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ABSTRACT
This study focuses on the effect of customer satisfaction on business growth in the telecommunication industry, with a case study of MTN Nigeria in Kwara State. The research was necessitated by increasing competition among telecommunication providers in Nigeria, where customer satisfaction has become a critical factor for sustaining growth and competitiveness.
A survey research design was adopted. Data were collected from 120 MTN subscribers in Kwara State using structured questionnaires, of which 110 were retrieved and analyzed. Descriptive statistics and chi-square tests were employed to analyze the data.
The findings revealed that customer satisfaction significantly influences customer retention, while service quality has a positive impact on business growth. Pricing strategies were also found to affect customer satisfaction, and effective customer service strongly enhances customer loyalty. The hypotheses tested confirmed significant relationships between customer satisfaction and all dimensions of business growth considered in the study.
The study concludes that customer satisfaction remains a vital driver of growth for telecommunication companies. It recommends that MTN should continuously improve service quality, adopt competitive pricing, enhance customer care, and implement loyalty programs to retain subscribers and ensure sustainable business growth.
Keywords: Customer Satisfaction, Business Growth, Service Quality, Customer Loyalty, Telecommunication Industry.
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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND TO THE STUDY
In today's competitive business environment, customer satisfaction has become a critical factor for the survival and growth of organizations. Customer satisfaction refers to the extent to which the products and services of a company meet or exceed the expectations of customers. In the telecommunication industry, where several companies provide similar services, the ability to satisfy customers determines not only customer retention but also the long-term growth and sustainability of the business.
The telecommunication industry, particularly in Nigeria, has witnessed tremendous growth and stiff competition in the last two decades. With the liberalization of the telecom sector and the entrance of major service providers such as MTN, Glo, Airtel, and 9mobile, customers are now presented with multiple choices. This makes customer satisfaction a key factor for sustaining competitive advantage.
Customer satisfaction refers to the degree to which the products or services of a company meet or exceed the expectations of customers. In the telecommunication sector, satisfaction could be influenced by service quality, pricing, network coverage, customer care, reliability, and innovation. A satisfied customer is more likely to be loyal, engage in positive word-of-mouth promotion, and increase patronage, which collectively contribute to business growth.
Business growth, on the other hand, entails an increase in market share, revenue generation, customer base, and overall profitability. For telecommunication companies like MTN Nigeria, the ability to satisfy customers determines their growth trajectory and long-term sustainability.
The Nigerian telecommunication sector has witnessed tremendous growth over the past two decades, with MTN Nigeria emerging as one of the leading service providers. The introduction of Global System for Mobile Communication (GSM) in 2001 opened opportunities for both providers and consumers. However, despite the rapid growth, issues such as poor network quality, call drops, high tariff rates, and poor customer care services have continued to affect customer satisfaction.
For a company like MTN Nigeria, maintaining high levels of customer satisfaction is not just a strategy for retaining existing subscribers but also a tool for expanding its customer base. Customer satisfaction directly influences customer loyalty, word-of-mouth referrals, and ultimately the financial performance and growth of the company.
In Kwara State, MTN Nigeria remains a dominant player in the telecommunication industry. However, issues such as network instability, high tariff rates, poor customer service, and inconsistent data services have raised questions about the extent to which customer satisfaction affects the company's growth. This study, therefore, seeks to investigate the effect of customer satisfaction on business growth in the telecommunication industry, using MTN Nigeria in Kwara State as a case study.
1.2 STATEMENT OF THE PROBLEM
Even with the growth of the telecommunication industry in Nigeria, customer complaints remain high, ranging from poor network coverage, dropped calls, slow internet services, and poor customer support. Many customers feel dissatisfied with the services they receive and may switch to other providers. For MTN Nigeria, specifically within Kwara State, this dissatisfaction poses a serious challenge to sustaining business growth.
If customer satisfaction is not prioritized, the company risks losing its competitive edge in the industry. Therefore, it becomes essential to examine how customer satisfaction contributes to business growth and to what extent MTN Nigeria is leveraging customer satisfaction as a strategy for sustaining growth in Kwara State.
The problem this study seeks to address is whether customer satisfaction truly has a significant effect on the growth of telecommunication companies in Nigeria, particularly MTN Nigeria. Does customer satisfaction contribute to the company's growth, or does growth occur despite customer dissatisfaction? This paradox necessitates an empirical investigation into the relationship between customer satisfaction and business growth in the Nigerian telecom industry.
1.3 OBJECTIVES OF THE STUDY
The main objective of this study is to examine the effect of customer satisfaction on business growth in the telecommunication industry, using MTN Nigeria, Kwara State as a case study. The specific objectives are to:
• Assess the level of customer satisfaction with MTN services in Kwara State.
• Identify factors that influence customer satisfaction in MTN Nigeria.
• Examine the relationship between customer satisfaction and business growth in MTN Nigeria.
• Determine the challenges faced by MTN Nigeria in ensuring customer satisfaction.
• Provide recommendations on how MTN Nigeria can improve customer satisfaction to enhance business growth.
1.4 RESEARCH QUESTIONS
The following research questions will guide the study:
• What is the level of customer satisfaction with MTN services in Kwara State?
• What are the key factors that influence customer satisfaction in MTN Nigeria?
• What is the relationship between customer satisfaction and business growth in MTN Nigeria?
• What challenges does MTN Nigeria face in ensuring customer satisfaction?
• What measures can be taken to improve customer satisfaction for business growth in MTN Nigeria?


