A CRITICAL ASSESSMENT OF THE EFFECTIVENESS OF MARKETING STRATEGIES EMPLOYED BY MOBILE PHONE OPERATORS.

ABSTRACT
This project is focused on the “Evaluation of marketing strategies of mobile phones in MTN Nigeria, Kaduna branch. The main objective is to identify the strategy pursued by the company in respect to product, price promotion and placement. The methodology of the research was gotten through the questionnaire issued. Findings was made and recommendation were forwarded. 

CHAPTER ONE

INTRODUCTION

1.1 BACKGROUND OF THE STUDY
Telecommunication industry in Nigeria from inception has been the absolute monopoly of the federal government. At the initial stage of its development, it was meant to provide effective means of communication for the colonial administration. However after independence it became so obvious that telecommunication services be developed just after the colonial masters and the foreign trading companies thereafter however, it stated to be viewed as a social service necessary to augment government development effort by providing faster and efficient  means of communication to areas faraway from the centre of administration, commerce and industry.

Nowadays, communication does not only enhance mutual understanding and social integration of disperse communities but also foster harmonious relationship which contributed immensely to the overall socio-economic, political as well as cultural development of human society. MTN industry in Nig

eria is currently undergoing transformation due to the deregulation of policy that has been implemented since the advert of Obasanjo administration. At the moment, there are numerous telephone service providers in Nigeria that are competitor with “MTN” this consists of MTN Nigeria, Zain (celtel) wireless, Globacom, Reltel, Visafone, Etisalat etc. they provide effective mobile phone service for local and international calls. MTN has bean regarded as the most known network in the market today after consulting some consumers of other network.

Consequently this new trend give rise to service commitment of huge financial resources into the marketing activities of  service provider generated in Nigeria. A good marketing programme will enable the company to achieve its operating objective faster.

In this study the researcher makes an attempt to evaluate the marketing strategies in the company’s marketing activities in the area covered by this study.

1.2 STATEMENT OF THE PROBLEM

The marketing strategies being used by (MTN Nigeria) is been challenged by myriads of problems which includes poor network services, drop calls, loading of vouchers and checking of balance problems in the billing system, resulting to the increase in customer complaints, challenges posed by competitors and the general down turn in the economy.

Consequently, evaluating the marketing strategies of  (MTN Nigeria) in which information was sourced from the (marketing manager) of MTN Nigeria (David Ibgun), it is denoted that MTN has their problems just as other networks have their problems, so far they have been trying

to see how possible it is to eradicate this problems, but being that communication is a large business to run it might be very difficult to eradicate but rather they can minimize this problems.

1.3 OBJECTIVE OF THE STUDY

a. To identify the strategy pursued by the company in respect to product, price, promotion, and placement.

b. To determine whether the marketing strategies are effective in the face of high competition.

c. To outline the problems/challenges encountered in the marketing of their services.

d. To provide solution to problems identified by this study.

1.4 SIGNIFICANCE OF THE STUDY

The finding of this study will provide an insight in handling challenges and opportunities that exist in MTN Nigeria and how to build and initiate effective and efficient programme needed to turn around the business already in existence to a greater height

In addition, the study will serve as reference material for those who may have the need for information on the marketing activities of Telecommunication, its challenge and effectiveness of its business administration programme.

1.5 RESEARCH QUESTIONS

a. What are the strategies faced by the company in respect to product, price, promotion and placement?

b. Are your marketing strategies effective in the facing of high competitors?

c. What are the problems and challenges encountered in the marketing of your service?

d. What are the possible solution to the problem identified?

1.6 SCOPE OF THE STUDY

The scope of this study centers on the evaluation of the marketing  strategies of MTN Nigeria services with special reference to Kaduna metropolis. Thus this study examines the marketing strategies and the effectiveness coping with current challenges posed by their competitors and either invading threats.

1.7 LIMITATION OF THE STUDY

Time Constraint: The time required for this research work was inadequate as the research had to consume writing the research with other academic tasks. As well meeting the deadline  for the submission of the project work.

Uncooperative Attitude of Respondents: The behaviour of some respondents can be described as hostile and unfriendly. Some of them were not willing to give vital information needed for the study as they termed these information as confidential.

CHAPTER TWO

REVIEW OF RELATED LITERATURE
2.1 OVERVIEW OF TELECOMMUNICATIONS SECTOR Telecommunications service were introduced into Nigeria in 1886 when the first cable link between Kaduna and the regional colonial headquarters in Britain provided communication channel with the home office in London for administrative purposes. In addition Cable and Wireless Company owned by the British Government provided link on attainment of political independence in 1960.
From this period, telecommunications services in the country have progressed and witnessed remarkable expansion and modernization to date. Before 1960 for instance, there was a low telephone density of about 0.5 to 1000 that is, one exchange line per 2000 people, the objective of which was to allow the colonial administrators and foreign companies some level of administrative convenience in their daily activities.
At this time, the responsibility for administering the limited telecommunication facilities was bestowed on the Public Work Department. The transmission system available then was mainly physical open wire used purely for telegraphy. The first trunk telephone service was between Itu and Calabar in 1923. Subsequent demand for more circuits or lines in 1946 necessitated the introduction of radio carrier system between Ibadan and Kaduna which later spread to other parts of the country. By 1950, Nigeria had 15,063 telephone instruments installed. Today, the story is completely a different one with the emergence of Nigerian Telecommunications Limited in 1985 and the subsequent improved and modern facilities, higher connectivity ratio, increase patronage and growing range of new services.

