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[bookmark: _Toc207014785]1.0	Introduction
The telecommunications industry in Nigeria has witnessed exponential growth over the past two decades, driven by rapid technological advancements, increased mobile penetration, and evolving consumer expectations. As one of the leading telecommunications companies in Nigeria, MTN Nigeria plays a pivotal role in shaping the sector’s landscape. However, in a competitive and dynamic market, the success of telecommunications firms depends not only on technological innovation and service delivery but also on the ethical standards guiding their marketing practices and the resultant customer satisfaction.
Ethical marketing refers to the application of marketing principles and strategies that emphasize honesty, fairness, and responsibility towards consumers and society at large (Badmus, 2023). It involves transparent communication, truthful advertising, respect for consumer rights, and avoidance of deceptive practices. In the Nigerian telecommunications sector, where customers often face issues such as hidden charges, unsolicited messages, and data privacy concerns, ethical marketing becomes a critical factor in building trust and loyalty.
Customer satisfaction, on the other hand, is an essential indicator of business performance and sustainability. It reflects the extent to which customers’ expectations of products and services are met or exceeded. Satisfied customers are more likely to remain loyal, recommend the service to others, and contribute positively to the company’s reputation (Okuntayo, 2023). For MTN Nigeria, ensuring high levels of customer satisfaction is vital for maintaining market leadership amid rising competition from other telecom operators.
This study explores the intersection of ethical marketing and customer satisfaction within the Nigerian telecommunications industry, focusing on MTN Nigeria as a case study. It aims to understand how ethical marketing practices influence customer perceptions, satisfaction levels, and ultimately, customer loyalty.
[bookmark: _Toc207014786]1.1	Background of the Study
The Nigerian telecommunications sector has grown from a mere 0.4 million mobile subscribers in 2001 to over 200 million active subscribers in 2024, making it one of the largest telecom markets in Africa (NCC, 2024). This growth has been fueled by liberalization policies, increased foreign investment, and the adoption of innovative technologies such as 4G and 5G networks. MTN Nigeria, established in 2001, quickly emerged as the market leader, commanding over 35% market share by 2024 (MTN Annual Report, 2024).
Despite this impressive growth, the sector has faced numerous challenges related to service quality, consumer protection, and ethical business conduct. Reports of misleading advertisements, unfair billing practices, and unsolicited promotional messages have raised concerns among consumers and regulators alike (Badmus, 2023). These issues have led to increased scrutiny from the Nigerian Communications Commission (NCC) and calls for stricter enforcement of ethical marketing standards.
Ethical marketing is gaining prominence as a strategic imperative for telecom companies aiming to differentiate themselves and build sustainable customer relationships. According to George (2023), ethical marketing practices in telecommunications encompass transparent pricing, honest communication, respect for customer privacy, and responsible advertising. These practices not only protect consumers but also enhance corporate reputation and competitive advantage.
Customer satisfaction in the telecommunications industry is influenced by multiple factors, including network quality, customer service, pricing, and the perceived integrity of the company’s marketing communications. Studies have shown that ethical marketing positively correlates with customer trust, which in turn drives satisfaction and loyalty (Ajagbe, 2023). In Nigeria’s context, where consumers are increasingly aware of their rights and demand value for money, ethical marketing becomes a critical determinant of customer satisfaction.
MTN Nigeria has implemented various initiatives aimed at improving ethical standards and customer satisfaction. These include transparent tariff plans, customer education programs, and complaint resolution mechanisms (MTN CSR Report, 2024). However, the effectiveness of these initiatives in enhancing customer satisfaction remains underexplored in academic literature.
Furthermore, the Nigerian telecommunications market is characterized by intense competition among major players such as Airtel, Glo, and 9mobile. This competitive environment pressures companies to adopt aggressive marketing tactics, which sometimes border on unethical practices (Okuntayo, 2023). Understanding how ethical marketing influences customer satisfaction can help MTN and other telecom operators balance competitive strategies with ethical considerations.
The importance of ethical marketing extends beyond compliance and reputation management. It aligns with the broader corporate social responsibility (CSR) agenda, contributing to sustainable business practices and social welfare (NCC, 2023). For MTN Nigeria, embedding ethics into marketing strategies supports its vision of being a socially responsible leader in the telecommunications industry.
In summary, the background of this study underscores the critical role of ethical marketing in shaping customer satisfaction in Nigeria’s telecommunications sector. With MTN Nigeria as a focal point, this research seeks to fill gaps in understanding the dynamics between ethical marketing practices and customer satisfaction outcomes.
[bookmark: _Toc207014787]1.2	Statement of the Research Problem
Despite the growing emphasis on ethical marketing, many telecommunications companies in Nigeria, including MTN Nigeria, continue to face challenges related to customer dissatisfaction stemming from perceived unethical marketing practices. Consumers frequently report issues such as hidden charges, misleading promotions, and poor complaint handling, which erode trust and satisfaction (NCC, 2023).
There is a paucity of empirical research specifically examining how ethical marketing influences customer satisfaction in the Nigerian telecommunications industry. This gap limits the ability of telecom companies to design effective marketing strategies that foster customer loyalty and sustainable growth.
Furthermore, the dynamic and competitive nature of the Nigerian telecom market creates tension between aggressive marketing tactics and ethical standards. Without clear evidence on the impact of ethical marketing, companies risk adopting strategies that may yield short-term gains but damage long-term customer relationships.
This study aims to address these problems by investigating the relationship between ethical marketing and customer satisfaction at MTN Nigeria, thereby providing actionable insights for both practitioners and policymakers.
[bookmark: _Toc207014788]1.3	Research Objectives
The primary objectives of this study are to:
1. Examine the extent to which ethical marketing practices influence customer satisfaction in MTN Nigeria.
2. Identify specific ethical marketing strategies employed by MTN Nigeria that impact customer perceptions and satisfaction.
3. Assess the challenges faced by MTN Nigeria in implementing ethical marketing and propose recommendations to enhance customer satisfaction.
[bookmark: _Toc207014789]1.4	Research Questions
To guide this study, the following research questions are posed:
1. How do ethical marketing practices affect customer satisfaction in MTN Nigeria?
2. What ethical marketing strategies does MTN Nigeria employ to enhance customer satisfaction?
3. What are the major challenges MTN Nigeria faces in maintaining ethical marketing standards?
[bookmark: _Toc207014790]1.5	Research Hypotheses
The study will test the following hypotheses:
· H1: Ethical marketing practices have a positive and significant effect on customer satisfaction in MTN Nigeria.
· H2: There is a significant relationship between MTN Nigeria’s ethical marketing strategies and customer loyalty.
· H3: Challenges in implementing ethical marketing negatively affect customer satisfaction in MTN Nigeria.


