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ABSTRACT

The study examined the effect of service quality delivery on Students’ purchase satisfaction with GSM
Network Providers in Nnamdi Azikiwe University Awka. The problem of poor services renders by most
communication forms. The objectives of this study were basically to assess the effect of Responsiveness
on student’s Purchase satisfaction with GSM providers in Nnamdi Azikiwe University Awka. Examine
the effect of Assurance on student’s Purchase satisfaction with GSM providers in Nnamdi Azikiwe
University Awka, Nigeria. Ascertain the extent of Tangibility on student’s Purchase satisfaction with
GSM providers in Nnamdi Azikiwe University Awka. The study was anchored on Expectancy
Disconfirmation Theory in 1980. As a cross-sectional survey research design , a structured instrument
developed by the researcher to reflect such options as strongly agree, agree, undecided, disagree and
strongly disagree popularly referred to as five (5) points likert scale was used to obtain information from
the respondents. The population of the study comprised of 28981 students of Nnamdi Azikiwe University
Awka A sample size of 399 was drawn from the population using Taro Yamane of (1964), of which 371
copies of questionnaires were duly completed and returned showing 96% response rate. Research
hypotheses were tested using Multiple Regression Analysis (MRA) which was carried out with the aid of
Statistical Package for Social Science (SPSS) version 23. Findings from the study revealed that
Responsiveness has significant effect on student’s satisfaction with GSM Network Providers in Nnamdi
Azikiwe University Awka. Assurance has significant effect on student’s satisfaction with GSM Network
Providers in Nnamdi Azikiwe University Awka. Tangibility has significant effect on student’s satisfaction
with GSM Network Providers in Nnamdi Azikiwe University Awka. In view of the findings, the study
therefore, recommends that Retaining customers should be a smarter option than attracting new customers
since it is less expensive. GSM service providers should erect physical buildings and masks etc that will
enhance quality services being provided in Anambra state.

Keywords: service quality delivery, GSM Network Providers, Multiple Regression Analysis,
SERVQUAL, Responsiveness

INTRODUCTION

Quality has been a attractive buzzword in the organizational biosphere for the last few decades of the 20th
century. In particular, ever since Edward Deming and Joseph Juran introduced and developed their
perspectives of quality, many organizations with their managers and employees have been focusing on
this concept of quality. Oyeobu, Oyebisi, Olateju & Sesede (2014). In a system, the function of GSM
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Network is likened to that of a nervous system in a living organism; without rapid and reliable exchange
of information between all the parts, effective control and coordination of such system will not be
possible. Therefore, optimum use could not be made of the available resources for the development of the
system (Adewale, Adewuyi & Ayinla, 2014).

The operations of the licensed GSM Network providers in the country has created some macro-economic
effects in terms of job creation, faster delivery services, reduced transportation cost, greater security and
higher national output (Njoku, Kalu, Alexanda & Okeke, 2015). GSM Network investments guarantee
development which is both, geographically and culturally balanced. GSM Network provides a platform
for economic growth by bringing buyers and sellers together; an indispensable function in a thriving
market (Fakokunde, lwarere & Mustapha, 2014). It also facilitates the flow of information which is
essential in making a market work, acts as a feedback cycle between the suppliers and their customers and
more importantly, promotes trade in services upon which modern economies are built (Fakokunde, 2010).
GSM Network industry empowers firms to reach more customers with fewer resources and manpower.
Current competitive environment induced by globalization and advances in information technology have
forced companies to focus on managing customers’ relationship and in particular, customer satisfaction
and customers loyalty, in order to efficiently maximize revenue (Hui & Zheng, 2010). Thus, in this age of
customer’s focus, delivering quality service is considered as an essential strategy for success and survival
in today’s competitive environment. However, no business organization can survive without building its
customers’ satisfaction and brand loyalty (Moses &John, 2015).