2.2 The Theory of Marketing of Products and Services
In recent years, marketing researchers, scholars and writers (Levitt, 1974, Wyckham, 1975, Gronroos, 1980, Booms 1982 etc) have been preoccupied with the issue of discussing whether the marketing of services (for example telecommunication services) is similar to or different from the marketing of physical goods.

A search of related works of others show that there are two different approaches (namely, the product based approach and the service based approach) with regards to the applicability of product marketing concepts and techniques termed the product based versus service based approaches.

According to the former school of thought, (Baker, 1985:450), services are not different from physical goods therefore the same concepts or marketing progammes and techniques used in goods marketing can be directly translated to service marketing.

Most of the arguments suggested by the adopters of this view center around the following two points:

a) That the claimed difference between goods and services are exaggerated and provide little insight to understanding either of them and

b) That the most important criterion to be considered when marketing any product (including physical goods, services, ideas etc) is the buyer‟s expectations.

Many commentators as shown above argued that, consumers are not buying goods or services for just the sake of buying but the value satisfaction of the offering. For this reason, it suggested that the process of marketing strategy formulation should start with product concept which recognizes the bundle of benefits, often including both tangible and intangible aspects of values as it is perceived by the potential buyers.

Baker (1985:451) there maintained that dissatisfaction with the product based approach leads many authors to take their thinking and imagination to the other extreme and call for a theory for marketing of services. According to the service based approach (Booms, 1982, Gronroos, 1980:42, Kalu, 1995:141) it is argued that services possess certain distinguishing features which make them fundamentally different from physical goods. Therefore, the suggestion advanced is that, service marketing must develop a unique process of marketing strategy formulation for services, which differs from the traditional one (i.e. the usual marketing mix of the 4Ps of product offering and/or services, pricing structure, physical distribution system and promotional activities).

The development of a service marketing theory or a frame of reference which guides the marketer‟s thinking and imaginations, deals with either the service area, that is its organizational aspects, consumer behavior, marketing mix activities or a specific aspect of it.

According to the service based approach, it is argued that the marketing of services is much more complex than the marketing of goods, due to the fundamental differences in the end product and the simultaneous production and consumption processes. And as such it suggested that service marketers need new tools, strategies and organization structure to carry out the process of marketing services effectively.

Gronroos (1980:42) suggested two functions to be performed in a service firm

a)The interactive marketing function – in order to manage all the resources involved in the buyer-seller interface (i.e. the physical/technical environment, the contact personnel and the customers) and

b)The internal marketing function, which is concerned with satisfying the employee as the first market of the service firm.

Interactive marketing programme means that firms must effectively train and motivate its customer contract employees as well as all the supporting service personnel to work as a team to provide complete customer satisfaction. Every one must have and practice a customer orientation else a high degree of consistent services will not be forthcoming.

The telecommunication industry in Nigeria especially MTN has not taken over the concept of interactive marketing seriously to enable it compete effectively. It has not realized that the qualities of the various services are dependent on seller, buyer/service relation.

The internal marketing programme is more than less the marketing concept in action. Baker (1985:451) posits that, service like products are want satisfier and for its provider to successfully survive the competitive and turbulent market place the organization must determine the wants of the customers and what they may likely want in near future, once, these wants are identified, the organization must determine suitable output to satisfy the needs identified, must communicate the availability of the output and make them available for consumption. In other words, the organization is concerned with marketing research, new service development, promotion and possible distribution. In establishing our views and comments, it seems that, the differences between goods and services are more of emphasis than principles. As the theory of marketing has a universal application to all exchange relationships, it can be argued that the strategic level, the same principles and concepts should be of equal relevance to the marketing of telecommunications services as well as marketing of products.

2.3 The Relevance And Concept Of Marketing In Business

Marketing as a specialized course has in the past made a tremendous impact on every facets of human and business endeavour. It can rightly be claimed that marketing has reduced the level of risks borne by manufacturers, producers and consumers.

To the manufacturers, marketing has reduced the uncertainties surrounding the entire process, from product conception till the product or service is delivered, paid for and consumed, thus, affording to the producer to determine whether a market exist for a particular product, what consumers want, where, how and when they need it and how best to satisfy this need at a profit, thereby, revealing the optimal marketing mix that need be adopted by the manufacturer. On the other hand, marketing to the consumer has significantly reduced the uncertainties accompanying most purchase decision by ensuring that the consumer know what he wants, where and how to get it, the price of the purchase and benefits accruing from such purchase actions.
Thanks to advertising and other promotional tools which foster awareness and knowledge about consumer needs.

Philip Kotler in an effort to support the above assertion emphasized on the depth of marketing thus, “Marketing is so basic that it cannot be considered a separate function, it is the whole business seen from that point of view of its final results that is from the customer‟s point of view”.

The question that readily comes to mind is what is marketing and marketing concept? In line with the above, various definitions have been advanced as the concept of marketing but that of the Institute of Marketing London is adopted for the purpose of this study because of its simplicity and wide coverage.

Stapleton (1975:9) defines marketing in line with the same conceptual framework with the Institute of Marketing London. According to them, marketing is the management function which organizes and directs all those business activities involved in assessing and converting customer purchasing power into effective demand for a specific product or service to the final consumer or user so as to achieve the profit targets or objectives set by the company” From the above definition, it is obvious that marketing comes into play long before a product or service conception and long after the sales has been consummated.

