes the assumption that the higher the stage of development the greater the profitability to the business. Dwyer et al. suggest a five-stage model where each phase represents a major transition in how parties in a relationship regard each other (Dwyer et al., 2020). 
Awareness: is where one party realizes that the other party is a feasible exchange partner. Interaction has not yet taken place although there may be positioning by the parties.
Exploration: refers to the research and trial stage. Partners consider obligations, benefits and burdens of the exchange.
Expansion: refers to the period where there is a continual increase in benefits obtained by partners and where they become progressively more interdependent.
Commitment: relates to the implicit or explicit promise of relational continuity between the parties.
Dissolution: implies that disengagement always remains a possibility in any relationship
Life time value of the customer
The increasing importance of RM was driven, in part, by the realization that people engage in relationships over lifetimes. The lifetime value concept concludes that an enterprise should restrict taking a short-term view but rather should consider the income derived from that company’s lifetime association with the consumer. Decisions concerning investment in relational approaches should be made on the basis of the customer’s lifetime value. These investments may include those designed to enhance product or service quality in order to improve competitive positioning, or defensively to discourage defection to the competition. In the latter case the enterprise can create exit barriers to promote retention by making switching costs high. Switching costs are effectively barriers to exit from the relationship from the perspective of the customer. In this respect RM strategies are likely to be more successful if there are long time horizons and high switching costs. These are monetary and non-monetary costs that customers face when switching from one supplier to another. (Kinard and Capella, 2021). Switching costs may be created by the supplier, by the customer or by the relationship itself and include for example search costs, learning costs, emotional costs, financial costs and legal barriers (Egan, 2022).
2.3	Empirical Review
Chicago (2020) " Effect of Serivce Quality on Customer Loyalty in the Nigeria Telecommunication Industry." The most critical challenge that manufactures or service providers face in today competitive and turbulent business environment is how to keep loyal customers who will contribute long-term profit to organizations that will ensure their survival and growth. This study therefore assesses the effect of service quality on customer loyalty in Nigeria telecommunication industry. In order to achieve this objective, the study employed both quantitative and qualitative method of data collection, interpretation and analysis. It makes use of multiple regression and descriptive statistics for interpretation and analysis of data collected. Findings from the research work reveal that all the service quality dimensions: reliability, responsiveness, tangibility, assurance and empathy are statistically significant predictors of variation of customer loyalty in the telecom industry. Furthermore, it equally showed that of the five dimensions of service quality, reliability is the most influential predictor of customer loyalty followed by responsiveness, assurance, tangibility and empathy in that order. It was therefore, concluded that a clearer understanding as to the sequence of relationship between service quality and customer loyalty can enhance effective customer targeting using limited marketing resources. It was based on this backdrop that the study recommends among other things that telecom operators should focus on service quality for the purpose of customer retention and building customer loyalty. Also, frequent customer survey should be conducted to understand customer expectations of service delivery. These expectations should be translated into service standards and then communicated at all levels of the organizational hierarchy. In particular, strong communication channels need to be established with frontline staff so that they are fully aware of customer service expectations.
Havard (2021) discuss that “Service brand communications and consumer responses in the telecommunications industry in the South-South Geopolitical Zone of Nigeria” The main thrust of this study was to examine the effect of service brand communications on consumer responses in the telecommunications industry in the South-South Geopolitical Zone of Nigeria. The survey research method was adopted for the study. A sample size of 400 was determined for the study but the usable sample was 355 respondents drawn from the three senatorial districts of Akwa Ibom, Rivers and Delta states. These respondents were selected using the cap and draw method. Data were analyzed using descriptive and inferential statistics. Test of hypotheses using multiple regressions and ANOVA revealed that controlled communications (advertising, sales promotion and personal selling), have significant effect on customer preference for GSM brands; consumer brand attitude; and brand re-use intention of consumers of telecommunications services