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ABSTRACT

NITEL 1s known as the Government 0\;vned company mandated to
bl‘ovidc, develop and maintain an efficient and cffective Telecommunications
services to meet the needs and expectation of the customers.

However, because NITEL operates in a monopolistic environment
which influences its modus operandi, the clustomcrs expectation have not
been fully met over the decades as the case of the developed countries‘ of the
world that also operates in the same monopolistic environment. The problem
areas that alfect the operation include the bureaucratic nature of the system,
old and outdated equipment, cable problem, inadequate working materials,
tools and spare parts, pd.or billing system and nost importantly poof customer
care and customer rclations.

It should however be noted that this research revealed that NITEL has
improved appreciably in ils performance and the quest to satisfy its customers
within the last few years because of the introduction of the Digital network to
replace the Analogue sysicm, introduction of new services, cable
rehabilitation and cxpa.;lSiOﬂ, provision of the iwcc_i_cd operational materials,.
working tools and vehicles, improvement on the billing system, better staff
weli;arc and remuneration, and must importantly tfaining and re-training of

staff for better orientation and perfoymance. "
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CHAPTER ONE

1

10 'INTRODUCTION

The importance.'of communication cannot be over emphﬁsized in any
developing or developed country of the world. This is because communication
forms the basis of social, economic and poiitical organisation. In fact, it is
bff!icved that efficient conununicﬁtion system 1s the hallmark of a progressive
nation both within the country itself and with the world at large.

As a matter of fact, one of the social amenities considered basic in the
Nigerian context is .. the Telecommunications system. Tlljs embraces
Telephone, Facsumile (Fax), Telex/Telegraph and private wire and so on.
These facilities are provided by tllle government but handled by the Nigerian
Telecommunications Limited (NITEL) undeir the Ministry of communication.,
These facilities are not only necessary but also very important in bridging
communication gap. This is the reason why the Federal Government is
directly involved and hence spends huge sutn of money on the project.

It is the cxpcclatiém of the Federal Government of Nigeria that NITEL
LTD will provide, dcvelol‘) and maintﬁin efficient and effective
-telecommunication and continually improving the services to meet customers’
expecctation and satisfaction. NITEL LTD is saddled with the respoﬁsibilitie.s
of maintaining a total quality culture and must cnsure that the quality of their

inpul throughout the cycle of their services is given first priority.

L



Customer satisfaction‘ 1$ .cxpected to form the bedrock of the business
because customer is the “KING”. The customers nust be treated with care and
courtesy and they must strive to exceed their expectation at all time.

To deliver exceptional services to the customer just like any responsible
orgamsation, NITEL 5 -expcctcd to pursuc quality and excellence as a never
elidin'glquest. To this end therefore NITEL should be committed to continuous
improvement with new ideas, devcloping innovative programine and carry out
research, development activitics and operate in an effective cost conS(.;ious and

goal oriented manner.

1.1 HISTORICAL BACKGROUND

"The Nigerian postal and 'I‘elccmnm@ﬁcaﬁons services started in 185]
as a very small orgal;isaltion Imndling very limited services to support the
colonial administrétion.

The amalgamation of Northern and Southern protectorates in 1914 gave
birth to the defunct Posts and Telécbmmunications Department.

The communication facilities which came much later than postal
services Degan as an administrative links between colonial administrative
centres within the country in 1923 and extended to major cities in 1928
(NITEL R&D Journal Vol.I No. 2 pages 6 & 7 October 1993). The Public
Works Department (PWD) was then responsible for the limited
telecommunications facilities.

The Post and Telecommunications Department was completely

doninated by the colomal masters and mainly  they to  easc  their
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communication system for administrative purposes used it. Development
projects were small scaled and executed directly by P&T staff on contract.
The transmission system available then was mainly physical, open wire system
used solely for telegraphy. The first trunk telephone services was between
ITU and Calabar in 1923. The demand for more circuits necessitated the
mtroduction of lings carrier systcm between lbadan and Lagos in 1946, which
was later extended to. other parts of the country. The Marconi Company
installed and operated the HM IOQ/ 150 VHEF system (hat replaced most of the
open — wire lines.

By 1950, Nigeria economy was on the upward trend, so too was the
demand for telecommunication sprviccs. Hence, the need to expand the
services became necessary. To facilitale the provision of such services,
contla\utom were infroduced. Thus GEC installed the automatic Exchanges in
Port Harcourt (600 lines) in the s;lme year, followed by Lagos Exchange (500
lines) in 1953 and the Satellite Exchanges of Apapa (600 lnes), Ikeja (400
_ lines) and Ebute Metta (500 lines). |

When Nigeria gained indc:;)cndcnce in 1960, the need for systematic
development of lclccommuniéations infrastructures was realised. As a result,
periodic National Development Plan were conceived and implemented. The
objectives of the various programmes were. aimed at improving the
telecommunication s;steln in thc_ country.  Unfortunately éuch desired

development plans within the period could not be achieved in spite of the huge

investments and tremendous efforts. The associated problems for non-
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devclc‘)pmcntal achievements could be classified as technical, financial and
social. However, the following are the development catried out during the
various periods. !

During the first National Development Plan of 1962 — 68 which was
auned at providing reliable and efficient Telephone, Telegraph and Telex
Services in Nigeria, a total of 22,000 new Telcphone lines were added into the
system Which increastd telephone lines in the coﬂuntry from 49,060 in 1962 to
75,000 in 1968. In the same manner, Telephone Exchanges increased from
121 in 1962 to 144 in 1968 and likewisc Teleprinter machines rose from 180 in

R

1962 to 410 in 1968.

During the sccond Nﬁtional Developraent Plan period (1970 - 74), the
total number of Telephone in the country increased from 70,000 in 1990 to
109,000 in 1974 relare§enting an average annual growth rate of about 14 per
cent,

The 1975 — 80 National Pli;m period showed an increase of Telephone
lines from 32,000 in 1975 to ql;out 241,000 in 1980. Thus the ratio of
telephone to population improved substantially from 1.5 telephones per 1000
of the population in 1975 to about 5.1 telephone to 1000 of the population in
1980,

The 4" Development Plan between 1981 and 1985 was to complete the
spill over project of past developni_‘wnt plans and to progress. At the end of the

period, the actual new installed tclephone lines numbered approximately

400,000



According to NITEL Research and Development Journal of October
1993 Vol. I No. 2 Page 7, which stated that the period between 1986 and 1991,
was characterised by further improvement in the quality of service and
geographical spread of telephone exchanges in 98 location. To this extent, a
total of 212 Telephone Exchanges nation-wide were equipped with STD and
IDD facilities. The 1DD services were extended to about 32,000 subscribers.

1.1.1 The merger of P&T and NET

According the NITEL Journal of September 1995: 26, 27, the then
Nigerian Telecommunications PLC was incorporated under the companies
Decree of 1968 on 20™ December 1984. It was a product of the merger of the
telecommunications arm of the Postal and Telecommunications Department of
the Mimstry of Communication that was responsible for internal
telecommunications services and the Nigerian External Telecommunications
Limited (NET), a Federal Government owned limited liability company that
was responsible for the provision of External Telecommunications Services.

One of the ()bjc'clives of the merger was to hormonise investments in
telecommunication development in Nigeria. The company was structured to
achieve self-sustenance and profitability in its operations in order to optimise
returns on the investments made in the sector. Although the company took off
in January, 1985, the actual process of merging of the two organisations
commenced m July, 1985 with the selection and placement of staff from the
two organisations in NITEL.

On mcorporation, the company had an authorised share capital




I

ey ' G
o

of 4,000,000 tully paid up by the Government. This was reviewed i 1992
when the company was re-registered as a public limited company (PLC) with

an authorised share capital of N5.5 billion, all of which was fully paid.

1.1.2 NITEL Cornm:ate Mission

| The corporate mussion of NITEL 1s to mzﬁntain leadership position by
continuously 1mproving the scr.vices to meet the customers need and
expectations, thereby enhancing national development and adequate returns to
stakeholders.

1.1.3 NITEL Corporate Objectives

(1) To cnsure the development of tclccénmnunications technology as an
infrastructural facility for the economic development of the country.

(2) To improve the efficiency and availability of telecommunications
services.

(3) To carry on for profit, the business of Internal and External or Overseas
tclccommunications  common carrig:rs and to that end, to conduct
telecommunications services of all kinds within Nigeria and to such
points oulside Nigeria as the company shall see fit and to this end, to
administer, plan, provide zind operate all kinds of telecommunications

. services to all parts of the federation apd beyond including ship to shore
in an efficient, co-ordinated, economical and profitable manner.

(#4)  To generate, borrow or raige money for the purpose of the cc;lnpany’s

Y business by the sale of services, issuc of debenture, debenture stock

(perpetual  or  ternunable), bonds, mortgages or any other



securities founded or based upon all or any of the property and rights of
the company or without any such security, and upon such terms as the
company shalt think fit.

12 STATEMENT OF THE PROBLEM

Telecommunication facilities are vital in any organisation business or
non-business to the continued cxistence and survival of such organisation.
Therefore efficient an(; effectivé tclecommunication system will g;o a long way
to give the needed satisfaction to the customers.

For the Nigerian Telecommunication North West Zone in particular and
NITEL National in general, the 'major problems include the unco-operative
attitude of the field workers or maintenance staff to su'rvey and connect new
Telephone lines for the willing customers. This non-challant attitude by some
staff discourages lhc_. would be NITEL customers and even the present
subscribers, Morcover, there is problem of wrong survey, inaccurate bills, late
dispalch of bills, bad record keceping, payment without service provision,
delayed response to fault/complajnts, service not restored after payment of
debt, toss action on credit-worthy lines, acco{mt not credited long after
payment, problems associated with the settling of bills through bank and
delayed reconciliation. Others include inadequate and ageing cable network,
cable theft, antiquated Tc;lecmnnmnication cquipment, inadequate tools for
operational and mai.ntenancé stalf and inadequate operational vehicles.