Borsch, (1957:30) defines the marketing concept as “a management orientation that holds the key task of the organization to determine the needs, wants and values of a target market and adopt the organization to achieving the desired satisfaction more effectively and efficiently than its competitors”. The foregoing definition suggests that all organizational planning and operations should be the goal of the firm and not just volume for the sake of volume alone. All marketing activities in a company should be organizationally coordinated.

2.4 The Nature And Characteristics Of MTN Services

According to Kotler (1980:477) a service is referred to as any intangible product involving a deed, a performance or an effort that cannot be physically possessed. It is worthy to note that only few services can be considered and classified as a pure service. For instance, when subscribers, purchase telephone lines with handsets or fax lines and machines, they take ownership of a physical item that provides messages or information via the network but the warranty associated with the purchase is a service.

A service cannot be dismantled to see its inner workings in the same way a product can. Experience of the service thus comes with us and if the service does not fulfill its promised benefits then satisfaction will not occur.

As already mentioned in 2.2 above, MTN provides a wide range of services. The aforementioned telecommunications service like other forms of services have four basic distinguishing characteristics namely:-

a) Intangibility

b) Inseparability of production and consumption

c) Perishability

d) Heterogeneity

Intangibility in this sense stems from the fact that telecommunications services are performance based. These services cannot be seen, touched, tasted nor can they be possessed. Intangibility also relates to the difficulty that subscribers may have in understanding Nigerian Telecommunications offerings.

Inseparability of production and consumption is closely related to intangibility. For instance, telecommunications services are normally produced at the same time they are consumed by subscribers. This means that MTN cannot perform her services efficiently without the presence and participation of the subscribers in the production process.

In addition, telecommunications services are also characterized by perishability. This means that unused service capacity in one time period cannot be stockpiled or inventorised for future time periods. Finally, because most telecommunications services (like IMARSAT, MMS, AVDC etc) are labour intensive they are susceptible to heterogeneity. Typically these services are performed by MTN staff who show inconsistency in the course of performance. This often times results in variation from one service to another within MTN.

Therefore, marketing of telecommunications services do not require a fundamental different approach that is used in marketing industrial goods or consumer goods. It means that the marketing mix elements must be combined in such a way to respond to the differing buying process and differing influences upon it. From the above therefore, different markets do not require different marketing philosophers. It is important that, companies move away from inward looking orientation of what they are selling or offering (marketing myopia) whether what is being sold is a consumer or industrial goods or a service and ask instead what benefit our product or service provides. As Levit suggested, people do not buy ¼” drills they buy ¼” holes, they do not buy video games, they buy excitement and entertainment, they do not buy insurance they buy security and freedom from worry, they do not buy cable television, they buy choice of entertainment.

2.5 Factors Impending the Marketing of Telecommunication Services

In an attempt to discuss the problems affecting the marketing of telecommunications service in Nigeria, an evaluation of the basic factors that have hindered provision of telecommunications services to the members of the public in Kaduna metropolis is required.

In 1978, Federal Government budget speech, the then Head of State General Olusegun Obasanjo identified insufficiency of telecommunication services in the country as a major set back in telecommunications development, thus, affecting service distribution to the teeming population of the country. To this, he said, “our unsatisfactory telecommunications system calls for comments. At the beginning of the current plan period, the nation could only boast of 52,000 telephone lines. The objective of the communication sector programmes in the third plan period is provision of about 700,000 additional telephone lines to the system as a means of making telephone services available in different parts of

the country”. The above comments by the Head of State, points out the problems experienced in service distribution to all parts of the country as a result of insufficiency of telephone service on the network.

The above assertion by the then Head of state was supported by the views of Lt. Col. Ahmed Abdulahi in 1985, the then Minister of Communication. He said at a conference in Kaduna that “… the country had about 290,000 lines at the end of the previous year as against 200,000 at the end of the year before it”. This remark by the Minister again reveals the level of inadequacy of telecommunications services in the country and government concern over the situation.

Government inconsistency on telecommunications policy and specification is identified as a major contributory factor affecting the development of telecommunications services in the country. This also made it very difficult for the communication sector to plan effectively on service provisions and distribution thus affecting the marketing programmes of the industry.

Maforland, in his contribution on Management Principles and Practices, defines policies as guides to the people in an organization. They are planned expressions of the organization‟s official attitudes towards the range of behaviour within which it will permit her employees to act.

Olurunshla supported the views of Alton in his contribution on telecommunications policy in Nigeria. This refereed to as a set of guidelines for meeting stated objectives on telecommunications subject to the constraint of available resources.

In addition the engineering policy guiding the technical decisions on the development of telecommunications services in the country was seriously criticized for lack of direction. Carew in his own contributions on engineering

policies on telecommunications services pin pointed that telephone services is both technology and capital intensive, and its equipments are expected to operate efficiently over a long period of ten to twenty years before replacement. However, the contrary is the case because of poor and inconsistent engineering policies of the telecommunications sector. He maintained that, sound engineering policy is a prerequisite to efficient service provision. He added that to achieve this, MTN as a limited liability company and a policy making entity should portray a Board of Director composed of men of proven educational background with the necessary ability, experience and integrity to make good policy decisions.

