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Introduction 
igeria's telecommunications industry is one of the fastest-

growing telecommunications markets in sub-Saharan 

Africa. Apparently, the sector has grown from 400,000 

active lines in 2001 to over 301.5 million functional lines in May 2022 

(NCC, 2022). These pioneering achievements in the 

telecommunications industry contributed significantly to the 

growth of the national economy. This has made Nigeria an 

investment haven for foreign telecom operators. The NCC's 

regulatory acumen has enabled the first group of licensed service 

providers to become complacent monopolies in expanding the 

quality of service, the telecommunications infrastructure that 

reliably protects consumer interests. Industry competitiveness, 

driven by competitive business and sound regulatory policies, has 

pushed the price of phone lines across the market from N30,000 

per SIM card in 2000 to free of charge in 2020. The cost of GSM 

lines has made mobile phone service for the wealthy affordable to 

the marginalized in society. The emergence of deregulation in 

Nigeria's telecommunications sector has brought competition to 

the industry (Sajuyigbe, 2017). 
Today's highly competitive environment, strong regulatory 

committee guidelines, technological advancements, growing 

customer demands and an increasingly dynamic economic 

environment are the world's major challenges facing the  
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telecommunications sector (Sajuyigbe, 2017). To survive in this global competition, an 

organizational culture must be developed towards service quality and support continuous 

customer satisfaction and retention (Saghier & Nathan, 2013). According to Quyet, Vinh, and Chang 

(2015), listening to customers' needs and producing and providing quality products and services 

will undoubtedly help companies stay competitive and grow stronger. Attention to customer 

needs is critical for modern businesses.  

Today, many organizations around the world employ a variety of strategies to satisfy, retain, and 

grow customer numbers, increase loyalty, increase sales, profits, and market share, and then 

survive (Saghier & Nathan, 2013; Ragavan & Mageh, 2013). One of these strategies is quality of 

service. According to Supriyanto, Bambang, and Burhanuddin (2021), service quality is the 

customer's perception of a firm's overall service performance in a long-term context. Sajuyigbe 

(2017) argues that the success of service providers depends heavily on their ability to deliver 

customer-oriented services. This indicates that quality of service is the ability of a service provider 

to balance expected and perceived service to generate customer charges. In addition to service 

quality, organizational culture was related to service quality, customer satisfaction and loyalty 

(Oyeobu, et al., 2014; Osman & Sentosa, 2014). Kissack and Callahan (2009) argue that many 

scholars have noted that culture would remain linked with customer satisfaction and loyalty only 

if the culture is able to adapt to changes in environmental conditions. In the same vein, Anas (2009) 

notes that organizational culture has been an important theme in management and business 

research for the past few decades due to its effect and potential impact on organizationally and 

individually desired outcomes such as commitment, loyalty, and satisfaction.  In today’s business 

environment, organizational culture is used as a powerful tool that portrays many facets of a 

workplace as well as to quantify the way a business functions (Gray, Densten & Sarros, 2003; 

Okeke, et al., 2015). Research has confirmed that organizational culture is not only able to change, 

guide and display but also give significant contributions by influencing the thought, feeling, 

interaction, and performance in the organization (Ab.  & Ali, 2000).  

Similar to the telecom industry, the service sector has a responsibility to provide the best possible 

service to its customers in order to achieve a sustainable competitive advantage. Service quality is 

modeling using STATA version 15. The results reveal that service quality was significantly 

correlated with customer satisfaction and customer loyalty. The study also confirms that 

service quality is highly related to organizational culture. It also shows that corporate culture 

has a significant impact on customer loyalty. It was also shown that organizational culture 

partially mediates between service quality, customer satisfaction, and customer loyalty. It was 

concluded that organizational culture and service quality are important factors in customer 

satisfaction and loyalty. Therefore, the study recommends that the Nigerian telecom industry 

management needs to continue to introduce a culture of service quality across the different 

services offered. This will go a long way to achieve a leading position in the global 