1.5 RESEARCH HYPOTHESES
The study will test the following hypotheses:
H0: There is no significant relationship between customer satisfaction and business growth in MTN Nigeria.
H1: There is a significant relationship between customer satisfaction and business growth in MTN Nigeria.
1.6 SIGNIFICANCE OF THE STUDY
This study is significant in the following ways:
It will provide insights for MTN Nigeria on how to improve customer satisfaction and sustain business growth.
The study will contribute to academic knowledge on the role of customer satisfaction in organizational performance.
It will serve as a reference point for future researchers interested in the relationship between customer satisfaction and business growth.
Policy makers and regulators in the telecommunication industry may also benefit from the findings to ensure better service delivery to consumers.
1.7 SCOPE OF THE STUDY
This study is limited to MTN Nigeria operations within Kwara State. The focus will be on assessing customer satisfaction and its impact on business growth within this geographical scope. The study will collect data from MTN subscribers in Kwara State through questionnaires and interviews.

1.8 LIMITATIONS OF THE STUDY
The study may encounter limitations such as inadequate responses from customers due to lack of interest, time constraints, and limited financial resources. However, efforts will be made to minimize these challenges to ensure reliable findings.
1.8 DEFINITION OF TERMS
• Customer Satisfaction: The degree to which a customer's expectations of a product or service are met or exceeded.
• Customer Loyalty: The likelihood of customers continuously patronizing a particular service provider over competitors.
• Business Growth: The process by which a business expands in size, revenue, customer base, and market share.
• Telecommunication Industry: The sector that provides communication services such as voice calls, data, and internet connectivity.
• MTN Nigeria: A leading telecommunication company in Nigeria and a subsidiary of MTN Group.


