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Abstract

The study explored the influence of TQM practices onAcustomer satisfaction and
retention within the context of Multichoice Company, [-agos, Nigeria. To achieve this
aim, four specific objectives were raised and two ntll hypotheses were formulated.
Three related theories were reviewed and discussed:\I'he study employed a descriptive
survey research design. The population comprised)of over five million customers of
Multichoice Company in Lagos Mainland,«lhe sample size of 384 customers was
gotten using Krecie and Mogan and the*tasgeted customers were purposively selected
around Lagos Island. The data werg primarily sourced by administering questionnaire
to the customers of Multichoice Company at Lagos Mainland. Out of the expected
sample size of 354, the researcher suCcessfully retrieved 253 and they were analyzed
using the frequency, peréentdge, mean and standard deviation. The two null
hypotheses were analyzed uSirg the Multiple Regression model. The results [(R
=0.501%, R =0.251, F =L15.500, p <0.00; B1 = 0.042, p = 0.000; B2 = 0.080, p = 0.00]
showed that there wasla‘\pagsitive and significant relationship between TQM practices
and customer satisfaction-and retention. Multichoice's commitment to quality control,
continuous improyement, employee involvement, and customer focus were identified
as key factors eontributing to heightened customer satisfaction levels. Additionally,
the study.identifies that high customer satisfaction positively influences customer
retention, gs satisfied customers are more likely to remain loyal to Multichoice and
recomynend its services to others. In conclusion, the study underscored the
significance of TQM practices in the context of the Multichoice Company and the
broader entertainment industry. It was therefore recommended that Multichoice
Company should implement TQM principles and focus on customer satisfaction, and
should not only meet customer expectations but also foster long-term customer
loyalty, ensuring sustained success in a competitive market.
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Chapter One
Introduction
1.1 Background to the Study

Customer satisfaction refers to how well a product or service provider meets the
demands and expectations of its consumers. In reality, all businesses begin with the
intention of serving their clients'. Many businesses underestimate the cost of
acquiring a new customer. It is much more cost-effective to invest in r%ib‘lg
existing customers rather than constantly chasing new ones. Abili @%cus on
satisfying customers result in their intention to keep buying from “‘the product or
service provider. This increases the lifetime value of that cus%)\];, at is, the amount
they spend on a product or service over their entir.e &%&E When customers keep
coming back to buy, return on investment fr(% er acquisition cost increases.
re lo

The bottom line is satisfied customers are)& yal and loyal customers are more

S

profitable for the business. %S )

The existence of many co% on the market is conditioned with a number of
satisfied customers. C ngers are the key factor of the existence and company
development Or@@%{eﬁ. It is obvious then, that firms, which want to face the
competition@gd to provide valuable and unique terms to their customers, that will
satisfy their needs. This satisfaction includes not only the feelings associated with the
ﬁ@i%ng process, but also the atmosphere before and after the execution of
purchases. Every business organization's success depends on the satisfaction of the
customers. Whenever a business is about to start, customers always come “first” and
then the profit. Those companies that are succeeding to satisfy the customers fully
will remain in the top position in a market. Today’s business company has known that

customer satisfaction is the key component for the success of the business and at the



same time it plays a vital role to expand the market value. In general, customers are
those people who buy goods and services from the market or business that meet their
needs and wants. Customers purchase products to meet their expectations in terms of

money-.

Customer fulfillment is expressed through satisfaction. Whether a characteristic of a
good or service, or the good or service itself, gives consumers a satisfying @Of
consumption-related fulfillment, is a matter of opinion*. Customer -sa@%aion is
defined as a customer’s overall evaluation of the performance of an offering to date®.
Customer satisfaction and perceptions of quality are labels u§a®%?nmarize a set of
observable actions related to the product or sewici@%mer satisfaction as a
process of evaluation rendered that the experi @as at least as good as it was

supposed to be’. Customer satisfaction emg om the assessment of anticipated

performance against the real perceive@mance and the paid price®.

Customer satisfaction is ty@ performance measure and is a result of the
superiority of the custogg\xperience and aspects around the gap between customer
expectations an @%l experience”!?. Satisfaction contributes to repeat purchases,
favourable V\)ﬁ{(‘i-of-mouth intention, loyalty and eventually higher profit and
reducti@costsl1’12’13’14’15. Expectancy-Disconfirmation Theory will be adopted for
er satisfaction. The predominant construct adopted in explaining customers’
satisfaction are: expectations, perceived performance, disconfirmation of beliefs, and

satisfaction'®.

Expectations refer to the attributes or characteristics that a person anticipates or
predicts will be associated with an entity such as a product, service, or technology

artifact. Expectations are posited to directly influence both perceptions of



performance and disconfirmation of beliefs, and are posited to indirectly influence
post-purchase or post-adoption satisfaction by way of a mediational relationship
through the disconfirmation construct. Perceived performance refers to a person’s
perceptions of the actual performance of a product, service, or technology artifact.
Perceptions of performance are directly influenced by pre-purchase or pre-adoption
expectations, and in turn directly influence disconfirmation of beliefs an.d %s;t-
purchase or post-adoption satisfaction'®. Perceived performance is also 1% to
indirectly influence post-purchase or post-adoption satisfactio .\Qﬁr of a

mediational relationship through the disconfirmation construcit. 6.\
A

Disconfirmation of beliefs refers to the judgments or ev@%ns that a person makes
with respect to a product, service, or techn o@rﬁfact. These evaluations or
judgments are made in comparison to the ‘§rson’s original expectations. When a
product, service, or technology aﬂifac@xforms the person’s original expectations,
the disconfirmation is positive, w@' is posited to increase post-purchase or post-
adoption satisfaction. WheModuct, service, or technology artifact underperforms
the person’s original @sa%ons, the disconfirmation is negative, which is posited to
decrease post—p@% or post-adoption satisfaction (i.e., to increase dissatisfaction).
Post-purc Q)r post-adoption satisfaction refers to the extent to which a person is
pl Qor contented with a product, service, or technology artifact after having
& direct experience with the product, service, or artifact. Satisfaction is directly
influenced by disconfirmation of beliefs and perceived performance, and is indirectly

influenced by both expectations and perceived performance by means of a

mediational relationship which passes through the disconfirmation construct.



Customer retention on the other hand is one of the main relationship marketing
objectives. Currently the perception and application of customer retention is
significantly valuable for companies. Customer retention is getting a customer to
return after her first purchase, and continue returning on a regular basis. Ensuring
customers are happy and pleased with their experience is the foundation for them
coming back and spending more money with the business. Consumers all czvecrbtfle
world have become more quality conscious; therefore, customers’ require%t& for
higher quality service have been increased!’. Customer retention i t. %ency of
customers to remain loyal to the company to use products or segesS in the future. It
is the attitude of customers to persist in using products or S@XS from manufacturers
due to low prices, or brands that are well known to c’qéuers. Customer retention is a
form of mental attachment between customer@%ducers, so that customers make
repeated purchases that are long term!8 ’C@yer retention is determined by a value
that gives the company's produc gg)rvice uniqueness to customers. Customer
retention needs to be 1 ro@‘aecause it is an important tool in company

performance from aspﬁﬂoutside of finance which is a management tool in
maintaining con@‘Q?

Customer e%tlon is a metric that measures customer loyalty, or the ability for an
or$%ﬁon to keep its customers over time. In addition to identifying the number of
loyal” customers, customer retention can reflect or predict customer satisfaction,
repurchase behavior, customer engagement and emotional ties to a brand. Customer
retention is critical because the cost of acquiring new customers is much higher than
retaining existing customers. Retained customers are also more likely to engage in
word-of-mouth marketing or become brand ambassadors. In today’s market

environment, increasing competition and competitive trends make it more likely that


https://www.techtarget.com/searchcustomerexperience/feature/13-customer-retention-strategies-that-work
https://www.techtarget.com/searchcustomerexperience/definition/brand-ambassador

customers will need to be retained to protect the company from increasing
competition. To accomplish this job, customer retention is critical. Customer retention
is keeping customers from switching to a rival competitor?®. Customer retention
allows companies to maintain and continue their business relationships with existing
customers?!. Similarly, customer retention refers to the number of customers who
maintain their relationship with a company over an extended period. Th.erefore,

companies need to retain customers in today’s competitive environm?& be
e

successful. ,%\QO

The measures for customer retention will be adopted from Cb@%gnt—Trust Theory
of Relationship Marketing??. These measures ar&@mmitment and Trust.
Commitment is a lasting desire to preserve %@'relationship. Commitment is
higher among customers who believe the{\ eive more value from a relationship?’.
The implication of this is that firms sh@%sure that customers get more value from
the relationship in order to get @ to be committed. To ensure commitment of
parties in a relationship, th%ﬁes must share complimentary values and goals about
the expectations and @bli t?ons involved in the relationship®*. A scholar explained
trust as existing@ relationship when one party in a relationship feels secure based
on the be ® the outcome of the relationship with the other party will be positive?s.
F %ot er scholars conceptualized trust as existing in a relationship when one
party has confidence in the reliability and integrity of the other party. Trust is
considered as an important ingredient in relationships between a firm and customers
and ultimately in the development of loyalty?. What this means is that loyalty will be
absent in a relationship where trust does not exist*?. Generally, it appears that the
greater the level of trust between parties in a relationship, the higher the probability

that the existence of the relationship will be long lasting.



Multichoice Nigeria (MCN) is a limited liability company registered in Nigeria,
backed by the expertise of holding company Myriad International Holdings (MIH)
and its parent company Naspers?’. MCN is one of the most prominent companies in
the global MIH stable. MCN was founded two decades ago with the objective to
provide television broadcast service vial digital satellite Pay-Tv service to interested
subscribers. MCN enriches the lives of subscribers through world class @-V
services, development of local production industries and dealerships. C@%ﬁves its
sales majorly via the value chain management which comprises of an\nel partners
such as dealers, retailers and vendors. MCN owns the fol M‘%'\exciting brands:
DSTV (provides Digital Satellite Television Serv@&{net (delivers thematic
channels and exclusive contents on DSTV ibers), Supersport (provides

comprehensive coverage of both local and g& port contents), DSTV Media Sales

(commercial airtime sales and air @shlp), DSTV Mobile (provides mobile

television contents and services), online (delivering entertainment content and

services from MCN famiN) customers via breakthrough technologies), GOTV

(provides Digital Terr@ ?"elevision service).

The market situation of today has changed such that the customers have taken control
of the r‘n%vzg. The customers determine the product and service they require which
s‘@)e fulfilled by the producer/service provider. The number of products in Pay-Tv
market not only increases the number of competitors, but also creates variation in
competition. Any Pay-Tv company expecting to win this competition should provide
the best quality at affordable price, easy access to the products and at the same time,
establishing closeness with customer by recognizing the people who are being

serviced and finding out the types of products and services they require. MCN is



faced with diverse weaknesses ranging from high purchase price for the hardware
with additional monthly subscription fees, poor turnaround time which hinders quality
service delivery, lack of transmitters in which limit signal coverage, lack of proper
managerial skill amongst technical supervisors/managers, and lack of strong

competitive strategy, all these affect customers’ satisfaction and retention.

Furthermore, the cost of acquiring a new customer can substantially exceed thg& f
retaining an existing customer. Coupled with these challenges, there ave%%ﬂ series
of complaints by subscribers against the service provision of Multichoice Nigeria.
These ranges from poor network and signal reception qui‘&@gz)nsistent billing
resulting to controversies, and frequent tariff increﬁémeffective handling of
customer complaints and service recovery pr @ and lack of responsiveness
from contact personnel. Other noticeable ﬁlems include poor quality of service
information, delay in delivery dateline@\earth of innovative products and services
rendered. Needless to say, that so@stomers have switched over to other providers

as a result of these comlw. However, one of the factors that can influence

Customer Satisfactio@slﬂ Retention in Multichoice Nigeria is Total Quality

Management Pr@
WV
Q

Total Quality Management (TQM) is a management approach of an organization
@9% quality, based on the participation of all its members and aiming at long
term success through customer satisfaction and benefits to all members of the
organization and society?®. TQM is an approach to improving the competitiveness,
effectiveness and flexibility of an organization for the benefit of customer satisfaction.

Excellent service affects the retention of existing customers and inducement of new



customers, as a result, it brings high customer retention and satisfaction that helps

them for sustainable development of the company.

TQM is a system of behaviour which includes everyone in an organization and
motivates staff at all levels, with an organizational philosophy that improvement is a
way of life*?. Service firms have the opportunity to build long term relationship
because customers conduct their transactions directly with the service providf.b st

{Q%éreased

customer patronage, competitive advantage and long-term profitability. The overall

often in person. Quality is the lifeblood of service delivery firms, bri

objective of TQM is to ensure continuous improvement in tﬁ@?zation’s people,
systems, processes and environment so as to achiev.e K@’&ed customer service and
increased profits through efficiency and effec V@ in the entire organization’'.
TQM is continuous improvement of overall @ness performance based on leadership,
supplier quality management, vision @}an statement, evaluation, process control
and improvement, product d y quality system improvement, employee

participation, recognition award, education and training, and customer focus.

'3
Deming Theory, f@)uality Management will be adopted®’.. Thus, two most

effective and‘%neﬁcial TQM practices in relation to customer satisfaction and
retentio?%‘l be adapted for this study. Customer focus refers to how much sensitive
anization is to the needs and expectation of its customers and how effective is
organization managing its relationship with customers. In order to ensure about the
success of business, customer must be at the center of organization and the products
and services have to be created based on the needs of customers. In addition, long-
term success and survival of organization is related to identifying expectation of

customers and exceeding them?:. Continuous improvement is the ongoing



improvement of products, services or processes through incremental and breakthrough
improvements. These efforts can seek incremental improvement over time or
breakthrough improvement all at once. This concept of continuous improvement helps
a company adapt to changing market expectations. It allows for greater adaptability to
different products, markets, customers, or regions. Based on the above discussion, this
study seeks to investigate the influence of total quality management pract.icet%c:n
customer satisfaction and retention in Multichoice Limited, Lagos State, Nig%ﬁi\
1.2  Statement of the Problem : \QO
Customer satisfaction is the result of a customer's compari.so)n\%pgrceived quality
and actual service performance. Once customers are sati@\with the service of a
particular organization, the propensity to stay and ‘] %ﬁler potential customers is
high. Customers normally set objectives in re@ 0 measuring a desired value. On

the other hand, Customer retention iﬁgsingly being seen as an important
n

managerial issue, especially in the% t of a saturated market or lower growth of
the number of new customers. @%ay’s competitive business environment customer
retention is one of the og\qerstones of a firm’s effort to manage its customers.
However, prelimi @anestigation revealed that satisfaction and retention of
Multichoice é&%omers in Lagos State is on the decline. Issues ranging from poor
networﬁ%signal reception quality, inconsistent billing resulting to controversies,
@equent tariff increase, to ineffective handling of customer complaints and
service recovery procedures, and lack of responsiveness from contact personnel.
Other noticeable problems include poor quality of service information, delay in

delivery dateline, and dearth of innovative products and services rendered, all these

poses a threat to the continued survival of Multichoice, Lagos State. However, with



the best Total Quality Management practices in place, the organization can curb these

challenges to a great extent.

Although several studies on Total Quality Management and different organizational
dimensions and strategies have been conducted®***. However, there is dearth of
research focusing on Total Quality Management Practices, customer satisfaction and
retention, most especially within the context of this study. Hence, suggestin:@&ap
worthy of investigation. In view of the above, this study seeks to in\@%ate the
influence of Total Quality Management Practices on Customer 1sfaction and

Retention in Multichoice Company, Lagos Mainland, Lagos S@igeria.
1.3  Aim and Objectives of the Study . QQ’&
The aim of this study was to investigate the in a@of Total Quality Management
(TQM) practices on satisfaction and retenjﬂ% of Multichoice customers in Lagos
Mainland, Nigeria. The objectives WGIQO)Z\
1. identify the level of cus@ satisfaction in Multichoice Company, Lagos
Mainland, Nigeria; \)Q)
ii.  identify the l@? customer retention in Multichoice Company, Lagos
Mainlan@'ggeria;
. ex the prevalent TQM practices in place in Multichoice Company,
Qagos Mainland, Nigeria;
$ determine the influence of TQM practices on customer satisfaction in
Multichoice Company, Lagos Mainland, Nigeria;

v.  examine the influence of TQM practices on customer retention in Multichoice

Company, Lagos Mainland, Nigeria;

14 Research Questions

10



1. What is the level of customer satisfaction in Multichoice Company, Lagos
Mainland, Nigeria?

ii.  What is the level of customer retention in Multichoice Company, Lagos
Mainland, Nigeria?

iii. ~ What are the prevalent TQM practices in place in Multichoice Company,

Lagos Mainland, Nigeria?

&

~
. "
1.5  Hypotheses &§

The following null hypotheses were tested at the 0.05,@1 1cance level:

Hol  There will be no significant inﬂue@ TQM practices on customer
satisfaction in Multichoice Co h@gos Mainland, Nigeria;

Ho2  There will be no significant jufluehce of TQM practices on customer retention

in Multichoice Com@os Mainland, Nigeria;
“

1.6 Signiﬁct@itudy

The study 1&2 completion will be of relevance to the following stakeholders:

management” of Multichoice Company, prospective Digital Satellite Television

@mes, customers, and researchers.

It is hoped that the findings of this study will enrich management of Multichoice
Company with a workforce that understand customer satisfaction and retention. This
would therefore minimize customer complaints, while redirecting customer’s decision
towards increased patronage as TQM provides the quality assurance that customers

will get what they expect, as well as a process for managing unsatisfied customers,

11



make needed corrections and prevent similar reoccurrences. Further, the findings of
this study will enable the stakeholder to understand that companies which adopt total
quality management in their management work to provide better services and
products, and interaction between them and their customers is error-free at a
significant rate, so there is less chance of complaints from customers, and therefore
their level of satisfaction increases.The study will be of benefit to prospective.D%%it‘al

Satellite Television companies as an instrument for policy formul \and

implementation. ,%'\QO
. "
S

The findings of this study will enable the customers to @}e of which company
prioritize their satisfaction and retention. More impé(@]y, subscribers will be aware

of their responsibilities as regards their expectation in connection with their providers.