All the foregoing needed to be taken care of if NITEL will ensure

customers satisfaction which will in turn increase customers patronage and

KASHIM JER 41 L8 Gkl



hence revenue generation and coliection,

13  PURPOSE OF THE STUDY

The aims and objective of this research is to evaluate the performance of
NITEL in relation to the extent she has gone-in satisfying the yarnings of her
customers. Since it is the expectation of the Federal Government of Nigeria

r

that NITEL should provide, develop and maintain efficient and effective

,"}

tcl;(;(;inmunication facilities and continually improving the services so as to

meet customers satisfaction.

The rescarch has the followin g aims and objectives:

(@) To assess the provision,. Opcrationl and performance of modem
Telecommunication equipment i.c. Digital facilities compared with the
old or the Analogue cquipn;;:nt.

(b)  The research is aimed at looking at customers’ problems resulting from
company’s inadequacies, which include service provision of operations
and the problems, associated with the billing system.

(¢) It is aimed at :dssessing the provisiop and operation of‘ Card Phone
System and its advantages over the Coin Box System, Operator Call
Office System and Ticketed Call Sysicm.

(d) To measure the new lines }‘)rovided, and revenue Collected and whether
it is an index or has relationship to customer satisfaction.

1.4 HYPOTHESIS

(a) That the provision of modern Telecommunication facilities i.e. Digital
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Network enhances customer satisfaction better than the old Analogue
facilitics. -

(b)  That the provision of Card Phone Systcm gives customer satisfaction

| better than C0i1} Box System, Operator Assistcd (Tickete_d) Calls and
Opecrator Call Offices (Counter Cash payment).

(¢) That the recent improvemeﬁt in the timely production and éccuracy of
bills coupled with the settlgment of such bills through banks enhances
customer satisfaction.

(d)  That the patronage of the customer wh.ich in turn increase the new lines
provided and revenue collection over the years is an index that there i1s
improvement in customer satisfaction.

1.5 SIGNIFICANCE OF THE STUDY

The study will be uscful to NITEL because it will assist the company to
assess the attitude of staff towards customer care and customer relation and
how far they have improved towards satisfying the customer wants and needs,
It will also reveal the reactién of the subscribers and the general public
towards the new facilities such as Digital facilities and the Card Phone System
and to have a general assessment of NITEL performance.

~ Thus the company can make amend where necessary by making use of

the recommendation olfered at the end of the study.

.

~"{The study can be useful to the Federal Government Ni geria to see what

can be done to improve telecommunication and hence reach conclusion on the
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privatisation issue and perhaps give encouragement to Private Telephone
Operators.

NITEL subscribers and the general public will definitely benéﬁt from
the research, as they are aware of the problem of NITEL and hence will
appreciate the effort for improvement.

Fellow students and interested future researchers will have this thesis as

a good base to stimulate further Stl;ldy on NITEL LTD.

1.6 THE SCOPE OF THE STUDY
e, »L

“The rescarch is on the appraisal of NITEL performance towards

improved customers’ satisfaction with particular focus on NITEL (North West
Zone).

The Nigerian Telecommunications [.,imit'ed (NITEL) is the Federal
Government ~ owned - company  that  provides  public  network
telecommunications services in Nigeria.

Sct up in 1985 as an amalgam of the Telécommunipations Division of
the defunct P&T Department and, the Nigerian External Telecommunications
Limited (NET), NITEL limited has a staff strength of about 14,000.

It operates a three-ticr organisation structure, that 1s, Corporate
Headquarters, Six Zonal and 39 Territorial Administrations, a system that
enhances decentralisation. Currently, the six zones of NITEL are Lagos Zone,
with the hcadquarters in Lagos, North West Zone with the headquarters in
Kaduna, North East Zone with headquarters in Bauchi, South West Zone with

headquarters in Ibadan, South :East Zone with the headquarters in Enugu



and Central Zone with headquarters in Abuja. Each state of the Federation
represents a Territory except Lagos that has three territories.

Fully commercialised under the privatisation and commercialisation
policy of the Federal Government, NITEL limited more than ever is committed
to the provision of efficient, reliable and cost effective Telecommunications
services nationally and internationally. This set of objcctive has remained the
guiding principle on which the company’s operations are based.

NITEL limited has about 700,000 Tdephone lines out of which about
400,000 arc Digital liuéé. The total Telex lines in the network is about 13,000.

"‘"""‘\’IOther relatively new services provided by the company are the
INMARSAT Service and computer oriented switch for International Telegraph
(COSIT) Service, Network Paginé Service and Audio Mail Service

1.6.1 NITEL North West Zone

The Zone is consisting of seven 'l’erl'it;)ries (each state represent a
térrilow) namely: Kaduna Territory, Kano 'ferritory, Katsina Territory, Sokoto
Territory Jigawa Terr;tory, Zamfara Territory and Kebbi Territdry. Kaduna
Territory with the headquarters in Kaduna, Kano Territory with headquarters
in Kano, Katsina Territory with the headquarters in Katsina, Sokoto Territory,
with headquarters in Sokoto, Zmﬁfara Territory with headquarters in Gusau,
Jigawa Territory with headquarters in Dutse, and Kebbi Territory with
headquarters in Birnin Kebbi,

The seven territories of the Zone have the Zonal Headquarters at

Kaduna which is the seat of the Zonal adnunistration consisting of General
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Manager (NWZ), Deputy General Manager (Operations), Deputy General
Manager (Admin.), Députy General Manager (Finance) and Debuty General
Manager (LDC). In each of the Dcpartment headed by a DGM, we have

Senior Managers, Managers, Asst. Managers etc in the organisation structure

as represented below.

NITEL (NWZ) Organizational chart

l GM (NWZ) J

Figure 1.1

. PRO

. Legal
W —-————— Medical
DG DGM TS DAM | [iGM
(Qrs) (ADMIN) - Kaduna (F) (LDC)
k - Kano
- Katsina
- Sokoto
A - Zamfara ; -

SM SM - Jigawa SM SM

- Kebhi

The function of the Zonal headquarters administration is to coordinate
the work in the territories and present a Zonal monthly, quarterly or periodic

reports to the Corporate headquarters.

For the purpose of this research, Kaduna State was chosen among the
seven states consisting of NITEL (North West Zone) where the questionnaires

were administered. The reasons for choosing Kaduna is because:
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a)  Kaduna is the headquarters .of NITEL (North West Zone).
b)  Kaduna has typical examples of all the NITEL facilities or services
| offered to the public. |
c) It can be possible to use Kaduna to ge?neralise for other Territories in
the Zone.

Kaduna state has a population of 3,935,618 while NITEL staff in
Kaduna state has a population of 723 to give a total population of 3,936,341
out of which 150 was éllosen as sample for Telephone and another 150 for
cardphone from where one can generalise for the total population.

However, all the secondary data required were gotten from NITEL
Zonal Headquarter, Kaduna but ;:E;vered all the seven states of the zoﬁe. Thus
analysis on the state basis could be possible.

1.7 LIMITATIONS

The project is based on the case study of NITEL Ltd., which is solely

recognised Telecommunications industry that the country had for many
|

decades. M’TEL and the new private Telecommunications Operators are just

AR

coniiné‘ up and hence it is therefore not possible to compare the result or
experience of NITEL with any (:ther. Hence the data analysis can only be
generalised with utmost caution.

The questionnaire for Telephone and Cﬁrd phone was distributed only in
Kaduna because Kaduna is the typical example for all the Telecommunications

facilities in the Northern Nigeria. However, the secondary data covered all the

seven territories (states) of the North West Zoné for all the analysis.
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1.8

DEFINITION OF TERMS

Telecommunications - Is the sending and receiving of

information by cable (such as the coaxial cable system), telephone,

-

telegraph, radio and television and the like. All these involve the use of

" electromagnetic link over any length of distance.

Telephone - Is an instrument or a device consisting of a
A

transmitter and a rscciver.in which the voice or sound is transmitted
along a wire or string connecting it; thus reproducing the sound.

Telegraph - Is an electrical apparatus consiéting essentially of a
circuit, a source of current, g transmitter by which the c‘ircuit can be

H
made or broken at will, and a receiver that is affected by every make and

’ J ' o ) C g ..
~ break so that an audible or visual indication is given.

Telex - [s a system or a network where a Teleprinter is used to send
and receive information.

Telephone Exchange - Is a central officp (Equipment office) in
which the wires and engine of tclepllones are connected to penmit usage
of telephone. - - ' |

Automatic Exchange - Is a telephone system in which the
telephone calls can be established without the aid of an operator. The
system Is also called an automatic switching system.

Micrnlwave Carrier (Radio) Equipment - Is a system of
se.nding and receiving ir;formation usin'g air electromagnetic link and

usually over large distance.
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Coaxial Cable System - Just like the n]icrdwave system, which
transmits its signal through *wave, coaxial cable system, uses cable link
to pcrform the same function.

Domestic Satellite (DOMSAT) - With the use of the Nantec

Cassegrain feed antenna; it interacts with satellite located 36,000

kilometers away in space to bring video and audio message to and from

the country. In a way, DOMSAT can b:e defined as a system of
communication whereby traffic from a country, received by an orbiting
satellitc amplified, frequeﬂéy converted and retransmitted ba(.:k to the
country of origin, ;
Repeater Stafion - Is usually a link between two terminal (main)
stations where transmission is repeated bcfofe getting to the othér

rl

terminal station,
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CHAPTER TWO.

o

LITERATURE REVIEW

-

THE CONCEPT OF TELECOMMUNICATION

Telecommunication is the, sending and receiving of information by

cable, telephone, telegraph, radio and television and the like. All these involve

‘the use of electromagnetic link over any length of distance.