Appleby highlighted the need for sound strategic planning in his contribution on modern business administration, he revealed that forecasts make management of organizations think ahead and give a singleness of purpose to planning by concentrating attention to the future. He mentioned some of the factors affecting forecast as political stability, population trends, price levels, government control and fiscal policy, employment, productivity, sales and national income, planning is also affected by technical environment. Poor and inadequate planning was identified as constraints to the production of efficient services by telecommunication industry, thus, affecting the sector‟s ability to meet marketing programme.

Planning as we know is an important managerial tool, which enhances marketing efforts in sales and distribution of services. Therefore, the planning of telecommunication network is often preceded with survey and forecast of service demand in the affected area. This in effect takes us to market survey service, planning, production distribution, sales force management, sales promotion advertising and continuous market research for feed back and market

trend information. The effectiveness of the above mentioned marketing activities is dependent on good and effective plans.

Lawson stressed the impact of good planning towards the realization of enhanced service marketing in support of Appleby‟s contributions. In his presentation on planning contribution for telecommunication in Nigeria highlighted the set backs on the disparity in forecasting between developed and developing environment. He maintained that forecasting in well developed telecommunication environment is based on historical information, whereas, historical based forecasting cannot apply in Nigeria with our nearly evolving infrastructural network system. In spite of these shortcomings, Lawson maintained that, forecasting must still be recognized as first step in the planning process. The general practice is to adopt a flexible forecast so that contingency situation could be taken care of, while, at the same time guiding against over provision.

The human factor emanating from unqualified and poorly trained personnel contributed in no small measure to the problems of telecommunications services marketing in Nigeria. This is clearly noticed in the recruitment and placement pattern of personnel in MTN (round pegs in square holes), which is immensely affected by service output and distribution, thus, resulting in inefficiency.

In realization of this situation, the late head of State, General Sani Abacha in his 1998 Budget speech said “I have always emphasized that, the anticipated improvement in living standard could only be realized with growth through investments and one possible avenue for enhanced resource mobilization and resourced utilization is privatization and commercialization of government enterprise, privatization and commercialization could also assist in addressing the problems of some of the key parastals”. He further mentioned that, this

exercise would be carried out in 1998 in consonance with the recommendations of the vision 2010 committee. Government enterprises to be privatized in the first phase of the programme are Telecommunication, Electricity, Petroleum refineries, Petrochemicals, Coal and Bitumen production and Tourism development. Specifically, government will in 1998 privatize MTN” “The remarks made by the Head of State was supported by the views of Owolabi in his contribution on innovation in telecommunication system rightly states that, the situation is far from being satisfactory in that the telecommunications services density (telephone for instance) in this country is far from the average expected and the efficiency of the existing system is below expectation, the need for efficient and reliable services provision was further stressed as inefficiency was identified as one of the basic factor contributing to poor service marketing in this sector. Professor Okoye, in his research work on Relevance of Basic Scientific Research for Telecommunication Development in Nigeria, maintained that if one of the aim of the Ministry of Communications as the supervising ministry to MTN Limited is to ensure that MTN provides efficient and reliable services, then not only must the country be furnished with a well designed system of telecommunications network, but the services must offer efficient fault prevention maintenance and rectification services.

The monopolistic status of MTN in the past could be attributed as contributing to the poor performance level of the organization in the distribution of her services. This status left MTN without any keen competitor in the telecommunications sector.

The absence of competition caused MTN to move at a pace dictated by her without showing seriousness in her operations. However, government pronouncement in 1997 and 1998 on commercialization and privatization and subsequent signing into law and granting operating licenses to the private sector have turned round the table. These developments have paved way for a new era

in the telecommunication industry. This is because such private telecommunications companies like Multilinks, Intercellular, Mobitel, Motorphone, or Hybera etc. have emerged, thus, stimulating competition within the industry. Lopsey (1990:26) maintained that, it is impossible for a firm to operate without any significant competition. It may have a complete monopoly of a particular product or service but every product or service has some substitutes that can provide more or less the same service.

Despite MTN status in the past as a complete monopolistic entity, (that is before the privatization trends) there are substitute services (though weak ones). Very poor quality of MTN services and or continued frustration of customers can drive customers to the “weak” substitute such as the mail services of NIPOST. Therefore, it can be argued that it is the realization of this fact that customers existence of any business concern and the continued existence of MTN in the business arena, thus, the subsequent shift to marketing orientation.

Corruption and illegality was identified as another vices hampering the activities of the telecommunications industry thus affecting the conduct of the marketing operations in the area of services, distribution, installation and maintenance activities. This is noticeable from the attitudes of the technical personnel especially technicians through illegal connection of lines which makes it difficult for the customer service section to maintain accurate records on subscriber and the number of service installed. For example in MTN, the engineers supervise the technicians who carry out the installation and maintenance of services.

In 1982, the Chief traffic commercial manager in the defunct post and Telecommunications department, Onyemuwa examined the relationship between the technical personnel and customers of the company in the

organizations journal. “The Telepost to this he said…” engineers should be more stringent in their supervision to avoid illegal connections of service lines”.

Ogunfere (1957) in his contribution on marketing services and revenue generation highlighted the role of coin box telephones will play in the elimination of corruption in service distribution. He stressed that “it cannot be denied that our inability to meet customers demand for service contributes to corruption and other malpractices, since customers want the services at all costs”

Ojuri, (1985:13) on malpractices in public organization emphasizes that “to eliminate corruption and satisfy customers while offering telecommunications services. MTN has to engage honest, dedicated and skilled management staff to professionally operate and manage the network and MTN installations.