In addition, the findings of this study i@try point to future researchers who might
be interested in carrying out and ing the total quality management practices on
customer satisfaction and won. Without doubt it will contribute significantly to
body of knowledge e%‘%{ﬁy and conceptually as it will further give insight on how
total quality ma geQent practices can foster customer satisfaction and retention. The
findings O % study will contribute to meta-analysis of Digital Satellite Television

%j@ inally, it will contribute to the body of knowledge and serve as a repository

hub’of knowledge of Lead City University, Ibadan.

1.7 Scope of the Study
The study will focus on investigating the influence of total quality management
practices on customer satisfaction and retention in Multichoice company, Lagos

Mainland, Nigeria. The measures for customer satisfaction as the first dependent

12



variable of this study will be expectations, perceived performance, disconfirmation of
beliefs and satisfaction. Customer retention which is the second dependent variable
will be measured by commitment and trust, while total quality management practices
which is the independent variable will be measured by continuous improvement and
customer focus. The study covers Multichoice Company, Lagos Mainland, Nigeria
which include Multichoice DSTV Ikeja GRA Head Office and Multichoice. D(%F‘V

Surulere. The respondent are the customers of Multichoice Compan@gos

Mainland. ,%'\QO
. \‘%'3
One of the limitations of this study was that@?the targeted three hundred and

fifty-four (354) targeted respondents, tié@xeher was not able to obtain feedback

from eight-six (86) respondents&

1.8  Limitation of the Study

ifteen (15) respondents did not fill the
questionnaire appropriately; heacey they were void. In the end, the researchers got
responses from two hu ecl\and fifty-three (253) respondents and their respondents
were used for t @nalysis of this study. Also, the responses gotten from the
respondents &'@gnot represent the general views of Multichoice company’s
customers_ift- South West Nigeria let alone of the entire customers of the company

’ Qigerian states. Hence, the results cannot be generalized.
1.9 Operational Definition of Terms

Commitment is a lasting desire to preserve a valued relationship between

Multichoice Company in Lagos Mainland and its customers.

13



Continuous Improvement this refers to management of Multichoice Company;
Lagos Mainland emphasizes on continuous improvement of quality in all work
processes at various levels.

Customer Focus refers to how much sensitive Multichoice Company, Lagos
Mainland is to the needs and expectation of its customers and how effective the
company is in managing its relationship with customers. . cb‘
Customer Retention refers to the process of expanding custome%&}(rice
quality through the development of social, financial and structu .%n order
to retain an organisation customer in Multichoice Company, I:a\ M§inland.
Customer Satisfaction is a measure of how well Multichu&@mducts, services, and
overall customer experience meet customer expectaﬁ@p agos State.

Disconfirmation of beliefs refers to the judgments ‘or evaluations that customers in

Multichoice Limited, Lagos State r@h respect to a product, service, or
technology artifact. %'

Expectations refer to the tri@or characteristics that customers of Multichoice
Limited, Lagos State antL&ipg\tes or predicts will be associated with an entity such as a
product, service logy artifact.

Perceived Pe\Qrmance refers to a customer’s perceptions of the actual performance
ofa prc@sewice, or technology artifact in Multichoice Limited, Lagos State.
@action: Satisfaction refers to the extent to which a customer is pleased or
contented with a product, service, or technology artifact after having gained direct
experience with the product, service, or artifact in Multichoice Limited, Lagos State.
Total Quality Management is a management philosophy in Multichoice Company,
Lagos Mainland, which focuses on the work process and people, with the major

concern for satisfying customers and improving the company’s performance.

14



Trust is the confidence both customers and staff of Multichoice Company, Lagos

Mainland have that the other party won’t do something harmful or risky.
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Chapter Two

Literature Review

This chapter encapsulates reviews (theoretical and empirical) literature of the concept

in the study. This is to make the concepts clearer within the context of the study.

Relevant related theories to the main construct of the study are also reviewed as stated

under the following sub-headings: Q’}\

2.1

2.2

23

24

Conceptual Review :‘i ’\
2.1.1 Customer Satisfaction

] |
2.1.2 Customer Retention \

2.1.3 Total Quality Management Practi &%&

Theoretical Framework

2.2.1 Expectancy-DlsconﬁerTheory

2.2.2  Commitment-T %ﬁ; of Relationship Marketing
2.2.3 Deming’ Th

Review of Empl@v tudies

2.3.1 Total ity Management Practices and Customer Satisfaction
232 @auahty Management Practices and Customer Retention
1 Model

%Qummary of Literature Reviewed
Q Endnotes
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2.1 Conceptual Review

2.1.1 Customer Satisfaction

The concept of satisfaction first emerged in the mid-13th century and it increased

after the mid-20" century, simultaneously with globalization and advancements in

technology over time. Competition, which has changed together with the changing

conditions, has given prominence to the concept of “customer” and its significance,

and businesses have acted by accepting the customer as the “king” and adop@%

philosophy of ‘I will sell as long as I satisfy the customer’!. Conside d&%e of the

most important ways of increasing the market share by acquiring customer loyalty,
%urchase and the

satisfaction refers to the ratio between expectations befoz%%&

happenings after the purchase in the most general seusgﬁ%;&

\

Many authors have chosen to explain the deﬁ@ of satisfaction with expectations
and perceived performance. Expectati .3®ustomers' assumptions regarding the
performance of the product®. Satisfaétion, on the other hand, emerges as a result of the
difference between these ¢ ec%%ls and the existing performance’. Satisfaction is
obtained with the pro%qglal evaluation of the expectation before purchasing a
product or servi @he output after the purchase®. Similarly, satisfaction was
interpreted @ge increase in the value of the aforementioned difference and the
reaction te_this value increase’. Satisfaction is not a behavior but a feeling resulting
@Jerception and expectation'?. Satisfying the customer was related to not only the
result but also the process and defined satisfaction as the reaction arising from the
satisfaction or dissatisfaction of consumers with the product during or after
consumption®. Satisfaction changed in matters such as the product, post-purchase
experience, performance characteristics, consumption experience, shop, establishment,

business, and pre-purchase experience!'!.
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When a customer purchases a product or service, he expects a benefit corresponding
to more than its cost in return. When this is provided, perceived value and then the
satisfaction of the customer will increase; if this cannot be provided, value, then
contentment and thus, the level of satisfaction will decrease. Perceived value is
different from satisfaction; however, it appears as a concept that completes it>. The
customer, who purchases a product or service at a high cost, may consider i‘Es value
low due to its cost even if he is satisfied with the product or service. On@%’ther
hand, a good or service purchased at a lower cost than usual can be .33@‘[0 have
a high value due to its cost even if satisfaction is lo.vv12 aq'sfaction is the
measurement of the compliance degree of the product use&%he consumer with his
desires and needs. In other words, it appears after t@e. Perceived value emerges
before and after the use's. The formation of théwalué is important and critical for the
formation of satisfaction*®. In the liter ny studies show that perceived value
affects satisfaction positively”’”’l‘/’@ ¢rmore, satisfaction can be mentioned as a

single-dimensional stmctur@% contentment and discontentment, and perceived
Itj-di

value can be stated as a g‘q\

Customer satis@s often associated with the customer gratification products or

mensional structure!”.

services, a@sources of satisfaction, provide the desirable value to their customers,
at leaﬁin sufficient degree®. Satisfaction is a judgment, an opinion expressed by
custemer. The degree of satisfaction reflects the gap between the customer’s vision of
the expected product, and the customer’s perception of the delivered product'®. The
importance of customer satisfaction as an upshot of customer knowledge was further
corroborated!®. Customer knowledge management creates new knowledge sharing
platforms and process between companies and their customers. This leads to higher

levels of customer satisfaction. Customer knowledge management goal is to obtain
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the knowledge of customers’ various needs and their experiences in purchasing, using
or maintaining products. This information is usually essential for predicting market
development trend, identifying the new market opportunities improving product or
service and determining organization’s goals. By adopting customer education,
companies can achieve customer knowledge management goals. Most studies suggest
that customer education keeps customers more satisfied with their product a&nd that

satisfaction with a product increase when the intensity of customer é’g}tion

increases. .é S\QO

Building and maintaining effective relationships with cl;%b S especially in
business-to-business markets favourably influences sa(%&,%roﬁtability and other

financial indicators. This stresses that custome @ﬁaction brings about customer
N

willingness to share openly their needs references, and thus, to enable

organisations indicate market opport@ initiate profitable innovations and offer

competitive product/services tha market demands?. Customer satisfaction is
O

inherently a somewhat elus struct, for several separate but related reasons: the

construct has both cognftive“and emotional components; its meaning has a relativistic

aspect (that is @1 y have different psychological benchmarks in mind against

which th% @Qare their level of satisfaction or judgement of quality); and people’s

res O@S

sur¥ey, are referring?!.

satisfaction surveys depend on the time frame to which they, and not the

Customer satisfaction has been one of the top tools for a successful business.
Customer satisfaction is defined as an overall evaluation based on the total purchase
and consumption experience with the good or service over time?>. With marketing,
customer satisfaction ascertains the expectation of the customer on how the goods and

services are being facilitated by the companies. Actionable information on how to
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make customers further satisfied is therefore, a crucial outcome®. At a glance,
customer satisfaction is a crucial component of a business strategy as well as
customer retention and product repurchase. To maximize customer satisfaction,
companies should sell ideas and methods with all the necessary documents. For
example, customers will buy a car after taking a closer look at it such as the condition
of the engine, the model, how many kilometers it has travelled, and if there are any
cracks or not. Therefore, they do not feel disappointed after purchasing it. C@ise,
if the company uses only their sell and build method, customers mi t. that the

car is exactly the same as what they see in the pictures or duri th@: exhibition and

later on the company might receive complaint if anything ig@rg.

Customer satisfaction is a barometer that pre 'cﬁ@e future customer behavior?.
However, the product and its features, éms, reliability, sales activity and
customer support are the most imp@;'\\'o ics required to meet or exceed the
satisfaction of the customers. Sati customers usually rebound and buy more.
Besides buying more they &%&rk as a network to reach other potential customers
by sharing experiences®a The value of keeping a customer is only one-tenth of
winning a new@l'e)Q‘h refore, when the organization wins a customer, it should
continue l@ﬁ‘up a good relationship with the client. Providing the quality of goods
and séic%;n the 20th century is not only to satisfy the customers but also to have a

s&osition. Indeed, this has benefited the customers significantly on consuming

qualitative products?’.

Customers often look for a value in the total service which requires internal
collaboration among the department that is responsible for different elements of the
offering, such as the core product (goods or services) delivering the product, product

documentation, etc. Moreover, from profitability and productivity perspectives only
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activities that produce value for customers should be carried out. Hence, firms have to
get to know their customers much better than has normally been. However, the
company should be able to build trust with the customer so it is easy to get the
feedback from the customer. This is how customer-oriented product or service could

be developed?®.

Customer satisfaction is dynamic and relative. Only the idea “customer-centti n
help companies improve satisfaction and keep customer truly, poq%;c%f , if
competitors improve customer satisfaction, then it may loss corp customers.
While improving customer satisfaction, customer expectaﬁ@{{ ould be noticed.

Service quality, product quality and value for money hav% irect positive impact on

Q

customer satisfaction. Employee satisfaction is%@mportant before achieving the
ti

customer satisfaction. If employees have a p% influence, then they can play a big

L ]
role to increase customer satisfaction (!eve;»\

that may evolve overtime, inﬂL@ﬂ by a variety of factors. Particularly when

afisfaction is a dynamic, moving target

product usage or the sewi&%@:rience takes place over time, satisfaction may be

highly variable depen, oh which point in the usage or experience cycle one is

focusing?’. CJQ
¥

Custo Qfaction is influenced by specific product or service features and

ns of quality. Satisfaction is also influenced by customer’s emotional
responses, their attributions and their perception of equity?®. Increased customer
satisfaction can provide company benefits like customer loyalty, extending the life
cycle of a customer expanding the life of merchandise the customer purchase and
increases customers positive word of mouth communication. When the customer is
satisfied with the product or service of the company, it can make the customer to

purchase frequently and to recommend products or services to potential customers. It
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is impossible for a business organization to grow up in case the company ignores or
disregards the needs of customers?. Customer satisfaction is a function of the
performance that is considered to exist on the product and the customer's expectations.
To get the advantage of every company demanded to be able to satisfy its customers,
so the management commitment to improving the quality of the product is achieved
A

Satisfaction is a physiological response, feeling of pleasure or disappeirtment of

perfectly.

someone who appears after comparing the perceptions or im}%@ns on the

performance (result) of a product and its expectations before® ah@gtg\r consuming the
product or service*?. Consumer satisfaction or dissatisfac@&% consumer response to
the evaluation of the perceived mismatch bet e@revious expectations and the
actual performance of the product perceived afterits use®!. Customer satisfaction is an
after-sales evaluation where altematé}h& atives are at least equal or beyond
consumer expectations, while dis(s%action arises when the outcome does not meet
expectations2. Thus, it can&%ﬁcluded that the definition of consumer satisfaction
is the response of the @i&r shown by the consumer by comparing the performance

or the perceived@ to the expectation.

Custom%%faction is defined as the key to achieving goals in the service

ent, it involves around needs and demands of customers by exceeding
them?®?. Customer service is an encounter between two or more people, while the
result is positive or negative. Customer service is intangible, personal, and difficult to
measure. It is an activity that everyone experiences in their day-to-day life. Service
industries are the main industries that concentrate on customer satisfaction as they sell
service as a product. Service industries do not produce any products to sell to their

customers. The transaction between the people is measured, which is complex,
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personal, and subjective. Customer satisfaction not only involves providing best
service to customers but also depends on the employee's job satisfaction and emotions.
While speaking about customer satisfaction, consumers increasing knowledge and
capabilities pose challenges to business. Indeed, marketers connect to the customer by
analyzing the needs and educating about the service to develop the business.
Companies in the customer-centered industry have adapted themselves in lzuilding

customer relationships by skilled marketing engineering, and Technology pl%&;xrital

role in offering new ways to obtain customer satisfaction. ,%\

Customer satisfaction in a business strategy is a very crucial @o'ﬁent to maintain
retention and product repurchase®*. For an increased cus@? satisfaction companies
must sell ideas and methods after the completion @ll necessary documents, for
e.g. when a customer buys a car after takinga better look at the car and the engine
capacity, mileage and if there any scéc)@r nd, after checking all this measures
customer feel satisfied and interes{& post more question which makes the customer
comfortable, in other handw@company uses only build and sell method then the
customer will expect y'what's in the info of car and don't feel comfortable ask
question and t@er ence of customer wouldn’t be as better in the previous

situation, n@%ﬂs might end up in complaints in future and a bad customer experience.

By av®1 such practices, the company has high chances of getting customer loyalty
v@xtended life cycle of customer and building a positive word of mouth. When the
company's product and service are satisfied as per customer expectation, it makes the
customers to purchase frequently and recommend products or services to other

customers.

Customer satisfaction becomes higher when customer experience falls with customer

expectation. On the other hand, when compared with expectation, lower customer
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satisfaction is a cause of worse customer experience. Customer satisfaction from a
company can be improved in two ways. First, by improving the service to build better
customer experience and second by managing the customer expectation effectively.
The first approach is used in the organization to achieve great success. In the future,
companies will still need to make some adjustments for continuous improvement®.
Customer satisfaction reflects how well a service satisfies a customer’s ne§ds and
preferences®>. When talking about customer satisfaction as a subjective re%&,\t is
important to understand that the reality of a customer might be di .ﬁﬁom the
reality that the company perceives as real. Customer sat.isfa 'on,\ may also vary
between customers, depending on differences in terms of @customer satisfaction
actually is to them?®. Furthermore, customer satis‘f@n can be divided into two
different parts, the economic satisfaction aﬂt@?psychosocial satisfaction. The
economic satisfaction is the economic ’q@g customer gets from buying a product
or a service. The psychosocial jsatiSfaction is different psychosocial benefits
customers get from patroni%@%ﬁk; such as the location of the banks or how well

they are treated while cc@ ing the product or service?’.

Customer satisf@&gxtremely important because it is the way of getting feedback
from the @érs in a way that they can use it to manage and improve their business.
Cust %ﬁsfaction is the best indicator of how the business looks like in the future.
(@mer satisfaction helps in doing SWOT analysis that could help them to develop
their business in an advance and in a systematic way. Besides this, it will also help in
making the right decision to use the appropriate resources while manufacturing the
products. Similarly, it maintains the relationship with the existing customers and also
creates the possibility to acquire others?”. When products are bought customers expect

perfection instead of quantities. There are varieties of products that are similar in the
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market and sometimes it is difficult to distinguish which one is qualitative and durable.
This is the great opportunity for the business organization doing marketing of their
products and services to understand what exactly customers are seeking for. Customer
satisfaction is a key indicator of the marketplace that evaluates the success of the
organization. People have varieties of tastes and choices and therefore, satisfaction
also differs from one person to another. It also may vary the expectation of the

consumer depending on the option they may have, such as the naté}and

international market®®. ,%\

A technique for assessing the customer satisfaction should alsg\\& t go through the
international market procedure to meet the requirement 11%&33‘?10nally In the process,

granting the satisfaction to the customer in %@wal and technological aspects

have changed drastically. However, there i 1s tillno method of measuring customer
satisfaction. But the feedback from t@%& er can be taken as a crucial tool for
measuring customer satisfaction® @he other hand, it is cheaper to retain customers
than acquire new ones. To a customer’s cost lot of money. Marketing team

spends lots of money @1\ in convincing their excellence. Customer satisfaction is

a primary aim o evg mpany. Customer satisfaction ensures the customer wants to
return to 1@ e the service. Satisfied customers are more likely to recommend their
friend@n families which will help to grow the business. A totally dissatisfied
c&ner decrease revenue, whereas satisfied customer has a positive effect on

profitability.

The deployment of digital technology in broadcasting has transformed and
revolutionized the traditional approach to broadcasting®’. It has been responsible for
the ongoing transition from analogue to digital technology which has transformed the

conventional (radio, television and film) mass media, as computers and
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telecommunications are converging to create exciting new media forms*!. Digital
terrestrial television broadcasting is a technique whose technology is based on the
transmission of audiovisual media information by bit streams*?. Digital television is
presently an integral part of the information superhighway developed to deliver large
amounts of information at very low cost compared to analogue technology and can be
S

In the past, terrestrial television service in Nigeria was exclusively enjoye %he rich,

fully integrated into completely digital transmission networks.

who could afford regular subscriptions until 2010, when a Chinese Star Times
Group indicated an interest in exploring the Nigerian market )@{g'}ts arrival in the

A\

market, the brand did not only bring entertainment to Vié@ at affordable prices; it

also put competitors on their toes and gave riva b@ﬁ a run for their money*. The
ta

decision of the management of Star Times t low-income earners has not only

helped the brand to hold a large subséb}y\a e in Nigeria; but it has also forced a
major operator of pay television %&s in Nigeria — DSTV to review its operations
and unveil a new platform n%‘fe it compete the mass market with Star Times. This
allowed Nigeria to “5.84 million pay TV subscribers by year-end 2015,
surpassing the @ll on subscribers in South Africa, thereby making Nigeria the
largest p @lsion market in 2015%. The success of terrestrial television service-
provi@s uch as Multi-Choice Limited in Nigeria has come, in large part, as a

@quence of the implementation of effective marketing strategies®.