Customers and the organization are a two-way flow of value; this means that customer derives real value
from the relationship which translates into value for the organization in the form of enhanced profitability
and sustainability over a long period of time (Olu, 2010). The competitive structure of the GSM Network
industry is consolidated; thus, competition is intense among the few firms. This has resulted in the
necessity to assess customer’s satisfaction of the service quality of the firms in the sector (Adepoju,
2012). The number of loyal customers as a sign of market share is more meaningful and significant than
the total number of customers. More loyal customers translate to high profits (Osotimehin, Hassan, &
Abass, 2015)

.1 Statement of Problem

Over the past decades, service quality and customers satisfaction has attracted significant attention from
marketing and development experts and have been debated extensively. Several studies were carried out
on service quality though with mixed findings. Studies carried out such as (Adrisua, Noonib, Flankoc, &
Mensahd, 2016), studied the effect of physical evidence and customers satisfaction and the study found
out that empathy have positive influence on customer loyalty through customers satisfaction. (Wali &
Bright, 2012) studied the effect of E-service quality experience & customer’s loyalty and the study
revealed that it is essential to meet customer’s expectation through reliable service. (Osotimechin, Hassan
& Abss, 2014) studied the effect of customers perception of service quality in the Nigeria
telecommunication sector, the study found out that quality of service customers received from their
service providers in terms of prompt service delivery, reliability, improved service availability of
effective and efficient customers care to assist customers in assessing their rate of satisfaction. (Oraloyin
& Olatoye, 2013) studied the effect of quality service on customers’ satisfaction in Nigeria and it was
revealed that components to customers has a significant effect on real estate in Nigeria. Ahmed Nawaz,
Usman, Shaukat, Ahmad & Igbal (2015) examined the service quality of the mobile service providers and
satisfaction of the customers and the result shows that there is no significant relationship between service
quality and customers satisfaction. Agyapong (2016) examined the Relationship between service quality
and customer’s satisfaction in the utility industry (telecom) in Ghana and the result showed that the
service quality items do not have significant effect on customers’ satisfaction

The differences in finding might be as a result of model specification, geographical differences, the type
of data used and type of method of analysis employed. Against this back drop, the present study improves
on the previous study on the following ground; firstly, this study used an updated literature on the effect
of service quality and customers satisfaction using GSM Network providers as a case study. Secondly, it
is carried out in Nigeria to ascertain the true situation since the results of some of the reviewed empirical
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studies done are conflicting. Thirdly, the study sought to adopt e-view package to critically examine the

effect service quality of GSM network providers on purchase satisfaction of students’ of higher education

institutions in Nnamdi Azikiwe University Awka.

1.3 Objectives of the Study

The main objective of the study is to examine the effect of service quality delivery on Students’ purchase

satisfaction with GSM Network Providers in Nnamdi Azikiwe University Awka a. The specific objectives

include to:

i. Determine the effect of Responsiveness on student’s Purchase satisfaction with GSM providers in
Nnamdi Azikiwe University Awka.

ii. Examine the effect of Assurance on student’s Purchase satisfaction with GSM providers in Nnamdi
Azikiwe University Awka.

iii. Ascertain the extent of Tangibility on student’s Purchase satisfaction with GSM providers in Nnamdi
Azikiwe University Awka.

1.4 Scope of the Study

This study analyses the service quality of GSM network providers on Purchase satisfaction of students of

higher education institutions in Nnamdi Azikiwe University The GSM service operators under review for

this thesis include MTN, GLO, AIRTEL and 9-mobile formerly known as Etisalat.