in the South-South Geopolitical Zone of Nigeria; Uncontrolled communications (word of mouth and publicity), significantly affect customer preference for GSM brands; brand attitude; and consumer brand re-use intention. Also, brand names (MTN, Globacom, Airtel and 9Mobile), significantly affect customer preference for GSM brands; consumer brand attitude and brand re-use intention. No significant effect was found with word of mouth used singly on brand re-use intention of consumers. Airtel and 9Mobile tested separately on consumer preference showed no significant effect. Globacom and Airtel as brand names tested on consumer brand attitude showed positive but insignificant influence while 9Mobile showed negative and insignificant influence. It was concluded that service brand communications significantly affect consumer responses in the telecommunications industry in the South-South Geographical Zone of Nigeria. The recommendations were that, telecommunications firms should continuously pay careful attention to their advertising, sales promotion and personal selling activities to strengthen their communications to their subscribers to enhance positive responses. They should also endeavour to reinforce positive word of mouth and publicity to enhance positive consumer responses. Telecommunications companies need to strengthen their brands through concrete and effective communications as strong brands sell themselves.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1. Research Design
A research methodology is the manner in which an investigation is carried out. It guides the investigator in the process of collecting, analyzing, and interpreting observations. The researcher will adopt the observational and questionnaire methods in the course of this research work.
The observational method is a situation whereby the researcher is interested in the behavior of his object of study due to certain changes in some aspects of the object environment. While the questionnaire allows the researcher to ask questions related to areas where he wish to gather information on which references could be drawn. It was also defined as “The questionnaire is a list of prepared questions for data collection” (Eguzoikpe, 2018).
3.2	Population of The Study
The term population means the total number of actual object of a certain class under consideration. Bereh (2019) has defined population as the entire elements in a study. There are several thousands of mobile service users in the university of Jos community.
 For the purpose of this study, a population of about 470 people consisting of only fulltime students of the Business Administration department including fresh students and up to final year students shall make up the target population (100level to 400level).
3.3. Sample Size
Eguzoikpe (2018) has defined a sample size as the total number of elements in the sample. It is normally denoted by “n”. “N” designates the total number of the population elements.
The population (N) that will be adopted for this research at primary source is 470 with 10% degree of confidence. To determine the minimum sample size, the Yamane’s statistical formula is applied below. 
n=N /1+N (e)²   
Where,
n= sample size (number of respondents)
N= target population (470)
e= degree of confidence (0.10)
Therefore
n= N /1+N (e)²
n= 470/1+470(0.10)²
n= 470/1+470(0.01)
n= 470/1+4.7
n= 400/5.7
n=82.45
n=82
The sample size that shall be adopted for the purpose of this work is 80 using the researcher’s discretion. This is done for the purpose of having a round figure number for even questionnaire administration.
3.4. Sources Of Data
For the purpose of this research work, data shall be collected from both primary and secondary sources. Primary data shall be collected using the instrument of the questionnaire, while secondary data shall be collected from text books, professional articles in the daily newspapers and magazines, relevant paper presentations.
3.5. Sampling Technique
For the purpose of this research work, the simple random sampling technique shall be adopted. Eguzoikpe (2019) has defined simple random sampling as a procedure of sampling in which the choice of a particular element does not jeopardize the chance of other elements being selected into the same sample.
Random sampling shall be adopted for the selection of respondents at the primary source in order to give respondents equal opportunity of being selected.
3.6. Method Of Data Presentation And Analysis
Data shall, for the purpose of this research work, be presented in statistical tables, while in data analysis; the chi- square technique shall be adopted. Analysis shall be executed by way of testing the hypothesis.
3.6.1. Chi- Square Statistics
According to Eguzoikpe (2019) chi- square is a measure of the discrepancy existing between observed and expected frequencies  and is supplied by the statistics X² (chi- square). Chi- square test can be use to determine how well theoretical distribution (such as the normal binominal distributions) fit empirical distributions (i.e those obtain from sample data). Chi- square is calculated using the formula;
X²=∑(fo-fe)² ̸̸ fe
Given a degree of freedom (df) = (R-1) (C-1)
Where 
X= chi- square symbol
Fo= observed frequency
Fe= expected frequency
∑= sigma sign of summarization











CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS

4.1 INTRODUCTION
In this chapter the researcher shall present and analyze data using the methods specified in the previous chapter. Data shall be presented in simple statistical tables, while analysis shall be by the use of the chi-square technique.
4.2 DATA PRESENTATION
Data shall be presented in this section. Presentation shall be in simple statistical tables. Of the eighty (80) questionnaires distributed, all were completed and returned. This represents 100% success. The presentation and analysis shall be based on the returned responses.
4.2.1. GENERAL INFORMATION
Question 1: Class level
TABLE I
	CLASS LEVEL
	NO. OF RESPONDENTS
	PERCENTAGE (%)

	100 LEVEL
	20
	25%

	200 LEVEL
	20
	25%

	300 LEVEL
	20
	25%

	400 LEVEL
	20
	25%

	TOTAL
	80
	100%


Source (field work 2025)
The table above shows that 80 respondents completed the questionnaire and all the questionnaires were returned recording a 100%  success. 
Question 2: Service provider.
TABLE II
	SERVICE PROVIDER
	NO. OF USERS
	PERCENTAGE (%)

	MTN
	26
	32.5%

	GLOBACOM
	7
	8.75%

	AIRTEL
	12
	15%

	ETISALAT
	11
	13.75%

	MULTIPLE SIM USERS
	24
	30%

	TOTAL
	80
	100%


Source (field work 2025)
The table above shows that 26 respondents (32.5%) were MTN service customers, 7 respondents (8.75%) were GLOBACOM service customers, 12 respondents (15%) were AIRTEL service customers, 11 respondents (13.75%) were ETISALAT service customers while 24 respondents (30%) were multiple service customers,
4.2.2 COMMITMENT
Question 1: The higher a customer rates the quality of service, the more he or she will trust the supplier for the future of the relationship.

TABLE I
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1. Strongly agree
	13
	15
	17
	13
	58
	72.5%

	2. Agree
	7
	4
	3
	5
	19
	23.75%

	3.strongly disagree
	0
	0
	0
	1
	1
	1.25%

	4.Disagree
	0
	0
	0
	1
	1
	1.25%

	5. Undecided
	0
	1
	0
	0
	1
	1.25%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
 From the above table it can be seen that 58 respondents (72.5%) strongly affirm that, the higher a customer rates the quality of service, the more he or she will trust the supplier for the future of the relationship. Another 19 respondents (23.75%) agree to the fact while 2 others held a contrary opinion, 1 respondent is undecided.
Question 2: The lesser cost a customer incurs in borrowing extra time, the higher he or she values the business relationship with the service provider.
TABLE II
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	14
	9
	18
	9
	50
	62.5%

	2. Agree
	6
	10
	2
	5
	23
	28.75%

	3.Strongly disagree
	0
	0
	0
	1
	1
	1.25%

	4. Disagree
	0
	1
	0
	3
	4
	5%

	5. Undecided
	0
	0
	0
	2
	2
	2.5%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
Table II above shows that 50 respondents (62.5%) strongly agree that the lesser cost a customer incurs in borrowing extra time, the higher he or she values the business relationship with the service provider. another 23 respondents (28.75) agreed to the same fact while 5 others had a contrary opinion, 2 respondents (2.5%) were undecided.
Question 3: The more reliable a service provider’s tariffs and internet bundles, the stronger the customer's commitment towards the relationship with this supplier will be.
TABLE III
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	17
	12
	18
	12
	59
	73.75%

	2. Agree
	3
	8
	2
	6
	19
	23.75%

	3.Strongly disagree
	0
	0
	0
	1
	1
	1.25%

	4. Disagree
	0
	0
	0
	1
	1
	1.25%

	5. Undecided
	0
	0
	0
	0
	0
	0%

	Total
	20
	20
	20
	20
	80
	100%S


Source (field work 2025)
From the table above, 59 respondents (73.75%) strongly agreed that the more reliable a service provider’s tariffs and internet bundles, the stronger the customer's commitment towards the relationship with this supplier will be. 19 other respondents representing 23.75% also affirm to that fact. 2 others had a contrary opinion.
Question 4: Where customers are bombarded with bonuses, the stronger the customer’s commitment.
TABLE IV
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	16
	14
	18
	14
	62
	77.5%

	2. Agree
	4
	6
	2
	2
	14
	17.5%

	3.Strongly disagree
	0
	0
	0
	2
	2
	2.5%

	4. Disagree
	0
	0
	0
	1
	1
	1.25%

	5. Undecided
	0
	0
	0
	1
	1
	1.25%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
Table IV above shows that 62 respondents (77.5%) strongly agreed that where customers are bombarded with bonuses, the stronger the customer’s commitment. 14 others (17.5%) also agreed while 3 other respondents had a contrary opinion and 1 respondent was undecided.
Question 5: The more customers are bombarded with service text messages, it makes customers commitment to the firm even stronger.
TABLE V
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	1
	3
	0
	2
	6
	7.5%