Digital technology was introduced by MultiChoice to the African continent with the
launch of DSTV in 1995%. Viewers are faced with a steadily developing artillery of
streaming services that rival the offering provided by DSTV which can prompt

viewers to churn to other content providers such as Netflix, Amazon Prime and Apple
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TV#. The increased competition combined with a global pandemic has had a direct
impact on the customer base of DSTV*3. Despite the business achieving sound results
in a difficult time the revenue of MultiChoice has declined by 3%. The media
landscape has permanently been altered and that video streaming services account for
a larger share of the overall media consumption as compared to previous years. The
past few years have seen a dramatic switch from analogue home enterta.linment
towards internet-based behaviour, which has allowed for video streaming sé’;}s to
thrive*. These streaming services are fundamentally changing the 'e. }gﬁabits of
consumers requiring media and content owners to transform thei ra;segies in order to
survive. Covid-19 lockdowns intensified the effect of V!@(reammg services on

DSTV, negatively impacting revenue generation®’. * ,\Q
>

Television entertainment are programmes, gts or channels that enjoy, amuse,
delight and sometimes even enlighten@e;}fewer. Television is one of the most cost-
effective media that performs mu@functions which include messages that inform,
educate and entertain the&}ral public, not only locally but globally®'. While
producing video, audi %)(;}her rich media is easier than ever, as is commenting, the
true value lies i@%ihty to take that content and put it in a public place that can be

&

seen by s$°2. Television, which was once used as a centre-piece in each living
1o @V&Wious households, has now evolved not only in terms of programming, but
ﬁn terms of accessing content™. There are five types of television platforms,
namely satellite, cable, internet protocol, terrestrial and digital terrestrial>*. The rapid
changes in the television industry have consistently been caused by competitive
changes in the environment®. With the Covid-19 pandemic these competitive changes

have been accelerated as consumers were lock up in their respective homes for an

extended period of time*®. The pandemic was a total lifestyle change for everyone and
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that consumers will always gravitate towards those changes in media consumption
that appeal to them the most. When a product is part of a broader modular system like
the television, interdependencies and shifting bottlenecks can impose new
functionality and/or performance requirements®’. New technology invades an industry
when the old technology is approaching its performance limits. A scholar asserts that
this can be due to the shift in societal preferences which is also a contributing f?g?r

for media houses to become dependent on the latest entertainment a@edia

technology>>. ,%\QO

Organisations offering television services need to re-focus 5@3&/alty concept in
order to preserve loyal customers, who are consider.ed &@or market success®*. In a
review, it was found that since the start of cable lc@n broadcasts in the 1950s, the
main goal of network television was to imq&t ¢ network broadcast signals of rural
households®®. After the dawn of the @@mium, talks about the death of television
was an extremely worrying deba(@brding to a report in the’®. However, a scholar
highlighted the evolving statys of television, which has extended beyond the
traditional television @f'@' As such, watching television in a linear fashion is
changing for maQ,)@one is now in more control of what we watch. People subscribe
to cable @wn just as much as any of the previous generations did and that
geQr@ this cohort are viewing television five times more than through streaming

contént®!. In light of this, the future of traditional television was viewed as extremely

grim as video services are moving from hardware to software®2.

Television is the primary device of choice for viewing video across all generations,
but its leadership status is highest among older consumers®®. A scholar believes that

younger generations want to define their own viewing experience, hence their mixing
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of traditional and self-produced content and the enjoyment of it on the device of their
choice®?. On the other hand, it was believed that media use among the younger
generation has increased significantly; such media include television, computers, and
smart phones®. In the era of media convergence, the internet must also be taken into
account, not only for the ready access to information which it gives, and its
unprecedented capacity for social networking, but also as a means of delivefingbﬂ‘le
traditional media of print, radio and television®. Today, people across the %& use
electronic devices for three primary purposes: relationship buildi .%?ﬂtaining,
information gathering and entertainment viewing®. The s;hif «streaming  video
services may seem inevitable, however the media and ente@’ent industry is facing
another challenge as the previously profitable busﬁ\@model of paid subscriptions

used by cable and satellite-based pay TV brand@%&s is no longer relevant®.

Subscription services, such as DST@} considered indulgent subscriptions and
customer attrition for these subscﬁ@séhs is a real risk®. This is evident in the loss of
DSTV Premium Package ?*g);ribers, majority of which have downgraded their
subscriptions due to o?ly performing economy®’. Indulgent subscriptions have
to keep their c@wrs engaged through continual new and interesting product or
service O e@s“. Beyond providing great content, subscription brands have to
%@a ditional benefits to retain their customers by treating them more like valued
members of a club, delivering more value and creating increased loyalty®. Indulgent
subscriptions rely on customers who choose to keep their services and when the
customer no longer feels that they are receiving value they tend to cancel or
downgrade their subscriptions®®. In Namibia, MultiChoice’s DSTV has been criticized
for repetitive programs, increased monthly payments, long queues when customers

visit the DSTV customer service centres, busy and unavailable call centres and poor
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signals during inclement weather, all of which contribute to poor customer

satisfaction and potential customer attrition®®.

In today’s fierce and competitive market, it is not enough for organizations to satisfy
their customers, but it is imperative to retain them. Customer satisfaction has been
recognized as an essential component of every company's marketing strategy,
ensuring market price and serving as the primary driver of long-term profit¢’

N
customer ensures a satisfied feeling after comparing the product or serv@%équired
with the level of expectation that they had before to purchasing the product or service.
Customer satisfaction and retention is key in the achiev'e@(} organizational
objectives’®. The authors went further to explain thaf c&i@%rs are valuable asset that

must not only be properly kept satisfied but als ()@in them. Satisfaction is said to

be an emotional reaction to what customers, éxpect and what they receive, including

the fulfillment of requirements and as@ﬁ .

>

Customer satisfaction spec@%esired consequence in the future to retention,

demonstrating a long-t relationship. Although customer satisfaction does not

'\
guarantee repur@%i plays a vital role in ensuring customer retention’. Thus,

customer sati$faction is critical to addressing the diverse needs of customers,
busines‘s%nd society’?. It is also critical to accurately measure customer satisfaction
er to design an effective marketing plan. This can be accomplished through
obtaining trustworthy customer input, which is critical for building effective
management methods. Managers may also be given the authority to execute

satisfaction enhancement projects.

Customer satisfaction was stated as an important indication of corporate performance

since it leads to repurchase behavior’. The concept of customer satisfaction refers to
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the perception of how happy, delighted or pleased customers are with a given
company's products or services. Satisfaction is defined as the reactive response to
fulfillment of expectations regarding interactions’>. Satisfaction has also been
recognized as one of the most important theoretical and practical issues for most
marketers and customer. Customer satisfaction is defined as a post consumption
evaluation of a product or a service which maybe high or low depending. orclbtfle
customers need have been met or not’s. Customer Satisfaction is also c%;}ﬂ as
customer’s perception of the degree to which the customers’ expe t. %\re been
fulfilled and how well a firm’s products, service, support angi engagement are able to

meet the customer expectations’’. This includes respondiq@ustomer queries and

issues. .»\Q
Customer satisfaction is a postconsum@aluative judgment concerning a

specific product or service. It is the result of an evaluative process that contrasts pre-
purchase expectations with pw@ons of performance during and after the
consumption experience. SM show that customer satisfaction may have direct and
indirect impacts on b@&esults”. The subject has gained a lot of attention from
researchers as \A@Qpractitioners across the globe. Customer satisfaction is seen as a
necessit Qiust be put in place for any profit-making organisation to achieve its
st (ijective. The issue of consumer satisfaction cannot be over emphasized

becatse it is a factor that must be considered in order to give room for consumer

retention’!.

In the service industry, strong emphasis is placed on the significant importance of
service quality perceptions and association between service quality and customer

satisfaction. Customer satisfaction is a collective outcome of perception, evaluation
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and psychological reactions to the consumption experience with a product or service’.
It is regarded as how consumers can get more benefits than their cost. Customer
satisfaction is a person’s feeling of pleasure or disappointment which resulted from

comparing a product’s perceived performance or outcome against his/her expectations.

2.1.2 Customer Retention

The concept of customer retention has gained much attention in both acac%;o\and
organisational settings in recent times”?°, It is primarily seen a 'h%ac‘uwty
aimed at minimizing customer defections. Customer reter{tio;&glso seen as an
activity that an organisation undertakes to avoid customegég isfaction”. As such,
an organization’s capacity to attract and retain cusfo@s is largely associated with
how existing and potential customers are satls@% its products and/or services on
offer. Customer retention places les is on the products and/or services
provided by an organisation®!. Q‘erefore a driving force behind loyalty
marketing, relationship ma etl@ d customer relationship management. Customer
retention is central to th% development of business relationships, and these
relationships de %alsfactlongo. It is, therefore, largely associated with service
orientation, r Q{[y of services, convenience, security of transactions, physical
awareness_a d responsiveness. Previous studies across several industries and sectors
@ound that the costs associated with customer retention is about 10% of the costs

8283 As such, customer attrition rate

related with acquiring prospective customers
should be minimized in order to retain and attract customers for a longer time to enjoy

economic growth.

Having a clear understanding and ensuring proper translation of customers’ needs

through quality lead to customer retention*. Customer retention has largely been
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defined as the set of activities and strategies adopted by various organisations to
minimize the number of customer defections®. This concept has, over the years,
become a key focus of organisations across the globe. As such, organisations which
are able to retain their customers have been found to enjoy competitive advantage,
high profit levels, high market share while improving upon their overall performance
A

Customer retention focuses on giving customers more than what they, e and in

levelsd6-85,

turn survive unhealthy competitions®’. Customers who are enfg% with their
organisations generate 1.7 times more revenue as compare@c}mal customers,

whereas, engaged customers and employees together gen@%A times more revenue

Q

than the norm. Arguably, customer retention @ r be achieved in isolation; it
quak

depends on various strategies notably total

A

sector strive to survive while remdinin®, cdmpetitive, the concept of customer

y management. As broadcasting

retention can never to underem{)& ed®®. In recent times, economic fluctuations
coupled with unhealthy bu&esg'énvironments have exposed broadcasting industries

to the need to adopt to ality management practices in order to remain competitive

while retaining Qi'r)gst mer base®*%,

Custor&ntion in the services sectors has largely been measured using

ns including value for money, customer acknowledgment, customer
satisfaction and customer trust’>’". Other studies have also adopted measures
including customer involvement, customer relationship and receipt of excellent

customer services’!%2

. Service quality is key to customer retention and thus are
significantly and positively correlated®®. Customer retention is the propensity of the

customer to stay with their service provider®>. Companies also need to be careful

about the technological comfort of their customers, for example, innovations, which
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are smartphone app only, may end up alienating rural customers, where smartphone
penetration is low, but on the other hand, prepaid card-based innovations will be a

major success amongst rural customers®.

Scholars identify non-linear and asymmetric effects that suggesting that customers’
evaluations of service performance are more sensitive to negative performance
(dissatisfaction) than positive performance (satisfaction), accordingly, focusi n
attributes for which customers are experiencing negative performance.ﬁrqg;% then
allocating resources to attributes for which customers are expe \ng positive
performance, can be far more consequential for improving \é&%:éy;ér satisfaction®’,
Even when aggregate retention rates are monotonicallxz)&p%easing, the individual-
level churn probabilities are unlikely to be d c@ig over time, as conventional
wisdom would suggest®®. The use of both traditiorfal and digital marketing resources
is associated with higher organizatio@%r ance, and customer retention efforts
implemented by a firm, along wi %nd promotional tactics, increase not only firm
profitability but also cusﬁ{eg)loyalty. Scholars also extend past findings by
theoretically integrati 1)size as a segmentation tool used to further evaluate the
role of marketinQe@r es on organizational performance and confirm that enterprise

reten

Q

Customer retention survives when the companies can fulfill customer expectations

size 1s a;i@éant moderator when explaining the relationship between customer

orientation and e-brand promotion®’.

and

additionally maintain it in long-term relationships to ensure long-term buying
decisions?®?%1%° The topic of customer retention is argued in business economics
commonly within the perspective of relationship marketing, which considers customer

relationships as one of the primary concerns with the long-term objective of
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101,102,103

developing and maintaining them Many previous studies indicated that

companies should always manage customer satisfaction to achieve the retention stage.

Customer retention is the art of building a long-term relationship with customers to
induce repeat purchase behaviour, positive word of mouth and buying of product
varieties from the same producer!®+!%, Ideally, it costs about five times as much to
attract a new customer than to maintain the current one’!. On the other hand, e;@ttg
customers are more likely to re-purchase and recommend, can easily %Ve the
mistakes of a company dealing with, are more likely to try new c@and are less
likely to switch to competing products in the market!®. T@u?tomer retention
practices have become a necessity for building strategi%@petitive advantage for

businesses!®. Markedly, customer retention'@&mcial importance to small

businesses given their resource limitationssf(: ommunicate their offers and do

aggressive campaigns to cultivate custQm&‘t

tions to purchase!?’.

Thus, customer retention is co d a strategic resource for small firms to form a
close relationship with theix%get customers!®, Basically, the capability to retain
customers may req@d ?dual skills to sense the market, determine market needs
and provide f%‘ appropriately. Hence, customers are more likely to stay longer
with a%% that can predetermine their needs and can match products and other

g programmes with the needs and requirements of the customers'?.
Customer retention refers to the activities and actions companies and organizations

take to reduce the number of customer defections!'?.

The goal of customer retention programs is to help companies retain as many
customers as possible, often through customer loyalty and brand loyalty initiatives’.

It is important to remember that customer retention begins with the first contact a
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customer has with a company and continues throughout the entire lifetime of the
relationship. Customer retention is the procedures used by businesses to keep clients
by offering them goods and services that make their lives better'!!. According to this
definition, the company's goal is to consistently offer clients long-lasting products.
Customer retention is frequently faster and, on average, costs up to seven times less
than customer acquisition, despite the fact that most businesses usually inve.st more

money in it. This is because they see it as a quick and efficient way t(@'@éase

income?”. ,%\QO

Selling to customers with whom you already have a relaﬁﬂr{% “Is often a more
effective way of growing revenue because companies d%‘&eed to attract, educate,
and convert new ones®. Long term clients sp @re money, refer more clients,
demand less of service providers' time, and, are~less price-sensitive’?. It has been
demonstrated that increasing custome{ét}e\ﬁ will boost profits because the cost of
acquiring new consumers is sev?@es higher than that of keeping existing ones.
Similarly, it was argued t iQ)order to enhance the retention of customers, it is
essential for hotel ¢rs to understand the relationship between customer
satisfaction and@&n r retention!'2. Customer retention occurs when a customer
consists% hases the same product over time. Customer retention is defined as

taking-place when "the customer continues to purchase the product or service over a

s@w period" for goods with short purchase cycles’”.

Customers are said to be retained for products with lengthy buy cycles when they
express a desire to make a subsequent purchase of the good or service!'3. The
percentage of customers who were customers at the beginning of a period and were
still customer at the end of the term is known as the customer retention rate. However,

some studies caution that in situations where clients use multiple businesses at once,
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alternative, more complex definitions may be more applicable!!'4!151!1 Measuring the
rate of customer retention over time, the rate of customer retention by market segment
in terms of the various services or goods provided, and the proportion of the
customer's wallet earned. A crude customer retention rate or a weighted one can be
used to calculate the customer retention rate, which must be measured and
controlled’!. Based on the drop or escalation in the number of customers_over a
certain time period, a scholar mentioned that a crude customer rete%‘&fq\rate
calculates the overall proportion of customers that the company k i@@eighing

clients based on the amount of their purchases, the weig»h\' q:tention rate is

calculated. . Q;&.%\

Customer retention is whenever a customer o®ot leave or switch to other
competitors'!®. Traditionally, the 4Ps marketing theory Price, Product, Promotion and
Place, otherwise known as tradition@\)ﬁle'ng or classical marketing approach
emphasized the acquisition of n{bib.\stomers as opposed to retaining them. The
perspective that customer ﬁﬁ&gn is more profitable and delivers more value for
business has grown “is still much prevalent in contemporary business
literature!!7:118:1 ,120%1 actual tangible effects of customer retention in the form of
higher pr: 1@ ity were first published by some scholars'?!. Although the benefits of
custer rétention differed depending on which industry was looked at, the main idea
wasythat acquiring customers’ costs more than retaining existing customers!2!:122,123.124,
The acquisition cost however, always declined the longer a customer stayed as a
customer due to recurring revenues. This principle of declining costs as revenue
accumulates would therefore promote more profits i.e. higher profitability. Even from

a value-derived perspective, customer retention has been proven to provide more

long-term value for the business rather than the initial acquisition'?. This value could
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be in the form of marketing and attracting new customers as well as promote

beneficial partnerships that could lead to increasing market share etc.

2.1.3 Total Quality Management Practices
Total quality management (TQM) is one of the quality-oriented approaches that many
organizations imply'?°. TQM has attracted scholars because of the growing diffusion

and acceptance in the business world. Especially over the two decades, TQN@&Cb‘Of
the most popular and durable management concepts. TQM is a holi i gement
philosophy that strives for continuous improvement in all functio o'f\ n organization,
and it can be achieved'?’. TQM is a multidimensional con @ﬁ@ having various
definitions, TQM consists of several activities. Di-ffw&g)researchers have adopted
different TQM activities for testing its A@Qn financial or non-financial
performance. These activities are man}t&?éxent leadership, role of the quality
department, training, employee relatio uality data and reporting, supplier quality
management, product sewiceé@gn, process management, strategic planning,

customer focus, informat'§1 te¢hnology and analysis, people management!2%.
'\

The concept of Qta)@%ty management can never be over-emphasized. Total quality
manage n@@ls with organisations ability to manage their products or services to
meet é%wr expectation attributes such as performance, conformance, endurance,
(@r, among others!'?%130131 " Ag such, TQM ensures that organisations are able to
produce products or provide services that totally meet their customers’ expectations.
TQM is a management approach to both short and long-term successes of
organisations through customer satisfaction'3>!3, It is based on participation of all
organizational members in ensuring improved systems, products, services and

culture'**. The concept of TQM is primarily defined and determined by customers;
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thus, acknowledges a customer-driven economy®. As such, focusing on continuous
process improvement to achieving high quality products or services is a key step to

satisfying and retaining customers of any organisation.