[bookmark: _Toc207014791]1.6	Significance of the Study
This study is significant for several reasons:
· Academic Contribution: It adds to the limited body of knowledge on ethical marketing and customer satisfaction within the Nigerian telecommunications sector, providing empirical evidence and theoretical insights.
· Practical Implications: The findings will guide MTN Nigeria and other telecom operators in designing and implementing ethical marketing strategies that enhance customer satisfaction and loyalty.
· Policy Relevance: Regulatory bodies like the Nigerian Communications Commission (NCC) can leverage the study’s insights to formulate policies that promote ethical marketing and protect consumer rights.
· Consumer Awareness: By highlighting the importance of ethical marketing, the study empowers consumers to demand fair treatment and transparency from telecom providers.
[bookmark: _Toc207014792]1.7	Definition of Terms
· Ethical Marketing: Marketing practices that emphasize honesty, fairness, and responsibility towards consumers and society, avoiding deceptive or manipulative tactics .
· Customer Satisfaction: The degree to which customers feel their expectations regarding a product or service have been met or exceeded.
· Telecommunications Companies: Firms that provide communication services such as mobile phone, internet, and data transmission.
· MTN Nigeria: A leading telecommunications company in Nigeria, part of the MTN Group, offering mobile and data services.
· Customer Loyalty: The likelihood of customers to continue using a company’s services and recommend them to others.



CHAPTER TWO
[bookmark: _Toc207014793]LITERATURE REVIEW
This chapter indicate the previous literature available indicates that a lot of researches have been conducted on performance management. However, for this study, this literature review is focused on ethical marketing in general. 
[bookmark: _Toc207014794]2.1	CONCEPTUAL REVIEW
[bookmark: _Toc207014795]2.1.1	Concept of Ethical Marketing
Ethical marketing refers to the practice of promoting products and services in a morally acceptable, honest, and socially responsible manner. It involves adherence to established ethical norms and principles in all marketing activities, including advertising, sales promotion, pricing, distribution, and customer relations (Murphy, Laczniak, & Prothero, 2012). Unlike traditional marketing, which often prioritizes profitability, ethical marketing emphasizes fairness, truthfulness, and concern for stakeholders.
In telecommunication companies such as MTN Nigeria, ethical marketing is crucial due to the sector’s high public visibility, technological complexity, and wide-reaching impact. Customers often rely on telecom services for communication, banking, education, and health-related information. Hence, the ethical dimension of how such services are marketed influences consumer trust, brand reputation, and market positioning.
Moreover, the global shift toward sustainability and ethical consumerism has heightened expectations on firms to engage responsibly. Consumers today are more informed and vocal, making ethical considerations not only a legal obligation but also a strategic business imperative.
Ethical marketing also contributes to long-term brand equity. When customers associate a brand with fairness and honesty, they are more likely to remain loyal even in competitive environments. This is especially important in Nigeria’s telecom industry, where customer churn is a persistent issue due to numerous service providers and constant promotional activities.