2.1.1 TELECOMMUNICATION ROUTE

(a)

In Nigerian three major Telecommunication routes are observed. They

(a) Microwave Route System
(b} Coaxial Route System
(¢) Domestic Satellite - DOMSAT

Micro-wave Route System

This 1s a system of sending and receiving information using air

electromagnetic link over any lchgth of distance. The system makes use of

repeater stations of 35-kilometer distance to each other or to the next Terminal

station to boost the message. |

L

| (b)  Co-axial (Cable) Route Sv?:tcm

!

The Coaxial Cable System is a recent feature to supplement Microwave

System. Unlike the Microwave Equipment, which transmits messages through

!
r

"cable linked.

1

+

“clectromagnetic wave, Coaxial performs the same function but through the

El
g
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In Nigeria, the cable runs from Lagos through Ilorin to Kaduna along
the mamn road. The system also provides for repeater stations i between the
terminal stations.

(¢) Domestic Satellite — DOMSAT

The Domestic Earth Stations were established in 1976 in each of the
then 19 state capitals in Nigena. The master control station for all the
DOMSAT in each state is in Lagos.

Video and audio messages are sent from Lagos to Domsat Earth Station

in each of the state capitals via the Satellite located 36,000 kin away in space.

2.1.2 ELECOMMLIJNICA'I'ION AND NATIONAL DEV_ErLQPMENT

Telecommunication has bcl;cn described as the necessary vehicle for
ngtidnal, social and economic de;wclopment. This was made known by the
M:ll;aﬁ%ging Director and Chief Exgcutive of the Nigerian Telecommunication
Plc, (NITEL) Professor Buba Bajoga at the commissioning ceremony of the
10,000 line Digital Telephone Exchange in Benin City — NITEL Journal,
January (1996: 14). |

Professor Bzijoga said that‘the' centrality of telecommunications to the
nation’s development informed NITEL’s network modernisation and
cxpausion programme, which began since 1990, -\The company’s aim, he went
on was to have a nctwork that will be predominantly Digital with one million
lines by the Srear 2005.

According o Engr. Lawrence Ogunleye, NITEL’s General Manager in

charge of planning and Development during his interview by the NITEL



Journal, (January, 1996:16) disclosed that the importance of an efficient and
reliable telecommunications system cannot be over-emphasised. In fact,
telecommunications is now being argued as the fourth factor of production.
The level of a nation’s economic development can be measured by its level of
telecommunications network development.

Telecommunications 1s a vital and central input in this production
process. In fact, it is sometimes seen in some schools of thought in
management that telecommunications 1s a catalyst which lubricates the other
factors and ensures their upl‘imun{‘pcrfmnmncc to satisfy human desires.

Since the establishment in 1985, NITEL Plc as a fully commercialized
company that provides national and international-telecommunications services
in Nigeria has as a deliberate policy, demonstrated and justified the objectives
of its establishment be providing, developing and maintaining efficient and
reliable telecommunications services to the nation.

In order to meet the high demand f()f efficient, effective and modern
teleccommunications  technology and the wurgent need to speed
telecommunications infrastructures (o all facets of the country, NITEL has,
since inception, embarked on the extension of various telecommunications
projects, not only to meet the standards of the International
Telecommunications Union (I'TU), but also to provide efficient, high quality
and modern telecommunication services to satisfy customer’s demands.

To underline the relevance of the telecommunications sector, NITEL has

been in a hurry to ensure that it satisfies the yearning desires of the




19

Wide segment of the population to have access to telecommunications services.
Unlike other sectors of human enfdeavour which may afford to wait or foot-
drag ull‘ltil the turn of the century before being widely available for all, NITEL
1sw0;kmg against time (0 ensure that its scrvices are not only available for the
~ people but also that such services are efficient and reliable while satisfying
their needs and desires.

Engineer Lawrence Ogunleye (NITEL Journal January 1996:16) also
added that the projects, plans and p.l‘ogrammes undertaken by the company
since its formation were to meet scrviccs demand by subscribers, improve the
company’s corporate lmage, improve efﬁcienc§ of the network, ensure the
resilience of the network and improve route d'ivell'sity.
| Other .factors that informed thp execution of these projects are the desire
to introduce new services, change techno‘logy in the telecommunications
world, increase the revenue base and become more dependent on internally- |
generated revenue for ité dcvclopﬁlcnt programmecs.

Engr. Ogunleye disclosed that as a measure towards meeting the L.T.U.
requircments of one telephone line to 100 inhabitants, a nefwork master plan
has been prepared to ensure that by the year 2000, about 546,006 Digital -
telephone lines will be installed in the network at locations of established high
demand and 1n state capitals with economic potentials.

According to the Deputy General Manager (Ops) of NITEL Coﬁ)omtc
Headquarters, Dr, Kllnle Bello in his article on “The coﬁvergence of

Telecommunications, Computing and Broadcasting in the new Millennium”

L
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published 1n .NITEL Journal (September 1997:32-33) disclosed that
telecommunication industry Iin Nigeria today has witnessed far reacting and
melodramatic changes. In consonance with the burgeoning trend world wide,
NITEL limited since 1992 has silu'fted its attention to network iinprovement,
expansion and modernization. To-date, as at September 1997, the industry can
boast of:

'

3 International Gateways (Digital)

- 6 Secondary Switching Centres (Digital)

- 49 Primary Switching Centres (20 Digital)

- 270 Local Telephone Exchanges (60 Digital)

- 1 International Telex Exchan_ge
- - 2 Computer — Orienled Switches for International Telecommunications

(COSIT) \ . -,

- 46 Trunk Terminal Stations |

- 19 Domestic Satellite Earth Stations

- 16 Telex Exchanges

- 215 Radio Repeater Stations (53 Digital)

- 2 Optic Fibre Transmission

f

- ¥ Co-axial Cable Transmission Link

- 1 Packet Switch (X.25, Data)
- 3 Mobile Switching Centres.
The above revealed the importance attached to Telecommunication as a

true vechicle for national, social and economic development.
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2.2  SERVICE RANGE AND DISTRIBUTION

2.2.1 NITEL SERVICE RANGE AND USAGE

NITEL provides a variety of services, which mclude the following:

(a) Telephone with IDD (International Direct Dialing)

~(b) Telegraph and Telex Delivery Service

(¢) Telegraph and Reéistered Telegraphic Address

(d) Local and International Public Card Pay Phone

(¢) Transmission and Reception of Real Time Television for Network
service *

(f)  Private Leased Telephone and Telex Services

:
(g) Pal-Secom Tape Conversion

(h\)whfPrivate Wire

(i)  Maritime Mobile Services (:MMS)

()  Lcased Telephone and Telegraph Services |
. (k) Alternate Voice Data (AVD circuit) |

() Voice Cast and Press Rece};[ion

(m) International Public Cﬁlinter Services

(n) NIFAX services (Public Facsimile) )
(0)  Satellite Mobile Communications (INMARSAT) Service
(p) Data Switching System

(@) Electronic Mail (National'Sc\:rvice only).

(r)  Press Reception and Broadcast

(s) Word Processing

KASUHIM TR o111 T R
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()  X25 Switch

() X400 EleclronicJ Messages
(v)  Stir Traffic Sub-System
(w) Digital PABX

22.1.1 TELEPHONE

Telephone 1s about the most popular medium of communication the
Cworld.  Its transmission/reception through. satellite has greatly enhanccci its
preference to other media of communications. Through Teleph_oné, one can
make call locally, within the country (Trunk) and even outside the country if
IDD facility is connected to such a phone line.

2212 TELEPHONE WITH IDD FACILITY

A subscriber with IDD facility on his Telephone can dial International
numbers dircct without the intervention of NITEL Operators. Thus he can dial
anywhere at anytime to his satisfaction.

22.13 TEL EGRAPWCOSIT

~ The telegraph service is the oldest. systemn of local and overseas
communications. 1t was popularly known as cal;)legram before the advent of
high frequency radio and satellite communications. Though teiegraphic '
scrvicc now takes the third position after Telephone and Telex, it has not fallen
1 value and reliability. Telegraph has diversity in application for individual
contact, seasonal greetings, business transacltion and governor or high security
correspondences. The foilowing‘types of telegraph are available locally and

internationally.




(a) Urgent

(b}  Greetings

(c) Press

(d)  Porterage outside free deliv:ejry area.
(c) }}dultiple address.

oy
2214 INTERNAL AND INTERNATIONAL TELEX

"

The Telex equipment Is a Teleprinter machine, which is mainly,
acqliircd by firms, business organisations and government agencies that have
. constant exchange of correspondence with local ‘and overseas partners. The
service 1s comparable with telephone service because the telex subscriber is
fully in control andJ can establish both internal and intern;ational telex
conniections within a minute without the assistancé of NITEL Operators.

The connection is immediate and charges are based on minute by minute

o
Iuse, privacy and secrecy arc guaranteed and records of discussions are
automatically printed for up keep. Also thq machine has in-build facility to

receive and record messages unattended.

2215 TELEX DELIVERY SERVICE (TDS}

This 1s an auxiliary of the telex service, which is ideally developed to
meet the needs of Nigerian small -Scale or one-man business. On payment of
annual subscription. NITEL rcceives on your behalf all telex messages on 24
hours basis and deposits them in numbered telex boxes for collection at your
convenicnce. The service has gained prominence and has been extended to all

NITEL locations countrywide.



2.2.1.6 TELEGRAPHIC ADDRESS SERVICE

Telegraphic Address is a registered short form of telegram whether you
are sending or receiving a telegram, cost benefit is derived from this service.

Fach address serves as a reference code for your organisation.

()

R LOCAL AND INTERNATIONAL PUBLIC CARD

PAYPHONE

Public Card Pay Phone is more convenient, faster and private. No form
to fill and wiring like additional charges or refunds whenever your call is
completed. What is required isto buy a credit card “AUTELCARDS” of
various money values, which when inserted sets off a meter that counts down
as you speak. At the end of the call the exact cost is displayed on the meter
panel.