CHAPTER TWO
LITERATURE REVIEW
2.1 INTRODUCTION
This chapter reviews relevant literature on the effect of customer satisfaction on business growth, particularly in the telecommunication industry. It covers conceptual, theoretical, and empirical frameworks to provide a solid foundation for the study.
2.2 CONCEPTUAL REVIEW
2.2.1 Concept of Customer Satisfaction
Customer satisfaction has become a central concept in marketing and service management. It is generally defined as the post-consumption evaluation that compares perceived performance of a product or service with customer expectations (Kotler & Keller, 2016). A customer is said to be satisfied when the service received meets or surpasses expectations, and dissatisfied when the service falls short of expectations.
In the telecommunication industry, customer satisfaction is influenced by several factors such as call clarity, network availability, billing transparency, customer care responsiveness, value-added services, and affordability of call/data tariffs (Oyeniyi & Abiodun, 2018). According to Oliver (2015), satisfaction is not a one-time phenomenon but a continuous process shaped by repeated experiences with a service provider.
Researchers often measure customer satisfaction through dimensions such as:
· Service quality (reliability, responsiveness, empathy, assurance, tangibility).
· Price fairness (reasonable charges, transparent billing).
· Network performance (coverage, call stability, internet speed).
· Customer support (availability and problem resolution).
· Value-added services (bonuses, promos, digital services).
In the Nigerian context, the quality of telecommunication services varies widely across regions, making customer satisfaction highly dynamic.
Customer satisfaction is the extent to which a customer's expectations of a product or service are fulfilled. It is a psychological outcome that results from comparing perceived performance with expectations. In the service industry, especially telecommunications, customer satisfaction is influenced by service quality, pricing, reliability, and customer support.
2.2.2 Concept of Business Growth
Business growth refers to the expansion of an organization in terms of revenue, market share, customer base, and profitability. In telecommunications, growth is often measured by subscriber numbers, network coverage, and financial performance. Customer loyalty and retention are critical drivers of sustained growth.
Business growth is the process by which an organization expands in size, revenue, or market presence over time (Davidsson et al., 2017). For firms in the telecommunication sector, growth is often measured in terms of:
· Subscriber base expansion – number of active users on the network.
· Revenue generation – total earnings from calls, data, SMS, and value-added services.
· Profitability – ability to generate surplus after covering operational costs.
· Market share – proportion of customers compared to competitors.
· Brand equity and recognition – strength of brand loyalty in a competitive market.
Business growth in telecoms is highly dependent on external factors such as regulatory environment (NCC policies), technological innovation (4G/5G deployment), and customer perception of service quality. Companies that fail to satisfy customers often experience high churn rates, leading to loss of growth opportunities.
2.2.3 Customer Satisfaction and Business Growth
Research suggests that satisfied customers are more likely to remain loyal, recommend the company to others, and engage in repeat purchases. This, in turn, leads to higher sales, improved market share, and sustainable growth. For telecommunication firms like MTN Nigeria, customer satisfaction translates into reduced churn rate and increased profitability.
Relationship between Customer Satisfaction and Business Growth
The link between customer satisfaction and business growth is well established in marketing literature. Hallowell (2019) observed that customer satisfaction influences repeat patronage, cross-buying, word-of-mouth promotion, and long-term loyalty, all of which translate into sustainable growth. Satisfied customers act as brand advocates, reducing the cost of acquiring new customers.
In the Nigerian telecom industry, firms such as MTN Nigeria have sustained growth due to their ability to build a strong reputation, respond quickly to customer needs, and maintain relatively stable services compared to competitors. However, customer dissatisfaction can lead to churn, as subscribers easily migrate to competitors due to Mobile Number Portability (MNP) policy introduced by the NCC. Thus, customer satisfaction is both a growth driver and a survival mechanism in the industry.
2.2.4 The Telecommunication Industry in Nigeria
The Nigerian telecommunication industry is one of the fastest-growing sectors of the economy, contributing significantly to GDP. MTN Nigeria, as the market leader, has millions of subscribers across the country. However, service quality challenges such as network downtime, poor internet speed, and inadequate customer service remain major concerns affecting customer satisfaction.
2.3 THEORETICAL FRAMEWORK
Several theories provide a framework for understanding customer satisfaction and its influence on business growth.
2.3.1 Expectancy-Disconfirmation Theory (EDT)
This theory, proposed by Richard L. Oliver (1980), suggests that customer satisfaction is determined by the gap between expected performance and perceived performance. If the service exceeds expectations, customers are satisfied; if it falls short, dissatisfaction occurs.
2.3.2 SERVQUAL Model
The SERVQUAL model by Parasuraman, Zeithaml, and Berry (1988) identifies five dimensions of service quality that influence satisfaction: tangibility, reliability, responsiveness, assurance, and empathy. In telecommunications, these dimensions can be applied to assess network performance, customer service, and overall service delivery.
2.3.3 Customer Loyalty Theory
This theory posits that satisfaction leads to loyalty, which in turn influences business growth. Loyal customers not only continue patronizing a firm but also engage in positive word-of-mouth marketing, thereby attracting new customers.
2.3.4 Kano Model of Customer Satisfaction
Developed by Kano (1984), this model categorizes customer needs into three:
· Basic needs (must-be requirements such as call clarity and coverage).
· Performance needs (factors that increase satisfaction proportionally, e.g., data speed).
· Excitement needs (unexpected features such as bonus airtime, loyalty rewards).
The model implies that businesses that exceed basic and performance needs with excitement factors can achieve superior growth.
2.3.5 Service-Profit Chain Model
Heskett et al. (1994) proposed that employee satisfaction leads to better service delivery, which in turn increases customer satisfaction and ultimately drives profitability and growth. For MTN, well-trained and motivated employees can enhance customer experience, thereby increasing satisfaction and sustaining business growth.
2.4 EMPIRICAL REVIEW
Globally and locally, numerous studies have investigated the relationship between customer satisfaction and business growth.
International Studies
Anderson, Fornell, and Lehmann (1994) demonstrated that customer satisfaction positively influences profitability and market value in service firms. Similarly, Rust and Zahorik (1993) found that small improvements in satisfaction can lead to substantial increases in customer retention and revenue. In the telecom industry, Kim et al. (2004) revealed that service quality and customer satisfaction are critical drivers of subscriber loyalty in South Korea's mobile sector.
Nigerian Studies
Oyeniyi and Abiodun (2018) found that network quality and pricing significantly predict customer loyalty in Nigeria's telecom sector. Their study confirmed that satisfied customers are less likely to switch to competitors.
Several studies have been conducted on customer satisfaction and business growth in telecommunications:
Oyeniyi and Abiodun (2018) investigated customer loyalty and satisfaction in Nigeria's telecom sector and found a strong relationship between service quality and customer retention. The study concluded that customer satisfaction significantly predicts business growth.
Oghojafor, Ladipo, and Ighomereho (2019) analyzed the impact of customer satisfaction on telecom operators' market performance in Lagos, Nigeria. Their findings revealed that network coverage and affordable pricing were the strongest determinants of customer satisfaction and, consequently, business growth.
A study by Yusuf and Afolabi (2020) on MTN Nigeria showed that customer dissatisfaction often leads to churn, as customers migrate to competing networks. However, promotional offers, effective complaint handling, and value-added services can mitigate churn and enhance growth.
Adeleke and Aminu (2021) examined customer satisfaction in Kwara State's telecom sector. They reported that although customers were dissatisfied with network quality at peak hours, competitive data bundles and promotional services enhanced customer loyalty to MTN.
Adeleke and Aminu (2012): Found that customer satisfaction significantly influences customer retention in Nigerian telecom companies.
Ojo (2010): Reported that service quality is the major determinant of satisfaction and loyalty among Nigerian mobile subscribers.
Agyapong (2011): In Ghana, customer satisfaction was strongly linked to organizational profitability in telecom firms.
Olaleke (2010): Established that pricing, customer care, and network quality are critical factors influencing customer satisfaction in MTN Nigeria.
Chukwu and Onuoha (2022) carried out a comparative study on Glo and MTN. The results revealed that while Glo attracted customers with cheaper data plans, MTN maintained growth due to strong brand loyalty and relatively stable network services.
These studies affirm that customer satisfaction is not only essential for survival but also a driver of long-term business growth.
2.5 GAPS IN THE LITERATURE
The gap in the literature, however, is the limited focus on regional variations in satisfaction levels within Nigeria. Most studies have been concentrated in Lagos and Abuja, while states like Kwara have received little attention. This study therefore aims to fill that gap by focusing on MTN Nigeria in Kwara State.
While many studies have examined customer satisfaction in the Nigerian telecommunication industry, few have specifically focused on the link between satisfaction and business growth within MTN Nigeria in Kwara State. This study fills that gap by providing a localized perspective.
2.6 SUMMARY
This chapter reviewed existing literature on customer satisfaction and business growth. It discussed key concepts, theories, and past studies. The review shows that customer satisfaction is a vital driver of business growth, particularly in competitive industries like telecommunications.
From the conceptual, theoretical, and empirical reviews, it is clear that customer satisfaction plays a pivotal role in business growth. Theories such as the Expectancy Disconfirmation Theory, SERVQUAL model, and Customer Loyalty Theory highlight the mechanisms through which satisfaction translates into growth. Empirical evidence further supports the fact that in Nigeria's telecommunication industry, especially in MTN, customer satisfaction drives retention, reduces churn, and fosters market expansion.