The TQM concept, therefore, suggests that any improvement made in any given area
in an organizational setting will help enhance “total quality” and invariably lead to
customer retention'3>!32, The goal of TQM can be achieved when organisatioﬂs{@pt
various practices including effective communication, management, ¢ '&fment,
teamwork, documented quality management system and cusf(%‘ focus and
satisfaction!3®132, Previous studies have revealed other prarct\){%y'\include process

management, waste minimization, employee devel Et and organizational

culture'?”138, The main objective of TQM is @%&ze and even exceed customer
fir

expectation by doing everything right for th ime to satisfy customers'*®. TQM
ensures that organisations including t{mj&t' g companies always meet or exceed
their customers’ expectations by (séiégly emphasizing on process measurement and

controls, reduction in wﬂb{%‘ﬂd reworks, production costs while increasing

production efﬁciency@'\
TQM is a m a&é?[ philosophy that focuses on work process and people with the
major @for satisfying customer and improving the organizational performance
%ing proper coordination of work processes, reducing waste and rework to
reduce cost and increase efficiency in production and service delivery'>!4, TQM
involves the proper coordination of work processes which allows for continuous
improvement in all business units with the aim of meeting or exceeding customer’s
expectations'*. It emphasizes on totality of quality in all facets of an organisation
with the aim of reducing waste and rework to reduce cost and increase efficiency in

production and service delivery.
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TQM is applicable to any organisation irrespective of size, and or motives, even the
public sector organisations have started adopting the ideology in order to make them
effective in meeting public demands!'#>!4, TQM is the management approach of an
organisation, centered on quality, based on the participation of all its members and
aiming at long-term success through customer satisfaction, and benefits to all
members of the organisation and to society. TQM is continuous improvemetlt i?btile
quality of all processes, people, products, and services of an organisati%’%\'l‘he
tenets of TQM are continuous improvement, top management leade .\g@nitment

to the goal of customer satisfaction, employee empowe nty, and customer

fOCUSl45’147. %&%\

The concept of TQM has been well accepted by g@ers and quality practitioners as
a change management quality approach!'*®, It éa vital role in the development of
management practices'*’. Some rese@e&}'a erted, it as an approach to improve
effectiveness, flexibility, and c@itiveness of a business to meet customers
‘requirements'>%151 Tt is als&{% as a source of attaining excellence, creating a right
first-time attitude, ac g efficient business solutions, delighting customers and
suppliers etc. it @@e educed from the various definitions that the implementation
of TQM r@(ﬂ'rganisations is aimed at achieving customer satisfaction and retention
an inyariably enhance organizational performance levels. The concept behind the
id@ﬁcaﬁon of TQM practices is to successfully implement TQM approach in the
organisation so as to achieve productive results with high level of customer

satisfaction by delivering enhanced quality products and services'>%!33

. Alternatively,
it can be said that the TQM practices are the building blocks of organizations

performance and must be addressed critically so as to implement TQM effectively.
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TQM is a widely used quality management system and the step toward achieving
results with zero defects. It was generated in the 1950s and has become more popular
since the early 1980s. It describes the attitude, organization and culture of a company
that tries its best to deliver products and services matching their customers’ needs'>*.
This management system plays a significant role in the long-term success of an
organization and it has an important aspect for improving the organi.zational
efficiency'”. TQM is a customer-based philosophy where the resourcesé;\lhess
processes, TQM practices and organizational performance culture .%or of a
company are managed and well-integrated to ensure customer tisfaction”é. TQM
companies focus on serving the external customers. Thu&%l\tomers expectations

and requirements are first known and understood. @s encourages companies to

produce high quality and reliable products/ser@ time with increased efficiency

and productivity. Hence, the sales and t I: @\st share will increase as well'”’.

Customer focus can s1gn1ﬁcant1}2.&mence the firm financial performance through
better understanding of cus requlrements which will lead to lower costs related
to additional consider: Jsuch as rework, redo, scrap and waste'*8. The ability of
customer focus @Qﬂ ute positively in the operations of a business was verified'’.
Meanwhi @ omer focus is associated with employee satisfaction due to its
strate%th t requires high participation and involvement from employees, especially
theNWuman resource that have regular and public interaction with the customers'®
Employee empowerment is very important to achieve the objective of customer focus
and managers need to work closely with the employees to make them feel appreciated
and valued by the firm'!. It is also considered as an essential aspect that contributes

to high levels of employee satisfaction!®?
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The main concern of TQM is the continuous improvement in all processes starting
from high level of planning and decision making up to the execution of the work. It
starts from the belief that defects and errors can be avoided and prevented.
Continuous improvement is a dynamic process that focuses on the relationships
between improvement programs, services, materials and organization’s customers,
suppliers, competitors and capital markets'%. Quality management environmer.lt needs
to be continuously monitored and reviewed!®*. While the improvement proqé;n\éver
ends. Thus, management under TQM must be supportive to th . %nent of
technology and management techniques'®. Scholars fl{%ﬂt@@ a continual

improvement framework that includes customer value co-@ship, customer value

focused strategic objectives, improvement knowledg’e@malization and methodology

S

Three theories will be used f&) the variables respectively. There are various

2.2 Theoretical Framework

theories, standards, modeNat exist on Total quality management, customer
satisfaction and cus@?etention. Having checked through the literature for
different theorierd models, this study carefully selects one theory for each of the
variabl heory selected for Customer satisfaction, the first dependent variable
1 tancy-Disconfirmation Theory, while the theory adopted for customer

retention, the second dependent variable is Commitment-Trust Theory. The theory

selected for Total quality management practices is Deming’s Theory of TQM.

2.2.1 Expectancy-Disconfirmation Theory

The expectancy disconfirmation theory was propounded by a scholar in the year 1980.

This theory is an important theory that can measure customer satisfaction with the
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perceived quality of products and services!'¢’

. The expectancy disconfirmation theory
has two main factors that entail perceived desire and performance in terms of
customer’s preference that are related to the pre-purchase period of a customer’s
initial expectation that is measured in the preference of total quality management.
Customer expectation could be positive or negative depending on the performance of
the quality of product or service expectation that has emerged or derived'®, However,
when a customer recognized and perceived a stronger performance on the %&}y of
products or service that is better than expectation, then a positi e. %ence or
disconfirmation is said to have occurred. Whilst, when a cystq%r,perceived a bad
performance than they expected about the quality of a g&@t or services, then a

negative disconfirmation will have emerged resulti@n dissatisfaction. Perceived

performance from positive disconfirmation Wﬂ@[o customer satisfaction, while

negative disconfirmation from the per@fomance from products and services
a

will not essentially enhance customeég satistaction!%170,

The theory of expectancy &aﬁon has been applied in many research to better
understand customer s ction to measure required expectations from a customer in
marketing resea@%o omic analysis, customer retention, and loyalty!67-171172.173,174,
The evol i(@x expectancy disconfirmation theory consists; expectations, perceived
perfogn e, disconfirmation, and satisfaction'®®. Expectations defined customers
antigipated preferences on what they expect from a product or service. The
expectancy disconfirmation theory has the ability to multiple approaches in the
purchasing process. The first approach indicates that customers have the initial desire
that is based on previous experience using specific products or services. The
expectation of this kind requires a repurchase process that is more of a reality to

customer satisfaction. Secondly, a first-time customer does not have a first-hand
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experience regarding the performance of a product or service being that it’s the first
purchase. However, the customer relies on consistent feedback from other customers
who have initiated a purchase. Perceived performance is discussed as customer
experience after using a service that can be good or bad based on customer
expectation. Customers with previous experience could hold a good desire from the
previous service they have received and can offer good pieces of information. to new

customers based on the performance received from the product or service. Q’S\

Disconfirmation is defined as the difference between customer initﬁ%‘ectation and
the actual performance received from the products or serﬁ@dﬁdisconﬁrmation
could be positive-negative, or simple disconﬁrrnatio@ . Furthermore, if the

performance of products or services can excee c@mer satisfaction, then positive
n

disconfirmation will lead to satisfaction ag ustomers. However, when actual

performance from a product or servicg is %‘\abl to meet customer satisfaction, then a
negative disconfirmation is said @wrge and will lead to dissatisfaction among
customers. When there 2&&) usual differences between the expectation and

performance from pro@ihd services, simple disconfirmation will have emerged —
orm

meaning percei@gf
W

Custom%%faction is a pleasurable fulfillment response. Dissatisfaction is an

ance is the equal expectation!®s,

rable fulfillment response. Customer satisfaction is the customer’s fulfillment
response to a customer experience, or some part thereof!®”. The “experience, or some
part of it” component of the definition suggests that the satisfaction evaluation can be
directed at any or all elements of the customer’s experience. This can include product,
service, process and any other components of the customer experience. The customer
might be pleasantly surprised or even delighted. This model assumes that customers

have expectations, and that they are able to judge performance. The expectations—
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disconfirmation model adopts a cognitive perspective on customer satisfaction. A
customer satisfaction paradox has been identified by expectations—disconfirmation
researchers. At times customers’ expectations are met but the customer is still not

satisfied. This happens when the customer’s expectations are low.

2.2.2 Commitment — Trust Theory (Morgan and Hunt)

This theory indicates that relationship commitment and trust are ei&'s@i‘al
requirements of a successful relationship!’®. The commitment - trust t .%Ve been
employed by scholars in numerous studies in areas such as ret ili'1\1 , banking and
finance, as well as tourism and hospitality!”7!178179, Altho%ﬁfﬁe variables have
been used across diverse industries, all these studies.cg@ commitment and trust as
key variables that are relevant to any sucw\sx@?elational exchange involving
suppliers, customers and employees!’s. W is theory suggests is that relationships
between organizations and their usg;é\rs would not be successful without the
presence of commitment and t %is implies that when organizations implement
measures to engage in a Menship with their customers, they must ensure the
presence of commit@ 'Strust since the relationship will not be successful without

those two dirqqld ions. Based on this assertion, this study theorizes that commitment

and tm%gey practices without which Multichoice Company will not be able to

@lly attract and retain its existing customers.

Commitment and trust are “key” because they encourage organizations to (1) work at
preserving relationship investments by cooperating with exchange partners, (2) resist
attractive short-term alternatives in favor of the expected long-term benefits of staying
with existing partners, and (3) view potentially high-risk actions as being prudent

because of the belief that their partners will not act opportunistically. Therefore, when
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both commitment and trust - not just one or the other-are present, they produce
outcomes that promote -efficiency, productivity, and effectiveness. In short,
commitment and trust lead directly to cooperative behaviors that are conducive to

relationship marketing success!'®.

Commitment is defined as an enduring desire to maintain a valued relationship'®!.
Their “valued relationship” corresponds with the belief that relationship comthj\t%,nt

exists only when the relationship is considered important. Similarly, the%%uring

S

desire to maintain” corresponds with the view that a committed p r wants the
relationship to endure indefinitely and is willing to work at @a'i\ning it. Though

fairly new in discussions of interorganizational relation@% commitment long has

Q

been central in the social exchange literaturelsz’m@arly, the major differentiation

of these exchange relationship types is tl&n al social trust and the resultant
s

commitment on the part of the in@

relationships!'8*. %v
P

Commitment also is VieweMritical in the literatures of organizational and buyer

'3

behavior. Organizatj commitment - one type of relationship commitment that is

o establish and maintain exchange

critical to the‘{gﬂ its internal relationships - is among the oldest and most studied
Variable@anizational behavior theory!8>186, In this context, commitment is seen

| because it not only leads to such important outcomes as decreased turnover,
higher motivation, and increased organizational citizenship behaviors, but it also
results from such things that can be influenced by the firm as recruiting and training
practices, job equity, and organizational support!37-188:18%,190.19L192 "Trygt s defined as a
willingness to rely on an exchange partner in whom one has confidence!8!. Trust is a
generalized expectancy held by an individual that the word of another can be relied

on'®. The literature on trust suggests that confidence on the part of the trusting party
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results from the firm belief that the trustworthy party is reliable and has high integrity,
which are associated with such qualities as consistent, competent, honest, fair,

responsible, helpful, and benevolent!'*,

2.2.3 Deming’ Theory of TQM

One of the widely known total quality management theories is known as Demgng’s
theory and it was propounded by Edward Deming!®>. The theory sug ng\}at if
organisations should focus on costs, quality could deteriorate an %cult to
manage!®®. The 14 points of management to achieve qualit‘&]!)eming’s theory
comprised: creation of constancy of purpose, adoption o%\hilosophy, avoidance
of dependencies on mass inspections, avoid aw':@ contracts based on price,
continuous improvement, introduce cutting-e@z job training, implement cutting-
edge methods to ensure leadership, ﬁéjé@f ocus, avoid communication barriers,
eliminate quantity-based goals, av@quotas and standards, support craftsmanship,
emphasis on training and e@én and finally ensure top management support and
commitment. It could b%dq:duced that; all the assumptions of Deming’s theory
emphasize on c@l})@ nagement across organisations!®’. For the purpose of this

study, co til@kﬁ improvement and customer focus will be adapted, reason being that

customersyare the major respondents for the study. Hence, the need for excluding the

c@welve metrics.

Deming’s theory is known for reminding management that most problems are
systemic and it is management’s responsibility to enhance the system in order for the
workers to do their job in a more effective way!*. Deming states that higher quality
leads to higher productivity, as a result leads to long term competitive strength. The
theory is that improvements in quality lead to lower costs and high productivity
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because they result in less rework, fewer mistakes, fewer delays, and make better use
of time and materials. With better quality and lower prices, a firm can achieve a
greater market share and stay in the market so that more and more jobs could be made
available. Continuous improvement consistently means "better and better quality, less
and less variation", which results from process management practices that bring forth

incremental improvements and innovations in processes, products, and services.
°

QD

TQM focuses on business process of continuous improvement to meet cus needs,
which has led to an increased emphasis on implementing TQM prf%&s in service
businesses and providing customers with high-quality semgh’\\» M is one of the
most well-liked continuous improvement systems for l{é&y and has a broad range
of applications®®. With respect to Shewart’s g&med at creating a cycle for
continuous improvement, the ‘plan’ phase Qes on preparing objectives and
actions!”. The ‘do’ phase focuses on\ﬁon and implementation of process
improvement; the ‘check’ phase f@s on ensuring quality against original plan and
finally, the ‘act’ phase em es on determining where changes are needed for

continued improvem @h’é theory ensures that continued improvement is achieved

by providing qv.@tbgf

should éu system appreciation, that is continuous improvement and customer

rvices to customers. The theory suggests that organisations

focus or er to ensure TQM while improving customer satisfaction.

23 Review of Empirical Studies

2.3.1 Total Quality Management Practices and Customer Satisfaction
A study was conducted to examine the impact of TQM policy on customer
satisfaction at Kenya Power and Lighting Company in Uasin Gishu County, Kenya®?.

Among its research objectives, the study assessed the various TQM practices at the
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company. The study wrongly adopted the exploratory design but gathered data from
395 respondents comprising both customers and employees. Data was gathered using
both structured questionnaires and interviews, however, the choice of SPSS in data
analysis was inappropriate. Regardless, the study found TQM practices to include
communication, continual improvement, organizational culture, employee
participation, leadership role, training and employee participation and empowerment.

A study in India’s banking sector was conducted to examine the effect \ on
customer satisfaction’”®. Among the various objectives, the stucf%}lished the
effect of multidimensionality of TQM on customer satlsg\ “in the banking
industry. Based on extensive empirical reviews, the Q%%y concluded that, TQM
implementation significantly improve customer sq@ctlon across sectors including
India’s banking sector. A scholar sought to a; se e practices of the concept and its
effect on organizational performanc&et)ﬁa enous Infusions Limited Koforidua,
Ghana?’!. Out of 120 populatlon% 22 of them were sampled of which data was
obtained through questlon ~ The study found out that some of the model
practices exist at the venous Infusion Limited (Intravenous) concluded that if
TQM practlcesQr'e) loyed effectively, it could improve upon organizational

performa:

rical study was carried out to analyse TQM practices on how they affect
customer satisfaction and loyalty with focus on the security industry?®?. The study
focused on 402 customers of the securities industry in cities of Hsin-Chu and Miao-Li
of Taiwan. Using the structural equation approach, TQM practices were found to be
significantly influenced by customer satisfaction and customer loyalty. Scholars
examined how strategic imperatives of TQM affect customer satisfaction and

organizational sustainability in today’s business environment?®*. More specifically,

53



the study examined the relationship between total quality management and customer
satisfaction in service industries. The study also aimed at evaluating the relationship
between top management commitments and customer retentions as well as to examine
the influence of organizational reputation on customer’s continuous patronage.
Relying solely on secondary data collected from various archival sources, their
findings showed that strong relationships exist between total quality management and
customer satisfaction in the achievement of organizational goals especia@ the
current dispensation of globalization and rigid competitions. Also : n how
TQM impacts on customer satisfaction in Malaysia's teleconzm aq'on sector found

significant impact of TQM on customer satisfaction?4, T@nensions used in the

study included focus on customer, quality 1mpf &en‘[ speed of access and

continuous improvement. @

A study was carried out to examine th@f after sales service (product delivery,

installation and warranty) on @ner satisfaction and retention with special
reference to LG electronics«k&dan, Nigeria®®. Primary data were collected from
110 distributors and mers of LG Electronics in Ibadan using close-ended
questionnaire. C@% 1east squares multiple regression analysis was used to analyze
the dat%@ It showed that the predictor variables (product delivery, installation

and @T

retémtion. Also, a study investigated the extent to which after sale features like

ty) were significantly joint predictors of customer satisfaction and

product delivery, installation of product, warranty/guaranty, customer support and
customer training influence customer loyalty in the home appliance industry of
India?®. Primary data were collected from a sample of 258 respondents in New Delhi,
India using structured questionnaire. Multiple regression in the Statistical Package for

the Social Sciences (SPSS) was used to test the null hypotheses developed for the
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study. The findings of the study revealed that all after-sale service practices tested
(product delivery, installation of product, warranty/guaranty, customer support and
customer training) had significant positive impacts on customer loyalty through

customer satisfaction in the home appliance industry of India.