Pay Phone is casy to operate. Just lift the handset and listen to dial tone,
msert the card and wait for credit to be displayed, press the required number,
as soon as the called party answers, press the black button to speak.

22.18 LIVE 'l'ELEVlSl()N BROADCAST

The live television broadcast of Christinas message by the Pope in
Rome, the Hajj, International Soccer matches etc., are received through NITEL
Satellite System and relayed to our domestic television sets by the N.T.A. We
could transmit or receive any programme “live” through the Satellite on
request.  Our Satellite Station is equipped with television converter that
converts to any standard required by the customer. All we need is sufficient

notice for International link-up to any country in the world required.
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22.1.9 LIVE RADIO BROADCAST

By pre-arrangement with the press or broadcasting media, we play a
prominent part in soccer commentarics and other international events
broadcast “live” through the domestic receivers.

22.1.10 COMPUTER LINK

This is a computer auxiliary service for the business sector. From the
comfort of your office, your computer data en.try operator can now access ydur
computer base for dalil input and retrieval on the keyboard. Tllis means that
during board and 1na11agcmént meetings required decision information could
be retrieved from the computer xlvitllout any delay, a simple computer link
between your office and your computer base is all you need.

22.1.11 LEASED TELEGRAPH CIRCUITS

The service is totally private and reduces enormous spending on
.,¢‘|/'

L

telegram and telex overseas. The charges depend on the speed of transmission.

For instance quarter — speed operates 15 words per minute,

22.1.12 LEASED VOICE GRADE CHANNEL

It is a telephone type of service fully eqli:ipp;'-:d to serve all purposes
including high-speed transfer of*‘data across the seas. The service is very
popular with Oil Companies, Airlincs, Banks and other reputable organisations

that have volumes of data to transmit or wish to have access to data Banks in

foreign countries,
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22.1.13 PRIVATE AUTOMATIC BRANCH EXCHANGE (PABX)
: J '

SERVICE
Private automatic Branch Exchang@ like a public telephone exchange
facilities inter-communication between extensions in an organisation with or
~ without the assistance of Opcrators. It saves time, introduces control to
unauthorised use and definitely cuts down the number of direct telephone lines
without any Iosé of business contacts.

221.14 MARITIME MOBILE SERVICES

The radio telegraphy conti#nues to play a dominant role in relaying
messages 10 ship through other facilities like radio telegraphy and telex via
satellite are more instant, Ships at sea (anywhere in the world Occansl) are still
within our reach. Many ships now install tlie 1ﬁost modern system on board
for césy communication with the land.

22.1.15  NIFAX SERVICES (PUBLIC FASCIMILE)

This 1s NITEL Jfax service used for local and intematiohal services.
Unlike Teleprinter where the message is typed for onward transmission to the
| destination, fax \machine accept paper containing message after dialing the
desired number such message is transmitted and received like a photocopy at

the fax machine of the destination.

2.2.2 NITEL NEW SERVICES

22.2.1 DIGITAL TELEPHONE

In addition to the Analogue Telephone, Digital Telephone has the
|
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facility to dial international calls-direct without the assistance of the Operator.

Digital Telephone has numerous facilities, which include:

(a)
(b)

)

22272

Malicious call identification
Hotline dé}ayed
Meter observation
Abbreviated dialing .
Call diversion

Traffic restriction
Private metering
Three party call
Alarm call service
Call waiting

Large conference

VOICE MAIL SERVICES

This is an electronic answering system that enables you to receive and

retrieve messages from your telephone or cellular line. K turns your phone

into a centralised 24 hours message centre. Whenever you cannot answer a

call because you are using the line or you are away from the telephone or

unwilling to answer any call, you can allow the Voice Mail Service with

personal greetings to:

- Answer all the calls on your line in your own voice.

- Record and store all incoming messages which can be retrieve later

through your phene or by calling from any touch tone phone,
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regular or cellular phone and the message can be arose at your leisure.
- Divert your message into your Private Mailbox,
- Notify you of and deliver to'you messages left for you on any telephone
}

number of your choice.

2523  TRUNK RADIO SYSTEM

Trunk Radio is a system, \a\;hich allows a Jarge number of users to share
a group of radio channels or frequencies automatically. With the traditional 2-
way radio system, many users share a common, radio channel or frequeﬁcy
which they are all competing to lil.SG at the samé time; this means they are all
liétening to each others conversation on the same channel. The Trunk Radio

System is the modern automatic Switching and radio trunking technology,

which offers substantial benefits over the 2-way radio service such as:

{a) It provides/covers a range of 40 — 60 kilometer depending on the Hand

* held Radio set while 2-way radio covers only 20-25 km.
(b) It works on nultiple frcquq}mics and z.xlways selects a clear channel for
cach new call.
(¢) It provides privacy for both dispatched calls and for Telephone
Interconnected calls.
The users of Trunk Radio System include:
(1)  Oul Industry: rigs, services, security for daily operations, providing
| information on needs deliveries, problems, production shipments etc.

(i}  Shipping, Docks, Harbor Usage: For communications around the
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harbor with shipping companies, customs etc.
(iti) Customs, clearing agents, shipping agencies, construction companies:
| For daily opcrations,‘ providing information on stahls, shipping
information, deliveries, etc..

(iv) Manufacturing Industries/Sales Agent: For placing orders, setting
meetings, announcing changes and transmitting urgent messages.

(v)  Distribution Services: | For managing delivenies efficiently and
maximizing back}iauls, for knovlwing the location of your vehicles.

(vi)  Courler Services: For faster response to customer needs énd to avoid
unnecessary journeys to the wrong destination.

(v-ij)____,_k_Emergenoy Services, Fire aitld Ambulance: For faster resp;:mse to
alerts, for communicating emergency needs and arranging to get the
right pcople to respond or take some action.

(viin) Individual Use: _ For communicating with family members, for
reaching someone who is’mobile, and fo.’r use as an infcrconnectiug

telephone service,

2224 PAGING NETWORK SERVICE

"
v

Mobile Telécommunications Setvices (MTS) recently introduced
_Nigcria’s first full service paging network. The system is interconnected with
the NITEL Telephone Network, So pagers can be directly accessed by any
telephone use. Paging service allpws customers (pagers) to receive the actual
text of an important Ilnessage with the aid of a' handset, which‘ could be an

alphanumeric pager.  This type of pagers displays written text and



!mmbcrs. Other varieties of pager can either display only numeric or tone-only
pagers. |

The paging system network wuses ‘a highly sophisticated multi-
transmitters system th:lt provides superior penetration of the city. Now people
Living or working in Lagos or Abuja can be reached by pager.

You can have your pager linked to your Voice Mailbox so that you will

automatically be notified when a message has been deposited for you.

Paging Applications/Users.

(1)  Banks: Pagers can be used to keep management in touch, providing
financial i11for|llflti0|1 such as exchange rates, credits rate etc.

() Car Dealers: To request for spare parts or notify someone when his
vehicle 1s ready. |

(i) O1l Industry: Informatj_on on production needs request, shipments
can be sent both during and after working hours.

(i\{)__,___,\_,Lawyers, Doctors, Public Relation:  Paging 1s used for scheduling
‘sctting and changing appointments.

(v)  Other users include: Hbtel;s, sports, security, pilots, contractors and

construction industry.

T 2225 NITEL’S INMARSAT SERVICES:

International Maritime Sattllite Communications Services came into

being in 1979 to upgrade the traditional Marntime Mobile Service (MMS)

which uses HF radio {requency and morse code signals. The service is an

improved means of communication via Satellite.

-~
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The service was tnitially designed to provide maritime commumications
particularly for vessels in the sea when in distress. It service portfolio has
been expanded to cover land Mabile services to cater for land Mobile user
- such as Trucks, Cars, Railways. With advancement in technology, it now
provides telecommunication service to the Acronautical services industry for
aircralt and now the’ ;;crvicc have been diversified to cover’_the private
individuals users.

INMARSAT A

This is mecant mainly for sea vessels that have sophisticated

communication requirements. It has a complex terminal weighty about 60 kg
to 600 kg. It provides high quality. Telephone, Telex and Fax services, Data

transfer, TV Broadcast and Reception.

4

INMARSAT B

~ This is the world’s smallest and most portable communal satellite
comimunication system.

INMARSAT C

This is a small and detachable terminal that can transmit and receive text
and data at about 60 bits per second.

2.23 NITEL BUSINESS OFFICE

The Term Business Office is used in this project to mean the
commercial office of the Nigerian Telecommunications Ltd. where all
applications for Telecommunicatipn services are submitted for processing in

the organisation,
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Business office 1s set up 1:“. all telephone exchange areas in order to
bring the services neard‘er to the subscribers. Well-trained comme‘rcial staff are
deployed to Business ofﬁceé as stated below:

Exchange of 10,000 lines - Mana.g:er

Exchange of 5,000 lines — Asst. Manager
Exchange of 1,000 lines — Snr. Officer |
Exchange of below 1,000 lines — Snr. Officer 11

2231 TELEPHONE SERVICE |

(a) GENERAL FUNCTIONS

(1)  Reccives all applications fi:;r telephone services, acknowledges feceipt
and classifics the applicatigns requirements, that is,. provision, change
of add'ress/owncrship, recovery-reprovision, eic.

(i)  Issues telephone survey reéort form (TSR) in the case of provision and
Jtransfer to determine the possibility of providing service.

(m)\ Issucs standard ‘letters of advice o applicants about the result of the
survey within a fortnight.

(iv)  Assists applications in the completion of the agreement form (TCI)
where service is possible. |

(v)  Advises applicants of cases requiring capital contribution.