REVIEW OF RELATED LITERATURE
2.1 Theoretical Review
2.1.1. Expectancy Disconfirmation Theory (Oliver, 1980)
Oliver was the first to propose and develop the Expectancy Disconfirmation Theory in 1980.
Disconfirmation theory argues that ‘satisfaction is related to the size and direction of the disconfirmation
experience that occurs as a result of comparing service performance against expectations. This theory has
been tested and confirmed in several studies e.g (Satari, 2007). (Szymanski and Henard, 2004) found in
the meta-analysis that the disconfirmation paradigm is the best predictor of customer satisfaction. (Ekinci,
2004) cites Oliver’s updated definition on the disconfirmation theory, which states "Satisfaction is the
guest’s fulfillment response. It is a judgment that a product or service feature, or the product or service
itself, provided (or is providing) a pleasurable level of consumption-related fulfiliment, including levels
of under- or over-fulfillment". Positive disconfirmation occurs when the service quality perceived is better
than expected; while negative disconfirmation is when the service quality perceived is below expectation.
Customer satisfaction occurs by confirmation or positive disconfirmation of consumer expectations, and
dissatisfaction is caused by negative disconfirmation of consumer expectations (Agbemabiese, Patrick
and Adu, 2015).
2.1.2 Kano Model
The Kano model was developed in the 80°s by Professor Noriaki Kano and his colleagues of Tokyo Rika
University. The Kano et al., (1996) model of customer satisfaction classifies attributes based on how they
are perceived by customers and their effects on customer satisfaction. The model is based on three types
of attributes viz.
i.  Basic or expected attributes
ii. Performance or spoken attributes
iii.  Surprise and delight attributes
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Fig. 2.1. The Kano Model (Source: Kano, Seraku et al. 1996)

The performance or spoken attributes are the expressed expectations of the customer. The basic or
expected attributes are as the meaning implies the basic attributes without any major significance of worth
mentioning. The third one, the surprise and delight attributes are those, which are beyond the customers’
expectations. Kano model measures satisfaction against customer perceptions of attribute performance;
grades the customer requirements and determines the levels of satisfaction. The underlying assumption
behind Kano’s method is that the customer satisfaction is not always proportional to how fully functional
the product or service is or in other words, higher quality does not necessarily lead to higher satisfaction
for all product attributes or services requirements. In his model, Kano (Kano, 1984) distinguishes between
three types of basic requirements, which influence customer satisfaction. They are:

i. Must be requirements — If these requirements are not fulfilled, the customer will be extremely
dissatisfied. On the other hand, as the customer takes these requirements for granted, their fulfillment
will not increase his satisfaction.

ii. One-dimensional Requirement — One dimensional requirement are usually explicitly demanded by
the customer — the higher the level of fulfillment, the higher the customer’s satisfaction and vice
versa.

iii. Attractive Requirement — These requirements are the product/service criteria which have the greatest
influence on how satisfied a customer will be with a given product”. The additional attributes, which
Kano mentions, are: Indifferent attributes, Questionable attributes, and Reverse attributes.

2.2 Empirical Review

Meshach (2017) studied the effect of service quality and financial performance of selected banks in
Nigeria between the periods of 2006 to 2013. The variables were on responsiveness, assurance,
tangibility, empathy and reliability and the population of the study were 23 banks in Nigeria as at the time
of this study. The sample size was 10 banks, purposive sampling method was used to determine the
sample size and primary type of data was sourced through structured questionnaire. The researcher
employed survey design and chi-square method of data analysis, and statistical package for social science
(SPSS) was used to analyze the data. The study shows the absence of a strong relationship between
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investment in service quality programs and financial performance in the Nigerian banking sector. The
study recommends that commercial banks should re-strategize more on their bank relationship with their
customers.

Olise, Okoli and Ekeke (2015) employed chi-square to study the factors influencing customer’s patronage
of fast food restaurants in Nigeria; a study of Lagos State. The variables used were on service quality
atmospheric quality, perceived value, environment, customer demographic and modernity. The population
of the study was 2,000 restaurants whereas the sample size is 121 obtained through the application of taro
Yamane. Primary source of data was made use of through structured Questionnaire method. Chi-square
method of analysis was used for the analysis. Survey research design was employed in this study. The
finding shows that service quality, atmospheric quality, perceived value, environment, customer
demographic and modernity are significant factors influencing the behavior of customers towards
patronizing the fast food restaurants. Though, it is observed that to achieve the afore-mentioned factors,
concepts such as customer expectation, customer-focus and service quality should be regarded with
utmost importance.

Adrisua, Noonib, Flankoc, and Mensahd (2016) studied the impact of service quality on customers’
loyalty, a study of cellular industry in Ghana. The variables used for the study were loyalty, quality and
satisfaction. The included design was survey; questionnaire method of data collection was used. The
population of the study and the sample size were three GSM providers in the country. Chi-square method
of data analysis were employed, and this shows that service quality variables such as tangibles,
responsiveness, reliability, assurance and empathy have positive influence customer loyalty through
customer’s satisfaction. The study recommends that operators should invest heavily in human capital
development by way of hiring quality staff and organizing training programmes for their employees, and
they should also purchase state of the art equipment (since most of their services are equipment based) to
respond to and address customers complaints timely and accurately.