Many social science researchers in their contributions stressed the need for motivation. Poor reward for positive efforts is also identified as a major variable affecting marketing of telecommunications services. In MTN for example, staff particularly those marketing whose activities are regarded as supportive to the technical operations are poorly remunerated. This poor motivational attitude to the organization discouraged staff of this department from putting in their best thus affecting the activities of the department and the organization in entirety.

To this, Ubeku (1979:301) in his text, Personnel Management in Nigeria states the various social findings have revealed that people can give off their best if their needs are satisfied. This needs range from immediate ones such as hunger and thirst to the ones of recognition and self actualization.

Drucker (1975:290) also contributed on the importance of motivation as a means to improving service production and distribution. In his text, “The Practice of Management” he stated that to motivate a worker to peak

performance. It is equally important that management set and enforce on itself high standard for its own performance of those functions that determine the workers ability to perform. Without reducing the importance of other business functions, it is true to say that the quality of an enterprise‟s management team is what makes the differences between failure or mediocre, success and full success. It is through good management style that an organization progresses towards the success of its objectives.

Shortage of necessary spare parts for expansion maintenance and replacement purposes is also a major constraint in telecommunication services marketing. In addition, telecommunications parts are not sourced locally thus making it difficult for adequate stock spare parts to be maintained at every time. The lack of spare parts retards expansion works on telecommunications installation and maintenance. This also affects MTN in responding to subscribers‟ complaints.

Of telecommunication services in the country as a whole is virtually a new phenomena as far as Nigerian Telecommunication industry is concerned.

Majority of the materials reviewed reveal that Nigerian Telecommunications Limited (MTN) the sole provider of telecommunications services in the past years do not practice active marketing as is the case in the private sector. This revelation is buttressed with the facts that MTN has no marketing division in its structure, thus meaning that no personnel at the top echelon is responsible for marketing decisions with exception of a unit or section under the corporate planning department headed by an officer not higher than the rank of manager status, whose responsibility is limited to sales of telephone directories and planning and organizing MTN participation in Trade Exhibitions.

As earlier stated in this chapter the future of MTN and the telecommunications sector look very bright with government intentions to fully privatize the telecommunications industry. At present, MTN has been fully commercialized while the privatization decree is already made. Full privation will once and for all end government continued interference in appointment of personnel for MTN who she often times dictate for on how to run the entity.

Amona, (1983:9) of the Ministry of Communication in his presentation on telecommunications industrialization pol8icy for Nigeria stressed on the setback of shortage of necessary square parts in the provision of services and maintenance of faults. To this he states, “the shortage of spare parts was responsible for poor telecommunications services. The solution he remarked lies on the fabrication of spare parts locally.

On the solution to the shortage of maintenance of spare parts in the country, Ojuri (1985:13), supported Amona‟s views on local sourcing of spare parts so as to overcome the problem of spare parts shortage and thus, improve service provision and distribution. He made reference to Australia as an example. He stressed that Australians telecommunications Administration sent out their men to Sweden and other countries who were contractors to their telecommunications equipment supplies, to understudy their plants with a view to setting up a local plant in her country. This innovation later paved way for a joint venture agreement which resulted in the signing and establishment of a telecommunications spare part manufacturing plants in Australia between the Australia Telecommunication Administration and the Contractors.

2.6 Prospects of Telecommunications Services Marketing

The prospects of the telecommunication service marketing in Kaduna were also reviewed. Most of the materials references on this issue remark that the marketing

In addition the presence of many private telecommunications companies already licensed will stimulate competitions in this sector and force MTN to sit up and forestall efficiency in her operation and marketing activities.

All with the recent re-organization in the past one year, there has been emphasis on the need to market our services and a marketing department established with a General Manager in charge.

CHAPTER THREE

RESEARCH DESIGN AND METHODOLOGY

3.1RESEARCH DESIGN

In carrying out this research, the researcher employed descriptive research procedure. This procedure was used because descriptive research gives a picture of a situation and it serves as a basis for most researches in assessing the situation as a prerequisite for drawing conclusion. Descriptive research also involves collecting data in order to test hypotheses or ensure questions covering the study.

3.2 RESEARCH METHOD

The method applied in this research is the survey method. The study however, made use of primary and secondary data to elicit the necessary information required to achieve its objectives.

3.3 Sources of Data

Data was gathered using both the primary and secondary mode

The Primary Data: These were collected mainly by the use of self administered questionnaires. Questionnaires type used is of the structured type in which respondents are restricted to given response options (Onwe, 1998:69) as provided by the researcher.

The Secondary Data: These were collected from MTN journals monthly and quarterly reports, newspapers and relevant textbooks.

3.4 Population of Study

The target population for this study includes staff of MTN, working in Kaduna state, this is made up of staff from Zaria zonal office. This population is estimated at 150.

3.5 Sample Size

In order to determine the sample size based on the total population of MTN, staff in zaria Zone, which is 150, the researcher used Taro Yameni formula in solving and determining the size. Also, a random sampling type was chosen in determining the size according to territories.
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3.5 Research Instrument and Construction

The main research instrument used in this study is structured questionnaire. A questionnaire is an instrument used in obtaining specific information about a defined problem so that the data, after analysis and interpretation results in a better appreciation of the problem. The questions were designed to sample the

opinion of the respondents on the problem and prospects of marketing telecommunications service in MTN Kaduna.