[bookmark: _Toc207014796]2.1.2 Principles of Ethical Marketing
Ethical marketing is underpinned by guiding principles that serve as a moral compass for organizations. These include honesty, transparency, fairness, responsibility, and respect for stakeholders. Honesty requires companies to provide truthful information about their offerings, ensuring customers are not misled.
Transparency involves openness in all dealings, particularly in communicating service features, pricing, and terms of engagement. Fairness ensures equitable treatment of all customers regardless of demographics or economic status. Responsibility implies a duty to protect consumer welfare and minimize harm, while respect entails honoring customers’ autonomy, feedback, and privacy (Kotler & Armstrong, 2017).
Adhering to these principles enhances long-term customer relationships and safeguards the organization’s reputation. For MTN Nigeria, these values underpin its approach to marketing, especially in managing large-scale campaigns and customer engagement initiatives.
Incorporating ethical principles into every aspect of marketing also leads to improved employee morale and internal consistency. Employees are more likely to advocate for and align with a brand whose practices reflect fairness and integrity, which in turn supports consistent service delivery and customer engagement.
[bookmark: _Toc207014797]2.1.3 Customer Satisfaction Defined
Customer satisfaction is the degree to which customer expectations are met or exceeded by a company’s offerings. It reflects the emotional and cognitive evaluation of a customer’s experience with a service or product. High levels of satisfaction often lead to loyalty, positive word-of-mouth, and increased lifetime customer value (Oliver, 1997).
In the telecom sector, satisfaction is influenced by several tangible and intangible factors such as network coverage, data speed, call clarity, and customer support. MTN Nigeria, being a dominant player, must continuously monitor these factors to ensure optimal service delivery.
Customer satisfaction is dynamic, requiring telecom companies to adapt their strategies and offerings in response to changing customer expectations and technological trends. Maintaining consistent satisfaction is essential in retaining subscribers and reducing churn.
Additionally, measuring satisfaction provides companies with insights into operational gaps and areas for improvement. Surveys, focus groups, and digital analytics tools help firms like MTN track satisfaction trends and adjust their services accordingly.
[bookmark: _Toc207014798]2.1.4 Dimensions of Customer Satisfaction in Telecommunication
Customer satisfaction in telecom is multidimensional and includes service quality, responsiveness, pricing fairness, convenience, and emotional connection. Service quality involves technical aspects such as signal strength, data speed, and downtime frequency. Responsiveness relates to how quickly and efficiently customer issues are addressed.
Price fairness assesses whether customers perceive the charges to be equitable for the value received. Convenience encompasses ease of subscription, recharge methods, and access to services through multiple platforms. Emotional engagement focuses on brand loyalty, user experience, and the extent to which the brand resonates with customers’ values (Zeithaml, Bitner, & Gremler, 2006).
These dimensions work together to form the overall satisfaction experience. MTN Nigeria’s investment in network infrastructure, customer service training, and digital platforms reflect an understanding of these interconnected elements.
The integration of emotional and experiential factors also illustrates the evolving nature of customer satisfaction, especially among younger, tech-savvy demographics. MTN’s music, sports, and lifestyle campaigns aim to deepen emotional resonance with its brand.
[bookmark: _Toc207014799]2.1.5	Relationship between Ethical Marketing and Customer Satisfaction
There is a strong empirical and theoretical relationship between ethical marketing and customer satisfaction. Ethical behavior in marketing builds trust, which is a foundational element of customer satisfaction. Customers feel more secure and valued when companies operate transparently, communicate honestly, and resolve grievances ethically (Singh & Sahu, 2008).
Conversely, unethical practices such as hidden fees, exaggerated claims, and poor after-sales service diminish trust and lead to dissatisfaction. For MTN Nigeria, consistent ethical behavior strengthens brand reputation and fosters a loyal customer base.
Furthermore, ethical marketing supports long-term customer relationships rather than short-term sales goals. By focusing on consumer welfare and integrity, firms can achieve sustained satisfaction and competitive advantage.
Case studies have shown that firms practicing ethical marketing are better able to weather PR crises and retain their customer base. Ethical practices are thus not only moral imperatives but also risk management strategies.
[bookmark: _Toc207014800]2.1.6 Importance of Ethical Marketing in Telecom Sector
The importance of ethical marketing in the telecom sector cannot be overstated. Given the industry’s reliance on customer loyalty and technological reliability, marketing practices must align with ethical standards. Ethical marketing helps prevent legal infractions, maintain public trust, and ensure fair competition.
In Nigeria, the telecom market is highly regulated, and firms are subject to penalties for unethical behavior. MTN Nigeria has experienced both reputational and financial consequences due to lapses in ethical marketing, prompting reforms and greater focus on compliance.
Moreover, ethical marketing supports differentiation in a crowded market. By emphasizing integrity and value, telecom firms can distinguish themselves from competitors and cultivate a positive brand image.
Ethical marketing also aligns with corporate social responsibility (CSR) initiatives, enabling firms like MTN to build goodwill through educational sponsorships, community development, and environmental conservation efforts.
[bookmark: _Toc207014801]2.1.7 Role of Transparency in Ethical Marketing
Transparency is a core pillar of ethical marketing and plays a vital role in shaping customer perceptions and trust. It involves disclosing complete and accurate information about services, including pricing, terms and conditions, product features, and potential limitations. In a sector as complex as telecommunications, where services can be technically challenging for the average consumer to understand, transparency is key to reducing information asymmetry (Rawwas, Vitell, & Barnes, 1997).
For MTN Nigeria, transparent marketing practices such as clearly outlining call and data rates, promoting awareness of service downtimes, and offering real-time account balance updates enhance consumer confidence. When customers feel that they are not being misled, they are more likely to continue patronizing the brand.
Moreover, transparency extends to corporate social responsibility (CSR) reporting and public communications during crises. During incidents such as service disruptions or regulatory sanctions, transparent communication helps mitigate negative public sentiment and maintains brand credibility. Ultimately, transparency serves as a foundation for ethical engagement and long-term customer loyalty.
[bookmark: _Toc207014802]2.1.8 Ethical Pricing Strategies in Telecom
Ethical pricing is a crucial component of ethical marketing. It involves setting prices that are fair, competitive, and reflective of the value offered to customers. In the telecom industry, pricing strategies must consider affordability, market dynamics, and regulatory frameworks. MTN Nigeria, for instance, faces scrutiny from both consumers and regulatory bodies like the Nigerian Communications Commission (NCC) to ensure that its pricing remains just and non-exploitative.
Unethical pricing practices—such as hidden charges, arbitrary deductions, or differential pricing without justification—can erode customer trust and result in legal consequences. Ethical pricing also encompasses the fair treatment of all customer segments, including offering subsidized packages to students, low-income users, and rural dwellers (Kotler & Keller, 2016).
MTN Nigeria has introduced several tiered data and voice bundles, allowing customers to select plans based on their usage levels and financial capacity. This inclusive approach aligns with ethical marketing standards and promotes wider access to communication tools.
[bookmark: _Toc207014803]2.1.9 Impact of Ethical Communication on Consumer Behavior
Communication is the bridge between companies and consumers. Ethical communication ensures that all promotional and advertising messages are truthful, clear, and respectful. In Nigeria’s telecom market, where aggressive marketing tactics are common, firms like MTN must be careful not to overpromise or mislead consumers.
Ethical communication also implies using accessible language, avoiding deceptive visual or verbal cues, and being respectful of cultural sensitivities. For example, promoting a data bundle as “unlimited” when it has a usage cap would violate ethical standards and damage customer trust (Murphy & Laczniak, 2006).
MTN Nigeria invests in multilingual and regionally customized advertising campaigns that respect cultural diversity and enhance relatability. By maintaining honesty and inclusivity in its messaging, MTN strengthens its brand equity and consumer loyalty.
[bookmark: _Toc207014804]2.1.10 Ethical Advertising in Telecommunication
Ethical advertising is an extension of ethical communication that specifically relates to promotional content. It ensures that advertisements do not exploit consumer ignorance, manipulate emotions unfairly, or make exaggerated claims. MTN Nigeria, through its advertising, must strike a balance between persuasive appeal and ethical responsibility.
Regulatory bodies such as the Advertising Regulatory Council of Nigeria (ARCON) provide guidelines for ethical advertising. These include transparency about product limitations, avoidance of stereotypes, and accuracy in visual representations. MTN has been recognized for its engaging yet responsible advertisements that highlight service benefits without deceptive embellishments (Olayinka & Aminu, 2006).
Ethical advertising also supports inclusive marketing by representing diverse age groups, genders, and socio-economic backgrounds. This approach not only aligns with societal values but also helps firms reach broader customer segments while reinforcing ethical integrity.
[bookmark: _Toc207014805]2.1.14	Ethical Social Media Engagement
In the digital age, social media has emerged as a powerful tool for marketing and customer engagement. Ethical social media engagement refers to the responsible use of social media platforms to connect with customers, share information, and build brand relationships. It involves respecting user privacy, ensuring authenticity, and avoiding manipulative tactics such as fake reviews or misleading posts (Mangold & Faulds, 2009).
MTN Nigeria uses social media to address customer inquiries, provide service updates, and engage in interactive campaigns. Ethical conduct on these platforms includes prompt responses to complaints, honest disclosure of service disruptions, and respectful language. Additionally, ensuring that promotional content is clearly identified as such and avoiding spam contributes to a positive brand perception.
In a highly competitive telecom market, ethical social media strategies enhance customer loyalty, improve transparency, and position MTN as a socially responsible and consumer-conscious brand. The growing trend of social listening—monitoring and analyzing social conversations to improve services—also requires ethical oversight to prevent misuse of consumer data.
[bookmark: _Toc207014806]2.1.15 Corporate Social Responsibility (CSR) and Ethical Marketing
Corporate Social Responsibility (CSR) involves a company's efforts to contribute to sustainable economic development by working with employees, their families, the local community, and society at large to improve quality of life. CSR is an essential part of ethical marketing, as it demonstrates a company’s commitment to societal welfare beyond profit-making (Carroll & Shabana, 2010).
MTN Nigeria’s CSR initiatives include educational sponsorships, healthcare interventions, and ICT infrastructure development. By promoting digital literacy and supporting underprivileged communities, MTN showcases its ethical values and builds goodwill among stakeholders. These initiatives are often integrated into its marketing strategy, not as promotional gimmicks, but as genuine contributions to national development.
Ethical CSR practices must ensure transparency, accountability, and alignment with the community’s needs. By maintaining open communication about its CSR efforts and involving stakeholders in planning and evaluation, MTN Nigeria builds trust and credibility, ultimately leading to higher customer satisfaction and brand loyalty.
[bookmark: _Toc207014807]2.1.16	Ethical Product Development and Innovation
Ethical marketing begins at the product development stage. In telecommunications, ethical product development involves designing services that are accessible, inclusive, and beneficial to a broad spectrum of consumers. It also includes considering environmental sustainability and consumer rights in the innovation process (Ferrell, Fraedrich, & Ferrell, 2013).
MTN Nigeria’s introduction of flexible data plans, zero-rated educational websites, and mobile health services are examples of ethical innovation. These services are developed with the goal of meeting consumer needs rather than exploiting them. Ethical innovation also avoids creating “planned obsolescence” or services that require constant paid upgrades without added value.
By adopting a user-centric and ethical approach to innovation, MTN reinforces customer satisfaction while staying ahead in a competitive industry. This approach encourages long-term value creation for both the business and its consumers.
[bookmark: _Toc207014808]2.1.17 Truthfulness in Marketing Content
Truthfulness in marketing involves ensuring that all claims made in advertisements, packaging, and promotional materials are accurate, verifiable, and not misleading. Consumers must be provided with correct information to make informed purchasing decisions. In the telecom sector, this is particularly important due to the technical complexity of services.
MTN Nigeria has adopted truthfulness as a key tenet in its marketing campaigns by avoiding exaggerated claims and providing clarity on product features. Truthful marketing not only protects the consumer but also minimizes the risk of legal action and reputational damage (Kotler & Armstrong, 2018).
Truthfulness fosters a culture of honesty and respect in customer relationships. When consumers trust that a company’s messages are sincere and accurate, they are more likely to remain loyal and spread positive word-of-mouth, reinforcing the brand’s ethical image.
[bookmark: _Toc207014809]2.1.18	Respect for Consumer Privacy
In an era of data-driven marketing, respect for consumer privacy is a central ethical concern. Companies collect vast amounts of data to personalize offerings, but this must be done responsibly. Ethical marketing practices require informed consent, data security, and transparent use of customer information (Culnan & Bies, 2003).
MTN Nigeria handles sensitive consumer data such as call records, payment details, and location information. Adherence to data protection laws and ethical standards, including Nigeria’s Data Protection Regulation (NDPR), ensures that customer data is not misused or shared without consent. Customers must also have the option to opt out of data collection or targeted advertising.
By prioritizing consumer privacy, MTN not only complies with regulations but also builds a trustworthy reputation. Respecting customer boundaries enhances satisfaction and reduces the risk of backlash, ultimately supporting sustainable and ethical marketing outcomes.
[bookmark: _Toc207014810]2.2	THEORETICAL REVIEW
[bookmark: _Toc207014811]2.2.1 Stakeholder Theory
Stakeholder theory, developed by Edward Freeman in 1984, posits that organizations should consider the interests of all stakeholders in their operations, not just shareholders. In marketing, this theory emphasizes ethical responsibilities to customers, employees, suppliers, and the community.
In the context of MTN Nigeria, stakeholder theory guides the company’s ethical marketing strategies. By recognizing customers as key stakeholders, MTN ensures their satisfaction through transparent communication, responsible advertising, and fair treatment. Stakeholder theory encourages proactive engagement with customers and society, thus aligning marketing practices with ethical standards.
Ethical marketing, as inspired by stakeholder theory, supports MTN’s efforts to understand the needs and preferences of various stakeholder groups. For example, offering affordable data services or investing in network infrastructure in underserved areas reflects the firm’s commitment to stakeholder welfare.
Additionally, the theory discourages practices that might harm any stakeholder group. Misleading advertising or hidden charges can lead to stakeholder dissatisfaction, affecting brand loyalty and reputation. Therefore, stakeholder theory underpins ethical decision-making in MTN’s marketing strategies, ensuring long-term value creation for all.
[bookmark: _Toc207014812]2.2.2 Utilitarianism Theory
Utilitarianism, associated with philosophers like Jeremy Bentham and John Stuart Mill, promotes actions that generate the greatest good for the greatest number. In marketing, this translates into creating strategies that maximize customer satisfaction while minimizing harm.
MTN Nigeria applies utilitarian principles by designing products and campaigns that benefit the majority. For example, launching affordable mobile plans and educational packages for students meets the needs of a broad customer base. Ethical marketing under utilitarianism also ensures that campaigns are inclusive and avoid causing misinformation or offense.
This theory guides marketers to assess the broader impact of their campaigns. MTN’s public service announcements or COVID-19 awareness messages are examples of using marketing to serve public good. Ethical evaluation of marketing content helps prevent negative social consequences and promotes collective well-being.
Moreover, utilitarianism encourages the use of customer feedback to enhance product offerings and reduce dissatisfaction. The telecom company’s focus on customer care and satisfaction surveys is rooted in this moral philosophy, aligning marketing objectives with ethical obligations to the public.
[bookmark: _Toc207014813]2.2.3	The Theory of Planned Behavior
Developed by Ajzen in 1985, the Theory of Planned Behavior (TPB) explains how attitudes, subjective norms, and perceived behavioral control influence an individual’s behavior. In marketing, TPB is useful for understanding and predicting consumer responses to ethical or unethical practices.
For MTN Nigeria, TPB provides insights into how ethical conduct in marketing shapes customer intentions and loyalty. If customers perceive MTN’s promotions as honest and respectful, they are more likely to engage with the brand. Ethical advertisements enhance positive attitudes, social acceptance, and trust.
The theory also supports the notion that ethical marketing practices influence perceived behavioral control. If consumers believe they are receiving fair value and have the autonomy to choose, their loyalty strengthens. MTN benefits by aligning its campaigns with customer expectations and ethical standards.
TPB encourages companies to evaluate how their marketing practices influence public perception and behaviors. It promotes transparency and consumer empowerment, two pillars of ethical marketing. Through this lens, MTN’s efforts in ethical branding and customer engagement become strategic as well as morally driven.
[bookmark: _Toc207014814]2.2.4 Virtue Ethics Theory
Virtue ethics, rooted in Aristotle’s philosophy, focuses on the character and virtues of the individual or organization rather than just rules or outcomes. It suggests that ethical marketing stems from a company’s inherent values and moral culture.
MTN Nigeria’s emphasis on integrity, excellence, and customer satisfaction reflects a virtue ethics approach. Ethical marketing is not merely a compliance issue but a reflection of organizational character. The company's values influence how it communicates, serves, and interacts with its customers.
In practice, virtue ethics encourages authenticity and long-term relationships over short-term gains. For example, MTN avoids deceptive sales tactics and focuses on building consumer trust through consistent service delivery. This fosters a culture of responsibility among marketing personnel.
Virtue ethics also requires self-regulation. MTN’s internal codes of conduct and marketing ethics policies show the company’s dedication to virtuous behavior. Upholding honesty, fairness, and respect in every customer interaction enhances brand reputation and satisfaction.
[bookmark: _Toc207014815]2.2.5 Ethical Relativism
Ethical relativism posits that moral standards are culturally based and subjective. What is considered ethical in one context may not be so in another. In international marketing, this theory advises companies to respect local values and norms.
For MTN Nigeria, ethical relativism informs the customization of marketing content to align with Nigerian cultural expectations and legal frameworks. Campaigns are developed with local sensibilities in mind, avoiding offensive or inappropriate messaging. MTN’s community-based campaigns are examples of applying ethical relativism.
However, ethical relativism also requires a balance with universal ethical principles. While respecting cultural differences, MTN maintains core values such as honesty, transparency, and respect for customer rights.
This theory underscores the importance of contextual understanding in ethical marketing. It helps MTN design strategies that are locally relevant yet globally consistent in values. Navigating ethical boundaries in diverse environments becomes easier through this theoretical lens.
[bookmark: _Toc207014816]2.3	EMPIRICAL REVIEW
Numerous empirical studies have explored the relationship between ethical marketing and customer satisfaction across various industries and geographic regions. In the telecommunications sector, the need to examine the ethical dimensions of marketing and its impact on consumer perception is increasingly important due to the competitive nature and service-centric offerings of companies such as MTN Nigeria.
Adeyemi and Akinyele (2020) conducted a study on ethical marketing practices and customer satisfaction in Nigerian telecoms. The research revealed that ethical issues such as misleading promotions and breach of consumer privacy contributed significantly to customer dissatisfaction. Conversely, companies that invested in transparency, truthful advertising, and respectful communication experienced enhanced customer loyalty and trust.
A study by Johnson and Umoh (2019) focused on the mobile network industry in South-West Nigeria, examining the effects of ethical marketing behavior on subscriber retention. The findings indicated that ethical conduct, especially in billing transparency and promotional honesty, had a strong positive correlation with customer satisfaction and retention levels.
In a comparative study, Eze and Chidi (2018) evaluated the marketing ethics of MTN and Airtel Nigeria. The study revealed that customers of MTN responded more positively to ethical marketing due to the company’s CSR initiatives and data protection policies. Ethical advertising campaigns, especially those aligned with social impact goals, had a higher engagement rate and customer approval.
Furthermore, Bello and Olawale (2021) examined how ethical advertising influences brand perception and consumer behavior in Lagos State. Their results showed that telecom customers often associate ethical advertisements with brand credibility, thus leading to increased usage and word-of-mouth referrals.
Another empirical review by Nwankwo et al. (2022) assessed the impact of customer-centric ethical practices on service satisfaction among MTN subscribers. Using survey methods, the research established a direct relationship between ethical responsiveness—such as transparent pricing and fair complaint resolution—and consumer satisfaction.
In an international context, Kotler and Keller (2016) emphasized the global shift toward ethical consumerism, where customers increasingly prefer brands that are honest and socially responsible. This trend also reflects in Nigeria, where awareness of ethical standards in service marketing continues to grow.
Although most empirical studies agree on the positive link between ethical marketing and customer satisfaction, some have also highlighted challenges. For instance, Ogundele (2017) pointed out that ethical compliance in Nigerian telecoms is often hindered by regulatory loopholes and competitive pressure, leading to occasional lapses in marketing ethics.
Overall, empirical literature confirms that ethical marketing significantly influences customer satisfaction, brand loyalty, and competitive advantage. The growing body of research reinforces the need for companies like MTN Nigeria to embed ethical considerations into their marketing strategies to ensure sustainable customer relationships.
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[bookmark: _Toc207014819]3.1 Introduction
The purpose of this methodology is to establish the approach and procedures followed in obtaining, analyzing, and interpreting the data necessary to address the research questions and objectives. The research methodology includes the design, population of the study, sample size and sampling techniques, methods of data collection, instrument of data collection, methods of data analysis, and the historical background of the case study.
[bookmark: _Toc207014820]3.2 Research Design
The research design employed in this study is descriptive and cross-sectional. Descriptive research is appropriate for this study because it allows for the collection of data that can describe the ethical marketing practices employed by MTN Nigeria and their effects on customer satisfaction. The research will explore how customers perceive ethical marketing strategies and their correlation with satisfaction levels. A cross-sectional approach is chosen because the study will be conducted at a specific point in time, providing a snapshot of customer experiences and perceptions.
[bookmark: _Toc207014821]3.3 Population of the Study
The population of the study consists of all customers of MTN Nigeria within the operational area. As of the last available data, MTN Nigeria has over 70 million subscribers across the country, making it one of the largest mobile network providers in Nigeria. The focus of this study, however, will be on customers in the Ilorin, Kwara State region. The total population of MTN customers in Ilorin is estimated to be approximately 25,000. This includes individuals who have been using MTN services for at least six months, as they are more likely to have sufficient experience with the company’s marketing and services.
[bookmark: _Toc207014822]3.4 Sample Size and Sampling Techniques
In selecting a sample from the population of MTN customers in Ilorin, the study will use a simple random sampling technique. Random sampling is chosen to ensure that each member of the population has an equal chance of being selected, which minimizes bias and increases the generalizability of the findings.
The sample size for this study consists of approximately 25,000 MTN customers within the Ilorin, Kwara State region. To determine the appropriate sample size, the Taro Yamane formula is typically used:

Where:
·  = sample size
·  = population size (25,000)
·  = margin of error (usually 0.05 for 95% confidence level)
Applying the formula with :
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This calculation suggests an ideal sample size of approximately 393 respondents for statistically valid results.
However, the study will use a sample size of 96 respondents selected at random. This represents:
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Thus, approximately 0.384% of the total population will be surveyed. While this sample size is less than the ideal calculated size, it is adopted to fit practical constraints. The findings from this sample will provide preliminary insights but may have limitations regarding generalizability and precision. It is recommended that future studies consider larger sample sizes for more robust conclusions.
[bookmark: _Toc207014823]3.5 Methods of Data Collection
The primary method of data collection will be through a self-administered questionnaire. This method is chosen because it allows the researcher to collect direct responses from the customers of MTN, ensuring that the data gathered reflects the perceptions and experiences of the target group. The questionnaire will be distributed and completed by the respondents at their convenience, and data will be collected over a period of four weeks.
Secondary data will also be collected from company reports, industry publications, and academic sources related to ethical marketing and customer satisfaction. This secondary data will provide context and support for the analysis of primary data.
[bookmark: _Toc207014824]3.6 Instrument of Data Collection
The primary instrument for data collection will be a structured questionnaire. The questionnaire will consist of closed-ended questions and Likert scale items, which will help in assessing the level of satisfaction and perceptions of ethical marketing practices. The questions will be designed to address key aspects of ethical marketing, including transparency, honesty in advertising, customer privacy, and the company's corporate social responsibility initiatives.
The questionnaire will be divided into the following sections:
1. Demographic Information: Questions about the respondents’ age, gender, educational background, and length of time using MTN services.
2. Ethical Marketing Practices: Questions focused on customers’ perceptions of MTN’s marketing practices, including their views on transparency, truthfulness, and fairness.
3. Customer Satisfaction: Questions that measure customer satisfaction, focusing on product quality, customer service, and overall experience with MTN.
4. Customer Loyalty and Retention: Questions exploring the relationship between ethical marketing practices and customer loyalty.