Adiele, Miebaka and Ezirim (2016) studied the effect of customer’s patronage on the Nigerian banking
sector. The included variables were on responsiveness, assurance, tangibility; empathy and reliability, the
population of the study were 23 existing banks in Nigeria and through purposive sampling the researcher
chose 5 banks as the sample size for the study. The study applied Chi-squared as tool of analyses to
analyze the physical evidence and customer’s patronage, an empirical study on the Nigerian banking
sector. Survey method of design was used, and Chi-square method of analysis was also employed.
Questionnaire was used to gather information. The result of the analysis shows that there is a strong
positive and significant correlation between physical evidence and customer patronage. There is an
imperative need for the various service providers to determine the optimal customer service effectiveness
to prevent the occurrence of dissatisfaction of customers thereby leading to an increasingly lower
retention rate.

Wali and Bright (2012) studied the impact of electronic service quality experience and customer loyalty:
An emphasis of the Nigeria airline operators. The included variables were on responsiveness, assurance,
tangibility, empathy and reliability. The study population were 32 through purposive sampling the sample
size of 5 were emerged. The survey design and chi-square were adopted for the analysis of the data. The
findings revealed that there is a positive correlation between website design of a company and customers
repeat purchase. The study recommends that it is essential to meet customers’ expectations through
reliable service and accessible website design.

Osotimechin, Hassan and Abass (2014) studied the customer’s perception of service quality in the
telecommunication sector in Nigeria. The included variables were on service delivery, reliability, and
improved service, a variability of effective and efficient customer. The population of the study is five
GSM operators in Nigeria, and sample of three were used through purposive sampling, primary type of
data was used through structured questionnaire. Chi-square method of data analysis was used for the
analysis of the results. Survey type of research was employed and well-structured questionnaire was
employed for data collection. The study found quality of service customers received from their service
providers in terms of prompt service delivery, reliability, improved service availability of effective and
efficient customer care to assist customers help in assessing their rate of satisfaction. Since factors

30



Chendo........... ..Int. J. Business & Law Research 9(3):26-37, 2021

influencing customer satisfaction have been established, stakeholders in the mobile telecommunication
industry should note these and emphasize them in their marketing strategy

Oraloyin and Olatoye (2013) studied the effect of customer’s satisfaction on real estate in Lagos state;
Nigeria. The variables employed were frequent communication, exact time services, personal attention,
and courtesy. The population of the study is 203 real estates and 17 were emerge through Taro Yamane as
the sample size. Primary type of data was used through the structure questionnaire and chi-square method
of data analysis was used in this study. The study employed survey design. The study reveals that
components to customers, has a significant effect on real estate in Nigeria. The study concludes that
customers’ satisfaction positively affects real estate’s customers. The study recommends that retaining
customer should be an attractive option than attracting new customers since it is less expensive.
Anyadighibe (2014) studied the relationship between customer’s satisfaction and loyalty; a study of
selected eateries in Calabar, Nigeria. The variables were on customer satisfaction and loyalty, customer
patronage and customer retention. The population of the study is 920 eateries whereas the sample size
was 60 which were obtained using taro Yamane formula. Survey method was used, Pearson product
moment correlation was used for the analysis, and the study revealed that there exists significant
relationship between customer satisfaction and loyalty, customer patronage and customer retention in
Nigeria. The study concludes that Customer Patronage is the only economic and social justification for
the existence of any business and this existence is to create customer satisfaction. The study recommends
that customer’s satisfaction should be the priority.

Roljevac, Markovic and Raspor (2014) studied the effect of customer’s satisfaction measurement in hotel
industry in Pakistan. The included variables were responsiveness, assurance, tangibility, empathy and
reliability. The population of the study were 1045, through the use of Taro Yamane formula, 177 sample
size were emerged. Primary sources of data were used through the use of structure questionnaire. The
study use, statistical package for social science (SPSS), survey research design was employed, content
analysis was used. The review also reveals that, Customer Patronage is the only economic and social
justification for the existence of any business and this existence is to create customer satisfaction. The
study concludes that customer’s satisfaction is the main key in customer’s retention and recommend it
should be given utmost attention.