Furthermore, scholars conducted a study to determine the impact of after sales service
(product delivery, customer support, product installation, warranty/guaranty, cﬁ&tﬁ@.@r
training and conflict resolution) on customer loyalty in the mobile phone-nidustry in
Delhi?"’. Primary data were collected from 500 respondents in Delﬁ%hg structured
close-ended questionnaire. The data collected were analyzed@'i’earson Product
Moment Correlation. Consequently, the findings rev%iqhat product delivery,

customer support, product installation, warra ty@;anty, customer training and
conflict resolution had a significant positiv Qact on customer loyalty, through
customer satisfaction, in the mobile Qh.o;;}'l ustry in Delhi. Similarly, an author
conducted a study on “After s@ewice, customer satisfaction and loyalty in
telecom sector?®®.” The pur;&% the study was to determine how after-sales services
such as delivery, i1 tion, product warranty, telephone/online supports, up
gradation, and @i t influenced customer loyalty with the mediating role of
customer tion. Primary data were collected from 204 respondents using an
onlin@as d questionnaire. The data collected were analyzed using structural
equation modeling (SEM). The results showed that after-sales service (delivery,
installation, product warranty, telephone/online supports, up gradation, and complaint)

had a significant positive influence on customer loyalty, through customer satisfaction

in the Pakistani telecommunications sector.

2.3.2 Total Quality Management Practices and Customer Retention
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An empirical review found six TQM practices to include customer orientation,
continuous improvement, quality measurement, organizational culture, human
resource management and leadership?”. Scholars concluded that process management
as a TQM practice is critical as it ensures error-free services in the most unique,
innovative and efficient manner?!°. Similarly, a scholar studied about TQM practices
in the Indian banking industry and found such practices to include customer focus,

social responsibility, human resource management, employee satisfactior@ top
management commitment’!!. A study found TQM practices to j . ployee
management and involvement, customer focus, lead?rs i "gnd continuous
improvement, among other factors?'2. Other studies found @’practices to comprise

continuous improvement, meeting customers’ requi@n s, reducing rework, long-

work thinking, increased employee involveﬁ%% teamwork, process redesign,

competitive benchmarking and team-bié;@}em solving?!3.

A study in the health sector wa(sbi ducted to identify the best practices of total
quality management for im&n%ﬂtationm. The study identified eight TQM practices
to include top mana nt commitment, continuous improvement, training and
education, orga@z&w culture, customer focus and satisfaction, teamwork and
participati léxt)urce management and process management. A study was conducted

to examing the effect of TQM on service quality in the banking sector!*

. Among its
re@ch objectives, the study investigated the TQM practices in the banking sector.
The study found TQM practices to consist of employee motivation and training,
monitoring customers’ requirement and management and ensuring top management
commitment and support towards TQM. Scholars found customer focus as a

dimension of TQM?'%. They observed that, customer focus the extent to which

organisations are able to meet and go beyond customer expectations. Customer focus
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enables organisations to give priorities to customers thus involving them in every
aspect of product and or service design and development in a bid to reduce quality
defects. A study also found TQM practices suggested in ISO 9001 certified Serbian
service organizations to consist of quality planning, leadership, employee

management, process management, customer focus and continuous improvement?'6,

A study which identified components of TQM among Spanish companie$§ @nd
strategic planning, data-based management, continuous improv @ﬂ, top
management commitment, human resources management, custor@cus, control
and supplier management and processes management?!’. Sé@{? also identified

S

some key quality management practices adopted in the %&1%1 educational sector to

Q

include commitment and involvement of top ﬁ@nt, quality culture, customer
ni

involvement, quality information and comm on?'3, Other TQM practices were
found to include total quality contro@& cumentation of quality management
system and quality vision an@ssion policies. A study found continuous
improvement as a TQM practi¢€'*®. Continuous improvement can be achieved in

areas of improving i@ﬂbture, encouraging internal promotions and integrating

information, cammumication and technology into an organization’s operational

activities;:. I—@dund other TQM practices to include quality vision and mission

polici@p icy development associated with TQM and recognition and award of loyal
@ners.

A study was carried out to examine TQM practices and customer retention in Micro
and Small Enterprises in Nairobi City County, Kenya®'. The study adopted the
descriptive and cross-sectional designs to specifically assess TQM practices adopted
in the MSEs. Using structured questionnaires, both descriptive and inferential

statistical tools were employed in analyzing the study’s research objectives. The study
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found TQM practices to include top management commitment, continuous
improvement, employee participation, education and training, recognition and awards,
customer focus and process control. These practices were found to adequately explain

TQM.

A study to analyse customers' retention strategies and customer satisfaction in
Kenya’s banking sector focusing on Equity bank Thika branch?". Amo(@he
objectives, the study assessed the factors contributing to customer % ion in
Kenya’s banking sector and how these factors contributed to cﬁ%er retention.
Using the descriptive analytical tool, the study found corp% 'I'ﬁage, reliability,
bank stability and customer involvement among the k%’{;ltributors of customer
retention. The study concluded that, the adoptio q@fese factors improved customer
retention within the banks studied. Scholars™examined the factors influencing
customer retention in the banking se@m‘%\anam. The study focused on Ghana
Commercial Bank within the A%@Swedm Municipality. The study adopted the
descriptive research desigﬁ\ega used the simple random sampling to select
respondents. Self-admj réd questionnaires were also used to gather data from the
480 sampled c@s, although the study’s population size remained unknown.
Using th e@ion analytical technique, the study found switching barrier, customer

com et and customer trust as major factors influencing customer retention.

Q

Quantitative research by a scholar relied on descriptive statistics and found customer
satisfaction, customers’ perceived value, perceived corporate image, perceived
competitive advantage, switching costs, complaints handling, service quality and
customer loyalty as some factors affecting customer retention in Barclays Bank of
Kenya??!. The study concluded that, service quality, corporate image and competitive

advantage were the major factors influencing customer retention in the selected bank.
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An explanatory study was also conducted by to analyse the determinants of customer
retention among Tanzania’s commercial banks??2, Among the various determinants,
the study found key determinants to include product quality provided by the banks,
customer satisfaction, customer service as well as price of banks’ products and
services. The study concluded that banks should place much emphasis on
determinants such as product quality, product price and product augmentation in order

to ensure customer retention. %&\

Scholars carried out a quantitative study which analyse the determﬁ%of customer
satisfaction among banks in the Haryana State, India®?’. Ush@rﬁndom sampling
technique, data was obtained from some selected resp@%s. questionnaires were
then administered to them and the data obtain @\analyzed using the mean and
standard deviation scores. The study fo ctors contributing to customer
satisfaction to include clearly deﬁ@%i ies, creativity, approachability and

friendliness, communication. @ factors found included competence,

responsiveness, competenc%&gcess.

A study focused on@r?g how service quality impacts on customer retention in
the airline in% f Bhutan®2. The study found service quality to play a key role in
custome@tion. Similarly, a study also found service quality dimensions to
S affect customer retention in Ghana’s banking industry??*. Another study also
found service quality dimensions comprising customer trust, price changes, customer
satisfaction, level of customer involvement and effective communication to affect

customer retention's!,

A study was conducted to investigate the determinants of customer retention in the

banking sector using the survey research design'4. Both customers and employees in
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banks located at Indore City participated in the study of which questionnaires were
used to obtain data from them. The study focused on determinants comprising
responsiveness, price, reliability, security, service orientation and customer
satisfaction. Other determinants consisted of physical appearance, customer
engagement, loyalty program, corporate image and customer retention strategies.
Using the descriptive statistical tools comprising mean and standard deviation(btile
study found major determinants to include responsiveness, price, securit%@(rice
orientation and customer satisfaction. It was concluded that these d : 33@ enable

management and staff to easily identify customers’ expectati lq order to serve

them better and invariably ensure customer retention. ,&%\

A study was conducted to analyse the fa%@ecting customer retention in

Tanzania’s Commercial banks. The study focused on customers of Azania bank,
i

Arusha!®. Using the case study rese@hjd,cxﬁ

customers using primary data coll@ instrument (structured questionnaire) whereas

n, the study obtained data from 132

selected employees were in%%ed. Using both descriptive and inferential statistical
tools, data obtained w, nalyzed. The study found that, factors affecting customer
retention at the@r&n uded customer satisfaction, service quality, customer trust,
switchin e@ factors and customer commitment. The study concluded that service

deliv% stomer satisfaction, service quality and customer relationship affect

cusaner retention.

Scholars examined the benefit of TQM implementation in the Nigerian Airline
industry and gathered data using interview and questionnaire administered to 30
sampled workers in six airline companies??®. The study found that TQM is a strategic
tool for organisations which quest to remain competitive as the principle brings about

value addition in terms of operational efficiency, employee satisfaction, customer
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satisfaction, and even profitability. They also found that relentless pursuit of
improvement in service delivery bring about added value to customers by making the
organisation focused on satisfying customers’ needs. A work on customer retention
management application concluded that customer relationship management strategies
that promote business retention can provide significant advantages for an
organisation®?®. The study indicated it can contribute to the financial wellbeing of an
organisation. This helps identify how and why customers are satisﬁedé& an
organisation. CRM-retention also has significant advantages fi .&%\ers by
providing information which helps them become more iI.lfO d.\CRM-retention
programs must include a customer-centric management ap@[ which identifies and

segments profitable customers, while fostering satisfa@ and loyalty.

In the Netherlands, scholars almost reached @conclusions where they found that
c

quality implementations have a positi@

has much better effects on the e@ﬂ business performance than ISO 9000%%7. A

on product quality and the brainwave

study evaluated the effec&&total quality management practices on business

performance of man ufing firms in Pakistan®?,

Data through a structured
questionnaire was ained from randomly sampled 65 managers in the quality
assuranc d@men‘t. Descriptive statistics were wrongly used to demonstrate the
effec@ ifferent levels of TQM practices on business performance in terms of
findncial performance, product quality performance, customer satisfaction. The results

showed that the implementation of TQM significantly affect business performance in

these manufacturing firms.

A study examined the effect of TQM practices on performance outcomes of service
companies in Spain??. The study obtained data from 72 service companies in Spain

and adopted the exploratory factor analysis. The study found TQM practices such as
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customer focus, top management commitment, process management and employee
knowledge and education to significantly explain operational performance and

service/product quality performance.

A study purposely examined the effect of total quality management practices on
customer retention at Unity Rural Bank?¥. It also examined the customers perceived
total quality management practices and determinants of customer retention at th@uk.
The study adopted the quantitative research approach, descriptive researc gn and
structured questionnaires to address the objectives understudy. Th y gathered
relevant data from 233 customers of the bank which wag\ ?)rocessed using
Statistical Package for Social Sciences version 24. Both %&;\?ﬁuve specifically mean
and standard deviation scores and linear regressi n@e employed in the study’s data
analysis. The study found continuous 1rnpr verient as the highest and major total
quality management practice perceiv %0

mers to be adopted at the bank. The

study also found service quality 5& key determinant of customer retention. The

study concluded that tota management practices play tremendous role in
improving customer ion at the bank. It was, therefore, recommended that,
management o ural Bank should continuously emphasis on continuous

1mpr0vle§ their processes, systems, strategies and policies by encouraging

creat d innovation among its staff.

A study examined how Jordanian hotels' customer retention rates were affected by the
service quality aspects (tangibility, reliability, responsiveness, assurance, and
empathy)?}!. The general managers of hotels in Jordan made up the study's sample.
Through a self-administered survey, a total of 162 respondents were contacted. The
data were analyzed using Smart PLS 3.3.9 software and partial least squares structural

equation modeling. The study's conclusions showed that Jordanian hotels' capacity to
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retain customers was impacted by factors including tangibility, reliability,
responsiveness, assurance, and empathy. This study significantly advances both
theory and practice. from an intellectual standpoint. This study's contribution to
practice is that by emphasizing the service quality dimensions (tangibility, reliability,

responsiveness, assurance, empathy), hotels can increase their customer retention).

The effect of strategic management practices on customer retention in Conﬂ@l

&study

Banks in Kenya was examined®*. Specific objective formed the basis 6%&

namely: To establish the effect of, strategic corporate governanc \practice on

customer retention in the commercial banks in Kenya an@t'ﬁeory used was

Agency theory. The total number of banks registered wit%&p%entral Bank of Kenya

is forty-three (43) hence a survey method a@@ . The questionnaires were
N

distributed to all banks and the managers an% partment heads were requested to

fill in. The total numbers issued was 1<3 &

a response rate of 86%. The que @aires were coded and fed into the SPSS. The

i6nnaires and 117 were returned, giving

data was then analyzed u&'{@qﬂescriptive statistics such as mean and standard
deviation. Inferential fics was used including ANOVA, correlation, multiple

regression meth@al tative data was used to put into categories based on themes

that wou% @gned to research objectives and would be integrated in the discussion
ndin

of th@

praetice were significant on Customer Retention.

gs. The findings of the study show that strategic corporate governance

Therefore, it was concluded that to increase customers the strategic management
practices must be adopted. Banks should ensure that strategic corporate governance
practice become their watchword. This will enhance efficiency and profitability and
encourage an environment for the cultivation of other attributes of corporate

governance. It should also promote accountability, transparency, healthy ethics,
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integrity and participation of stakeholders. Internal discipline and a strong operational
agenda rooted in corporate governance, strong leadership, strengthened by moral
questions bordering on integrity to carry out functions as appropriate should be put in
place. This study gave managers invaluable; insights on how to plan allocate and
enhance capabilities in ways that allowed them to achieve commercial banks
objectives in dynamic and competitive environment using strategic management
practices and customer retention strategy. Therefore, since strategic managerhent
practice could be of value, they were well advised to pursue customer ‘setention as

well as at a suitable level of strategic management practices.

A study examined the effects of social customer relationship management (CRM) on
customer happiness and customer retention?3. ;To~ashieve the study objectives, a
quantitative research method is adopted in this $tddy to examine the hypotheses by
using a survey questionnaire for the pdrpose 0f"data collection from the target sample
of customers of telecommunicatiog Yfirms working in Jordan. The instrument is
designed and customized tozconduct this study and meet the research objectives. A
total of 319 valid and g€hable responses are returned and they are analyzed using the
SEM approach through SmartPLS3 software to examine the hypotheses. The findings
reveal significant and positive effects of the most social CRM elements studied on
customer happiness and the customer happiness influenced customer retention. The
study’ contributes to the respective research field with further better understanding of
the role of social CRM to increase customer happiness and retain long term

relationships with them.

2.5 Conceptual Model
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Customer Satisfaction

Hol e Expectation

e Perceived Performance

e Disconfirmation of
beliefs
e Satisfaction

Customer Retention

e Commitment
e Trust

Figure 2.1: Conceptual Model

Source: Researcher’s work, 2023

The above conceptual framework showsAthe influence of total quality management
practices on customer satisfaction(and retention in Multichoice Company, Lagos
Mainland, Lagos State, Nigeria The model has three variables: Total quality
management practices,«Customer satisfaction and customer retention. Customer
satisfaction which \ig) the first dependent variable has the following measures:
Expectation Reéteeived Performance, Disconfirmation of beliefs, Satisfaction adopted
from expegtancy-disconfirmation theory!$®. Customer retention which is the second
dependent variable has the following measures: Commitment and trust adopted from
Commitment-Trust Theory of Retention'”®. The independent variable is Total quality
management practices, with continuous improvement and customer focus as the

measures adapted from Deming Theory of TQM!'%,

Furthermore, the conceptual model shows that hypothesis one will investigate the

influence of total quality management practices on customer satisfaction. Also,
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hypothesis two will examine the influence of total quality management practices on
customer retention and hypothesis three will evaluate the influence of total quality
management practices on customer satisfaction and customer retention in Multichoice

Company, Lagos Mainland, Lagos State, Nigeria.

2.5  Summary of Literature Reviewed . cb‘
From the above literature on TQM practices, it could be ded that
there exist some differences in the set of TQM practices from n. @Qﬂsation
to another. Different researchers have used different set (.)f Wpractices; thus,
there is no common set of practices for implementing @'across organisations
and sectors. It was also observed that many re&@ studies adopted different
set of TQM practices developed by differe@%rs and experts of quality for
successful implementation of TQM. ,@gitaﬁve study found TQM practices
.

adopted at SMEs in Palestine to i%' rocess management, customer focus, top

215

management leadership an@s\tn?& planning='>.

Some scholars carrie %; study to identify TQM practices and how they affect
customer satiszti'(y and loyalty?®. The study focused on 402 customers in the
securities 1 %try located at cities of Hsin-Chu and Miao-Li of Taiwan. The study
fo (GQ practices to include top management commitment, empowerment,
prodtct design, employee training, continuous improvement, process management
and customer relationship management. A study also found TQM practices suggested
in ISO 9001 certified Serbian service organizations to consist of quality planning,
leadership, employee management, process management, customer focus and
continuous improvement?'%. A study which identified components of TQM among

Spanish companies found strategic planning, data-based management, continuous
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improvement, top management commitment, human resources management, customer

focus, control and supplier management and processes management?!”.

Another study developed a model which shows the relationship between TQM
practices and customer satisfaction level particularly in Indian manufacturing context
through an empirical approach, where an empirical data were collected from a survey
of 260 Indian manufacturing organisations using a self-administrated question.{n£é34
The study has contributed a model of 10 TQM constructs. The data we @%ed and
hypotheses regarding individual TQM practices were tested using multiple regression.
In addition to that, structural equation modelling was 'uE\SQ (? determine the
relationship between TQM and customer satlsfactlon @&Prevmus researches have
been conducted mostly using single variable Total quality management
practices and customer satisfaction, TQM &es and customer retention, total
quality management practices and or@kﬁonal performance in telecommunication
companies, Public Limited Cov@@ and manufacturing industry. Most of these
studies were carried outside YAfpica and very few in Nigeria. This study is unique in
that no study has ~&S\Qd total quality management practices with customer

satisfaction aan:yQ)mer retention in Multichoice Company in Nigeria. Thus,

sugges@ worthy of investigation.
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This chapter focused on the study procedure and research methods. It showed the
method adopted by the researcher in conducting the study, the research design, the
elements or observation that were of primary interest to the researcher (study
population), the sampling technique or method used in drawing samples from a given
population, the instruments used in collecting data for the study, validity and
reliability of the research instruments, data collection, and analysis. . cb‘
2N
3.1  Research Design ‘%.\Qg)
Research design refers to the overall strategy or plan that .oﬁﬂhow a research
study will be conducted, including the methods, procedu@%\d techniques that will
be used to collect and analyse data'. It is a crucial as gof any research project as it
provides a structured framework for systemat@ investigating a research question
or hypothesis. The methods and proc c &e in research design are used to gather
and analyse data on the Variables@e in the research topic. This study adopted
cross-sectional survey rese{ih)%ésign, which enabled the researcher to locate and
administer copies of the%eqtionnaire to customers of Multichoice, Lagos Mainland,
Lagos State an@%% primary data for the study. Survey is appropriate because
not only oe&&allow the studying of a sample to represent the population, it involves
less tig d expenditure when compared with when studying the entire population.
Q
3.2  Population of the Study
For the purpose of conducting a study, the population is the broader group from which
a sample is obtained or a subset is selected?. The population of this study comprised
of Multichoice customers two main offices in Lagos, Lagos State, Nigeria; the offices

include Multichoice DSTV Ikeja GRA & Multichoice DSTV Surulere. The
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population of customers are over Five Million in Lagos Mainland, Lagos State,

Nigeria.