[bookmark: _Toc207014825]3.7 Methods of Data Analyses
Once the data is collected, it will be analyzed using descriptive statistics. The analysis will include the calculation of frequencies, percentages, means, and standard deviations to assess customer satisfaction levels and their perceptions of MTN’s ethical marketing practices. The results will be presented in tables and also interpreted to enhance understanding and interpretation.
Since the data will be largely descriptive in nature, a correlation analysis may also be conducted to determine the relationship between ethical marketing practices and customer satisfaction. This analysis will help identify whether there is a significant association between customers' perceptions of ethical marketing practices and their level of satisfaction with MTN Nigeria’s services.
[bookmark: _Toc207014826]3.8 Historical Background of the Case Study
MTN Nigeria is a subsidiary of MTN Group, a South African multinational telecommunications company. MTN Nigeria began operations in 2001 and has grown to become the largest telecommunications provider in Nigeria. The company offers a range of services, including voice, data, mobile money, and broadband services.
MTN Nigeria is known for its marketing strategies, which include aggressive advertising campaigns, corporate social responsibility (CSR) initiatives, and efforts to ensure customer satisfaction. Over the years, MTN has faced both praise and criticism regarding its marketing practices. Ethical issues such as pricing transparency, data privacy, and the handling of customer complaints have been highlighted in public discourse, making it a valuable case study for exploring the relationship between ethical marketing and customer satisfaction.
MTN Nigeria continues to lead the market in terms of customer base, but it faces stiff competition from other telecom giants like Airtel, Glo, and 9mobile. The company has had to adopt ethical marketing practices to maintain customer trust, loyalty, and satisfaction in a highly competitive market.
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[bookmark: _Toc207014828]DATA PRESENTATION AND ANALYSIS
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This chapter presents and analyzes the data collected from the administered questionnaire. A total of 100 questionnaires were distributed to respondents, out of which 96 were properly filled and returned, forming the basis for analysis. The data are presented in tabular form using frequency distribution and percentages for clarity. Each item in the questionnaire is analyzed in line with the research objectives.
[bookmark: _Toc207014830]4.2	Demographic Information of Respondents
Table 4.1: Gender Distribution
	Gender
	Frequency
	Percentage (%)