Telecommunication space by 2030 
 
Keywords: Service quality, Customer satisfaction, loyalty, Organizational culture, MTN 
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difficult for service providers to measure because it is critical to their business. The difficulty in 

measuring service quality stems from its intangibility, variability, and difficulty in isolating it 

(Saghier and Nathan, 2013). In this vision, services should have an independent framework for 

describing and measuring quality. Among the major frameworks, the service quality model 

developed by (Parasuraman et al., 1988) is the most popular and widely used in the service industry 

to measure service quality. In addition, while research on the issues of service quality and customer 

satisfaction has dominated the service literature, there is a growing interest in the 

telecommunications environment to examine the mediator of organizational culture in its 

relationship to service quality, customer satisfaction, and customer loyalty. No new research has 

been done. This study therefore aims to fill existing gaps in the literature by examining the 

mediating role of organizational culture in the relationship between service quality, customer 

satisfaction, and customer loyalty in the Nigerian telecommunications industry. 

 

Theoretical Framework  

Studies on service quality and customer satisfaction confirm several theories. The theory 

underlying this study is the SERVQUAL model, developed by Parasuraman, Berry, Leonard, and 

Zeithaml (1988), which defines service as the discrepancy between customer expectations of 

service delivery and customer perceptions of that service The SERVQUAL model consisted of ten 

dimensions of service quality: Concrete, Responsiveness, Communication, Reliability, Safety, 

Competence, Courtesy, Customer Understanding, and Accessibility. (Parasuraman et al., 1985). 

According to Ohiorenoya (2013), companies that practice a culture of service quality can deliver 

services reliably and accurately. In a similar study, Ezekiel and Dairus (2012) argue that 

organizations culturally attuned to service quality have a capable workforce that inspires trust and 

confidence in quality assurance. Research has confirmed that organizational culture is not only able 

to change, guide and display but also give significant contributions by influencing the thought, 

feeling, interaction, and performance in the organization towards tangibles, reliability, 

responsiveness, communication, credibility, security, competence, courtesy, understanding the 

customer, and access  (Oyeobu et al., 2014; Osman & Sentosa, 2014 ). This theory suggests that 

when the quality of service is the watchword, businesses are better able to respond to customer’s 

expectations and are willing to help accordingly. 

 

Service Quality  

Quality of service has generated considerable interest and debate in the research literature, as 
there is no general consensus not only on its definition but also on its measurement. Note that this 
theme has several definitions. For example, Ofosu-Boateng and Acquaye (2020) view service 
quality as a measure of how an organization performs its services relative to customer 
expectations. According to Parasuraman et al. (1988), quality of service is an overall assessment of 
a particular service company, the result of comparing that company's performance to customers' 
general expectations of the performance of companies in that industry. Similarly, Nitecki and 
Hernon (2000) define service quality as meeting or exceeding customer expectations, or the 
difference between customer perception and service expectations. Previous studies have linked 
service quality to customer satisfaction and loyalty. For example, a study conducted by Liu and 
Khalifa ( 2003) established a positive correlation between service quality, customer satisfaction, 
and customer loyalty. Ofosu-Boateng and Acquaye (2020) also argue that service quality is highly 
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related to customer satisfaction and customer loyalty. In a similar study, Hennayake (2017) agreed 
with previous studies that service quality is a predictor of customer satisfaction and customer 
loyalty. Brophy et al. (2015) argue that service quality, customer satisfaction, and customer loyalty 
must be viewed as essential in the service economy, as consumer needs/desires and expectations 
regarding shopping experiences are constantly evolving. According to Johanson & Ström (2002), 
customer satisfaction is the result of customers comparing perceived quality with actual service 
performance, and customer loyalty is the extent to which customers are committed to a 
company's products and services. , and how strong the customer's propensity to choose a brand 
over its competition. Customer loyalty is positively correlated with customer satisfaction because 
satisfied customers always prefer brands that meet their needs (Ofosu-Boateng & Acquaye, 2020). 
Loyal customers only buy a company's products and services and are less willing to change their 
preferences than their competitors (Ofosu-Boateng & Acquaye, 2020). A study by Shanka (2012) 
found a positive correlation between service department service quality, customer satisfaction, 
and customer loyalty. This means that service quality has a lot to do with customer satisfaction and 
customer loyalty. 
 