(vi) Refers services requiring relief scheme and capital contribution to the
Senior Manager, (_Zustomcr Services for a;;proval.

(vil) Maintains records of requclsts for service and list of waiting applicants

- within and outside exchange area.
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(viii) Assigns telephone numbers in smaller exchange areas in consultation

(ix)

(x)

(i)

(xii)

(b)

with the Senior Manager Customer Services,

Prepares Advice Notices, distributes them in accordance with laid-down
guidelines and maintains records of advice notes issued.

Opens files for dl completed cases, closes and forwards "F" COPIES
OF ADVICE Notes promptly to Finance Division for Billing,

Maintains subscribers' register of each exchange showing the multiple
numbers sequential order,

Interviews dl applicants and subscribers and deals with inquiries
connected with provision of service,

PROCEDURE

Essentially, an applicant is waiting for some service; it may be a new

service, a change of address of renter or even cessation of an existing line and

his request should be regarded as urgent. Unnecessary delay in handling of

letters or forms frustrates the customer; hampers, the work of other branches

and results in loss of revenue to the company,

©)
()

RESPONSIBILITIES OF CONTROLLING OFFICERS

The head of the Business office is directly responsible for the effective
operation of the Business Office. He ensures that his daff are
thoroughly familiar with their duties and that they understand Business
office procedure and adhere dtrictly to it. He carries out daily snap
checks at various points in the Business Office to detect any avoidable

delays and take steps to rectify the difficulty. He maintains effective



34

cooperation with other sections, namely: Installation Control,

Switching System, Works and Planning and Finance (Credit Control).

:
(1) Approves all possible cases and assigns to them numbers where

J

" applicable unless otherwise directed by the Senior Manager, Customer
Services or Territorial Manager.

(1if)  Ensures that forms issued to -01'hcr sections/departments .are returned

promptly and follow-up anyldelay. )

(iv) Assign functions to his staff and effectively supervises his subordinates.

(d) CORRESPONDENCE DUTY

The head of the Business office is responsible for dealing with
applicaﬁons, ;:hcck.ing the applicants’ requirements, seeing if the required
service can be given, maintains wajting lists of applicants and filling the
completed forms and case papers ;lt the conclusion of the process.’

(i)  All applications submitted should Be accompanied by 2 passport
photographs of the applicant. In the case of corporate bodies, phoiocopy
of certificate of incorpora.{ion and 2 passport photographs ‘of Chief
Executive or Public Relation Manager should be attached.

(i)  All such applications received in the Business Office should be *
acknowledge using standard letter.

(6) STANDARD LAYOUT OF APPLICATION REGISTER

REF |DATE | NAME | TYPE | DATE | DATE DATE | DATE NO DATE | DATE RE-
NQ Ol or TSR TSR ICI TAN ALLC- SVC “F" MARKS
APPLI- | SVC IS8 | RETND issD 183D CATED | GIVEN | COPY

CANT CLSD




(1)

(2)

()

5

Where there 1s any doubt about the applicant’s requirement or how they
are best provide:d, he shoulld be contacted by letter or where considered
necessary i)y a personal Qisit.

Before any application is processed for service, Busines's Office
Manager must obtain ponﬁx:;nation from Finance Section (Credit Control
that the new applicant is not indebted to NITEL on previous services.

In every case of provision, or transfer a survey report from Engineering

section will be required. Three (3) copies of the Survey form should be

|
prepared. Two (2) copies should be sent to the Officer-in-charge of the

~"{engineering and the application register should be endorsed.

(4)

(3)

When for any reason, the survey officer cannot find the address. at which
service 1s required, the installation control will advise the Business
office and return the Survey Forms. A letter requesting for more
explicit directions should be sent to the applicant. When a reply is
received the application register and survc)‘r forms should be amended to
show the installation address é.nd the survey forms returned to the
Engineering Section.

The survey forms should: be returned within three days "after all
necessary details must have been made on the survey forms thus:

(a) Location of installation and m‘lmbgr of spans to the premises.

Confirmation of type of scrv;cc.
()  The RAT "of DP, cable and the pair number reserved. (Every pair

should have been tested to ascertain that it is not faulty).
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(c)  External and Imternal stores required.

(d)  The spot plan of the mstallation shown behind the form. The
Officer in-charge of installation control would n addition certify
that stores and staff are available for the work to be carried out.

[f the survey form 1s not returned within (3) three days, the
Officer in-charge of the Business office should take up the matter
with the Officer in-charger Engineering.
(6)  When the survey form is dispatched, the application form should be
securely kept in pending file.
(7)  Where service 1s possible, the following action should be taken:

(1)  Payment Advice form (TCL) should be issued by Business
Office, countersigned by the Exchange Area Manager and
approved by the Territortal Manager or his accredited
representative  at ’lc;nhn'ml head quarter within 48 hours of
Issuance.

(1)  Before passing the Agreement Form TCL to the authorzing
officer. A stamp with inscription “Payment 1s not acceptable after
(Date)... .

(Which is the expiry date for payment) should be affixed on top.

(1)  The applicant will ln:. requested by a letter (See appendix 1V) to
complete and sign both the onginal and duplicate copies of form
TCL and present both copies at the bank indicated on the form.

Each Business Office must mamtain a hlist of designated




(8)

)

(10)
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Banks/offices where payment for NITEL services could be made.
The convenience of the subscribers should be consi_dered il
selecting payment ce;ltres.

When the required service does not need the payment of a deposit (e.g.

cessation) proceed with Advice Note action.

After payment, the bank. official would complete the appropriate

portions of the official box on all copies of Form TCL.

()  The duplicate copy of the completed form would be given to the
applicant along with,the receipt of payment, while the original
copy is dispatched to the issuing Business Office.

() The Finance Section (Credit Control) must reconcile all ‘bank
payments weekly and advise both Area and. Business Office
Managers, i'mmediatély of all TCI payments.

Where no payment is requirf:d, agreement form TCI should be issued for

the applicant (o complete, sign and return the original copy to the

Ay

(1)

(12)

‘Business Office for further dction while retaining the duplicate.'

If the .Agrccmcnt Form is not returned fifteen (15) days after dispatch a
reminder letter should be sent to the applicant. If no response if
received to the engineering section ilifdl‘lned accordingly. .

The agreement form (TCI) should be checked on its return from the

- bank to ensure that it has been correctly completed that the applicant’s

name, address and othcer requirements are not altered and that the

amount indicated in the form has been paid.

r



(13)

(14)

(15)

(16)

(17)

(18)

8

If the applicant has stated that he wishes the line to be Ex-directory, the
code XD should be printed in large block capital letters across the
directory information portion of the form. Temporary lines should be
marked with a large “T7. All case papers should then be passed to the
Officer in-charge of l_lusin.css Office to authorise the issuance of an
Advice Note before passing to the Advice Note Duty.

In cases where service is not possible the applicant should be informed
by letter and the application recorded in the waiting list.

Where service ls not possible because of excessive installation materials
or the premises are outside the exchange area, it should be referred to
the Senior Manager Customer Services or the Territorial Manager who
will consider whether service could be given under capital contributions
scheme or the case requires special development.

When the Advice Note i1s issued, the case paper will be returned to the
correspondence duty unit who should endorse the register and put copies
in the subscriber’s file. Where the request is for the provision of new
service, a case filer bearing the telephone number should be opened and
all relevant papers pertaining to the service should be filed.

When the Advice Note 1s finally closed, the ‘B’ copy will be received

from the Advice Note duty and should be filed in the subscriber’s

“record.

A summary of- outstanding applications should be furnished to the
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Sentor Manager Customer Services every month for statistical analysis.
(19) Great care must be taken by this section to note every step of the
procedure n the application register to factlitate action on delayed
advice notes and tracing of case papers when inquiries are received.
(20)  On the recovery of an exchange line, the appropriate DP/RAT waiting
list should be checked in order to facilitate the provision of service to
the next waiting applicant.

2232 PROVISION  OF_ _ LOCAL _ PRIVATE __ WIRE/LEASED

There are two main types of local private wire circuits namely:-

(a)  Private wire (Telephone) which will include tie lines between two
subscribers.

(by  Private wire (Telegraphs), within an exchange or multiple area
having Teleprinter as‘lcrminul equipment at both ends. |

PROCEDURE FOR THE PROVISION OF PRIVATE WIRE/LEASED

CIRCUITS
All applications for private wire/leased circuits received in the Business
office should be cnterc‘d in separate register for private wire/leased circuits and
Telex service.
A separate entry should be made for each terminal and individual
‘
application numbers allotted. The entries should be on different registers if the

terminals are in different exchange areas with link numbering schemes e.g.

Lagos Island and Lapos Mainland. The application registration number
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should be arranged to show the code of Business Office, Private Wire

application number, month and the year e.g. PWT/SH/610.2/80.

L]

OF
2233 PROVISIONTELEX SERVICES

The procedure of providing Telex service is identical with the provision
of Telephone service. The same register should be provided for both Telex
service and private wire/leased circuits applications.  The advice note number
should be arranged to show the office code of the Business office, private
wire/Telex serial number and year.

2234 PROVISION OF INMARSAT AND COSIT SERVICES.

(a)  INTRODUCTION

[For provision of International Maritime Satellite Services (INMARSAT)
and Computer Oriented Switch for Information Transfer (COSIT), all
applicants for these services are required to complete the normal TAFI
form in addition to the special forms for INMARSAT and COSIT
services. The forms are reproduced as in annexes (C&D) attached.

(by  INMARSAT SERVICES PROCEDURE

(1)  All requests for INMARSAT services are to be made to the
NITEL Territorial headquarters in the Zones where the
application  form and Ministry of Communications Form
MOC/RCSS/01 would be provided.