	2. Agree
	0
	0
	0
	4
	4
	5%

	3.Strongly disagree
	18
	15
	19
	9
	61
	76.25%

	4. Disagree
	0
	0
	1
	1
	2
	2.5%

	5. Undecided
	1
	2
	0
	4
	7
	8.75%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
From the table above, only 6 respondents (7.5%) strongly agreed that the more customers are bombarded with service text messages, it makes customers commitment to the firm even stronger. 4 other respondents (5%) also agreed. But majority of the respondents 61 (76.25%) strongly disagreed while 7 respondents (8.75) were undecided.
4.2.3 CONFLICT HANDLING
Question 1: polite collaboration between customer care agents and the customers is essential to customer loyalty.
TABLE I
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	5
	10
	17
	14
	46
	57.5%

	2. Agree
	14
	10
	3
	5
	32
	40%

	3.Strongly disagree
	0
	0
	0
	0
	0
	0%

	4. Disagree
	0
	0
	0
	1
	1
	1.25%

	5. Undecided
	1
	0
	0
	0
	1
	1.25%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
From the table above 46 respondents (57.5%) strongly agreed thatpolite collaboration between customer care agents and the customers is essential to customer loyalty. 32 other respondents (40%) also agreed to it while 1 respondent (1.25%) had a contrary opinion as 1 other respondent was undecided.



Question2: Extra efforts in treating customer queries are vital in improving trust
TABLE II
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	8
	9
	16
	13
	46
	57.5%

	2. Agree
	12
	10
	4
	4
	30
	37.5%

	3.Strongly disagree
	0
	0
	0
	2
	2
	2.5%

	4. Disagree
	0
	0
	0
	1
	1
	1.25%

	5. Undecided
	0
	1
	0
	0
	1
	1.25%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
Table II above reveals 46 respondents (57.5%) strongly agreed that extra efforts in treating customer queries are vital in improving trust. 30 other respondents (37.5%) also agreed as only 1 respondent had a contrary opinion and another 1 was undecided.
Question 3: delay and slow response to customer care service affects customer loyalty.
TABLE III
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	9
	8
	14
	16
	47
	58.75%

	2. Agree
	7
	8
	6
	1
	22
	27.5%

	3.Strongly disagree
	0
	1
	0
	1
	2
	2.5%

	4. Disagree
	0
	0
	0
	2
	2
	2.5%

	5. Undecided
	4
	3
	0
	0
	7
	8.75%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
From the table above, 47 respondents (58.75%) strongly agreed that delay and slow response to customer care service affects customer loyalty. though 2 respondents (2.5%) strongly disagreed, 2 others also disagreed while 7 other respondents (8.75%) were undecided.
Question 4: irrespective of the situation, treating the customer as a king will lead to loyalty and trust.
TABLE IV
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	9
	14
	16
	14
	53
	66.25%

	2. Agree
	10
	6
	4
	4
	24
	30%

	3.Strongly disagree
	0
	0
	0
	0
	0
	0%

	4. Disagree
	0
	0
	0
	1
	1
	1.25%

	5. Undecided
	1
	0
	0
	1
	2
	2.5%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
53 respondents (66.24%) strongly agreed that irrespective of the situation, treating the customer as a king will lead to loyalty and trust. 24 other respondents (30%) also agreed as 1 respondent had a contrary opinion and 1 other respondent was undecided.
Question 5: transparency is relevant to customer satisfaction.
TABLE V
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	3
	6
	14
	14
	37
	46.25%

	2. Agree
	9
	12
	6
	4
	31
	38.75%

	3.Strongly disagree
	0
	0
	0
	0
	0
	0%

	4. Disagree
	0
	0
	0
	1
	1
	1.25%

	5. Undecided
	8
	2
	0
	1
	11
	13.75%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
Table V above shows that 37 respondents (46.25%) strongly agreed that transparency is relevant to customer satisfaction. another 31 respondents (38.75%) also agreed as 11 other respondents (13.75%) were undecided and 1 respondent had a contrary opinion
4.2.4 PROMOTION
Question 1: Higher relationship-orientated promotion has a great effect on customer satisfaction.
TABLE I
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	2
	4
	12
	11
	29
	36.25%