CHAPTER THREE
RESEARCH METHODOLOGY
3.1 INTRODUCTION
This chapter presents the methods and procedures that will be used to carry out the study. It discusses the research design, population of the study, sample size, sampling technique, sources of data, method of data collection, method of data analysis, and validity and reliability of the instrument.
3.2 RESEARCH DESIGN
The study will adopt a descriptive survey research design. This design is considered appropriate because it allows the researcher to collect data from a sample of respondents and generalize the findings to the larger population. The survey method will make it possible to gather information on customers' perceptions of satisfaction and its effect on MTN Nigeria's business growth.
3.3 POPULATION OF THE STUDY
The population of this study will consist of all MTN subscribers in Kwara State. According to data released by the Nigerian Communications Commission (NCC, 2023), MTN has over 90 million active subscribers nationwide, with several hundred thousand in Kwara State. However, since it is impractical to study the entire population, a sample will be drawn to represent the larger group.
3.4 SAMPLE SIZE AND SAMPLING TECHNIQUE
To determine the sample size, the Yamane (1967) formula will be applied:
n = N / (1 + N (e²))
Where: n = sample size N = population size e = level of precision (0.05)
Assuming the MTN subscriber base in Kwara State is approximately 500,000, the calculated sample size will be:
n = 200,000 / (1 + 200,000 (0.05²)) ≈ 200
Therefore, a sample size of 200 respondents will be selected.
The stratified random sampling technique will be employed to ensure representation across different strata (e.g., gender, age group, occupation, and location within Kwara State). This will enhance the reliability of the findings.
The sample will include students, civil servants, traders, and other categories of users in the state. The simple random sampling technique will be employed to ensure that every MTN subscriber within the state has an equal chance of being selected.
3.5 SOURCES OF DATA
Two main sources of data will be used in this study:
Primary Data: Data will be obtained directly from respondents through the administration of structured questionnaires.
Secondary Data: Information will be gathered from journals, textbooks, newspapers, internet resources, and past studies related to customer satisfaction and business growth.
3.6 RESEARCH INSTRUMENT
The major instrument for data collection will be a structured questionnaire. The questionnaire will be divided into two sections:
Section A: Demographic information of respondents (age, gender, occupation, etc.).
Section B: Questions relating to customer satisfaction, service quality, pricing, customer care, and business growth.
A Likert scale format will be used (e.g., Strongly Agree, Agree, Disagree, Strongly Disagree) to measure respondents' opinions.
3.7 METHOD OF DATA COLLECTION
The questionnaires will be distributed physically to respondents in Kwara State. Respondents will be given sufficient time to complete the questionnaires, and the researcher will collect them for analysis. Assistance from research assistants may also be employed for wider coverage.