(1)  The completed NITEL Application form and Form
MOC/RCSS/01 should be returned to the Territorial headquarters

i
along with photocopies of certificate of m-corporation in (6)



(iii)

(iv)

(vi)

(vii)
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six copies. After necessary administrative processes the
Territorial Hcadquar'tersl should forward five sets of completed
forms including photocopies of certificate of in-corporation to
Director Planning and Operations for further action.

Director Planning and Operations would process the aﬁplication
to the Ministry of Communications for approval.

On receipt of the approved Notification for TNM.ARSAT services
provision Florm froin the Director Planning and Operations, the
Territorial Manager- ;will issue necessary Forms TCI to the
applicant for payment.

After the Territorial Manager would release INMARSAT

COMMISSIONING IAPPLICATION FORM to the applicant for

completion.

On return of the completed INMARS'AT COMMISSIONING
APPPLICATION FORM the Territm:ial Manager should forward
it to the bircctor Planning and Operation NITEL Headquarters
Lagos along with ﬁllotocopies of evidence of payment for
processing to INMARSAT.

The Director Planning and Operations should advise the
Applicant immediately the INMARSAT Identify Number is
received, copy the Territorial Manager for information although

INMARSAT on its own would also advice the applicant.
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vy

(vi) All foreign registered operators within the Nigeria Territory

‘\\ . J,“/"

would pay in hard currency the sum of:
(a)  $10,000 annual Operators Licence Fee (per terminal).
(b)  $2,000 Terminal Equipment Licence Standard Fee at the
prevailing rate at the time of' payment in local currency.
(c) ™500.00 Alll]llﬁ] Radio frequency Fee.
(ix) Commussioning Progesses are as provided in INMARSAT

COMMISSIONING FORM

2235 COSIT SERVICE PROVISION

COSIT SERVICE PROCEDURE

(1)

(ii)

(iii)

(v)

All requests for .COSIT Scr\;icc arc to be submitted to Territorial
Managers through Business Office: .Tllc TAF] form should be
accompanied by completed Questionnaires.

The procedires for survey, installation and tdesting of Private
Wire/Leased Circuits as explained under for the provision of COSIT
service.

The ori ginaﬁng T‘erritorial Manager should submit copies of the TAFI

form and the coi'nplctcd Questionnaires to GM LDC and his Zonal GM.

- Both originating and Terminating Zonal GMs and GM (LDC) should

conduct surveys of the technical facilities for the service and the
U '
examination of subscriber’s terminal equipment.

If service is possible GM (L.DC) will forward cost estimate to the

origmating TM/GM  including rental charges.

LI
\
\
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(vi)

(vii)
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The originating TM wiil issue TCI form for all installation and rental
charges to the applicant with payment notic‘;e at a designated bank.

The | photocopies of pa);;nent receipts should be forwz’lrded .to
Terminating TM Zonal and LDC GMs in order to facilitate the issuance
of circuit Layout Order by GM (LDC). .,

When CLO has been received by originating and terminating TMs,

relevant Advise Note (TANSs) should be 1ssued for local installations by

* both originating and terminating territories.

{vili)

(ix)

234

Zonal GMs should liaise with GM (LDC) for installation, testing and
commissioning of all facilities.
After commissioning of the wstallation Business office should close all

TANs in the normal way to Finance Division.

CLOSURE OF BUSINESS CENTRES NATION WIDE

NITEL is known as the sole authority operating Telecommunication

services in various business centres nation wide unti! recently when private

operators came into the show. However, because of the negative action of the

privatc operators, the government had to eliminate the private operator for the

purpose of sanitizing the system on Friday April 19, 1996,

The dccision made public by the then Minister of Communications,

Major General Tajudeen Olanrewaju, was that all business centres across the

country would no longer be allowed to offer telecommunications services.

This was, of course, without prejudice to. the other services offered by such

centres.

4
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The reasons adduced by the Mimster for this action ranged from
ccnmwlmic sabotage, illegal and irregular telecommunications activities, to
social violence and criminal tendencies. The summary of this declaration was,
declaring illegal what was illegal. Observers of telecommunications trends
and the telecommunications imdustry have perhaps since known of the inherent
collapse of the policy of allowing business centres operate telecommunications
services. This was because, no where in the world are such centres allowed to
retail telecommunications services. As the Minilster pointed out, the decision
to allow business centres to operate telecommunications services was a matter
of convenience and magnanimity which was unfortunately grossly abused by
over 90% of such Operators.

Moreover, over N500 million was owned NITEL between January and
April, 1996 by business centre operators. When placed against the background
that a majority if such centres do not have records with NITEL, it becomes
clear that all the daily average sales of such operators which conservatively
range between Nﬂ(],(){)‘().OO and N40,000.00 all go into the operators” pockets
at the expense of NITEL and innocent callers. Added to this is the fact that
most business centres had two, three or even five lines.

'

This s still in the midst of scarcity of the lines — in a situation that even
residents of the near-by buildings who applied for telephone lines but are yet
to get even one line. One may ask, how did such Operators get to acquire so
many lines when several applicants are still waiting to be served? The

Operators go to great length to raise the necessary funds (o acquire



telephone lines because they kn(;w that the returns on then investment will
shortly be recouped. After all, how many people can boast of making an
average of N30,000.00 per day or N900,000.00 in 30 days? It is therefore
surprising when one hears a business centre operator referring to
himself/herself as “struggling for survival.”™ No civil servant or company
employee earns as much as they do. On the other hand, it is not surprising that
some people retire from highly p;‘ticl employment and go into business centre
operation.

The truth of how the operators make their money is that the milk NITEL
and their numerous customers dry. Customers are made to pay for no service
offered, the customers are charged exorbitantly. For example, the operators
charge N20.00 for the first three minutes for calls within Lagos out of which
NITELs tariff 1s only N5.40. This means for every successful call within
Lagos, which lasts 3 minutes, ox less, the Operator pockets about N14.00,
Also, while the Operators charge N60.00 to call places like Abuja for the first
three minutes, NITEL charges just about N30.00 for the same call originating
from Lagos.

More than 90% of the revenue which business centre operators made 1s
from International calls. NITEL is the only telecommunications operator for
now in Nigeria recognised by other telecommunications administrations in
other parts of the world. All international calls going out of or coming into the

country pass through NITEL" international gateways and switching centres.
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2.3 CONCEPT OF CUSTOMER SATISFACTION

It is believed that the customier is the king. It should therefore be the
effort of every business organisation to pursue customers’ satisfaction and not
the craving for profit making alone,

2.3.1 The Marketing (Concept) Orientation

According to Philip Kotler (1980:31), the key task of the organisation is
to determine the needs and \a:ants of target markets and to adapt the
organisation to delivering the desired satisfactions more effectively and
cfficicntly than its competitors. The marketing concept is a more recent idea
1 the history of Exchange 1'elati01:1‘ti;.

““&lfn short, the markcﬁng concept says “fund wants and fill them” rather
than “create products and sell them.” This orientation is reflected in various
contemporary ads: “Have it your way” (Burger King); “ You're the boss”

(United Airlines); and :‘No dissatisfied custmhers’l’:. (Ford). |

~ The underlying premises of the markcting concept are:

1. Consumers can be grouped.jnto different mlarket segments depending on
their needs and wants.

2. The consumers in any market segment will favour the offer of that
organisation, which comes closest to satisfying their particular, needs
and wants.

3. The organization’s task is to rcscarchl and choose target markets and
develop effective offers a;Id marketing programmes as the key to

attracting and holding customers.
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According to A. R, Morden (1991:6), the “Marketing Concept” may be
defined thus: “The most im'port'aut managerial task within the organisation is
that of understanding the needs and wants of customers in the market and of
adapting the operations of the organisatioh to deliver the right good and
scrvices more effectively and effigiently than its competitors.

- ..,(__.T his means that management in the business enterprise has twe main
areas ‘of responsibility;
(a) Remaining Sensitive 1o market needs: the management of the business
| must be aware of the natire bf market demand, and of changes that
occur in it. The nature of market dcman.;d, énd the need to supply it
effectively yet profitably, should be the driving force behind the
decisions of all of the céimpany’s managers, not just its 1ﬁarketiug
functtons.
(b)  Market-Oriented Operations Management: the whole business should be
run so that

(i)  Marketing objectives‘ may be achieved and

(i)  The business trades in a competitivcland profitable manner.

For instance, the rapid growth in world market share enjoyed by the
Japanese car manufacturers ShDV\;' the effectiveness of the marketing concept
when applied throughout the operations of the business, Manufacturers like
Nissan and Toyota which:

- design, build and supply the type of cars people want to buy

“

- manufacture the cars to a consistent, high quality;

2
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- produce large volumes, so that the cost per unit is reduced;
- price and sell the cars so that the business runs at a profit.

It should be noted that the same above cannot always be said of some of
the European car manufacturers!

Figure 2.1 The Marketing Concept

R New Product/Service ldeas —— e

-Market Research, Communication, Promtion

Consumer or
F——CGoods/Services/Credit —— Buyer Behaviour

VY N\
COMPANY ——Payment/Profit/Debts — | MARKET

Technolgy

———— Market Information/Feedback— \/
Research “ Causes of
And Competitor Information/Feedback change in
Development Demand

New Product/Service Demands

SOURCE: A. R. Morden (1991:7)

William J. Stanton (1984:16) also contributed his quota on explaining
marketing concept. According to him, companies embrace the concept of
coordinated marketing management, directed toward the twin goals of
customer orientation and pruﬁt;lblé sales volume. He stresses that attention is
focused on marketing believe that “Marketing begins with top management.
Only the top management can provide the climate, the discipline, the
leadership required for a successful marketing program.”