33 Sample and Sampling Techniques

The sample size is meticulously chosen as a percentage of individual cases for the
research to generate data representative of the general population and if the sa,m

carefully chosen, the sample statistics will be closer to the study's pop The
sample size is a condensed portion of the whole population that is aé%( to’respond
to the research questions. The sample size of this study was thr &%ﬁdred and eighty-
four (384) being a pegged sample size for population ab&%one million, which is
made up of the two Multichoice offices in Lagos Mal@d Lagos State, Nigeria. This
sample size was gotten from Krejcie an(@rgan (1970)*. The sample size
determinant was shown in Table 3.1. .héen , the researcher successfully retrieved
two hundred and fifty-three (253) Questionnaires from the respondents; hence, the

data analysis of this studw%()g‘ased on the responses gotten from these 253

respondents. %03
Table 3.1: Tab@egermining sample size of a known population

N SC\'N S§ N S N S N S

10 ‘?ﬁ 100 80 280 162 800 260 2800 338
15 Q 1 110 8 290 165 850 265 3000 341

19 120 92 300 169 900 269 3500 346
2 24 130 97 320 175 950 274 4000 351
30 28 140 103 340 181 1000 278 4500 354
35 32 150 108 360 186 1100 285 5000 357
40 36 160 113 380 191 1200 291 6000 302
45 40 170 118 400 196 1300 297 7000 364
50 44 180 123 420 201 1400 302 8000 367
55 48 190 127 440 205 1500 306 9000 368
60 52 200 132 460 210 1600 310 10000 370
65 56 210 136 480 214 1700 313 15000 375
70 59 220 140 500 217 1800 317 20000 377
75 63 230 144 550 226 1900 320 30000 379
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80 66 240 148 600 234 2000 322 40000 380
85 70 250 152 650 242 2200 327 50000 381
90 73 260 155 700 248 2400 331 75000 382
95 76 270 159 750 254 2600 335 1000000 384

Source: Krejcie and Morgan (1970) Sample Size Determination Table

This study employed a purposive sampling technique. Purposive sampling is a non-
probability method for obtaining a sample where researchers use their expertise to

choose specific participants that would help the study meet its goals. &

34 Description of the Research Instrument ‘il

The instrument used was tagged Total Quality Managenfe{(}%gtices, Customer
Satisfaction and Customer Retention Scale (TQMP.Cs&é:ale). Questionnaire was
adopted as the appropriate research instrument @urvey. The questionnaire was
designed in such a way that it woul(.i faﬁitate the desired responses from the
respondents bearing in mind the ob'e%\)f the study. The questionnaire contained
scales that measured various con of the research model. The questionnaire was

divided into four (4) secti(Nth focus on the variables of the study. The sections

were: A, B, C and D. ,@”
Section A el'&jnformation on demographic characteristics of the respondents which

was selfxdeveloped. These includes: gender, age, marital status, educational

c@caﬁon, and years of patronage.

Section B elicit information on customer satisfaction scale with 18-items. The items
were adapted from existing literatures on Customer Satisfaction**. The Cronbach
Alpha value will be recorded. The scale has a four-point Likert scale with ranked
options: 4 = Strongly Agree (SA), 3 = Agree (A), 2 = Disagree (D), 1 = Strongly
Disagree (SD). Examples of items are: The organization give easy-to-understand
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instructions on how to use the product; The organization answer my questions quickly
and correctly, to give me the information I need to make my buying decision; The

service offered by the company exceed my expectations.

Section C: This is Customer Retention scale with 8-items. The items were adapted

from existing literatures on Customer Retention®’. The Cronbach Alpha value will be

recorded. The response options provided in this questionnaire followed the i t
response format of 4 = Very High Extent (VHE), 3 = High Extent Low
Extent (LE), 1 = Very Low Extent (VLE). Examples of items inclu ou and the

company respect values of keeping promises and re@j ; Interpersonal

relationships between you and the company are base Q%’{toyalty, commitment and

openness. QQ

Aj\/lanagernent Practices with 15-itmes.

Section D elicit information on Total
The items were adapted from em%? iteratures on Total Quality Management
Practices®. The Cronbach ph@% recorded. The scale has a four-point rating scale
with ranked options: 4 = tr%)ngly Agree (SA), 3 = Agree (A), 2 = Disagree (D), 1 =
Strongly Disagr %Qxamples are: Problem-solving and continuous improvement

processes 1s sed on facts and systematic analysis; Customers give feedback on

quality a hvery performance.

Q

3.5 Validity of the Research Instrument

The supervisor and other professionals in the field of Office and Information
Management determined the face and content validity of the questionnaire. The
project supervisor and other professionals in the field of Information Management got
copies of the instrument for review. In order to identify the researcher’s statements

that were awkwardly phrased and those that did not align with the study’s objectives,
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these specialists examined the instrument. In addition to the supervisor’s comments,
the final edition of the questionnaire was taken into account the opinions and

observations of these specialists.

3.6  Reliability of the Research Instrument

The researcher subjected the questionnaire to a reliability test to check the in\e&al
consistency of all items measuring each variable in the study. The re.liab'l%&of the
instrument was tested through a pilot study using thirty (3 Qe@ of the
questionnaire which were administered to Multichoice Custo "Kuto, Abeokuta
South, Ogun State, Nigeria which was not part of theéi\. Data obtained were
subjected to Cronbach’s Alpha reliability test to 6@1 internal consistency of the

items. The result produced a Cronbach's Alphawalue of 0.83. The values mean that

each scale used for this study was relia&j\\i

3.7 Method of Data C(gj@'

A primary data was c lec"g to address the objectives of the study through a
structured questi I@%l ine with existing literature. This instrument is appropriate
with a cross-sgctional survey design mainly because it supports the collection of data
regardiﬁ%gopinions and perceptions of respondents at a point in time on current
QAn introductory letter was obtained from the Head of Department of
Information Management, Lead City University, which was addressed to the General
Manager, Multichoice Lagos Mainland, by introducing the survey and the researcher.
The letter described the reasons for the survey and soliciting the customers’ assistance

in promptly filling and returning the questionnaire. The copies of the questionnaire

were administered by the researcher and with the help of two trained research
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assistants, who were trained for one day so as to ease the administration and retrieval

of the questionnaire.

3.8  Method of Data Analysis

The researcher analysed the data using the descriptive and inferential statistic. The
use of the descriptive statistics is appropriate because it helps to describecand

&

summarize data in terms of frequency distribution, mean, standard .de\é%x: and
percentage of response about variables under study, thereby a ifg “research
questions 1-3. To test the hypotheses formulated, inferentia a%ysis was used to
analyze null hypotheses one to two using regression an%%\All hypotheses in the
study were tested at 0.05 level of significance. Th@collected for the study were

analysed using Statistical Package for Social Sci s (SPSS), Version 24.

NG
S
S

N
QQ%Q
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Chapter Four
Results and Discussion of Findings
This chapter deals with the presentation of data, corresponding analysis and the
summary of findings of the data obtained from the online survey. The descriptive
analysis of demographic data and participants’ responses obtained from the online
survey using tables, frequency value, percentage, mean and standard deviati;tx e
interpretation of each research question was underneath each table; bhe@theses

tested outcomes were analysed beneath each of the null hypotheses’ es while the

discussion of the findings followed thereafter.

Table 4.1: Questionnaire Returned Rate . 66
Questionnaire Administered ]“{?q\%cyy Percentage
Projected Sample Size 354 100
Successfully administered and retrieve N '@ 253 71.5
Rejected for not properly filled 'é’ 15 4.2
Administered but unable to retrieébt 86 243

Total 354 100.0

4

Source: Field survey 0%)’3

Q

In Table 4.1\{[‘ 1s shown that out of the 354 questionnaires administered, 253

Q

questionnaires representing 71.5% were successfully retrieved; 15 questionnaires
enting 4.2% were rejected for not properly filled by the respondents while 86
questionnaires representing 24.3% were not able to retrieve from the respondents. The

data analysis of this study were based on the responses of 253 respondents.
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4.1 Demographic Data Analysis

Table 4.2: Demographic Data Analysis of Respondents

Characteristics Frequency Percentage

<30 years 28 11.1
31-40 years 56 22.1
Age  41-50 years 78 30.8
51 years and above 91 36.0

Male 108 427 &

Gender Female 145 5.7.3Qg)
Single 69 27.3
| A\

Married 157 %‘\\; 62.1
Marital Status Divorced %& 36
Widow : 62 4.7
Widower Q 6 23
ND : © 39 15.4
HND Q) 73 28.8
Educational g g¢. %é' 88 34.8
Qualification Masté%;() 31 12.3
O IS 22 8.7
( Q ityear 15 59
6\. 1 - 5 years 58 22.9
ears of 6 - 10 years 87 34.4
QQPa tronage |1~ 15 years 49 19.4
16 - 20 years 26 10.3
21 years and above 18 7.1

Source: Field survey, 2023

Table 4.2 showed that most of the respondents (91) representing 36% were either 51

years or above. 78 respondents representing 30.8% were between the age of 41 and 50
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years; 56 respondents representing 22.1% were between the age of 31 and 40 years.
The least were 28 respondents representing 11.1%. The outcome proved there were
more elderly and matured individuals in this study. In this study, the female
respondents (145) representing 57.3% were more than their male counterparts (108)
representing 42.7%. The outcome showed that there were extra 37 female respondents

A

One hundred and fifty-seven respondents (157) representing 62.1% were mé& 69

representing 10.5% in the study.

respondents representing 27.3% were singles; 9 respondents repr: @@.6 were
divorcees; 12 respondents representing 4.7% were wid ;.\6 respondents
representing 2.3% were widowers. The outcome showed @[e study had more of

married individuals who were even more than half @e respondents. Most of the

respondents (88) representing 34.8 were B.S@s; 73 respondents representing

28.8% were HND holders; 39 responci;@wsenting 15.4% were ND holders; 31

respondents representing 12.3% we%' sters holders while others (22) respondents
representing 8.7% did t @i:gose their educational qualification or their

qualifications were not l*ﬁdﬂin the options provided.

Most of the r@ents (87) representing 34.4% agreed that they had been
patronizin é}ltichoice for between 6 and 10 years; 58 respondents representing
%@d been patronizing the company for between 1 and 5 years; 49 respondents
représenting 19.4% had been Multichoice customers for between 11 and 15 years; 26
respondents representing 10.3% had been with the Multichoice for between 16 and 20
years; 18 respondents representing 7.1% were Multichoice customers for 21 years or
even more; while 15 respondents representing 5.9% recently patronized the company.
The outcome showed that most of the targeted customers were loyal customers of

Multichoice due to their years of patronage.
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4.2

Presentation of Data

4.2.1 Research Questions

Research Question 1: What is the level of customer satisfaction in Multichoice

Company Lagos Mainland, Nigeria?

Table 4.3: The level of customer satisfaction in Multichoice Company, Lagos

Mainland
S/N Expectations SA A D SD Mean STDev.

1 The organization renders 69 81 54 49 26 1.63
quality customer service. 273% 32% 213% 19.4% ' '{\ '

2 There is quick resolution-time 38 21 96 98, ° Q)O 141
for complaints. 151% 83% 37.9% 3@ '

3  The organization answer my . "
questions qui.ckly and 73 102 3 )\\a 9
‘correctly', to give me the 30.8%  40.3% @4% 15.4% 2.87 1.69
information I need to make
my buying decision. : »\Q

4 1 enjoy easy experience with Q
the communication platforms 88 >3 31 2.89 1.70
. S . 34.8%~31.2% 21.7% 12.3%
in Multichoice Limited. Qj‘{&

e e e RN 9 2 3
h 38.3% 43.1% 83% 10.3% ' '

ow to use the produgt.
Average Mean 2.70 1.64
Perceived Perfor%nge

6  The company Qﬂ product 94 99 32 28 3.00 174
and se é formation 37.2% 39.2% 12.5% 11.1% ' '
correcﬂ‘v.\:@

7 %s are willing to help 92 107 28 26 3.05 175
when there is question or 36.4% 42.3% 11.1% 10.2% ' '
%blem.

The company keep promises 79 76 49 49 273 165

8 and commitments for their 31.2% 30% 19.4% 19.4% ' '
services.

? The company is trustworthy. 32(1% 297.2% 225.3% 1 643% 2.77 1.67

Average Mean 2.89 1.70
Disconfirmation of Beliefs

10 Overall, most of my 101 98 31 23 3.09 176

expectations were confirmed. 39.9% 38.7% 123% 9.1% ) )
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11 My experience with
purchasing from the company 26 33 96 98 1.95 1.40
was better than what 1 had 10.4% 13% 37.9% 38.7% ' '
expected.

12 Overall, purchasing from the 106 114 20 13 394 1.80
company was not risky as 41.9% 45.1% 7.9% 5.1% ' '
expected.

13 I have good impression with 49 59 84 61 738 154
the service provided. 19.4% 233% 33.2% 24.1% ' '

Average Mean 2.{\ 1.62
Satisfaction Q)

14 1 feel satisfied with the 108 97 31 17,° %7 |78
products/services offered by 42.7% 383% 12.3% 642 '
the company.

| 2\

15 The service offered by the 59 60 69 )\\a 5 245 1,56
company exceed my 23.3% 23.7% 27 % 25.7% ' '
expectations. . QQ

16 1 feel satisfied with the \
relationship between me and 29 81 i 2.04 1.43

11.5% o 32%  37.5% ' '
the company. . \ﬂ

17 1 feel satisfied after each visit 8\ 70 63 33 )23 1.68
to the company. &;.4% 27.7% 24.9%  13% - '

18 Overall, I am satisfied & 31 36 99 87 204 | 43
the services offered. 12.3% 14.2% 39.1% 34.4% ) )

Average Mean 2.51 1.58

S

Grand Mean = 2.69

ree (SA) = 4 points;, Agree (A) = 3 points; Disagree (D) = 2 points;
e (SD) = 1 point; Std. (Standard Deviation).

Source: Field

D s@ ule: The mean score or grand mean between 3.50 and 4.00 = Very Good
( between 2.50 and 3.49 = Good (G); between 1.50 and 2.49 = Fair (F); between
1.00 and 1.49 = Poor (P).

Table 4.3 showed the level of customer satisfaction in Multichoice Company, Lagos
Mainland, Nigeria. The scales used in measuring the customer satisfaction level were

— strongly agree, agree, disagree and strongly disagree. In this report, strongly agree

and agree and disagree and strongly disagree responses were merged to become agree
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(D) and disagree respectively. The results showed that 150 respondents (59.3%) and
103 respondents (40.7%) agreed and disagreed respectively that Multichoice renders
quality customer service. 59 respondents (23.3%) agreed and 194 representing 76.7%
disagreed that there was quick resolution-time to their complaints. 180 respondents
(71.1%) agreed and 73 representing 28.9% disagreed that Multichoice answers their
questions quickly and correctly influencing their buying decisions. 167 resp.on?gl‘ts
(66%) agreed and 86 representing 34% disagreed that they enjoyed easy e@*}&nce
with Multichoice communication platforms. 206 respondents (81.4% : q@ and 47
representing 18.6% disagreed that Multichoice provi.des,xaﬁy-to-understand
instructions about their services. The average mean of @’}iers’ expectations of

Multichoice was 2.70; it means expectations of custérg@ in Multichoice was good.

>

One hundred and ninety-three (193) resgon@s representing 76.3% and 60 (23.7%)
agreed and disagreed that service inf@éﬁon provided by Multichoice was correct.
One hundred and ninety-nine (1 spondents representing 78.7% and 54 (23.7)
agreed and disagreed that WChoice employees were willing to help them when
they sought for their %&&e. 155 (61.3%) and 98 (38.7%) respondents agreed and
disagreed resp%gy that Multichoice keep to her promises and that she is

committe @er services. 156 (61.7%) agreed and 97 respondents representing

38 0Qlisagreed that Multichoice is trustworthy. The average mean was 2.89;
just

ing that Multichoice customers perceived her performance to be good. 199
(78.7%) and 54 (21.3%) respondents agreed and disagreed that most of their
expectations were confirmed. 59 (23.3%) respondents agreed and one hundred and
ninety-four (94) representing 76.7% disagreed that their experience while purchasing
from Multichoice was better than what they expected. 220 (87%) respondents agreed

and 33 respondents representing 13% disagreed that purchasing from Multichoice was
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not risky as expected. 108 (42.7%) agreed and 145 (57.3%) disagreed that they have
good impression with the service provided by Multichoice. The average mean was

2.67 which showed that Multichoice customers’ disconfirmation of beliefs were good.

Also, the results revealed that 205 respondents representing 81% agreed and 48 (19%)
disagreed that they feel satisfied with Multichoice services/products. 119 (47%) and
134 respondents representing 53% agreed and disagreed respectively that Mulj e
services rendered surpass their expectations. 77 respondents (30.4%) r%@nd 176
(69.6%) disagreed that they feel satisfied with their relationships ‘v%ultichoice.
157 (62.1%) agreed and 96 (37.9%) disagreed that they only %ﬁsﬁed after their
visitation to Multichoice office. 67 (26.5%) agreed. a&@ﬁ (73.5%) disagreed that
they were satisfied with the overall services ichoice. The outcome proved
Multichoice customers’ satisfaction was go&t ¢ average score of 2.51.