	2. Agree
	6
	16
	8
	7
	37
	46.25%

	3.Strongly disagree
	0
	0
	0
	2
	2
	2.5%

	4. Disagree
	0
	0
	0
	0
	0
	0%

	5. Undecided
	12
	0
	0
	0
	12
	15%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
The table above shows that 29 respondents (36.25%) strongly agreed that higher relationship-orientated promotion has a great effect on customer satisfaction. 37 other respondents (46.25%) also agreed while 2 other respondents (2.5%) had a contrary opinion and 12 respondents (15%) were undecided.


Question 2: Gifts and discounts promotion has a great effect on trust.
TABLE II
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	8
	8
	12
	9
	37
	46.25%

	2. Agree
	12
	9
	8
	5
	34
	42.5%

	3.Strongly disagree
	0
	1
	0
	3
	4
	5%

	4. Disagree
	0
	0
	0
	2
	2
	2.5%

	5. Undecided
	0
	2
	0
	1
	3
	3.75%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
The table above shows that 37 respondents (46.25%) strongly agreed that Gifts and discounts promotion has a great effect on trust. 34 others (42.5%) also agreed as 6 others had a contrary opinion and 3 other respondents (3.75%) were undecided.
Question 3: endorsements and personal selling has a great effect on customer loyalty.
TABLE III
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	5
	5
	13
	5
	28
	35%

	2. Agree
	6
	11
	7
	4
	28
	35%

	3.Strongly disagree
	0
	0
	0
	6
	6
	7.5%

	4. Disagree
	0
	0
	0
	1
	1
	2.25%

	5. Undecided
	9
	4
	0
	4
	17
	21.25%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
The table above shows that 28 respondents (35%) strongly agreed that endorsements and personal selling has a great effect on customer loyalty. another 28 respondents also agreed to the claim as 1 respondent had a contrary opinion and 17 other respondents (21.25%) were undecided.
Question 4: Free data bundles promotion has a great effect on customer patronage.
TABLE IV
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	10
	8
	16
	13
	47
	58.75%

	2. Agree
	10
	12
	4
	5
	31
	38.75%

	3.Strongly disagree
	0
	0
	0
	0
	0
	0%

	4. Disagree
	0
	0
	0
	2
	2
	2.5%

	5. Undecided
	0
	0
	0
	0
	0
	0%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
The table above showed that 47 respondents (58.75%) strongly agreed that free data bundles promotion has a great effect on customer patronage. 31 other respondents (38.75%) also agreed while 2 other respondents had a contrary opinion.
Question 5: Higher relationship-orientated promotion has a great effect on long term value to the firm.


TABLE V
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	2
	3
	14
	12
	31
	38.75%

	2. Agree
	13
	12
	5
	6
	36
	45%

	3.Strongly disagree
	0
	1
	0
	0
	1
	1.25%

	4. Disagree
	0
	0
	0
	1
	1
	1.25%

	5. Undecided
	5
	4
	1
	1
	11
	13.75%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
Table V above show that 31 respondents (38.75%) strongly agreed that higher relationship-orientated promotion has a great effect on long term value to the firm. 36 other respondents (45%) also agreed as 2 others had a contrary opinion and 11 other respondents were undecided.
4.2.5 CUSTOMER PRICE PERCEPTION
Question 1: monetary price is not the only sacrifice perceived by customers.
TABLE I
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	5
	5
	9
	10
	29
	36.25%

	2. Agree
	7
	10
	6
	4
	27
	33.75%

	3.Strongly disagree
	0
	0
	0
	3
	3
	3.75%

	4. Disagree
	0
	0
	2
	1
	3
	3.75%

	5. Undecided
	8
	5
	3
	2
	18
	22.5%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
The table above shows that 29 respondents (36.25%) strongly agreed that monetary price is not the only sacrifice perceived by customers. 27 other respondents (33.75%) also agreed to the claim while 6 other respondents had a contrary opinion and 18 others (22.5%) were undecided.
Question 2: the use of price as an indicator of quality depends on customer awareness.
TABLE II
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	2
	5
	7
	6
	20
	25%