	Male
	58
	60.4%

	Female
	38
	39.6%

	Total
	96
	100%


Source: Researcher's field survey, 2025
Among the 96 respondents, 58 (60.4%) were male, while 38 (39.6%) were female. This indicates a slight male dominance among the respondents.
Table 4.2: Age Distribution
	Age Group
	Frequency
	Percentage (%)

	Under 18
	2
	2.1%

	18–25
	40
	41.7%

	26–35
	30
	31.3%

	36–45
	18
	18.8%

	46 and above
	6
	6.3%

	Total
	96
	100%


Source: Researcher's field survey, 2025
The age distribution of respondents shows that the majority (40 respondents, 41.7%) were aged between 18–25 years. This is followed by 30 respondents (31.3%) in the 26–35 age group, 18 respondents (18.8%) aged 36–45, and 6 respondents (6.3%) aged 46 and above. Only 2 respondents (2.1%) were under 18 years.
Table 4.3: Marital Status
	Marital Status
	Frequency
	Percentage (%)

	Single
	60
	62.5%

	Married
	34
	35.4%

	Divorced
	1
	1.0%

	Widowed
	1
	1.0%

	Total
	96
	100%


Source: Researcher's field survey, 2025
Most of the respondents were single (60 respondents, 62.5%), followed by 34 married individuals (35.4%). Only 1 respondent (1.0%) each was divorced or widowed.
Table 4.4: Educational Level
	Educational Level
	Frequency
	Percentage (%)

	Primary
	2
	2.1%

	Secondary
	22
	22.9%

	Tertiary
	70
	72.9%

	Postgraduate
	2
	2.1%

	Total
	96
	100%


Source: Researcher's field survey, 2025
A significant proportion of respondents (70 respondents, 72.9%) had tertiary education, followed by 22 respondents (22.9%) with secondary education. Only 2 respondents each (2.1%) had either primary or postgraduate education.
Table 4.5: Duration of MTN Service Use
	Duration
	Frequency
	Percentage (%)

	Less than 6 months
	4
	4.2%

	6 months – 1 year
	12
	12.5%

	1 – 3 years
	38
	39.6%

	More than 3 years
	42
	43.7%

	Total
	96
	100%


Source: Researcher's field survey, 2025
The duration of MTN service use among respondents shows that 42 (43.7%) have used the service for more than 3 years, while 38 (39.6%) have used it between 1 and 3 years. 12 respondents (12.5%) had used it for 6 months to 1 year, and only 4 (4.2%) had used it for less than 6 months.
[bookmark: _Toc207014831]4.3	Research Questions Analysis
Table 4.6: Perception of MTN's Marketing Practice
	Perception
	Frequency
	Percentage (%)

	Very ethical
	20
	20.8%

	Ethical
	38
	39.6%

	Neutral
	18
	18.8%

	Unethical
	12
	12.5%

	Very unethical
	8
	8.3%

	Total
	96
	100%


Source: Researcher's field survey, 2025
Most respondents (38, 39.6%) perceived MTN's marketing practices as ethical, with 20 respondents (20.8%) considering them very ethical. 18 respondents (18.8%) remained neutral, while 12 (12.5%) and 8 (8.3%) viewed them as unethical and very unethical, respectively.
Table 4.7: Influence of Ethical Marketing on Satisfaction
	Response
	Frequency
	Percentage (%)