Poku, Zakari and Soali (2013) studied service quality on customer loyalty in the hotel in Ghana. The
variables for the study include responsiveness, assurance, tangibility, empathy and reliability. The
population of the study was 1978 and the sample size is 194. This was selected through the use of
popular Taro Yamane; primary sources of data were used though structured questionnaire and Chi-square
method of analysis was used. Industrial survey design was adopted. The study reveals that customer’s
satisfaction is not based solely on the rankings of the hotel but on the service quality that gives value for
money which in turn produces customer loyalty. The study concludes that service quality has a strong
positive impact on customer’s retention, managers should strive to reduce the level of customer switching
to other service providers in a dynamic competitive environment by responding and developing strategies
that will address the customer’s switching effects.

2.3 Gap in Literature

Majority of the empirical studies reviewed from most developing countries including: (Olotewo 2015,
Turkey), (Iddrisua, Noonrib, Fiankoe & Mensahd, 2016 Ghana) (Hoijevac, markovic, Raspor, 2015
Pakistan), (Poku, Zakari, Soali, 2013-Ghana) (Appiah, 2016-Ghana), are with varied results. Furthermore,
the method applied in their analyses is also diverse and, their period used did not include the updated
literatures. Even extant studies done in Nigeria like the work of Anifowose & Olaleye (2016), Garaga &
Abdu’afuru (2016), Alabar, ode and Gbande (2014), Olise, Okolie and Ekeke (2015), Wali & Bright
(2012), Araloyin and Olatoye (2013) Anyadighibue (2014), produced conflicting results. The
methodologies adopted were not robust enough to cross-examine research data, and most of the works
lacked theoretical framework. Hence this study fills those voids in the literature by examining the effect
of quality services delivery on consumer’s satisfaction with GSM network providers; this study will also
fill the void by using a standard statistical method for the analysis.
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METHODOLOGY
3.1 Research Design
The study adopted a descriptive research design which helps in obtaining first hand data from the
respondents which will enable sound empirical analysis.
3.2 Population of the Study
The target population for this study comprises of all the G.S.M users (students of the selected institutions)
whose age group falls between 18years to 40years. The population for the study is the students of the total
number of students of Nnamdi Azikiwe University which is twenty nine thousand, nine hundred and
eighty-one (28981),
3.3 Sample size determinants
According to kerlinger (1973) simple random sampling is the method of drawing a portion of population
or universe so that each member of the population has an equal chance of being selected. The population
size of the study is twenty eight thousand, nine hundred and eighty-one (28981) students
For the fact that it is practically impossible to conveniently handle all the respondents of the selected
students in UNIZIK, the researcher applied the statistical formula devised by Taro Yamane (1964), which
states:

N

1+N (e) 2

Where

n= Sample size of the study=

N = Population

1 = Constant value

e = Error margin assumed to be (5%)

Applying this formula, we have

n= N
1+N(e)?
n= 28981
1+28981 (5%)°
n= 28981
1+28981 (0.0025)
n= 28981
1+72.4525
n= 28981
734525

Sample size =  394.55 Approx 394
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3.4 Administration of Instrument

A total of three hundred and ninety-four (394) copies of questionnaires were distributed to the
respondents and three hundred and seventy-one copies were duly filled and were relevant for the study.
Therefore, the analysis for this study was based on the three hundred and seventy-one (371) copies
properly filled and collected.

3.5 Method of Data Analysis

Statistics such as frequency count and percentages were used in the analysis of personal characteristics
while research hypotheses were tested using Simple Regression Analysis (SRA). The research hypotheses
were tested at 0.05 level of significance. Analysis was carried out with the aid of Econometric view (E-
view) version 9.0

PRESENTATION AND ANALYSIS OF DATA

This chapter presents the data obtained from the respondents through the administered questionnaire.
Three hundred and ninety-four (394) questionnaires were administered; however, three hundred and
seventy-one (371) questionnaires were retrieved and 92.9 was the percentage rate of returned
guestionnaire. Therefore, the analysis and interpretation of data were only based on the returned
questionnaires. The method used was the Ordinary Least Square (OLS) regression technique. This
method was adopted because it possesses unique estimating properties which include unbiased, efficiency
and consistency when compared with other linear unbiased estimates.