There are three sections to the questionnaires; section 1 is for demographic data about individual respondent, section 2 deals with the marketing strategies and section 3 taken care of the prospects of marketing telecom services in Kaduna metropolis. Closed ended questions were used for most of the questions.

Closed-ended questions call for responses which are strictly limited. The respondent is offered a series of alternative replies from which he/she is expected to select an answer corresponding to his personal views on a particular subject. In simple alternative questions respondents have only two choices of response which are “Yes” and “No”, while in multi choice questions respondents are able to choose from a range of possible answers which are designed to reflect different shades of opinion.

3.6 Questionnaire Distribution and Collection

The target population for this study is 150 made up of 150 MTN workers and 100 questionnaires were administered to three categories of staff from various territories and zonal headquarters. Nine-nine (99) out of one hundred and nine (109) questionnaires disbursed were returned and correctly completed. Some of the staff was skeptical about the purpose for which the study is intended, thus, declined to complete the questionnaires administered to them. Consequently, the exact and rightly completed questionnaires turned in represented 91% of the sample size, which was being examined. Despite the shortcomings from the workers inability to return the total administered questionnaires correctly, this percentage is required as a very good representation.

3.7 
Method of Data Analysis

The study employed the simple percentage model in analyzing and interpreting the responses from the study participants while the hypothesis was tested using chi-square.

3.8 
Ethical consideration

The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATTA PRESENTATIONAND ANALYSIS
In this chapter, the data collected from the field are presented, analyzed and interpreted using frequency distribution tables and simple percentages.

One hundred and nine questionnaires were designed and administered to MTN staff in Kaduna for the purpose of generating data, out of which ninety- nine were completed and returned. These would be treated one after the other. The section identifies the respondents

Table 4.1 SEX OF RESPONDENTS

	SEX
	NUMBER
	PERCENTAGE

	Male
	64
	64.65

	Female
	35
	35.35

	Total
	99
	100


Source: Field Survey, 2010

Table 45.1 above shows that 64.65% of the respondents are males while 35.35% (35) are females. The data obtained shows that majority of the workers are males. This is however due to the fact that the traditional orientation of Nigeria towards work favours more males than females..

Table 4.2   AGE DISTRIBUTION OF RESPONDENT

	SEX
	FREQUENCY
	PERCENTAGE

	20 – 29
	14
	14.14

	30 – 39
	36
	36.36

	40 and above
	49
	49.5

	TOTAL
	99
	100


Source: Field Survey, 2010

The table 4.2 above reveals that the age distribution of the respondents. 14.14% of the respondents are between 20 – 29 years of age while 36.36% are in the category of 30 – 39 years. The largest numbers of the respondents 49.50% are within the range of 40 years and above. It can be deduced from the above data that majority of the company‟s workforce 85.86% falls within the range of 30 – 40 and above and are men and women with great wealth of experience acquired through long period of service.

TABLE 4.3 LENGTH OF YEAR IN SERVICE OF RESPONDENTS

	RESPONSE
	FREQUENCY
	PERCENTAGE

	- 0 years
	29
	29.29%

	10 and above
	70
	70.71%

	Total
	99
	100


Source: Field Survey, 2010

Table 4.3 above shows that 29.29% respondents had been in service for 0-9 years while the highest numbers of respondents 70.71% (70) have served the organization for a period between 10 years and above. This therefore indicates that most of the respondents have enough experience that qualified them for the study under review.

TABLE 4.5 DEPARTMENT OF DISTRIBUTION

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Marketing
	28
	28.28

	Administration
	14
	14.14

	Exchange system
	13
	13.13

	Customer Engineering
	23
	23.23

	Finance & Account
	21
	21.22

	Total
	99
	100


Source: Field Survey, 2010

Table 4.5 reveals the response from different MTN departments, which are responsible floor the provision and maintenance of MTN services. The highest response came from Marketing departments 28.28^ (28) followed by customer Engineering Department with 23.23% (23). A finance and Account department has 21.22% (21) of the respondents while administration department has 14/14%. (14). This indicates that most of the problems identified would reflect the problems militating against the provision of qualitative services to the subscribers.

Response Relative to research questions

This deals with the marketing strategies by mobile phone operators.

Table 4.6 NUMBERS OF MTN SERICES

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Yes
	90
	90.90

	No
	9
	9.10%

	Total
	99
	100


Source: Field Survey, 2010

Table 4.6 shows that 90.90% of the respondents are aware that MTN has many services it offers to the general public while 9.10% of the respondents responded negatively.

TABLE 4.7 SATISFACITION WITH MTN SERVICES

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Yes
	25
	25.25

	No
	29
	29.29

	Partially
	45
	45.46

	Total
	99
	100


Source: Field Survey, 2010

The response in table 4.7 reveals that 25.25% (25) of the respondents agreed that they are satisfied with the quality of service MTN provides while 29.29% (29) said they are not satisfied at all with the quality of MTN service. However, 45.46% (45)of the sample population admitted that they are partially satisfied. This indicates that majority of the respondents are not actually satisfied with the quality of MTN services and as such MTN should plan to improve on the quality of service offered to their customers.

TABLE 4.8 TELECOM TARIFF AS A PROBLEM IN MARKEING MTN SERVICES

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Yes
	23
	23.23%

	No
	76
	76.77%

	Total
	99
	100


Source: Field Survey, 2010

Responses from above table shows that out of ninety nine respondents 23.23%

(23) believed that tariff is a problem in marketing MTN services while 76.77% (76) agreed that tariff is not a problem in marketing MTN services.