However, the grand mean of Mult%(:l 'tlstomer expectations was 2.69; hence, it
could be inferred from the déciston rule that the level of customer retention in
Multichoice company, agg)s Mainland, Nigeria was good. It means average
Multichoice co @stomers expected best and quality service from Multichoice
company. H%% ultichoice company must not only satisfy their customers but also

to deligh by providing exceptional services.

QQ

104



Research Question 2: What is the level of customer retention in Multichoice
Company, Lagos Mainland, Nigeria?

Table 4.4: The level of customer retention in Multichoice Company, Lagos
Mainland

S/N  Commitment VHE HE LE VLE Mean STDev.
1  The company respect values of 47 61 81 64 736 154
keeping promises. 18.6% 24.1% 32% 253% )
2  Problems that arise are treated 29 59 66 99
promptly. 115% 23.3% 26.1% 39.1% 2‘0@1'44
3 In the future I intend to keep N %
9 1.48

! . . 30 75 60 8
the relationship with the 11.9% 29.6% 23.7% 34«%\

company.
4 lama loyal servi 88 75 51 \%'3’
am a loyal SCrviCe uscr.
34.8% 29.6% 2 83\ 130, 286 1.69

: 73 46 9 65
5 My preferech for this brand 289% 18 73%  25.7% 2.50 1.58
would not willingly change.
Average Mean 2.40 1.55

Trust .
6  Trust is very important in the 7%} 77 49 48 274 1.66
relationship with the compan 12% 30.4% 19.4% 19% ’ )

% 69 &3 58 43

7  Ihave full confidence in r%b, 270 L64
service provider. 273% 32.8% 22.9% 17% ' '

8 My service provideniss 65 81 63 44 266 1.63
trustworthy. Q'Q 257% 32% 24.9% 17.4%
C_) Average Mean 2.50 1.58

£ ({\a Grand Mean 2.45

Keys: Vi Extent (VHE) = 4 points; High Extent (H) = 3 points; Low Extent (LE), = 2
points; Very Low Extent (VLE) = I point; and STDev. (Standard Deviation). Source: Field
s 23

Decision Rule: The mean score or grand mean between 3.50 and 4.00 = High (H);
between 2.50 and 3.49 = Moderate (M); between 1.50 and 2.49 = Low (L); between
1.00 and 1.49 = Very Low (VL).

Table 4.4 showed the level of Multichoice customer retention in Lagos Mainland,

Nigeria. The scales used to measure customer retention levels were — very high, high,

low and very low. In this report, very high and high; low and very low were merged
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to become high (H) and low (L) respectively. The result revealed that 108 respondents
(representing 42.3%) indicated to a high extent that Multichoice respects the values of
keeping promises while 145 (representing 57.3%) indicated low. 88 respondents
(representing 34.8%) indicated high that problems arising were treated promptly;
however, 165 (representing 65.2%) indicated low. To high extent, 105 respondents
representing 41.5% indicated that they would keep relationship with Multicl.loice in
the future; in a contrary opinion, 148 respondents representing 58.5% indicé’d,\ow.
163 (64.4%) in high extent indicated that they are loyal service use . %choice;
90 respondents representing 35.5% indicated low. 119 respo.n(%e\)%@presenting 47%
in high extent indicated that their preference for Multic@would not willingly
change; in low extent, 134 respondents representiﬁg‘\g\go)had contrary views. 2.40
was the average mean of Multichoice custom@ mmitment which indicated low
(L). 156 respondents representing 61.7% o@gh extent, indicated that trust is very
important in their relationships wit@u choice; in other view, 97 (38.3%) indicated
low. 152 representing 60.7%, t@\ extent, indicated that they have full confidence
in Multichoice service; %‘[&e contrary, 101 (39.9%) indicated low. In high extent,
146 respondent 1@ ting 57.7% indicated that Multichoice is trustworthy while
one hundred‘é&d seven (107) representing 42.3% indicated low. The Multichoice

custome st average mean was 2.50 indicating moderate.

Q
ﬁ@grand mean of 2.45 showed that the level of customer retention in Multichoice
company, Lagos Mainland, Nigeria was low. It means average Multichoice
company’s customers are not committed to the company and they do not have trust in
the service provided by the company. Hence, Multichoice company would have to
pay more attentions to the plights of the customers and ensure they do not only satisty

them but surpass their customers’ expectations.
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Research Question 3: What are the prevalent TQM practices in place in
Multichoice Company, Lagos Mainland, Nigeria?

Table 4.5: The prevalent TQM practices put in place in Multichoice Company,
Lagos Mainland

S/N  Continuous improvement SA A D SD Mean STDev.

1 Multichoice has a culture of 88 108 34 23 3.03 1.74
continuous improvement. 34.8% 42.7% 13.4%  9.1% ) '

2 The company use cross- 84 103 45

functional teams to solve 332% 407%  17.8% 3% 2. % 1.73
severe problems.

3 Multichoice has informal \
benchmarking and other
forms of information ol 89 1.72
> o IEOTnaHo 36%  35.2% 17 4% 4’% 29 ‘
acquisition to identify best

practices for improvements .@

and opportunities.

4  Company processes are
transparent considerin 41 36 2.92 1.71
ransp £ 36 8% 162% 142% ‘
internal customers, process

input and output. Qj\\,

5 Multichoice uses self- &
assessment tools improve (‘b 103 29 22

performance gaps in the ©)739.1% 40.7% 11.5%  8.7% -0 176
implementation and
effectiveness of p
Average Mean 3.00 1.73
Custome Q

6  Clear and relevant service 99 75 34 45 590 1.70

sta daé@re in place. 39.1% 29.6% 13.4%  17.9%
7 Thégompany always

Q@ducts market research 103 78 39 33

for suggestions for 407% 30.8% 15.5% 13% 2.99 1.73
improving

products/services.

8  Customers give feedback 101 99 31 22

on quality and delivery 399% 391% 123%  8.7% 3.10 1.76
performance. ’ ) ) ’

9  Standards and complaints 109 111 19 14

procedures are B1% 439% 75%  55% o2 180
communicated to

customers.
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10  Customer feedback are

. 106 97 25 25
used to make suggestions 419% 383%  9.9% 9.9% 3.12 1.77
for service.
Average Mean 3.07 1.75

Grand Mean 3.04

Keys: Strongly Agree (SA) = 4 points; Agree (A) = 3 points; Disagree (D) = 2 points;
Strongly Disagree (SD) = 1 point; Std. (Standard Deviation). Source:  Field
survey, 2023 . (b‘
Decision Rule: The mean score or grand mean between 3.50 and 4.00 = V@ood
(VG); between 2.50 and 3.49 = Good (G); between 1.50 and 2.49 = Fair (Q;O tween
1.00 and 1.49 = Poor (P).
Table 4.5 showed the prevalent TQM practices put in place b @aﬁoice Company,
Lagos Mainland, Nigeria. The measurement sca}ex@ or TQM practices of
Multichoice Company were — strongly agree, a isagree and strongly disagree. In
this report, strongly agree and agree wefe sufamed as agreed (A) while disagree and
strongly disagree were merged as dis@(D . 196 (77.5%) and 57 (22.5%) agreed
and disagreed respectively that oice has a culture of continuous improvement.
187 respondents (73.9%) an. (26.1%) agreed and disagreed that Multichoice uses
cross-functional tea %@lve her severe problems. 180 (71.1%) agreed and 73
(28.9%) disagre@a Multichoice measures best practices for service improvements
and to s¢ %)re opportunities. 176 (69.6%) agreed and 77 (30.4%) disagreed that
i@ice processes transparent by considering employees, process input and output.
&9.8%) agreed and fifty-one (51) representing 20.2% that Multichoice improve
performance gaps by using self-assessment tools and practice effectiveness. 3.00 was

the average mean of Multichoice service continuous improvement as a measure of

TQM best practices.
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Also, 174 respondents representing 68.8% agreed that Multichoice has clear and
relevant service standards in place while 79 respondents (31.2%) disagreed. 181
(71.5%) agreed and 72 respondents (28.5%) disagreed that Multichoice always
conducts market research which suggest how to improve her products and services.
200 respondents (79.1%) and 53 respondents representing 20.9% agreed and
disagreed that they give feedback on Multichoice quality and delivery perfognance.
220 (87%) agreed and 33 (13%) disagreed that Multichoice communicates @rds
and complaints procedures to them. 203 (80.2%) agreed an .\ggondents

representing 19.8% disagreed that Multichoice uses customegeesdback to make

suggestions for her services. %\
&
&

With a grand mean of 3.04, it could be in@%m the decision rule that the
prevalent TQM practices (continuous i %%}\ent and customer focus) put in place
by the Multichoice company, Lagoﬁ&'gand, Nigeria was good. This means that the
continuous improvement i set@s(bdelivery by the Multichoice company and being

customer focused increa th'? evel of customer patronage in the company.
4.2.2 Téstgﬂypotheses

Hol ere will be no significant combined influence of TQM practices on
QQ customer satisfaction in Multichoice Company, Lagos Mainland,

Nigeria.

Table 4.6a: Regression Summary for the significant influence of TQM practices
(continuous improvement and customer focus) on customer satisfaction in

Multichoice Company, Lagos Mainland, Nigeria.

Model Summary
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Model R R Square Adjusted R Square Std. Error of the Estimate

1 0.501° 0.251 0.245 0.086

a. Predicator: (constant): TQM (Continuous Improvement and Customer Focus).

Table 4.6b: The significant influence of TQM practices (continuous improvement

and customer focus) on customer satisfaction in Multichoice Company, Lagos

Mainland, Nigeria. . (b‘
Anova GQ;&
Model Sum of df Mean F ‘%‘}U
Squares square A
'}
1 Regression  9.702 2 4851 115 ﬂ .000°
Residual ~ 10.511 251 0.042 ‘Z}
Total 20213 253 CQ
a. Dependent variable: Customer Satisfagti N¢
b. Predicators: (constant), TQM (Contiaugus Improvement and Customer
Focus).

Source: Field study, 2023 ( )\\) p-value is significant at 0.05*

-y

Table 4.6¢: The combined influence of TQM practices (continuous improvement and customer

focus) on customer satisfaction in Multichoice Company, Lagos Mainland, Nigeria.

Coefficients?

Unstandardized Standardized

Coefficients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 0.039 0.246 0.157 0.04
Continuous Improvement  0.042 0.243 0.208 0.171 0.00
Customer Focus 0.080 0.205 0.136 0.390 0.00

a. Dependent Variable: Customer Satisfaction
Source: Fieldwork, 2023

110



Table 4.6a, 4.6b and 4.6¢ reveal that TQM (continuous improvement and customer
focus) were potent predictors of customer satisfaction. The result was analysed using
the simple multiple regression. From the results in Table 4.6a, (R = 0.501%; R>= 0.251),
it was revealed that TQM practices significant influenced customer satisfaction in
Multichoice Company, Lagos Mainland by 50.1%. The coefficient of determination
(Adj. R?) of 0.245 revealed that TQM practice envisages 24.5% of the disp.arict‘;n
customer satisfaction in Multichoice Company, while the 75.5% diff%;}é’ in
customer satisfaction is described by other extraneous different fro .ki; mined.
However, the standard error of the estimate was 0.086 (&6%&1’@6 results of the
ANOVA (overall model significance) regression test are 5@ in Table 4.6b. They
indicate that TQM practices significant inﬂuél@ customer satisfaction in
Multichoice Company, Lagos Mainland. This"may)be explained by the high F-value
(115.500) and low p-value (0.000), bo ’@jch were statistically significant at the
95% confidence level. Consequel% e findings suggested that TQM practices

(customer focus and contin@ovement) of Multichoice Company are of value-
advantages to the organi&tiq{l.

Moreover, the @@% regression coefficients in Table 4.6c demonstrated that a
unit change Q ntinuous Improvement of Multichoice will result in a 0.042 (4.2%)
rise i]bth ustomer satisfaction of Multichoice services supposing other parameters
@1 constant. In addition, a unit change in Customer Focus of Multichoice will
result in a 0.080 (8%) improvement in customer satisfaction of Multichoice services
and it is subjected to relatively constant of other parameters. Customer focus has the
highest relative influence (p =0.080) followed by continuous improvement ( 3

=0.042). All the relative influence of continuous improvement and customer focus

were positive and statistically significant at probability values less than 0.05. Based
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on the result, (Adj. R? = 0.245, F(253) = 115.846, p= 0.000%), this study rejects the
null hypothesis one (Hol) which states that there will be no significant influence of
TQM practices on customer satisfaction in Multichoice Company, Lagos Mainland,

Nigeria.

Ho2 - There will be no significant relative influence of TQM prac@n
customer retention in Multichoice Company, Lagos Mainland, Nigeri%

Table 4.7a: Regression Summary for the significant combln %ni}uence of TQM

practices (continuous improvement and customer focus) mer retention in

QQ)
Model Sumzé@

Multichoice Company, Lagos Mainland, Nigeria.

Model R  RSquare Adjusted E‘@are Std. Error of the Estimate

N J
1 0.6082 0.370 A @ 0.165

a. Predicator: (constant): TQM @ces (Continuous Improvement and Customer

Ficas) WP
SN

Table 4.7b: ignificant influence of TQM practices (continuous improvement

and cus}o@)cus) on customer retention in Multichoice Company, Lagos Mainland,

N1ger6
Q Anova

Model Sum of df Mean F Sig.
Squares square
1 Regression 10.944 2 5472 115.846  .000b

Residual 11.856 251 0.047

Total 22.800 253
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a. Dependent variable: Customer Retention
b. Predicators: (constant), TQM Practices (Continuous Improvement and Customer
Focus).

Source: Field study, 2023 p-value is significant at 0.05*

Table 4.7c: The relative influence of TQM practices (continuous improvement and

customer focus) on customer retention in Multichoice Company, Lagos Mainland,

Nigeria.
Coefficients
Unstandardized Standardized
CoeffTicients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 0.044 0241 0.181  0.02
Continuous Improvement 4 547 (5733 0.191  0.197  0.00
Customer Focus 0.090  0.195 0.105 0462 0.01

a. Dependent Variable: Customer Retention
Source: Fieldwork, 2023

Table 4.7a, 4.7b and 4.7c re\%ﬂ’ed that TQM practices (continuous improvement and
customer focus) we@%‘? predictors of customer retention. The simple multiple
regression wa\s\‘ o analyze the results. Table 4.7a results showed that (R = 0.608?
R>= 0 Q was revealed that TQM practices significant influenced customer
r in Multichoice Company, Lagos Mainland by 60.8%. The coefficient of
determination (Adj. R?) of 0.364 revealed that TQM practices envisage 36.4% of the
disparity in customer retention of Multichoice Company, while the 63.6% difference
in customer retention is described by other extraneous different from those examined.
However, the standard error of the estimate was 0.165 (16.5%). The ANOVA result
(overall model significance) regression test as displayed in Table 4.7b revealed that

TQM practices significant influenced customer retention in Multichoice Company,
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Lagos Mainland with the high F-value (115.846) and p-value (0.000) and were
statistically weighted at the confidence level of 95%. Consequently, the findings
suggested that Multichoice Company should create an environment of quality,
customer satisfaction, and continuous improvement in order to boost customer

retention and establish long terms relationships with Multichoice customers.

In addition, the regression coefficient findings in Table 4.7c demonstrated tha@er

. . o &
parameters are constant in nature, a unit change in Contmuou%@@mnt of

Multichoice shall result to 0.047 (4.7%) will enhance cu‘s%me retention of
'\

Multichoice. Also, a little shift in Customer Focus of M@Qi e can lead to an
increase of 0.090 (9%) improvement of Multichqic@omer retention and it is
subjected to relatively constant in other paramg@'%'\e result revealed that Customer
focus has the highest relative influencg {&0.090) compared to the Continuous
Improvement which was (3 0.04%@;}vhile, the relative influence of continuous
improvement and customer f were positive and statistically significant at
probability values less tharM. Based on the result (R = 0.608; Adj. R> = 0.364,
F(253) =115.846, p@b’i this study rejected the null hypothesis two (Ho2) which

states that thﬁe‘ Il be no significant influence of TQM practices on customer

retenti@ltichoice Company, Lagos Mainland, Nigeria.

Q

4.3 Discussion of Findings

4.3.1 Level of Customer Satisfaction in Multichoice Company, Lagos Mainland,
Nigeria

The result revealed that Multichoice Company’s customer satisfaction level grand

mean was 2.69 which significant that it is good. This means that Multichoice

Company would always need to improve on her services and products for constant
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delighting her prestige and distinguished customers. The finding was in line with a
study that examined logistics service quality and customer satisfaction and it was
found that the quality of contact which was one of the aspects of service quality
significantly influenced how satisfied customers feel'. It is crucial for any company
aiming to gain an edge in business to prioritize meeting customers’ desires. Service
provided companies must comprehend the factors underlying customers’ bel.lavioral
intentions in order to establish long term relationships. The finding wa%&s\b in
accordance to the study on mediating mechanism of custome .%on and
customer relationship management and customer loyalty w?e)r{%vgas asserted that
satisfaction was the reaction of experiencing pleasure or di@ntment that someone
feels when they compare their expectations with ﬁ@zr?ormance or outcome of a
product or service before and, after using it?. B@%ping services that deliver value
to customers and enhancing the attracti él%&%f their existing services businesses can

effectively create appeal, for their offerings.

>

In addition, a study carriedw(lstani telecommunications sector on the influence of
after sales service on %P?er loyalty; it was found that after-sales service (product
warranty, deli@yj installation, up gradation, telephone/online supports, and
complain @ered customer loyalty by enhancing customer satisfaction®. Customer
sati f@on is directly influenced by product quality, service quality, and value for
nﬁy. Additionally, a study on the relationship between brand (experience,
authenticity, and equity) and customer satisfaction in Vietnam found that Customers'
experience of the global brand boosts the brand's authenticity and equity in the market,
as well as understanding how customers feel about products/services increases their
satisfaction*. Customers expect their desires not only to be met but to be given

exceptional services. A study assessed how employee training and service quality
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influenced customers’ patronage of satellite products and services in south-south,
Nigeria; the study found that there was a substantial association between staff training,
service quality, and consumer patronage of satellite products/services in Nigeria.
Given that the service quality of Multichoice/StarTimes goods positively influences

the degree of customers’ patronage and satisfaction®.