	2. Agree
	10
	12
	8
	6
	36
	45%

	3.Strongly disagree
	0
	0
	0
	3
	3
	3.75%

	4. Disagree
	0
	0
	2
	2
	4
	5%

	5. Undecided
	8
	3
	3
	3
	17
	21.25%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
From the table above 20 respondents (25%) strongly agreed to the claim that the use of price as an indicator of quality depends on customer awareness. 36 other respondents (45%) also agreed to the assertion while 7 others had a contrary opinion and 17 other respondents (21.25%) were undecided.
Question 3: the perception of value depends on the frame of reference in which the consumer is making an evaluation.
TABLE III
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	1
	5
	13
	9
	28
	35%

	2. Agree
	15
	11
	6
	5
	37
	46.25%

	3.Strongly disagree
	0
	0
	0
	0
	0
	0%

	4. Disagree
	0
	0
	0
	2
	2
	2.5%

	5. Undecided
	4
	4
	1
	4
	13
	16.25%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
From the table above 28 respondents (35%) strongly agreed to the claim that the perception of value depends on the frame of reference in which the consumer is making an evaluation. 37 other respondents (46.25%) also agreed to the assertion while 2 others had a contrary opinion and 13other respondents (16.25%) were undecided.
Question 4: Perceived value affects the relationship between quality and purchase.
TABLE IV
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	3
	5
	13
	9
	30
	37.5%

	2. Agree
	13
	14
	6
	8
	41
	51.25%

	3.Strongly disagree
	0
	0
	0
	1
	1
	1.25%

	4. Disagree
	0
	0
	0
	1
	1
	1.25%

	5. Undecided
	4
	1
	1
	1
	7
	8.75

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
30 respondents (37.5%) strongly agreed that Perceived value affects the relationship between quality and purchase. 41 other respondents (51.25%) also agreed to the claim as 2 others had a contrary opinion and 7 others (8.75%) were undecided.



Question 5: discounts and tariffs determine the level of customer loyalty.
TABLE V
	Variable
	100 level
	200 level
	300 level
	400 level
	Total
	%

	1.Strongly agree
	10
	15
	14
	14
	53
	66.25%

	2. Agree
	9
	5
	6
	3
	23
	28.75%

	3.Strongly disagree
	0
	0
	0
	1
	1
	1.25%

	4. Disagree
	0
	0
	0
	1
	1
	1.25%

	5. Undecided
	1
	0
	0
	1
	1
	1.25%

	Total
	20
	20
	20
	20
	80
	100%


Source (field work 2025)
The table above shows that 53 respondents (66.25%) strongly agreed that discounts and tariffs determine the level of customer loyalty. another 23 respondents (28.75%) also agreed to the claim as 2 other respondents had a contrary opinion and 1 respondent was undecided
4.3 DATA ANALYSIS
As earlier stated in chapter three, data shall be analyzed by the use of the chi-square to test the hypothesis. The level of confidence adopted for the test of hypothesis is 95%. Questions 1, 2, and 3 shall be used to test each hypothesis.
4.3.1 COMMITMENT
HYPOTHESIS ONE:
Ho1: 	There is no significant relationship between a firms commitment to customer service and customer loyalty.



TABLE I: TABLE OF OBSERVED FREQUENCIES (FO)
	QUESTION
	STRONGLY AGREE
	AGREE
	STRONGLY DISAGREE
	DISAGREE
	UNDECIDED
	TOTAL

	1
	58
	19
	1
	1
	1
	80

	2
	50
	23
	1
	4
	2
	80

	3
	59
	19
	1
	1
	0
	80

	TOTAL
	167
	61
	3
	6
	3
	240


Fe = RT/GT X CT
Where,
Fe = Expected frequencies
RT = Row total
GT = Grand total
CT = Column total
Fe (Strongly agree)  = 80/ 240 x 167 = 55.67
Fe (Agree) = 80/ 240 x 61 = 20.33
Fe (Strongly disagree) = 80/ 240 x 3 = 1
Fe (Disagree) = 80/ 240 x 6 = 2
Fe (Undecided) = 80/ 240 x 3 = 1

TABLE II: TABLE OF CHI-SQUARE
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)²
	[(Fo - Fe)²] / Fe