TABLE 4.9 PRICING OF MTN SERVICES

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Yes
	59
	59.59%

	No
	40
	40.41%

	Total
	99
	100


Source: Field Survey, 2010

Observation from table 4.9 reveals that 59.59% of the respondents are positive in their response that MTN telecom services are correctly priced while 40.41% (40) responded negatively to the question.

Table 4.10   CUSTOMERS AWARENESS OF MTN SERVICES

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Yes
	27
	27.28%

	No
	72
	72.72%

	Total
	99
	100%


Source: Field Survey, 2010

From this table, 4.10 72.72% of the respondents were emphatic that subscribers are not aware of MTN, services whereas 27.28% (27) respondents were of the view that subscribers are aware of MTN services. This shows that majority of the people are not really aware of the services offered by MTN.

Therefore, a more aggressive marketing strategy should be adopted to create awareness to the prospective customers.

Table 4.11 NEED FOR MORE POINTS OF SALE

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Yes
	91
	91.91%

	No
	8
	8.09

	Total
	99
	100%


Source: Field Survey, 2010

The responses in table 4.11 revealed that 91.91% of the population admitted that MTN should crate more point of sale (local offices) in Lagos in order to make their services more accessible to the people while 8.09% (8) of the population responded that there is no need for more local offices.

TABLE 4.12 CUSTOMER OPINOIN ON PICKING THEIR BILLS FROM MTN OFFICE

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Yes
	16
	16.16%

	No
	83
	83.84%

	Total
	99
	100


Source: Field Survey, 2010

Analysis from table 4.12 shows that out of the total sample, 16.16% (16) of the respondents were positive in their response that customers coming to pick their bills from MTN offices is a good marketing strategy while majority of the respondents who form 83.84% (83) of the sampled population were emphatic that it is a bad marketing strategy and as a result, MTN should adopt a better method of distributing their bills to the customers on time.

Table 4.13 MTN SHOULD EMPLOY BILL DISTRIBUTORS TO REACH INDIVIDAUL CUSTOMERS

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Yes
	85
	85.85%

	No
	14
	14.15%

	Total
	99
	100


Source: Field Survey, 2010

The outcome of the response to above question indicates that 85.85% of the respondents were in support that MTN should employ bill distributors to each individual customer. On the other hand, 14.15% (14) of the respondents were of the opinion that MTN should not employ bill distributors. From the above analysis, 85.85% of the respondents is an indication that majority supported the

idea and this will eliminate the problem of customers not getting their bills in time.

Table 4.14   PRODUCT ADVERTISMENTS BY MTN

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Yes
	29
	29.29%

	No
	70
	70.71%

	Total
	99
	100%


Source: Field Survey, 2010

The pattern of responses shown in the table above indicates that 29.29% of the respondents were of the opinion that MTN carries out product advertisement while 70.71% (70) responded that MTN does not.

Table 4.15 ADVERTISEMENT MEDIA USED BY MTN

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Televisioin
	26
	26.26%

	Radio
	2
	2.02%

	Newspapers
	5
	5.05%

	All of the above
	66
	66.67%

	Total
	99
	100%


Source: Field Survey, 2010

As indicated in the above table 4.15, out of the 99 respondents 26.26% (26) responded positive to MTN using television 2.02% (2) radio, 5.05% (5) newspapers while 66.67% (66) agreed MTN makes use of all the alternative given as medium for advertisement (i.e. al of the above)

TABLE 4.16 ADEQUACY OF PRODUCT

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Yes
	37
	37.37%

	No
	62
	62.63%

	Total
	99
	100%


Source: Field Survey, 2010

Table 4.16 reveals that 3.37% (37) of the respondents were of the view that service adverts are enough to favour the marketing of MTN services whereas 62.63% (62) responded that the adverts are not enough to favour the marketing of the services.

Table 4.20 MTN PROSPECTS RELATIVE TO ITS COMPETITORS

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Bright
	30
	30.30

	Gloomy
	69
	69.70

	Total
	99
	100


Source: Field Survey, 2010

The table 4.20 indicates that 30.30% (30) of the respondents were of the view that MTN has bright chances to cope and withstand the stream of competition the telecommunication industry would face when government fully implement her deregulation policy, although, majority are of the opinion that the chances of MTN surviving is very slim. This is depicted by 69.70% (69). This means that unless MTN management rises before the challenges posed by the threats from competition the industry would face in the near future, the organization may find itself in an uncomfortable position in the business world.

CHAPTER FIVE

SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS

5.1 Summary of Findings

The main problems experienced by the customers are:-

1) Poor quality of service by MTN

2) There is acute shortage of resources on the part of MTN management to maintain an efficient and fault free services.

3) The receipt of service bills in arrears by MTN customers is another major problem facing subscribers in the course of usage of these services. The receipts of service bills in arrears make it very difficult for subscribers to settle bills as at when due. This is because the accumulation of bills for several months makes it expenditure and absolutely difficult for subscribers to settle regularly, thus, leading to disputed bills and subsequent disconnection.

4) Shortage of qualified manpower is also a major factor that was observed militating against smooth and efficient provision of telecommunication services.