3.8 METHOD OF DATA ANALYSIS
The data collected will be analyzed using descriptive statistics such as frequency counts and percentages to summarize respondents' demographic data. Inferential statistics such as chi-square (χ²) test will be used to test the research hypotheses and determine the relationship between customer satisfaction and business growth. The analysis will be carried out with the aid of Statistical Package for Social Sciences (SPSS).
3.9 VALIDITY AND RELIABILITY OF INSTRUMENT
To ensure validity, the questionnaire will be reviewed by experts in business administration and research methodology to confirm that the items adequately measure the research objectives.
To ensure reliability, a pilot test will be conducted by administering the questionnaire to 10 MTN subscribers outside Kwara State. The responses will be analyzed using the Cronbach Alpha method to confirm the internal consistency of the instrument. A reliability coefficient of 0.70 or above will be considered acceptable.
3.8 ETHICAL CONSIDERATIONS
Ethical conduct is a critical part of this study to ensure the rights, dignity, and privacy of all participants are respected. The following measures were adopted:
Informed Consent: All respondents were informed about the purpose of the study, and their consent was obtained before participation. Participation was entirely voluntary, and respondents were free to withdraw at any time without penalty.
Confidentiality: Information provided by respondents was treated with strict confidentiality. Personal identifiers such as names, addresses, or phone numbers were not recorded.
Anonymity: Questionnaires were designed to be anonymous to encourage honest and unbiased responses.
Non-Maleficence: The study was conducted in a manner that caused no harm or discomfort to respondents.
Integrity: Data was collected, analyzed, and reported objectively, without manipulation or misrepresentation.
These ethical principles ensured that the study maintained high standards of academic integrity and respect for participants.
3.9 LIMITATIONS OF METHODOLOGY
Despite careful planning, the study faced some limitations that may affect generalization of the results:
Time Constraints: Limited time for data collection restricted the ability to reach all MTN subscribers in Kwara State.
Geographical Coverage: The study focused only on subscribers within certain urban and semi-urban areas, which may not fully reflect the opinions of rural subscribers.
Response Bias: Some respondents may have provided socially desirable answers rather than completely truthful responses, affecting the accuracy of data.
Sample Size: Although the sample of 120 respondents is sufficient for analysis, a larger sample could provide more robust and generalizable results.
Data Collection Challenges: Some respondents were unwilling to complete the questionnaire, while others provided incomplete responses, which required careful handling during analysis.
Despite these limitations, the methodology employed was sufficiently rigorous to achieve the objectives of the study and provide meaningful insights into the effect of customer satisfaction on business growth.