	58
50
59
19
23
19
1
1
1
1
4
1
1
2
0
	55.67
55.67
55.67
20.33
20.33
20.33
1
1
1
2
2
2
1
1
1
	2.33
-5.67
3.33
-1.33
2.67
-1.33
0
0
0
-1
2
-1
0
1
-1
	5.4289
32.1489
11.0889
1.7689
7.1289
1.7689
0
0
0
1
4
1
0
1
1
	0.0975
0.5775
0.1992
0.0870
0.3507
0.0870
0
0
0
0.5
2
0.5
0
1
1


	
	
	
	x²
	6.3987


Degree of freedom (df) = ( R -1 ) (C - 1)
	= (3 - 1) (5 - 1)
	= 2 X 4
	df= 8
With a degree of freedom (df) of 8 at 95% level of confidence:
Table value = 2.7330
Calculated chi-square (X²) = 6.3987
INTERPRETATION AND DISCUSSION OF RESULTS
Considering that the calculated chi-square (X² = 6.3987) is greater than the table value of chi-square (2.7330) we reject the null hypothesis (Ho) which asserts that there is no significant relationship between a firm’s commitment to customer service and customer loyalty and accept the alternative hypothesis (H1) which states that There is significant relationship between a firms commitment to customer service and customer loyalty.
What the above result shows is that, a firm’s commitment to customer service has a significant impact on customer loyalty.
4.3.2 CONFLICT HANDLING
HYPOTHESIS TWO
Ho2:	there is no significant impact of conflict handling on customer loyalty
TABLE I: TABLE OF OBSERVED FREQUENCIES (FO)
	QUESTION
	STRONGLY AGREE
	AGREE
	STRONGLY DISAGREE
	DISAGREE
	UNDECIDED
	TOTAL

	1
	46
	32
	0
	1
	1
	80

	2
	46
	30
	2
	1
	1
	80

	3
	47
	22
	2
	2
	7
	80

	TOTAL
	139
	84
	4
	4
	9
	240


Fe = RT/GT X CT
Where,
Fe = Expected frequencies
RT = Row total
GT = Grand total
CT = Column total
Fe (Strongly agree) = 80/ 240 x 139 = 46.33
Fe (Agree) = 80/ 240 x 84 = 28
Fe (Strongly disagree) = 80/ 240 x 4 = 1.33
Fe (Disagree) = 80/ 240 x 4 = 1.33
Fe (Undecided) = 80/ 240 x 9 = 3
TABLE II: TABLE OF CHI-SQUARE
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)²
	[(Fo - Fe)²] / Fe

	46
46
47
32
30
22
0
2
2
1
1
2
1
1
7
	46.33
46.33
46.33
28
28
28
1.33
1.33
1.33
1.33
1.33
1.33
3
3
3
	-0.33
-0.33
0.67
4
2
6
-1.33
0.67
0.67
0.33
0.33
0.67
-2
-2
-4
	0.1089
0.1089
0.4489
16
4
36
1.7689
0.4489
0.4489
0.1089
0.1089
0.4489
4
4
16
	0.0024
0.0024
0.0097
0.5714
0.1429
1.2857
1.33
0.3375
0.3375
0.0819
0.0819
0.3375
1.33
1.33
5.33


	
	
	
	X²
	12.5108



Degree of freedom (df) = ( R -1 ) (C - 1)
	= (3 - 1) (5 - 1)
	= 2 X 4
	df= 8
With a degree of freedom (df) of 8 at 95% level of confidence:
Table value = 2.7330
Calculated chi-square (X²) = 12.5108
INTERPRETATION AND DISCUSSION OF RESULTS
Considering that the calculated chi-square (X² = 12.5108) is greater than the table value of chi-square (2.7330) we reject the null hypothesis (Ho) which claims that there is no significant impact of conflict handling on customer loyalty and accept the alternative hypothesis (H2) which asserts that there is a significant impact of conflict handling on customer loyalty.
What the above result shows is that, conflict handling has a significant impact on customer loyalty