	Strongly agree
	32
	33.3%

	Agree
	34
	35.4%

	Neutral
	16
	16.7%

	Disagree
	8
	8.3%

	Strongly disagree
	6
	6.3%

	Total
	96
	100%


Source: Researcher's field survey, 2025
A majority of respondents (34, 35.4%) agreed that ethical marketing influences satisfaction, and 32 respondents (33.3%) strongly agreed. 16 (16.7%) were neutral, while 8 (8.3%) disagreed and 6 (6.3%) strongly disagreed.
Table 4.8: Impact of Transparency in Pricing
	Response
	Frequency
	Percentage (%)

	Very high
	30
	31.3%

	High
	26
	27.1%

	Moderate
	22
	22.9%

	Low
	10
	10.4%

	Very low
	8
	8.3%

	Total
	96
	100%


Source: Researcher's field survey, 2025
Most respondents (30, 31.3%) rated the impact of pricing transparency as very high, followed by 26 (27.1%) who rated it high. 22 (22.9%) chose moderate, while 10 (10.4%) and 8 (8.3%) considered it low and very low, respectively.
Table 4.9: Satisfaction with Data Privacy Handling
	Satisfaction Level
	Frequency
	Percentage (%)

	Very satisfied
	24
	25.0%

	Satisfied
	38
	39.6%

	Neutral
	20
	20.8%

	Dissatisfied
	10
	10.4%

	Very dissatisfied
	4
	4.2%

	Total
	96
	100%


Source: Researcher's field survey, 2025
38 respondents (39.6%) were satisfied with MTN’s handling of their data privacy, while 24 (25.0%) were very satisfied. 20 respondents (20.8%) remained neutral, and only a small proportion (10.4% and 4.2%) were dissatisfied or very dissatisfied.
Table 4.10: Influence of MTN’s Corporate Social Responsibility (CSR) on Customer Perception
	Response
	Frequency
	Percentage (%)

	Very influential
	28
	29.2%

	Influential
	34
	35.4%

	Neutral
	20
	20.8%

	Not influential
	10
	10.4%

	Not influential at all
	4
	4.2%

	Total
	96
	100%


Source: Researcher's field survey, 2025
The table shows that a combined 64.6% of respondents (28 very influential, 34 influential) believe that MTN’s CSR activities positively impact how they perceive the company. Only a small portion (14.6%) do not find CSR impactful. This indicates that CSR is an important ethical marketing strategy that enhances MTN’s public image and builds goodwill with customers.
Table 4.11: Ethical Advertising and Customer Trust
	Response
	Frequency
	Percentage (%)

	Strongly agree
	26
	27.1%

	Agree
	40
	41.7%

	Neutral
	16
	16.7%

	Disagree
	10
	10.4%

	Strongly disagree
	4
	4.2%

	Total
	96
	100%


Source: Researcher's field survey, 2025
This suggests that truthful and responsible advertising significantly contributes to fostering long-term customer relationships. Only 14.6% of the respondents disagree, showing a general trust in MTN’s advertising ethics.


Table 4.12: Truthfulness in Advertising Messages
	Response
	Frequency
	Percentage (%)

	Always true
	18
	18.8%

	Often true
	42
	43.8%

	Sometimes true
	20
	20.8%

	Rarely true
	10
	10.4%

	Never true
	6
	6.3%

	Total
	96
	100%


Source: Researcher's field survey, 2025
In Table 4.12, the data indicates that 18 respondents (18.8%) believe MTN's advertising messages are always true, while a significant majority of 42 respondents (43.8%) feel the messages are often truthful. Additionally, 20 respondents (20.8%) consider the advertising to be sometimes true, suggesting a level of ambivalence. Conversely, a smaller group expressed doubts about the truthfulness, with 10 respondents (10.4%) stating it is rarely true and 6 respondents (6.3%) indicating it is never true.
Table 4.13: Fairness in MTN's Tariff Plans
	Response
	Frequency
	Percentage (%)

	Very fair
	20
	20.8%

	Fair
	38
	39.6%

	Neutral
	18
	18.8%

	Unfair
	12
	12.5%

	Very unfair
	8
	8.3%

	Total
	96
	100%


Source: Researcher's field survey, 2025
Table 4.13 shows that 20 respondents (20.8%) rated MTN’s tariff plans as very fair, while 38 respondents (39.6%) considered them fair. However, 18 respondents (18.8%) remained neutral, and a total of 20.8% of participants viewed the tariffs as unfair or very unfair, indicating some dissatisfaction with the pricing structure.
Table 4.14: Level of Satisfaction with Customer Service Ethics
	Response
	Frequency
	Percentage (%)

	Very satisfied
	22
	22.9%

	Satisfied
	36
	37.5%

	Neutral
	20
	20.8%

	Dissatisfied
	12
	12.5%

	Very dissatisfied
	6
	6.3%

	Total
	96
	100%


Source: Researcher's field survey, 2025
In Table 4.14, 22 respondents (22.9%) expressed that they are very satisfied with MTN’s customer service ethics, and 36 respondents (37.5%) reported being satisfied. More than half of the respondents (58, or 60.4%) expressed satisfaction overall, while 18.8% of participants were dissatisfied, highlighting some concerns regarding ethical standards in customer service.


Table 4.15: Ethical Complaint Handling by MTN
	Response
	Frequency
	Percentage (%)

	Excellent
	24
	25.0%

	Good
	30
	31.3%

	Average
	22
	22.9%

	Poor
	12
	12.5%

	Very poor
	8
	8.3%

	Total
	96
	100%


Source: Researcher's field survey, 2025
Table 4.15 reveals that 24 respondents (25.0%) rated MTN’s ethical complaint handling as excellent, and 30 respondents (31.3%) rated it as good. However, a combined total of 20.8% felt that the complaint handling was either poor or very poor, indicating a need for improvement in this area.
Table 4.16: Honesty in Promos and Offers
	Response
	Frequency
	Percentage (%)

	Strongly agree
	20
	20.8%

	Agree
	34
	35.4%

	Neutral
	18
	18.8%

	Disagree
	14
	14.6%

	Strongly disagree
	10
	10.4%

	Total
	96
	100%


Source: Researcher's field survey, 2025
In Table 4.16, more than half of the respondents (54, or 56.2%) agreed that MTN is honest in its promotions and offers, with 20 respondents (20.8%) strongly agreeing. Conversely, 24 respondents (25%) expressed varying degrees of disagreement about the honesty of these promotions.
Table 4.17: Ethical Behavior and Customer Loyalty
	Response
	Frequency
	Percentage (%)