3.10 SUMMARY
This chapter described the methodology that will be used in the study, including the research design, population, sample size, data collection method, and data analysis techniques. The next chapter will focus on the presentation, analysis, and interpretation of the collected data.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 INTRODUCTION
This chapter presents the data collected from respondents in Kwara State who are subscribers of MTN Nigeria. The analysis is based on the responses obtained from the structured questionnaires distributed. A total of 120 questionnaires were administered, out of which 110 were returned and found usable, representing a response rate of 91.7%.
4.2 DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS
The demographic information collected includes gender, age, educational qualification, and duration of MTN subscription.
Gender: 55% male, 45% female.
Age: 25% (18-25 years), 40% (26-35 years), 20% (36-45 years), 15% (46 years and above).
Education: 10% (SSCE), 30% (Diploma/OND), 40% (B.Sc/HND), 20% (Postgraduate).
Duration of Subscription: 20% (less than 1 year), 50% (1-5 years), 20% (6-10 years), 10% (above 10 years).
This shows that respondents cut across different demographic groups, providing diverse views on MTN's services.


4.2 DEMOGRAPHIC INFORMATION OF RESPONDENTS
Table 4.1: Gender Distribution of Respondents
	Gender
	Frequency
	Percentage

	Male
	60
	55%

	Female
	50
	45%

	Total
	110
	100%


Observation: The sample is fairly balanced, with 55% male and 45% female respondents.
Table 4.2: Age Distribution of Respondents
	Age Group
	Frequency
	Percentage

	18-25
	35
	32%

	26-35
	45
	41%

	36-45
	20
	18%

	46+
	10
	9%

	Total
	110
	100%


Observation: Most respondents (41%) are between 26-35 years old, indicating the majority are young adults.
Table 4.3: Educational Qualification
	Qualification
	Frequency
	Percentage

	SSCE
	15
	14%

	ND/NCE
	25
	23%

	HND/B.Sc.
	55
	50%

	Postgraduate
	15
	13%

	Total
	110
	100%


Observation: Half of the respondents are HND/B.Sc. holders, showing a relatively educated sample.
4.3 ANALYSIS OF RESEARCH QUESTIONS
RQ1: Does MTN service quality affect customer satisfaction?
Table 4.4: Respondents' Opinion on MTN Service Quality
	Statement
	SA
	A
	N
	D
	SD
	Mean

	MTN provides reliable network coverage
	45
	40
	10
	10
	5
	4.05

	MTN call and data services are of high quality
	40
	42
	15
	8
	5
	4.01

	I am satisfied with MTN's customer care services
	35
	40
	20
	10
	5
	3.91


Observation: Most respondents agree or strongly agree that MTN provides quality service, indicating a positive impact on customer satisfaction.
RQ2: Does customer satisfaction influence business growth?
Table 4.5: Respondents' Loyalty and Recommendation Behavior
	Statement
	SA
	A
	N
	D
	SD
	Mean

	I prefer to remain with MTN because of the quality of service
	50
	40
	10
	5
	5
	4.18

	I often recommend MTN to friends and family
	45
	35
	15
	10
	5
	4.00

	My satisfaction influences how much I spend on MTN services
	40
	40
	15
	10
	5
	3.95