4.3.2 Level of Customer Retention in Multichoice Company, Lagos D@&d,
Nigeria ,%.\QO
The result showed Multichoice Company’s customer retenti.on nd\ mean was 2.45
which was significantly fair. The result proves the need fq&%l\tichoice Company to
respect the values of her promises to her teeming cd;@ers and how they treat every
challenge the customers may be encounterin@%patronizing them. The finding
was in line with the study on service ‘1@ customer retention of Multichoice in
Ethiopia where it was found that'%' dy product and service quality positively
influenced customer retenti;{)&s concluded in the study that responsiveness and
service ability had the gr&te'sst impact. This indicates that prompt service delivery and

receiver maintai re crucial components for Multichoice Company to have if it
hopes to attra&wgrow, and keep customers who will help it gain a competitive edge,
market shar€, and overall organizational profit through repeat business. In a study of
er retention strategies and performance of commercial banks in Rwanda, it was
discovered that the bank's service quality and customer retention efforts increased due
to the number of customers seeking goods and services’. The bank achieved this
landmark by using the pricing strategies that were both reasonable and met the

demands of its customers, which in turn led to a rise in the number of new customers.

Customers maintenance systems can increase customer numbers when customers are

116



allowed to use services and goods for extended periods of time. Consequently,
customer retention pertains to the recurrent utilization of a business's products and
services, which is correlated with consistent buying behavior and brand reliability. In
addition, a study assessed the influence of customer feedback on customer retention
and it found that there was a positive relationship between customer feedback and
customer retention. When a company is asking for input from its customers on how it
produces and delivers its services, such feedback is extremely importar?j%}(ring
customers the power to proactively establish their own needs and . }1, ices is
a powerful tool for luring them in and keeping them around .for ife\timeg. However,

unsatisfied customers would undoubtedly switch to the cq@‘tor where they could

receive a better and quality service® 11!, Undoubfe@%eeping a single customer

comes at a significantly lower cost than losmg®

4.3.3 The Prevalent TQM Pr?ﬁ in Place in Multichoice Company, Lagos

Q

Result of the MultichgitesCompany prevalent TQM practices put in place was 3.04

Mainland, Nigeria

which was sign@ ood. The result showed that Multichoice Company does not
relent in I@hg her services and products; even though, there may need to review
some@c ices in order to delight her customers who feel unsatisfied. The result was

ordance to the findings of the study that examined the impact of TQM on
organization performance in Malaysia'2. It was discovered in the study that continuous
improvement and customer focus were viable tools of TQM to enhance organizational
performance. The finding of a study on quality performance through seven TQM
practices also supported this result. The study unequivocally demonstrates how TQM

had significant impact on organizational performance in a number of ways. The
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results of the study demonstrated that the many facets of TQM, continuous
improvement and customer focus, were significant factors that influence quality
inside an organization. This quality is directly linked to increased productivity and
enhanced organizational performance. The result was also supported by a study on the
effect of TQM practices on organizational performance in Saudi Arabia'®. It was
revealed in the study that overall organizational performance and TQM (%eire
positively correlated. The findings also support the idea that better product %&ting
increases revenue, which in turn boosted an organization's overall . Q@e study
came to the conclusion that an organization's performance .is )@ﬂb{ impacted by a
customer-focused approach, particularly when it is foun&@&n stronger customer
connections. This is due to a greater emphasis 6@ customer, which requires

managers to comprehend the various requir@% expectations, and demands of

consumers and respond to them app@ in order to enhance organizational
performance. h
>
Q
\)
4.3.4 Influence of 'PQ%:\Practices on Customer Satisfaction in Multichoice
Compa@ s Mainland, Nigeria
The resu (Q 5018, R? =0.251, F =115.500, p <0.00) showed that there was a
significantycombined influence of TQM (continuous improvement and customer focus)
c@stomer satisfaction. Also, the results of the relative influence of TQM
(continuous improvement and customer focus) on customer satisfaction were fl =
0.042, p = 0.000; B2 = 0.080, p = 0.00 respectively. This result validated a study on
TQM practices and customer satisfaction as important modern issues in the service

industry'>. The study looked into and determined the problems TQM practices have

with satisfying customers. The article went on to emphasize important aspects of

118



TQM procedures along with pertinent theories that affect customer satisfaction. The
evidence that TQM dimensional aspects may contribute to increased customer

satisfaction, independent of the conceptual evaluation.

The finding also supports a study that reviewed and discussed the relationship
between TQM and customer satisfaction in the manufacturing industry. The study
asserted that TQM promotes customer satisfaction and brings attractive benefit e
organization when it is being supported by total preventive maintenance %f@ The
study revealed that organizations that consider customer satisfaction when
formulating TQM techniques and implementing its practices 'w@pg able to manage
resources efficiently and minimize cost of producti(:n.&@&s also found in the study
that satisfied customers that were loyal custo r@d would not hesitate to refer
other people to the company. In agreemefit to the above, a study reviewed the
correlation of service quality and C@T satisfaction and how both influenced
customer loyalty!’. It was found ustomer satisfaction keeps existing customers
and also attract new ones \Mre referred by the satisfied customers. As soon as a
company’s services o %&u%ts do not only meet customers’ expectations but surpass
them, those cusQn_lyrs will become loyal customers and customer loyalty is key to
promotin @Jsiness standard. One of the main objectives of TQM is customer
sa@@on, which calls for the business to adhere to protocols that have been

muttfally agreed upon's.

To enhance customer satisfaction, TQM is imperative.
Similarly, a study on the connection between TQM practices and customer
satisfaction and also TQM and service quality in Malaysian SMEs found that all TQM
dimensions (leadership, strategic planning, human resource focus, information and

analysis, customer focus, and process management) positively influenced customer

satisfaction'®. In line with this view, a study concluded that the source of customer
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satisfaction is TQM'. Every business exists to render quality services or products that

will be of delight to the existing customers and prospective individuals.

4.3.4 Influence of TQM Practices on Customer Retention in Multichoice

Company, Lagos Mainland, Nigeria

The result of the combined influence of TQM (continuous improvement and cu@er
focus) on customer retention was R =0.608?2, R? =0.370, F =115.846, p @Which
showed that there was a positive relationship between TQM (contin@provemen‘[
and customer focus) on customer retention. Also, the relati fluence of TQM
(continuous improvement and customer focus) on custom%g%\ﬁion’s results were 1

= 0.047, p = 0.000; B2 = 0.090, p = 0.01 re%@Both results clearly proved

TQM significantly influenced customer retention/ The results are in line with the
findings of a study on TQM practiceé)dlg\‘st mer retention?’; the study found that
TQM initiatives positively and s@panﬂy affect customer retention. The result of
the study revealed that &%r retention TQM practices (delivery, pricing or
expenditure, originalit drtime on the market) have a greater impact on customer
retention and 10@‘[)@1 pport of the aforementioned results, a study on the effect of
TQM pr tié\on customer retention was carried out in ZCAS university, Lusaka,
Zambia, and it was found that the effectiveness of TQM practices improved quality of
setviges provided and that led to customer retention and happiness?!. The best
opportunity to provide value for customers is through TQM practices. Customers
cherish what they receive so highly that they return the favour by being committed
and loyal to the service provider and even ensure they refer other individuals to the

organization.
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For TQM practices to be effective, the result showed that employees are to be trained
on how to help existing customers to solve intending issues. It was found that having
suitable TQM practices without proper training of employees would negatively
influence customer patronage and retention??. Management makes strategic decisions
and formulate policies that drive TQM practices to enhance customer retention and
satisfaction. However, if employees are not well groomed and trained, they can &%ﬂy
jeopardize the goal of TQM practices. Customer attitudes, perceptions, and @){;}iens
toward evaluating service quality are influenced by an employee's e e. 5 orking
for a service and organization; both roles constitute organ.izat' al\practices; thus,
management needs to be aware of its internal operations??. {%},n was concluded in a
study, carried out in Ghana on TQM practices ﬁ@ustomer retention, that for
management to foster customer loyalty and eﬂ@%customers, TQM processes are
essential; however, management m %&gs more on organizational culture
transformation, broaden its initia%s; i the areas of employee cooperation, top
management support, open Q&munication, and continuous improvement??,
Employees are great assxﬂwlat would drive TQM practices and also implement and
execute the fomta)@’%mes. It is, therefore, important to care for them and enhance
their skills, WW edge and attitude in order to achieve the desired goals of the

organization.

QQ
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Conclusion &.%)6&%

This chapter presents and discusses the summa‘?yie\.ﬁzﬂndings, conclusions and

Chapter Five

provides useful recommendation, contributio@%lowledge and suggestions for

further studies. : %
M

5.1 Summary of Findings (b"é’

The study investigated the‘lhngnce of Total Quality Management (TQM) practices
on customer satisfac@rm customer retention in Multichoice Company, Lagos
Mainland, Nige@gdescriptive survey design was adopted to achieve the objectives
of the stu .@1@ population comprised of Multichoice customers in two main offices
of z@s State, Nigeria; the offices include Multichoice DSTV lkeja GRA &
&hoice DSTYV Surulere. The sample size was three hundred and eighty-four (384)
being a pegged sample size for population above one million customers in Nigeria.
Responses were gotten from two hundred and fifty-three (253) respondents whose
have been patronizing Multichoice services between less than a year and above 21

years.
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The findings of the study according to the research questions are that Multichoice
rendered quality customer service; though, there was no quick resolution-time to
customers’ complaints. Questions submitted to the company were not quickly and
correctly attended to and customers found it difficult to make appropriate buying
decision. Multichoice gives easy-to-understand instructions on how to use the
company’s products and services. Multichoice employees helped customers \é%?n
problems arise and customers have trust for the company. However, Q)&}ﬁers
experienced with purchasing from Multichoice was not better th \ ey had
expected and thus they did not have good impression about IYIul i Q,'\ce services. The

grand mean of customer satisfaction of Multichoice service, .69.

.Q‘Z)

Also, the findings revealed that Multichoice aQ;\kept to their promises; and
problems raised were not promptly treated. Some Multichoice customers who
participated in this study revealed th%'}may likely keep their relationships with
the company; while other seeme@o shift their ground. Trust was embraced as a

very important factor in rew ip with Multichoice. The grand mean of customer
retention was 2.45, ,@”

It was reveal &TQM practices put in place in Multichoice company were based
on contihuots improvement and customer focus. Multichoice used cross-functional
@90 attend to her customers’ severe problems. The company is more transparent
in her service delivery. Self-assessment tools were used to improve performance gaps
and implement effective practices in Multichoice. Customers confirmed clear and
relevant service standards were in place. To improve Multichoice services and

products, a market research was always conducted. Feedback gotten from the
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customers were used to improve service quality and better service delivery. The grand

mean of TQM practices was 3.04.

For the first null hypothesis, the results of the combined and relative influence of the
TQM practices on customer satisfaction were [R =0.5012, R? =0.251, F =115.500, p
<0.00;] and [B1 = 0.042, p = 0.000; B2 = 0.080, p = 0.00] respectively. It was found
that TQM practices enhances customer satisfaction in Multichoice Company @at

customer will not be loyal when their expectations are not met. . '\Qg)

For the second null hypothesis, the results of the combined an la.give influence of
the TQM practices on customer retention were [R =0.608a& 370, F =115.846, p
<0.00] and [B1 = 0.047, p = 0.000; B2 = 0.090, p = 0" %)respectively. It was found
that TQM practices enhances customer retenﬂ@%{ultichoice Company and that
customers who are satisfied with the é@ of Multichoice company and whose

expectations are met and even surpass _cam easily refer other people to the company.

5.2 Conclusion \)
%'3

Based on the c@‘&o the study, it could be affirmed that TQM practices
significantly ?&Quenced customer satisfaction and customer retention in Multichoice
Compan M is a comprehensive approach to improving the quality of products
@rvices within an organization. It places a strong emphasis on meeting and
exceeding customer expectations. Customer satisfaction is a key outcome and
performance metric of TQM. TQM and customer satisfaction are strongly correlated.

When organizations implement TQM practices effectively, they tend to see a

noticeable improvement in customer satisfaction levels. This is because TQM

127



emphasizes meeting customer needs and expectations, and its processes and

methodologies are designed to achieve this goal.

It was concluded that TQM centered around the customer. It encourages organizations
to listen to their customers, understand their requirements, and incorporate these
insights into their products and services. This customer-centric approach is a primary
driver of higher customer satisfaction. TQM promotes the idea of confi S
improvement in all aspects of an organization. By continuously -as%ﬁg and
improving processes, products, and services, companies can ensure that they meet or

. . . L) . . .
exceed customer expectations, leading to increased customer s@tlon over time.

N

It could be concluded that TQM involves emploilﬁ‘é\Ag?all levels in quality and
continuous processes improvement. EngagedNan: otivated employees are more

likely to deliver better customer servic é@jtribute to customer satisfaction. TQM
g«

can contribute to an organization% ation for quality and reliability. A strong

reputation can lead to incre ed@(b and satisfaction among customers, which, in turn,

can boost customer loyag'3

It was also co@%at TQM relies on customers’ data and feedback to make
informed e%‘ﬂ\o‘ns. This data-driven approach allows organizations to identify and
%@ssues that affect customer satisfaction and make necessary improvements.
Achfeving higher levels of customer satisfaction through TQM can lead to a
competitive advantage. Satisfied customers are more likely to be loyal and
recommend a company's products or services to others. In final conclusion, TQM
practices help organizations build sustainable relationships with their customers. By
consistently delivering quality and meeting customer expectations, businesses can

maintain customer loyalty and retention, ensuring long-term success.
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The final conclusion was that satisfied customers are likely to inform other
prospective individuals to patronize the services or products of the organization. This
practice, of course, will enable the organization to gain more customers and in turn
boost productivity and profitability. The cost to incur in attracting new customers will

be minimal as the existing customers will ultimately refer them to the organization.

53 Recommendations . '\QO

Based on the findings of the study, the following recommendations aré\made:

management of Multichoice Company should: @'\

1. create regulations to promote happy consumersi&@%u’ther our understanding

of TQM techniques. »®

ii.  actively champion TQM practices. Th@eed to set the standard for quality and
continuous improvement Within@\ganization.

iii.  train all employees at all %@’on the importance of TQM practices to boost
customer experience a yalty.

iv. establish clear,@%’easurable quality objectives that align with customer
satisfacti(an retention goals, and regularly review and update these
ob ‘\s‘

@ocate adequate resources for TQM practices which include time, personnel

Q and technology which would help to enhance quality and better services.

vi. create an environment where employees are empowered to make decisions to
improve quality and customer satisfaction.

vii. establish efficient feedback mechanisms to collect and act upon customer

feedback and their feedbacks must be regularly reviewed to make strategic

decisions and formulate better policies.
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employees of Multichoice Company should:
i. always keep the customer in mind, understand their needs and expectations and
strive to exceed them.
ii. ensure that quality and better services are the priorities in every task and
process and they should not be compromised.
iii.  be open to continuous learning and actively seek opportunities to enhan ir

skills. . qg)

iv. maintain open lines of communication with both colleaguessand customers

which is a critical aspect of quality service. @'\

v. be open to change and adapt to new procesls&éid technologies that can

enhance the customer experience and ox%lo@}hty.

customers of Multichoice Company @aﬁsﬁed with the company’s services

should: 'é’

i.  share their feedback ith%(,h’ompany from time to time.
ii. clearly communia@t‘kelr needs and expectations to the organization.
iii.  be involved.i ’chstomer loyalty programmes and feedback initiatives of the
organié&&igm.
iv. JI%SIand that businesses may encounter challenges in their quest for quality;
Q%us, they give them the opportunity to rectify issues before making a final
judgment.
v. refer other individuals to the organization when they are satisfied with her

services or products.

5.4 Contributions to Knowledge
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The relationship between TQM and customer satisfaction has been the focus of
several scholars; their research works have significantly advanced the knowledge of
the TQM practices, its measures and how they influence customer satisfaction and
customer retention. This study provides empirical evidence of the positive correlation
between TQM implementation and customer satisfaction. The use of quantitative data
and statistical analyses to demonstrate how organizations adopt TQM prac.tices to
have higher levels of customer satisfaction. The study also identified spec@QM
practices that have a substantial impact on customer satisfacti .\3@1 were
employee involvement, customer feedback, continuous. E{ﬁ&% improvement,

customer focus, and leadership commitment. ,&%\

In addition, the study how TQM practices can ya Qoss different sectors, such as
manufacturing, healthcare, or services. This secter-specific research contributes to a
deeper understanding of how TQM pr@&c be tailored to meet the unique needs
of different industries and custo@roups. The study proved how the success of
TQM practices can inﬂuer@ural and organizational norms and values thereby

contributing to the u tanding of contextual factors, collection and analysis of

customer feedb@.')Q
N

The st@ extended beyond customer satisfaction to examine its influence on

loyalty and retention. It was proved that satisfied customers are more likely
to remain loyal to a brand and make repeat purchases, which can lead to a long-term
business success. Satisfied customers can refer other prospective individuals to the
organization. The study contributes to the development of measurement tools and
metrics for assessing both TQM implementation and customer satisfaction. These

tools help organizations track their progress and identify areas for improvement.
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Lastly, this thesis has empirically contributed to the existing body of knowledge on
TQM, customer satisfaction and customer retention in Multichoice Company and

other organizations that offer or provide similar services or products.

5.5 Suggested Areas for Further Research

When studying TQM and its relationship with customer satisfaction and retePtion, it

is imperative to use a multi-method approach that combines quantit%'{’@\and

qualitative research methods to gain a comprehensive understandi y %omplex
and crucial area of business management. Therefore, for futu.re {%ﬂe@ the researcher
recommends that: &%\

i. qualitative research methods, such as intervié\@n focus groups, should be
employed to gain deeper insights intoN\the) perceptions and experiences of
customers regarding TQM practice$ @‘itiaﬁves.;

il. it is impossible to generaliz%l’gutcome of this study since the researcher
focused only on Multi ho@%ompany’s customers around Lagos State; hence,
the future studies o%l cover other geographical areas e.g. some states in
South We @%u h-South and even in some northern states. Thus, the
populatik{gl{ sample size will increase.

iii. cas udies on organizations that have successfully implemented TQM

Q%ctices to improve customer satisfaction and retention should be conducted
which would help the researchers to analyze their strategies, challenges, and
outcomes.

iv. instead of focusing on one organization (Multichoice Company) future studies

should benchmark and compare the TQM practices of two or three selected
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organizations in the same industry to see how it stacks up against competitors in
terms of customer satisfaction and retention.

v. the influence of organizational culture and leadership styles on the successful
implementation of TQM and its effect on customer satisfaction and retention
should be carried out.

Q®
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