	Strongly agree
	28
	29.2%

	Agree
	38
	39.6%

	Neutral
	16
	16.7%

	Disagree
	10
	10.4%

	Strongly disagree
	4
	4.2%

	Total
	96
	100%


Source: Researcher's field survey, 2025
Finally, Table 4.17 indicates that 28 respondents (29.2%) strongly believe ethical behavior enhances customer loyalty, and 38 respondents (39.6%) agree with this sentiment. This suggests that a significant majority (66 respondents, or 68.8%) recognize the importance of ethics in fostering customer loyalty, while a smaller percentage (14.6%) disagreed to some extent.
[bookmark: _Toc207014832]4.4	Summary of Findings
The analysis reveals that the majority of respondents view MTN’s marketing practices as ethical, with significant influence on customer satisfaction. Transparency in billing, data privacy, and honest advertising emerged as critical strategies. Most users value ethical behavior and feel respected through MTN’s communication efforts. However, challenges such as competitive pressure and inadequate regulation remain. Respondents also made strong suggestions for improvement, particularly in enhancing transparency, CSR, and customer engagement.
In conclusion, ethical marketing significantly contributes to customer satisfaction in the telecom industry. MTN’s attention to these practices not only shapes its brand perception but also determines customer loyalty and advocacy.
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[bookmark: _Toc207014834]SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS
5.0	Introduction
This chapter summarizes the findings from the data analysis presented in Chapter Four, focusing on the relationship between MTN Nigeria's ethical marketing practices and customer satisfaction. A total of 96 respondents participated in the survey, providing insights into their demographics, perceptions, and experiences with MTN.
[bookmark: _Toc207014835]5.1	Summary of Findings
The demographic analysis revealed a slight male dominance among respondents, with the majority falling within the 18–25 age group and having tertiary education. Most respondents were single, and a significant portion had used MTN services for more than three years.
The analysis of research questions highlighted several key findings:
· A majority of respondents viewed MTN's marketing practices as ethical, with 39.6% perceiving them as ethical and 20.8% considering them very ethical.
· Ethical marketing was seen as influential on customer satisfaction, with 68.7% of respondents agreeing or strongly agreeing that it impacts their satisfaction levels.
· Transparency in pricing and data privacy handling were rated highly, with 31.3% and 39.6% respectively indicating very high and high satisfaction.
· The perception of MTN’s corporate social responsibility (CSR) activities was also positive, with over 64% believing these initiatives positively influence their views of the company.
· Trust in MTN’s advertising was significant, with 56.2% of respondents agreeing that the company is honest in its promotions.
[bookmark: _Toc207014836]5.2	Conclusions
The findings indicate that ethical marketing practices play a crucial role in shaping customer satisfaction and loyalty towards MTN Nigeria. The majority of respondents recognize the importance of transparency, honesty, and CSR initiatives in their interactions with the company. Despite some areas of concern, such as pricing and complaint handling, the overall perception of MTN’s ethical practices is favorable.
Moreover, the study emphasizes the need for MTN to maintain and enhance its ethical marketing strategies to foster customer trust and loyalty in a competitive telecommunications market. The data suggests that customers value ethical behavior and expect continued improvements in service delivery and transparency.
[bookmark: _Toc207014837]5.3	Recommendations
Based on the findings and conclusions of this study, the following recommendations are proposed for MTN Nigeria:
1. Enhance Transparency: MTN should continue to improve transparency in pricing and service delivery. Clear communication regarding tariffs and services can help alleviate customer concerns and reinforce trust.
2. Strengthen Data Privacy Measures: Given the importance of data privacy to customers, MTN should invest in robust data protection measures and actively communicate these efforts to customers to build confidence.
3. Increase CSR Activities: Expanding corporate social responsibility initiatives can further enhance MTN's public image and customer goodwill. Engaging in community development projects and environmental sustainability can resonate well with customers.
4. Improve Customer Service: Addressing issues related to complaint handling is essential. MTN should provide training for customer service representatives to ensure effective resolution of customer complaints and enhance overall satisfaction.
5. Conduct Regular Surveys: Regularly assessing customer perceptions through surveys can provide valuable feedback and insights into areas needing improvement, allowing MTN to adapt its strategies accordingly.
6. Promote Ethical Advertising: MTN should continue to focus on ethical advertising practices that reflect honesty and responsibility, thereby building long-term trust with customers.
By implementing these recommendations, MTN Nigeria can strengthen its position as a leader in ethical marketing within the telecommunications industry, ultimately enhancing customer satisfaction and loyalty.
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QUESTIONNAIRE
Ethical Marketing Practices and Customer Satisfaction
This questionnaire is designed to gather information about your perceptions of MTN Nigeria's marketing practices and their impact on your satisfaction as a customer. Your responses will be kept confidential and used solely for research purposes.
Section A: Demographic Information
1. Gender:
· Male
· Female
2. Age Group:
· Under 18
· 18–25
· 26–35
· 36–45
· 46 and above
3. Marital Status:
· Single
· Married
· Divorced
· Widowed
4. Educational Level:
· Primary
· Secondary
· Tertiary
· Postgraduate
5. Duration of MTN Service Use:
· Less than 6 months
· 6 months – 1 year
· 1 – 3 years
· More than 3 years
Section B: Perceptions of MTN's Marketing Practices
6. How would you rate MTN's marketing practices?
· Very ethical
· Ethical
· Neutral
· Unethical
· Very unethical
7. Do you believe ethical marketing influences your satisfaction with MTN?
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree
8. How would you rate the impact of pricing transparency on your satisfaction?
· Very high
· High
· Moderate
· Low
· Very low
9. How satisfied are you with MTN’s handling of your data privacy?
· Very satisfied
· Satisfied
· Neutral
· Dissatisfied
· Very dissatisfied
10. How influential do you find MTN’s corporate social responsibility (CSR) activities on your perception of the company?
· Very influential
· Influential
· Neutral
· Not influential
· Not influential at all
11. How do you perceive the honesty of MTN's advertising?
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree
12. How truthful do you find MTN's advertising messages?
· Always true
· Often true
· Sometimes true
· Rarely true
· Never true
13. How fair do you consider MTN's tariff plans?
· Very fair
· Fair
· Neutral
· Unfair
· Very unfair
14. How satisfied are you with MTN’s customer service ethics?
· Very satisfied
· Satisfied
· Neutral
· Dissatisfied
· Very dissatisfied
15. How would you rate MTN’s ethical complaint handling?
· Excellent
· Good
· Average
· Poor
· Very poor
16. Do you believe that ethical behavior enhances customer loyalty to MTN?
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree
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