Organizational Culture as a mediator 
There is no universally accepted definition of organizational culture. Organizational culture was 
defined differently. For example, Schein (1990) defines organizational culture as “a pattern of 
fundamental assumptions that certain groups have invented, discovered, and developed as they 
learned to deal with problems of external adaptation and internal integration that have worked 
well. Therefore, being considered valid and valid teaches new members how to properly perceive, 
think and feel these issues. According to Dwirantwi (2012), culture is built into an entire 
organization over time as values, practices are developed and passed on to new employees. This 
idea was also endorsed by Suppiah and Sandhu (2012), stating that organizational culture 
generalized as a "set theory" of key values, beliefs, and understandings shared by the, offering a 
better (or best) way of thinking, feeling, and thinking. Responses that help managers make 
decisions and arrange organizational activities. 
Numerous studies have confirmed the impact of organizational culture on service quality, 
customer satisfaction and loyalty. For example, Alshemmari (2020) argues that organizational 
culture has a lot to do with service quality. Similarly, Nongo and Ikyanon (2012) assert that 
organizational culture is essential to building an effective workforce and achieving customer 
satisfaction and loyalty within an organization. A study by Gantsho and Sukdeo (2018) confirms 
that company culture is directly related to service quality, customer satisfaction and loyalty. 
Similarly, Schein (2010) reiterates that culture as a variable can improve organizational 
effectiveness through service quality. Wilkins (2010) also argues that organizational culture is a 
predictor of service quality and customer satisfaction and loyalty. This suggests that if the 
telecommunications sector is to remain competitive, it must have strong organizational cultural 
service qualities that can satisfy, attract and retain customers. 
 

Overview of Nigerian Telecommunications Sector 

The telecommunications industry is a strategic and important sector of the Nigerian economy. This 
has security implications. It is also a source of employment and livelihood for millions of Nigerians. 
The development of telecommunications in Nigeria can be traced back to 1851 when the British 
Post established a post office in Nigeria (Sajuyigbe, 2017). This was followed by the establishment 
of telecommunications in 1885, which the colonists used for effective administration and 
communication with the London Home Office. Local telecommunications using this system was 
also introduced in 1885 by the colonial government under the Department of Public Works ( 
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Sajuyigbe, 2017). The first direct telegraph service between Lagos and London finally started in 
September 1886. By 1950, Nigeria had 98 switches in her 15,063 telephone sets. The replacement 
was of the magnetic and central battery type. In the same year, General Electric Corporation 
installed his 600-line automatic switchboard at Port Harcourt, followed by 1953 at Lagos where he 
installed his 500-line automatic switchboard. In 1963, Ikeja's satellite exchange began with 400 
lines, Ebut Metta with 500 lines, and Apapa with 600 lines. After Nigeria's independence, the sector 
underwent several stages of development. Potential demand and worldwide acceptance of Global 
Service Mobile technology has opened the door for GSM operator licenses ( Sajuyigbe, 2017). 
The first GSM operators, namely MTN, ECONET and NITEL, were licensed in early 2001 and in August 
2001 Econet (now Airtel Bharti) and MTN started commercial service. He currently has eight major 
telecom companies in Nigeria. So MTN, Globacom, Airtel and Etisalat offer Global Systems Mobile 
Communication (GSM), while another four - Visafone, Zoom and Multilinks - Starcom's Code 
Division Multiple Access (CDMA). These companies provide voice, data, and video services. 
According to the Nigerian Telecommunications Commission (2011), the number of fixed and 
wireless fixed lines available in December 2011 was 95,886,714 compared to 400,000 lines 15 years 
ago. According to Nigeria His Pilot (2012), NCC Executive Vice Chairman,  Eugene Juwah said while 
speaking at the forum: To realize Nigeria's ambition to become a truly dominant development 
economy (Sajuyigbe, 2017). The importance of communication is clear, whether developed or not. 
In fact, the interrelationship between a country's economic development and effective 
telecommunications services is so closely intertwined that it is difficult to say which comes first. 
Communication is applicable to nearly every human endeavour, from agriculture and food security 
to manufacturing, energy and physical infrastructure sectors, and to governance, e-commerce, and 
public and social service delivery remains visible in perpetuity because it affects. The number of 
active subscribers in the mobile network is approximately 301.5 million connections (NCC, 2022). 
 