Nonyelu G. Nwokoye (1981:20) also stated that a marketer conducts his
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business for the ultimate purpose of meeting the needs of his customers and
s

achieving his own objectives such as profit. According to Nwokoye, it would

seem to make sense if the markcter proceeded as follows:

(1)

@

‘\ .--‘-\

ask the customers about their needs,

develop or acquire the products to fill thosé needs;

plan and organise a marketing progralmne to bring the products to the
customers in such a manner as to lead to the achievement of stated
goa.ls;.

carry out post-sale activities that will ensure that the products are

satisfactory in use and to lcarn of customer reactions that will guide

future imptovements. According to Nwokoye, marketing should begin

~ and end with the customer.

According to him, the marketing concept 1s likely to be applied more
seriously under the followittg conditions.

‘There is a strong competition in the market. The marketer who
creatively caters to customer needs is likely to win a differential
advantage over less insightful comﬁetitors and thereby enhance. the
chances of success and sur\;ival.

The economy is devc.loped to the extent that the majority of consumers
have access to the basic material needs of life and enjoy a high standard
of living, they have bec;amc more capricious and choosing and

consequently arc harder toiwoo. In such an economy many products

and services could rightly be described as frivolous.
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Even when the above two (;OllditiOIIS prevail, such as in the U.S.A. the
practical implementation of the ;marketing concept appears not to be a s
widespread as one would think. Research in the U.S.A. suggesfs that the
marketing concept is an idealistic policy statement for management and that
few companies are ask to implement the philosophy and make it operational on
a day-to-day basis. N@vérlhclcss,:‘the astute 1ﬁarkcter, whether he operates in a
protected or competitive market, i_s well advised continually to seek ways to
serve ,_‘his customers better, the pood will of whom is a valuable resource.

2.3.2 The Production {Concept) Orientation

According to Philip Kotler (1980:32) in his writing on pmductioﬁ
concept stated that production concept is one of the oldest concepts guiding
sellers on how to satisfy consumers with the pI'Odl:!CtiOIl of goods,

The production concept is a managelﬁent orientation that assumes that
consumers will favour those products, which are available and affordable, and
that therefore the major task of management is to pursue improved production
and distribution efficiency. ’ |

The implicit premises of the production concept are:-

(1) Consumers are primarily interested in product available and at low
price.
(2) Consumers knm.)v the prices of the competing brands

(3) Consumers do not see or attach much importance to non-price

differences within the product class.
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(4)  The organization task is to keep improving production and distribution
efficiency and Jlowering costs as the key to attracting ‘and holding
customers. |
The production concept is an appropri.ate philosophy of manageinent in

two types of situations. The ﬁrst'is where the demand for a product exceeds

supply. Here consumers are ready to buy any versions of the product they can
find. Thus companies in developing countries that are able to sell all they
produce put their encrgy into improving production. This is the situation of

Nigeria where Telephone facilities are not easily come by and since the

populace desire for available and affordable phone, Card phone is made

available to be patronized by t.iwgp who cannot afford to own a Telephone in
their houses and yet they make calls when necessary.

The second situation is where the product’s cost is high aund has to be
brought down to expand the market.

A. R. Morden (1991:10) al.so had his view on production orientation.
Accd;ﬁtiing to him, the ina.nagelr_]ent in a production-oriented company is
concerned with its manufacturing arrangements, productivity indicators, cost
and volume. It makes what it thinks that the customet will buy. The products
it makes may be very good, but it will take lil_ll:le or no trouble to find out

whether there is a market for them.

William J. Stanton (198:4:15) in his -presentation on production

orientation stated that the underlying assumption is that marketing effort is
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not necded to get people to buy a product that is well made and reasonably

priced.

2.3.3 PRODUCT (CONCEPT} ORIENTATION
The product co"néept is Iaﬁother venerable concept guiding sellers in
- order to satisfy customers. According to Philip Kotler (1980:33) in his writing
on product concept disclosed that this product concept is a management
orientation that assumes that consumers will favour those products éhat offer
the most quality for the price, and ihcrefore the organisation should devote its
energy o improving product quality for the purpose of satisfying customers.
The tmplicit premises of the product concept according to Kotler are:
(1Y Consumers buy i)roducts rather than solutions to needs.
(2)  Consumers are primarily interesied in ﬁrodu:__ct quality.
(3)  Consumers know the quality and feature differences of the cpmpetiﬁg
brands. |
(4) Consumers choose among competing brands on the basis of obtaining
the most quality for their money.
(5) The orgallizatim}’s task is to keéep improving product quality as the key
to attracting and holding customers.
A. R. Morden (1991:10) .also emphésized that management places
- product design and quality high oy its list of priorities. According to Morden,
heavy investment will be made in development and design capability, quality
control and product testing, Superb and efficient products may result.

Whether the customer needs them is another matter. Similarly, he may not
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be able to buy them if and when {l1ey are wanted, since (inevitably) delivery
Idelays result. The customer will lﬁ;we to wait until the pfoduct 1S right.

Needless to say, where market research and feed back show that a high
quality product is required, then market orientation and product orientation go
hand in hand. But it is not always wise to assume that product quality is the
most important factor .in the cust'ome.r’s mind. Where product availability or
price are more important, compronlm'ses will have to be made. Worse, lack of
market rescarch and forecasting may lead to the manufacture of a high quality
product with the wrong specificatton. For instance, Concorde may be a more
spectacular awrcraft, but the work-a-day Boeing 747 is the plane that most
airlines buy!

According to Nonyelu G. Nwokoye (1981:24) which stated that if a
company’s product are quite ﬁumerous or very different, 2 marketing
organisation built around product _.gToups as well as marketing functions may
be suitable.

\_\‘—“_r/ .:-'
2.3.4 SELLING (CONCEPT) ORIENTATION

Where the management of a company is sales orientated, A. R. Morden
(1991:10) believes that the company may, or may not undertake market -

- research to find out what the customer wants. It ﬁmy manufacture the product

cfficiently and remain concerned about merchandise quality. But its prime

concern will be selling products. Management will assume that customers are

-

not naturally inclined to buy and hence advertising and promotional effort may

well create an interest in the product, but the actual decision to buy is seen

P T -y . . o
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as a negative one. Would be customers, therefore, have to be pushed mto
mz;kmg the purchase decision {which they would, it is assumed, prefer to
avoid). This requires a strong and.energetib sales push. Hence, the task of the
business is to make, package, price and promote the product, and then to sell it
~hard. The sales department becomes a cenfral fanction in the business, and
expenditure on promotional and sales effort forms the main part of the
company’s investment.

This approach tp business (seliing orientation) is seen in the UK in the

market for Life Assurance, and in the area of Home improvements, such as

replaccment windows, house msulation, showers and fitted kitchens.

2.4  MEASURING PERFORMANCE IN .T HE ORGANISATION

In meésuring performance in any org.anisation like NITEL LTD, one
may want to consider: the purpose of the organisation, the mission, the value,
the gmding principles and the vision of the future. The above will be
considered in respect of ﬁl’l‘EL LTD in measuring her performance.
2.4.1 PURPOSE

The purpose of NITEL LTD is to provide, develop and maintain
efficient and effective teleccommunication services to meet the nee&s of the
Nation.
Comment: How efficient and effective NITEL LTD is to be measured when

analysing the data collected.

2.4.2 MISSION

e ,_,--.\/
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As the leading provider of the Nation's telecommunication services,
NITEL mission is to maintain a leadership position by continuously improving
the services to meet the customers' needs and expectation thereby allowing the
organisation to prosper as a business and provide an adequate return to the
stakehol ders.

243 VALUES
Fundamental to the accomplishment of the organisation mission and the

values. Above dl other elements, the company cherishes:

(@ People: Their people are the source of their strength. They determine
the success and performance of the organisation through the application
of their creativity and intelligence. The company therefore, places the
highest premium upon their people.

(b)  Service: Their service is the mirror through which the public views
them, and should reflect the end result of the best of their efforts in
meeting their customers needs.

(c) Profits: Their profit is to be regarded as the vote of confidence in their
performance. They should be the ultimate measure of how efficiently
and effectively they serve their customers. Profits are essential for the
survival and growth of the company.

(d) Direction: For the organisation to develop and grow, the management

must give intelligent, responsible and capable |eadership.

(e) Excellence: To deliver exceptional services to the customer,
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they must pursue quality and excellence as a never-ending quest.

2.4.4 NITEL GUIDING PRINCIPLES

“Guicing these values arc the following principles to which the

company adhere strictly and fervently.” These are quoted below:

(a)

(b)

(c)

(d)

(0

“Quality: We are commitied to a Total Quality Culture. We must ensure
that the quality of our input throughout the cycle of our service is given
first priority.”

“Customers: Customer satisfaction forms the bedrock of our business.

We must treat our customers with care and courtesy. We must strive to

exceed their expectations at all times.”

“Contintious Improvement: Commitment to continuous improvement is
:0 . I !

essential to maintaining our leadership position in our line of business.

We will, therefore, experiment with .new ideas, develop innovative

programmes and carry out research, and development activities. We

will operate in an effective, cost conscious and goal oriented manner.”

-

“Employee Involvement: We invite everyone, everywhere within our
organisation to use their 'crleativity, imagination and ingenuity to
iinprove the quality of their work life and the effectiveness of our
organisation.”

“Integrity: We place a high premium on our individual and corporate
Integrity. We are a good corporate citizen and contribute positively to
the communities in where we live and work.”

“Suppliers and Associates: We regard all those with whom we have
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business rclations as partners. We maintain a mutually beneficial
relationship and a high sense of probity at all times.”

2.4.4 VISION OF THE FUTURE )

“As we pursue our purpose, mission, values and guiding p_rinciples, we
expect our company to be financially and {echnologically self reliant,
providing diversified and cffectivé tclecommunications services and facilities
through our highly developed and motivated work force.”