Table 1: Summary of Respondents’ Demographics

(n=371)
Characteristics of Respondents Frequencies Percentage
Gender
Male 117 31.6
Female 254 68.4
Total 371 100
Marital Status
Married 83 22.3
Single 288 71.7
Total 371 100
Level of Education
B.Sc 221 59.6
HND 54 14.6
OND 96 25.8
Total 371 100
Age Bracket
18-25 252 67.9
26-33 79 21.3
34-40 40 10.8
Total 371 100

Source: Field Survey, 2021.
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4.1 Respondents Demographic Variables

Gender Distribution (sex): The gender distribution constitutes a larger chunk in favor of female
accounting for about 68.4%, while male accounts for about 31.6%

Marital Status: Majority of the respondents were single at the time of this study. Married students
constitute the 22.3% of the population while single students were 77.7%.

Educational Level: Majority of the respondents representing about 59.6% were students purchasing
Bachelor of degree(B.Sc), followed by students of Ordinary national Diploma (OND) representing 25.8%
and then, 14.6% formed the students of Higher National Diploma (HND)

Age of Respondents: Interestingly, the respondents in the selected areas were in their eighteens and early
twenties .and late forties selected from Nnamdi Azikiwe University Awka

4.2 Descriptive Statistics

Here, the individual characteristics of the variables used in this study were presented. The aim of
descriptive statistics is to examine the performance of the variables within the review period. The
descriptive statistics is presented in table 4.1 below.

Table 4.1 Summary of the Descriptive Statistics

Variables Mean Median Maximum Minimum Std. Dev. Skewness  Obs
RES 123667.8 117870.3 159161.4 77888.80 26743.97 -0.149058 371
ASS 3730.965 300.0000 19077.40 5.500000 5766.009  1.407295 371
TAN 3435955 14072.00 2350858. 225.4000 582020.8  1.955468 371
EMP 50.88177 4.510000 331.1000 0.090000 84.33568  1.989272 371
REL 725677.2 123509.0 3535631. 17444.00 986611.3  1.508074 371

The table above shows that responsiveness, assurance, tangibility, and empathy, reliability has means
value of 123667.8, 3730.965, 343595.5, 50.88177, and 725677.2 respectively for the period under review.
The median series for responsiveness, assurance, tangibility, and empathy, reliability is 117870.3,
300.0000, 14072.00, 4.510000, and 123509.0 respectively.

The maximum value for responsiveness, assurance, tangibility, and empathy, reliability was 159161.4,
19077.40, 2350858.0, 331.1000, and 3535631.0 respectively, while their respective minimum values were
77888.80, 5.500000, 225.4000, 0.090000, and 17444.00 during the same period under evaluation.

The standard deviation for the variables includes 26743.97, 5766.009, 582020.8, 84.33568, and 986611.3
respectively for responsiveness, assurance, tangibility, and empathy, reliability. Most of these variables
recorded values of standard deviation that is higher than the values for their respective means. This
indicates that these variables recorded fast growth within the period under study. This is also seen in the
wide margins between their respective maximum and minimum values. The analysis of the skewedness
shows that only industrial productivity is negatively skewed while the remaining variables are positively
skewed.

4.3 Hypothesis Testing

In a bid to carry out the necessary empirical analysis a hypothesis was formulated and must be tested to
verity the validity or otherwise of such proposition.
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Hypothesis One

HO:: Responsiveness has no significant effect on student’s satisfaction with GSM Network
Providers in Nnamdi Azikiwe University Awka.