5) The researcher, also, observed that, majority of MTN employees are pessimistic about the future of MTN within the telecommunications industry in view of the impending competition as a result of the deregulation of the industry. The staffs were pessimistic as to whether MTN with her current form would be able to stand the spate of competition the industry would face. The management should therefore rise up to the challenges posed by the impending threat from the competition.

5.2 Conclusion

In line with the above findings, the researcher concludes that the quality of services, which MTN provides, is purely dependent on the following factors:-

1. Availability of materials and resources

2. The billing method used by Nigerian Telecommunications Limited, in spite of the above stated factors, which have hampered the efficiency of MTN services, the company has done a lot to improve on the service offering over the years. From the early 1990 to the present year MTN has been able to install the most current facilities in its installations and adopt the latest technology such as the digital facilities in order to improve service and operational efficiency.

The thrust of every commercial enterprise is customer satisfaction. The MTN Telecommunications Network as a commercial entity is no exception to this fundamentals business principle. In line with this principle, MTN has taken a number of measures in the past aimed at improving customer satisfaction.   Some of the measures taken along this line include the reduction of delayed dial tone in the case of the telephone services. In many exchange within the network, the introduction of the pay card phone, the massive network upgrading and expansion.

All these are aimed at ensuring that subscribers enjoy improved service and derive value for money spent on MTN services.

5.3 Recommendations

Based on the findings of this study, the researcher made the following recommendations:-

1 MTN management should adopt a marketing oriented approach in its service offerings and apply the marketing concept in all its dealing with customers or subscribers so as to ensure customer satisfaction. Customers‟ satisfaction should be the marketing objective of MTN as a corporate entity.

2) MTN management should organize adequate and regular training and development programme for personnel (both operating and functional) in marketing activities and other relevant areas so as to optimize the use of resources and ensure provision of quality services.

3) MTN management should commit adequate funds in product information and communication through advertising and other media sources such as trade exhibition, public relations, sales promotions etc, through these media source, relevant information regarding MTN services and their importance would be passed to potential customers. The need for awareness creation cannot be over emphasized, thus, the above mentioned media are invaluable sources to ensure this.

4) Management is advised to ensure that maintenance installation materials such as cables, cable materials exchange spare, general engineering materials necessary logistics and facilities are procured and made available on regular basis. This will ensure that the routine maintenance are carried on regular basis and when required without interruptions. Moreover, this will arrest the acts of technicians asking subscribers to provide installation materials themselves.

5) MTN management should further expand its network and take advantage of the modern technologies in order to enjoy economics of scale of operation.

6) MTN management should be cautious about decision on retrenchment of her work force so as to remove the fear from staff of possible loss of job. Assurance of job security by management will help boost morale.

7) Service faults should be promptly attended to and maintenance team should be on regular patrol to customer‟s premises to enquire about the performance of their services rather than waiting for customers to come and report faults.

8) The idea of settling customers bills with designated bank is very much appreciated, but, management is in addition requested to reduce the number of collection banks, a situation where about 58 banks are collecting for only one territory is too many, and in most cases, some end up collecting N10,000 for a week. Also the issue of late and wrong billing should be properly looked into and adequate device put in place to send out correct bills promptly without arrears to subscribers.

9) The management is advised to ensure that reasonable time is allowed to customers who owe and are on Temporary Out of Service (TOS) before final recovery of lines. Customers should also be educated from time to time on the need to settle bills as at when due or over the need to pay in advance and remain on credit as this will help immensely in improving customers‟ debt positions.

10) Management should also consider introduction of pre payment in most of their services especially telephone services, this will remove or reduce the problem of disputed calls and inability on the part of customers to settle accumulated bills.
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RESPONDENTS QUESTIONNAIRE

1. Sex:
(a) Male [  ] (b) Female [ ]

2. Age:
(a) 14 – 20 yrs [  ] (b) 21–30yrs [  ] (c) 31 – 40yrs [ ] (d) 41 – 60yrs [ ]

3. Length of years in service: (a) 5 – 10 yrs [ ] (b) 11 – 20yrs [ ] (c) 21 – 35 yrs [ ]

5.Departments of Distributions (a)  Marketing  [ ]

(b) Administration [ ] (c) Finance and Accounting [ ] (d)Change system [  ]

(e)Customer Engineering [ ]

6.Knowledge of MTN services (a)  Yes [ ] (b) No [  ].

7.Satisfaction with MTN services: (a) Yes [  ]
(b) No [ ]

8.Telecom Tariff as a problem in MTN Services: (a) Yes [ ](b) No [ ].

9.Accuracy in MTN pricing: (a) Yes [ ] (b) No [ ].

10.Customers/Subscribers Awareness of MTN Services: (a) Yes [ ] (b)No [ ].

11.Need for more points of sale: (a) Yes [ ] (b) No [ ].

12.Collection
of
customers   Bills   from   MTN   Offices
as Effective Marketing Strategy:  (a) Yes [ ] (b) No [ ].

13.Employment of Bill Distributors to reach individual customers:

(a)Yes [ ]
(b) No [ ].

14.Product Advertisement by NITAL Ltd: (a) Yes [ ] (b) No [ ].

15.MTN‟s Media of Advertisement: (a) Television [
] (b) Radio [ ] (c)newspaper [ ] (d) All the above [ ].

16 Adequacy of Product: (a) Yes [ ] (b) No [ ].

20.MTN‟s prospect, relative to its competitors: (a) Bright [ ] (b) Gloomy [ ].