Conceptual Model 

Dependent variable                Mediator                                 Independent variables 

 
Figure 1: Conceptual Model 

Based on the literature review and conceptual model, the following hypotheses are proposed: 

H1: there is a significant association between service quality and customer satisfaction 

H2: there is a significant association between service quality and organizational culture  

H3: there is a significant association between service quality and customer loyalty  

H4: Organizational culture has a significant association with customer satisfaction  

H5: Organizational culture mediates has a significant association with customer loyalty 
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H6: Organizational culture mediates between service quality and customer satisfaction  

H7: Organizational culture mediates between service quality and customer loyalty   

 

Methodology 

The survey was distributed to 470 staff members of MTN Nigeria. The survey was personally 

conducted on randomly selected employees with the help of one assistant researcher to ensure 

prompt attention and response from respondents. This self-administered questionnaire method 

allows researchers to ask respondents follow-up questions and collect more information. The 

choice of this company is based on the fact that it has the largest coverage in Nigeria and is believed 

to have corporate culture service quality policies that make them aware to satisfy and retain 

customers. 

The data shows that 65.4 percent of the respondents were male while 34.6 percent of the 

respondents were female. This trend implies that males constituted the larger proportion of the 

telecommunication industry in MTN. This distribution may be due to the fact that culturally, males 

often have access to education more than females in most Third World Countries. A look at the age 

analysis reveals that 42.3 percent of the respondents are between 41-50 years, 38.0 percent were 

between 31- 40 years, 16.5 percent were between 51 – above years and only 3.0 percent are within 

30 years. The mean age of most of the respondents is 42 years which implies that most of the 

staffers are still very young, energetic, and active. This development connotes that they can still 

contribute meaningfully to the development of the telecommunication industry in Nigeria. 

The result also indicates that 63.5 percent of the respondents are married, 34.2 percent are single, 

1.5 percent are divorced and another 0.8 percent are widowed respectively. The result, therefore, 

shows that most of the staff in the telecommunication industry are married which implies that 

there will be a great sense of responsibility among those who are married as marriage seems to 

correlate with being responsible.  Result also shows that 30.3 percent of the respondents have a 

Master's as their highest educational qualification, and 41.1 percent have HND/B.Sc degree, 23 

percent have NCE/ND, while 5.4 percent have the professional certificate as their highest 

educational qualification.  The result also indicates that 30 percent are junior staff, 26.9 percent 

are intermediate and 43 percent are senior staff. The result of the finding implies that most of them 

attained a minimum status of senior staff.  It was also revealed that 23 percent of respondents 

have been in the industry between 1 – 5 years, 37.7 percent have been in the industry for 6 – 10 

years and 39.2 percent have been in the industry for more than 10 years. This implies that most of 

the staff have experience.  