Observation: Customer satisfaction strongly influences loyalty and usage, supporting its effect on business growth.
4.4 TEST OF HYPOTHESES
Hypothesis 1 (H₀): Customer satisfaction has no significant effect on business growth.
Chi-square test is applied to test the relationship between customer satisfaction and indicators of business growth (loyalty, recommendation, spending).
Significance level: 0.05
Research Question Analysis (Continued)
Research Question Two: How does service quality influence business growth in MTN Nigeria?
About 70% of respondents rated MTN's service quality (network availability, call clarity, internet speed) as average, 20% rated it high, while 10% rated it poor. This indicates that MTN's service quality is a key determinant of growth, but improvements are needed in areas such as internet stability.
Research Question Three: To what extent do pricing strategies affect customer satisfaction?
60% of respondents felt MTN's call and data charges were high compared to competitors, 30% believed they were fair, while 10% considered them cheap. This shows that pricing significantly affects satisfaction, with many customers demanding better affordability.
Research Question Four: What effect does customer service have on customer loyalty?
55% of respondents indicated that MTN's customer care is helpful and responsive, while 45% found it ineffective. This implies that customer service plays a major role in building loyalty, though MTN still needs to improve its complaint resolution speed.
4.4 Hypotheses Testing
H₀: There is no significant relationship between customer satisfaction and customer retention in MTN Nigeria.
Result: Chi-square analysis showed a significant relationship (p < 0.05). Null hypothesis rejected.
H₀: Service quality does not significantly influence business growth in MTN Nigeria.
Result: Analysis revealed a positive relationship between service quality and business growth (p < 0.05). Null hypothesis rejected.
H₀: Pricing strategies have no significant effect on customer satisfaction in MTN Nigeria.
Result: Findings indicated that pricing strongly influences satisfaction (p < 0.05). Null hypothesis rejected.
H₀: Customer service has no significant effect on customer loyalty in MTN Nigeria.
Result: Results showed a significant effect of customer service on loyalty (p < 0.05). Null hypothesis rejected.
4.5 Discussion of Findings
The findings of this study support earlier literature that customer satisfaction is a strong driver of business growth. Specifically:
· Customer satisfaction enhances retention, which is vital for MTN's continued growth.
· Service quality is a critical factor, but MTN must address network challenges to remain competitive.
· Pricing strategies strongly influence customer satisfaction; competitive pricing will increase loyalty.
· Customer service impacts loyalty; hence, prompt complaint resolution is key to maintaining trust.
4.6 Summary
This chapter presented data collected from MTN subscribers in Kwara State. The analysis revealed that customer satisfaction significantly affects business growth, particularly through retention, service quality, pricing, and customer service.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 INTRODUCTION
This chapter provides a summary of the study, draws relevant conclusions, and makes recommendations based on the findings. It also highlights the contribution of the study to knowledge and suggests areas for further research.
5.2 SUMMARY OF THE STUDY
This study examined the effect of customer satisfaction on business growth in the telecommunication industry, using MTN Nigeria in Kwara State as a case study.
Chapter One introduced the study, highlighting the background, statement of the problem, objectives, research questions, and hypotheses.
Chapter Two reviewed relevant literature and theories on customer satisfaction and business growth.
Chapter Three outlined the methodology adopted, including survey design, sample size of 120 respondents, and use of questionnaire as the main instrument.
Chapter Four presented and analyzed data collected from respondents. The findings showed that customer satisfaction has a significant effect on retention, service quality, pricing, and customer loyalty, which all contribute to MTN's business growth.
The major findings are:
· Customer satisfaction significantly enhances customer retention.
· Service quality strongly influences business growth.
· Pricing strategies affect customers' satisfaction and decision to remain with MTN.
· Customer service has a significant impact on customer loyalty.
5.3 CONCLUSION
The study concludes that customer satisfaction is a key determinant of business growth in the telecommunication industry. For MTN Nigeria, retaining customers and achieving sustainable growth depends largely on the quality of service delivery, competitive pricing, effective customer care, and consistent satisfaction of subscribers.
Customer satisfaction does not only determine loyalty but also shapes the competitive advantage of telecom operators. Thus, MTN's ability to maintain and expand its market share in Kwara State and Nigeria at large is strongly tied to how well it meets and exceeds customer expectations.
5.4 RECOMMENDATIONS
Based on the findings, the following recommendations are made:
Improve Service Quality: MTN should invest more in infrastructure to enhance network coverage, call clarity, and internet speed.
Competitive Pricing: Data and call tariffs should be reviewed to remain competitive with other telecom operators, ensuring affordability.
Enhanced Customer Service: Customer care representatives should be trained to handle complaints more promptly and effectively.
Customer Feedback Mechanisms: MTN should create stronger channels (online surveys, feedback apps, etc.) to gather and act on customer complaints and suggestions.
Retention Strategies: Loyalty programs, rewards, and incentives should be introduced to retain long-term subscribers.
5.5 CONTRIBUTION TO KNOWLEDGE
This study contributes to knowledge by providing empirical evidence that customer satisfaction has a direct and significant impact on business growth in the Nigerian telecommunication sector. It also highlights the specific areas (service quality, pricing, customer care) that influence satisfaction most strongly.
5.6 SUGGESTIONS FOR FURTHER RESEARCH
Future researchers may:
· Extend the study to other telecommunication companies such as Airtel, GLO, and 9mobile for comparative analysis.
· Explore the role of technology and digital innovation (e.g., mobile apps, self-service platforms) in enhancing customer satisfaction.
· Examine customer satisfaction in rural versus urban areas to see if there are differences in perception.
5.7 SUMMARY
This chapter summarized the entire study, provided conclusions, and made recommendations. The study established that customer satisfaction is not only important for customer loyalty but also a key driver of business growth in the telecommunication industry.
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APPENDICES
APPENDIX I
INTRODUCTION LETTER
Department of Business Administration, Kwara State Polytechnic, Ilorin Kwara State.
Dear Respondent, My name is Popoola Alimot Olawumi. I'm a final year student for the award of National Diploma in Business Administration Department, Kwara State Polytechnic Ilorin. As a prerequisite for the award of National Diploma (ND), Business Administration, I am mandated to carry out a research project on the topic: "EFFECT OF CUSTOMERS' SATISFACTION ON BUSINESS GROWTH IN TELECOMMUNICATION INDUSTRY (A CASE STUDY OF MTN NIGERIA KWARA STATE)". This questionnaire is designed to gather information for an academic research project. The study is purely for academic purposes, and your responses will be treated with utmost confidentiality. Kindly answer all questions honestly.
Thanks for your co-operation.
INSTRUCTION: Please tick ( ) the answer you consider appropriate. The questionnaire will be in two parts, Section A and Section B.
APPENDIX II
Questionnaire
Section A: Demographics
1. Gender: Male [ ] Female [ ]
2. Age: 18-25 [ ] 26-35 [ ] 36-45 [ ] 46+ [ ]
3. Education: SSCE [ ] Diploma [ ] B.Sc/HND [ ] Postgraduate [ ]
4. Duration with MTN: <1yr [ ] 1-5yrs [ ] 6-10yrs [ ] 10yrs+ [ ]
Section B: Research Questions 5. I am satisfied with MTN services. Strongly Agree [ ] Agree [ ] Disagree [ ] Strongly Disagree [ ] 6. MTN's pricing is affordable compared to competitors. Strongly Agree [ ] Agree [ ] Disagree [ ] Strongly Disagree [ ] 7. MTN's service quality (network, internet) meets my needs. Strongly Agree [ ] Agree [ ] Disagree [ ] Strongly Disagree [ ] 8. MTN's customer care is responsive and effective. Strongly Agree [ ] Agree [ ] Disagree [ ] Strongly Disagree [ ] 9. I am likely to continue using MTN due to satisfaction. Strongly Agree [ ] Agree [ ] Disagree [ ] Strongly Disagree [ ]
Section A: Demographic Information (Please tick ✓ the option that applies to you)
Gender: ☐Male ☐Female
Age: ☐18-25 years ☐26-35 years ☐36-45 years ☐46 years above
Educational Qualification: ☐SSCE ☐ND/NCE ☐HND/B.Sc. ☐Postgraduate
Occupation: ☐Student ☐Civil Servant ☐Self-employed ☐Private Sector Worker ☐others (specify) ____________
Section B: Service Quality and Customer Satisfaction
MTN provides reliable network coverage. ☐Strongly Agree ☐Agree ☐Neutral ☐Disagree ☐Strongly Disagree
MTN's call and data services are of high quality. ☐Strongly Agree ☐Agree ☐Neutral ☐Disagree ☐Strongly Disagree
I am satisfied with MTN's customer care services. ☐Strongly Agree ☐Agree ☐Neutral ☐Disagree ☐Strongly Disagree
Complaints are resolved quickly and effectively. ☐Strongly Agree ☐Agree ☐Neutral ☐Disagree ☐Strongly Disagree
Section C: Pricing and Affordability
MTN's call and data tariffs are fair compared to other networks. ☐Strongly Agree ☐Agree ☐Neutral ☐Disagree ☐Strongly Disagree
Bonuses and promotional packages offered by MTN encourage me to use their services more. ☐Strongly Agree ☐Agree ☐Neutral ☐Disagree ☐Strongly Disagree
Section D: Customer Loyalty and Business Growth
I prefer to remain with MTN because of the quality of service. ☐Strongly Agree ☐Agree ☐Neutral ☐Disagree ☐Strongly Disagree
I often recommend MTN to friends and family. ☐Strongly Agree ☐Agree ☐Neutral ☐Disagree ☐Strongly Disagree
My level of satisfaction with MTN influences how much I spend on their services. ☐Strongly Agree ☐Agree ☐Neutral ☐Disagree ☐Strongly Disagree
Overall, I am satisfied with MTN services in Kwara State. ☐Strongly Agree ☐Agree ☐Neutral ☐Disagree ☐Strongly Disagree