Tables 4.4 Regression Model for objective one

Variable Coefficient Std. Error t-Statistic Prob.
C 1.619216 0.649172 2.494279 0.0180
RES 0.464298 0.045508 10.20245 0.0000
R-squared 0.825844
Adjusted R-squared 0.814959
F-statistic 75.87149 Durbin-Watson stat 1.793585
Prob(F-statistic) 0.000000

Sources: E-view 8.0

From our model it is observed that our Durbin Watson is (1.4) this implies the absence of autocorrelation
in our model. Hence our model result can be use for prediction and inferences. From the result tables
above the value for responsiveness is 10.20245 (0.0000) which is less that 0.05, this further suggest the
rejection of hull hypotheses and rejection of alternative hypotheses which state that Responsiveness has
significant effect on student’s satisfaction with GSM Network Providers in Nnamdi Azikiwe University
Awka

Hypothesis Two

Ho2: Assurance has no significant effect on student’s satisfaction with GSM Network Providers in
Nnamdi Azikiwe University Awka

Tables 4.5 Regression Model for objective two

Variable Coefficient Std. Error t-Statistic Prob.
C 5.014568 0.409113 12.25718 0.0000
ASS 0.299063 0.034348 8.706737 0.0000
R-squared 0.804550
Adjusted R-squared 0.792335
F-statistic 65.86257 Durbin-Watson stat 1.892980
Prob(F-statistic) 0.000000

Sources: E-view 8.0

It was discovered from the t-statistics Colum of the above table 4.4 Assurance valued at 8.706737 while
its probability was at 0.000, which is greater than 0.05, however null hypotheses is rejected while the
alternative is accepted, therefore Assurance has significant effect on student’s satisfaction with GSM
Network Providers in Nnamdi Azikiwe University Awka
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Hypothesis Three

Ho3: Tangibility has no significant effect on student’s satisfaction with GSM Network Providers in
Nnamdi Azikiwe University Awka.

Tables 4.5 Regression Model for objective Three

Variable Coefficient Std. Error t-Statistic Prob.
C 9.425971 0.613891 15.35447 0.0000
TAN -0.033989 0.015277 -2.224874 0.0333
R-squared 0.429747
Adjusted R-squared 0.394106
F-statistic 12.05773 Durbin-Watson stat 1.602854
Prob(F-statistic) 0.000125

Sources: E-view 8.0

From the table 4.4 above it was clearly discovered that tangibility pose the value of 2.224874,
whereas it prob vale stood at 0.0333, this further expressed the rejection of null hypotheses and
acceptance of alternate hypotheses which implies that Tangibility has significant effect on student’s
satisfaction with GSM Network Providers in Nnamdi Azikiwe University Awka

CONCLUSION

The research was able to determine the relationship between service quality/delivery and customer
satisfaction, SERVQUAL reliability dimension and customer satisfaction and the relationship between
customer satisfaction and among mobile phone users in Nnamdi Azikiwe University Awka. Based on the
analysis conducted to test the various relationships, all three attributes had a significant relationship with
customer satisfaction. Service delivery and reliability dimension of service quality had a positive
relationship with customer satisfaction, indicating that an increase in one will lead to an increase in the
other. This means that an excellent service delivery along with an increase in how a company performs
and completes its promised service, quality and accuracy within the given set of requirements will lead to
an increase in customer satisfaction. However, the analysis also indicated a negative correlation between
tangibility and customer satisfaction. This signifies that customer dissatisfaction will increase the desire to
awake service providers. The results make obvious that the respondents would likely stay with their GSM
service providers if the companies are able to satisfy their changing needs and meet customer
requirements beyond the customers’ expectations. The results have indicated that the two constructs
Customer Satisfaction and Service Quality” are indeed independent but are closely related and indeed,
potential partners, implying that an increase in one is likely to lead to an increase in another and similarly,
a decrease in one will lead to a decrease in another.

RECOMMENDATIONS

The following recommendation where made based or the findings generated from this research

i. Retaining customers should be a smarter option than attracting new customers since it is less
expensive.

ii. GSM service providers should erect physical buildings and masks etc that will enhance quality
services being provided in Anambra state.

iili. GSM service providers must position their firm and be consistent in providing their services; they
should also train their customer care representatives to provide prompt and spot-on solutions to
customers’ complaints.
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