 

Measurement of Scale 

To test the hypotheses and assess the parameters of this research, STATA version 15 was 

employed. For mediation analysis, the Structure Equation Modelling was used. The scales 

measuring variables of the study are:  

Service Quality Scale: The scale that was developed by Supriyanto et al., (2021).  It is a Likert-type 

scale anchored on the 5-point rating scale. Its response format ranges from “strongly agree” (5) 

to “strongly disagree” (1).  The ICQ consists of four items of service reliability scale with a reliability 

alpha coefficient of .81; a three-item of service responsiveness scale with an alpha reliability 
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coefficient of .79; a four-item of service provider empathy scale with an alpha of .76 and a three-

item of service assurance with an alpha of .82., in the current study, composite reliability alpha 

coefficient for the ICQ was obtained as .88 

Organizational Culture Scale: The scale was developed and validated by Suppiah and Sandhu 

(2012).  The response format was in Likert form with indicants ranging from strongly agree (5) to 

strongly disagree (1). It consisted of 5 items,  for example,  Employees’ use of required skills and 

knowledge to answer customers’ questions,  having a convenient period and terms for activation, 

recharge, and account suspension, free call times, having operating hours convenient to all 

customers, and apologizing for incontinence caused to customers. The author reported 

Cronbach's reliability alpha of .91. 

Customer Satisfaction Scale: The scale was derived from the work of Ofosu-Boateng and Acquaye 

(2020) and has a total of 5 items. Includes sample items; The products/services offered by my 

network are satisfactory, my network has satisfactory coverage,  your network is truthful (keeping 

to promise) to customers, and your network gives prompt customer service and attends to 

customers’ needs/ problems. It is a Likert-type scale anchored on a 5-point rating scale with a 

degree of response ranging from strongly agree (5) to strongly disagree (1). The author reported 

a KMO value of 0.774, a principal component value eigenvalue of 1.879, and a variance% of 80.27%. 

This indicates that the exploratory factor analysis confirmed the consistency of the construct.  

Customer Loyalty Scale: This construct was created and validated by Hennayake (2017) and has a 

total of 4 items. Includes sample items; you do not have the intention of switching to other 

networks and the quality of my network services meet my expectation. It is a Likert-type scale 

anchored on a 5-point rating scale with a degree of response ranging from strongly agree (5) to 

strongly disagree (1). The author reported a KMO value of 0.744, a principal component value 

eigenvalue of 1.765, and a variance% of 71.89%. This indicates that the exploratory factor analysis 

confirmed the consistency of the construct.  

 

Results and Discussion 

Table 1: Structure Equation modeling without mediation (Direct Model) 

Path  beta-value Std. Err. t-value P-value Hypothesis Remark  

CS <- SQ .3295932 .0678751      4.86 *** H1 Supported 

OC <- SQ .4837035   .0660652 7.32 *** H2 Supported 

CL <- SQ .4835612   .0675563 7.16 *** H3 Confirmed 

CL <- OC .2917963 .0725649 4.02 *** H4 Confirmed 

        

Table 1 depicts the direct relationship between service quality, organizational culture, customer 

satisfaction, and customer loyalty. The beta-value of 0.329 and t-value of 4.8 indicates that service 

quality has a direct link to customer satisfaction. A p-value of 0.000 further reveals that service 

quality has a significant effect on customer satisfaction. This implies that service quality is a major 

predictor of customer satisfaction. The study is consistent with the previous studies that service 

quality is sine-qua-none to customer satisfaction (Ofosu-Boateng & Acquaye 2020; Hennayake, 

2017) 

 



 

TIMBOU-AFRICA ACADEMIC PUBLICATIONS 
AUGUST, 2022 EDITIONS, INTERNATIONAL JOURNAL OF: 

 

TIJSSRA 
238 

SOCIAL SCIENCE RES. & ANTHROPOLOGY VOL.  10 

ISSN: 2977-5745 

Thus, H1 is supported. 

The result also reveals that service quality is directly associated with organizational culture with a 

beta-value of 0.483 and t-value of 7.32, while a p-value of 0.000 confirms the association to be 

significant. This indicates that an organization embraces a quality culture, and intends to retain its 

customers. This finding is in line with Osho's (2006) assertion that organizational culture is 

essential to building an effective workforce and achieving customer satisfaction and loyalty within 

an organization. A study by Gantsho and Sukdeo (2018) also attests that company culture is directly 

related to service quality, customer satisfaction, and loyalty. Therefore, H2 is supported. 