CHAPTER FIVE
CONCLUSION
5.1 SUMMARY OF FINDINGS
After thorough research, the process has been concluded; the findings are hereby presented below:
1. The higher a customer rates the quality of service, the more he or she will trust the supplier for the future of the relationship.
2. The lesser cost a customer incurs in borrowing extra time, the higher he or she values the business relationship with the service provider.
3. The more reliable a service provider’s tariffs and internet bundles, the stronger the customer's commitment towards the relationship with this supplier will be.
4. Where customers are bombarded with bonuses, the stronger the customer’s commitment.
5. Polite collaboration between customer care agents and the customers is essential to customer loyalty.
6. Extra efforts in treating customer queries are vital in improving trust
7. Irrespective of the situation, treating the customer as a king will lead to loyalty and trust.
8. Higher relationship-orientated promotion has a great effect on customer satisfaction.
9. Gifts and discounts promotion has a great effect on trust.
10. Endorsements and personal selling has a great effect on customer loyalty.
11. The perception of value depends on the frame of reference in which the consumer is making an evaluation.
12. In a nutshell, relationship marketing has a significant impact on customer loyalty in the mobile telecommunication industry.
5.2 CONCLUSION
Based on the findings of this research work, we can safely conclude that relationship marketing has a significant impact on customer loyalty in the mobile telecommunication industry. It is also worthy of note that, although business failure is not only attributable to relationship marketing not been relevant or adequate, it could be a contributing factor.
5.3 RECOMMENDATION
In line with the findings of this research work, the following recommendations have been drawn:
1. Mobile telecommunication service providers and their management should consider building successful marketing relationships in order to preserve and enhance the intangible asset known as “Goodwill”. It is true that the higher a customer rates the quality of service, the more he or she will trust the supplier for the future of the relationship. In essence mobile telecommunication firms should ensure the delivery of quality services to their customers in other to delight customers and earn their loyalty in the long run.
2. If the lesser cost a customer incurs in borrowing extra time, the higher he or she values the business relationship with the service provider. It will therefore be more profitable in the long run if organizations in this line will charge customs less in terms of borrowed credit.  Marketing relationships require time and effort that in turn leads to greater customer loyalty, increased market share, and increased profits. “In short, relationship-building is neither simple nor easy, but it can be well worth the effort.
3. Firms should ensure they provide affordable tariffs and reliable internet bundles to customers since it is now a prove that the more reliable a service provider’s tariffs and internet bundles are, the stronger the customer's commitment towards the relationship with this supplier will be.
4. Where customers are bombarded with bonuses, the stronger the customer’s commitment. Firms should therefore ensure they feed customers with reasonable bonuses that can strenghten relationships over time.
5. Firms should ensure polite collaboration with customers or service users because polite collaboration between customer care agents and the customers is essential to customer loyalty. Extra efforts in treating customer queries are vital in improving trust. Delay and slow response to customer care service affects customer loyalty.
 In essence, marketers can retain customers by recognizing they exist, communicating with them, and responding to the needs they express. Also, the longer customers are with a company, the more willing they are to pay premium prices, make referrals, demand less hand holding, and spend more money especially where there is transparency and the customer is treated as a king.
6. Organizations should be highly relationship oriented in their activities because higher relationship-orientated promotion has a great effect on customer satisfaction.
 The difference between sales promotion and loyalty promotion is the length of term. Usually customers that companies obtained through sales promotion will leave when the promotion ends since there is nothing to stop them from going back to their former patterns. However loyalty promotion will keep the customers over a longer term. It is therefore recommended that companies should do more of loyalty promotion rather than much of sales promotion. For a customer, loyalty is a positive attitude and behavior related to the level of re-purchasing commitment to a brand in the future. Loyal customers are less likely to switch to a competitor solely because of price, and they even make more purchases than non-loyal customers.
7. It is also recommended that firms should endeavour to provide discounts to their customers in other to improve their level of satisfaction and promote customer loyalty in the long run.
8. It is recommended that companies should carry out endorsement exercises and personal selling in other to maintain closeness to customers, deliver what they want, when they want it, meet their expectations and earn their loyalty.
9. Companies, marketers and policy makers should not neglect the concept of relationship marketing when taking decisions. Neglecting such may be counter-productive. Companies should see beyond marketing products to customers, in order to avoid been myopic, companies should strive to market and manage relationships with customers in order to earn customer loyalty.
10. The perception of value depends on the frame of reference in which the consumer is making an evaluation. In essence, companies should be transparent when dealing with customers because transparency will bring about clarity and where customers are clarified, they will be delighted and the end result will be that of a loyal customer to the firm.
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