The beta-value of 0.483 and t-value of 7.16 reveal that service quality has a direct relationship with 

customer loyalty, while the p-value confirms the relationship to be significant. This connotes that 

service quality is a strong predictor of customer loyalty. The study is in agreement with the study 

of Shanka (2012) that a positive correlation exists between service quality and customer loyalty. 

Thus, H3 is confirmed. 

Evidence also shows that organizational culture has a significant influence on customer loyalty with 

a beta-value of 0.29, t-value of 4.02, and p-value of 0.000. This implies that organizational culture 

is a major determinant of customer loyalty. Hence, H4 is confirmed. 

The implication of this finding is that the telecommunication sector in Nigeria is embracing strong 

organizational cultural service qualities that can attract, satisfy, and retain subscribers, so as to 

achieve a vision of taking a leading position in the global Telecommunication space by 2030. 

 

 
Figure 2: Structural Equation Modeling 

 

Table 2: Structural Equation Modeling with mediation (Indirect Model) 

Path  beta-value Std. Err. t-value P-value Hypothesis Remark  

CS <- OC <- SQ .2783069   .0483781  5.75 *** H5 Partially 

Supported 

CL <-OC <- SQ .1666306   .0450957 3.70 *** H6 Partially 

Supported 

 

Table 2 reveals the mediating role of organizational culture between service quality, customer 

satisfaction, and customer loyalty.  The beta value of 0. 278 and p-value of 0.000 indicate that 

organizational culture partially mediates between service quality, and customer satisfaction, while 
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the beta-value of 0.166 and p-value of 0.000 also evident that organizational culture partially 

mediates between service quality and customer loyalty (see Figure 2). This result is in line with the 

guidelines proposed by Zhao et al., (2010), and Baron and Kenny (2003) that partial mediating 

occurs when the independent variable and mediator are predictors of the dependent variable. 

Thus, H5 and H6 are partially supported.  

The implication of this finding is that the telecommunication sector demonstrates a service quality 

culture such as understanding customers’ needs, using required skills and knowledge to answer 

customers’ questions, giving prompt customer service and attending to customers’ needs/ 

problems, keeping to promises to customers, and apologizing for incontinence caused to 

customers, customer satisfaction and loyalty. This is true because organizational culture quality 

policies attract subscribers and retain them (Sajuyigbe, 2017). Therefore, the sector can still 

become stronger and remain competitive and achieve a leading position in the global 

Telecommunication space by 2030 when the service quality culture is implemented. 

 

Conclusion 

Today's highly competitive environment, technological advancements, increasing customer 

demands and an increasingly dynamic economic environment pose the world's greatest challenges 

to the telecommunications sector. Therefore, this study examines the intermediaries in 

organizational culture between service quality, customer satisfaction, and customer loyalty, with 

particular reference to the MTN, Nigeria. The survey was distributed to 470 of the MTN Nigeria 

employees. Data analysis was performed with structural equation modeling using STATA version 

15. The study found that service quality was significantly correlated with customer satisfaction and 

customer loyalty. The study also confirms that service quality is highly related to organizational 

culture. It also shows that corporate culture has a significant impact on customer loyalty. It was 

also shown that organizational culture partially mediates between service quality, customer 

satisfaction, and customer loyalty. It was concluded that organizational culture and service quality 

are important factors in customer satisfaction and loyalty. 

 

Recommendations 

The following recommendations are derived from the findings of this study. 

i. Nigerian telecom industry management needs to continue to introduce a culture of service 
quality across the different services offered. 

ii. Nigerian telecom industry management should foster a culture that does not encourage 
subscribers to switch to other networks. 

iii. Nigerian telecom industry management needs to improve network services as the level of 
security and reliability that customers receive from their service providers determines their 
level of confidence in the services provided. 

iv. Nigerian telecom industry management should have a culture of offering a range of value-
added services such as music, internet access, SMS and MMS, far superior to other networks. 
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