245 MEASURING PERFORMANCE OF NITEL

[n measurimg performance of NITEL as an organisation, it is possible to
measure what the organisation has achieved in fulfilling her purpose, mission,
values, guiding principles and vision. In a general term, it is practicable to
measure how efficient and effective NITEL is in providing, developing and
maintaining telecommunication facilities. The following can be considered as
criteria {or measuring performance:

(@) Provision of cfficient and effective Telecommunication service. One
can ask, is Telephone, Telex, Telegraph, Leased Circuit et efficient and
effective in Nigeria? Can one pick up a Telephone and get dial tone
immediately on the line aud. dial any trunk call or dial anywhere within

,'-"-ﬁlc country without the assistance of an Operator? Can we boast of
clear Tclephone line or a noisy type where one cannot enjoy his
conversation? Is the line avaitable at all time or always faulty?- Can one

dial International call with case without the assistance of Operator? All
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these and more will determine how . efficient and effective
Telecommunication facility is.

The present performance of NITEL was lauded by the Managing
Director/Chief executive of the company Professor Buba Bajoga while
addressing NITEL Journal (NITEL Journal, September 1997:18-31)
after s two years in office as the Managing Director. He stressed on
the efforts at bringing telecommunications services nearer to Nigerians
and commented that the most important achievement of his team is the
ability to improve the connectivity of the network. He added that he
was proud to say that today‘you could get most parts of Nigeria on one
dial. This shows the level of improvement in the efficient working of
the Telecoms facility in the country.

Another measure of performance may be to look at how NITEL is
maintaining leacicrship position by continuously improving the services
to meet customer need and expectation. According to Bajoga in his
address mentioned above, .he declared that they had been able to plan
and develop projects with the view to improving connectivity and later
on expansion especially on transmission and a number of exchanges. In
the course of improving telecommunication network, according to the
Managing Director, many analogue Telephone Exchanges have been
cut-over into Digital network and many new Digital Exchanges are built
for the purpose of enhancing the facilities. For instance, a total of six

new Digital Exchanges were cut over between 1995 and 1997 while
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fourteen exchanges were cutover throughout nation during the same
period. All these are to give improvement in the working of Telecoms
system.
Customer satisfaction is onc of the criteria coﬁsidcred il]'ip‘ortant n
measuring the *perfqmmncc of an organisation. | A question may be
asked, does N[TEL gives c.ustomer satisfaction to the subscribers or the
populace at large? Certainly a larger number will admit that they are not
fully satisfied with NITEL. Does NITEL care about customer care and
good customer rﬁclations’? How inany of NITEL chhniciajn's, dperators,
and stafﬁ? fBusiness Office or E)!(Chﬂl}ge exhibit good customer relation in
carrying out their job? Are Ithe subscribers not pursuing them in getting
their linc working? Do the, subscribers accept NITEL bills as correet?
How about customers’ complaints of being, billed for calls they did not
make? What about the debt of p'revious owners of telephone haes stil
recurring 1n the bills of new owners of such lines? What happen to
wrongly addressed subscribers® bills and what about money paid nto
bank not reconciled on time? All these and more affect customers
satisfaction,

In his address mentioned earlier, the Managing Director of
NITEL Professor Buba Bajoga while talking on “NITEL and its
customers” declared that “I think that this is one area in which we have

to do a lot of work. Quite frankly, [ have received a lot of complaints

from wvarious people. For instance I know that in some cases,
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when people start looking faor services they are not attended to promptly,
when they make complaints about faults, they are not attended to
promptly, when they want to pay NITEL in some cases, they are not
given the care and assistance that they require. [ believe that all of us
have to put our heads together to think of ways and means of satisfying
our customers to the best of our ability. Unless we do that, many of our
customers will desert us. In the past, we could do that and get away
with it but no more. There are alternatives and we must realise that we
rely purely on the sales of services.

No matter how efficient our services are, unless the subscribers
are willing to pay for them, we will be in problem. I appeal to us all to
bring up ideas that will enable us achieve this goal. I have to say that
there is a lot of improvement but we are far away from our goal. We all
have to go back to the drawing board and think hard, work hard and do
what we can to ensure lll;at our customers get satisfactory services
otherwise we will really be in trouble.”

Another criteria to measure the performance of NITEL LTD include
finding out whether NITEL is financially and technologically self-
reliant providing diversified and effective telecommunications services
and facilities. Do NITEL contribute positively to the communities, in
which they live and work? )

Professor Bajoga also emphasized that there is a lot of

improvement in the company’s financial profits. That is why the
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company was able to fund a lot of projects without feceiving any
loans. In 1996 NITEL collected between 75% and 80% of the generated
revenue. Also in 1997 between 80% and 90% of the generated revenue
was collected. :I

As part of the positive contribution of NITEL to the communities,
Professor Bajoga in his address declared that NITEL accepted'the
directive by the Head of State, Commander in Chief of the Armed
Forces, General Sant Abacha through the P.T.F. to provide
telecommunications serviceé in all the local government headquarters.
The Managing Director said that he was glad to say that they are
yv_prking very amicably with thcm in the design of this service and

hopefully very soon the plans will start being executed.

STRATEGIES FOR REACHING CUSTOMERS

In a business organisation aiming at satisfying the needs and desires of

their customers, the most effective strategy to reach the customers is to

segment the market. Thus market scgmentation can be effectively used to

reach every present and would-be=tustomers within a given population.

-

What then 1s market ségmentation? What are the factors that determine

or the bases for market segmentation? Is market scgmentation having any

benefits? Doces market segmentation exist in NITEL? What other ways are

used by NITEL to reach her desired customers? The above questions shall be

considered effectively to measure how eflective NITEL strategies are in

reaching their customers
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2.5.1 Necessity of Market Segmentation

Market segmentation represents an important recent advance In
marketing thinking and strategy. In carlier years many business firms saw the
key to profits to be in the development of a single brand that was mass-
produced, mass distributed, and mass communicated. This would lead to the
lowest costs and prices and create'the largest potential market. The firm would
ot recognisé variations and would try to get everyone in the market to want
what it produced.

As competition intensified, prices dropped and sellers’ earnings declined
sellers did not have much control over price because of the similarity of their
é products. At this stage, some sellers began to recognize the potential value of
product differentiation - that 1s the introduction of differential features quality,
style,--'qr" image in their brands as a basis for commanding a premium.. This led
to a proliferation of sizes, models, options, and other characteristics. It is
important to recognize, however, that the product variations were based as an
analysis of natural market segments. Market segmentation, the most recent
idea for guiding marl-::eting strategy, starts not with distinguisiﬂng product

possibilities, but rather with distinguishing customer groups and needs.

Al

2.5.2 Definition of Market Scgmentation

According to Philip Kotler- (1980:195) defined market scgmentation as
the subdividing of a market into distinct SlleCiS of customers, where any
subset may conceivably be selected as a target market to be reached with a

distinct marketing mix. Kotler exprdssed that the power of this
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“concept is that in an age of intense competition for.:the mass market, individual
sellers may prosper through dcvglopiug offers for specific market segments
whose needs are imperfectly satisfied by the mass—_markct offerings.

William J. Stanton (1984:76) declared that in market segmentation, the
total hetcrogeneous market for a product is divided into several segments, each
of which tends to be I.homogeneous-in all significant aspects. IManagement
then selects one or more of these Segments as the organization’s target market.
- Finally, a separate marketing mix“is developed fm" each segment in this target
market.

In terms familiar to an economusi, market segmentation means

determining several demands schedules — a separate one for cach market

segiment,

-

A. R. Morden argued that market seginlentation means the analysis o-f a
particular total demand in terms of its constituent parts, so that sets of buyers
. may be determined. According to.Morden, these sets of buyers should possess
distinguishing characteristics, so that:

(1)  they may be used as marketing turgét againlst which p.roducts are
positioned to meet segment customler need,
(ii)\ ~ Marketing mix apbmpriatc to a particular segment may be selected.

2.5.3 Bases for Segmenting Consumer Markets

Market segmentation 1nvolves the creative search for the most useful

segmentation variables. The most market-oriented variables according to

#
" Philip Kotler are customers’ product rcquirements and customers’
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respouses to marketing stimuli.  These variables are called bases of
segmeniation. These include geographic, demographic, psychographic, and
behaviouristic variables used in segmenting consumer markets.

2.5.3.1 Geographic Sesmentation

ln geographic segmentation, the market is divided into different
locations — nations, states, countries, cities, or ncighbourhoods. The
organisation recognises that market po&ntials and costs vary with market
\location. It determines tilOSt‘, geographical markets that it could serve best.

~ In the same vein Telecommunication facilities could be installed in a
state by considering the market potentials of such a iocation.

2.53.2 Demographic Segm entation K

In demographic Segmentation, the market is sub-divided into different
parfs on the basis of demographic variables — age, sex, family size, income,
occupation, education, family Iifc cycle, religion, and nationality.
Demographic variable shave iong been the -most populaf bases for
distinguishing significant groupings in the market place. One reason is that
consumer wants or usage rates are often highly associated with demographic

13

variables; another is that demographic variables are easier to measure than
most other types of variable.

The above can be applicable to provision of telecommunication
facilities.  Specifically -income, occupation and education can be used as
criteria to segment Telecoms services. Cellular phone is available to the rich

“who can afford to pay for installation charpges and usage charges. Digital



Telephone, which is as between sixt)-( and seventy thousand, is avatilable side
by side with the analogue telephone, which is l;etwcen 25 - 30 thousand Naira.
" To crown it all public c__ard phone is also mad available to the general public
who must make a phm{e call once in a while but can not afford to have a phone
in his house or office. With §315.00 he/she can buy a phone card and phone
and phone and phone and phone friends within the city, While a rich man is
making international calls and tru:k calls of long duration a poor man can use
his card judiciously as often as he desires.

Size can also determine the location of Telephone ExchangesSettlement
~ that are populous and of course viable has an opportunity of having such
facility located on purely business ground as against settlement of sparse
poplilation and low income.

f
2.533 Psychographic Segmentation

T "1;1 this situation, bllyel's are divided into different groups on the basis of
life style or personality differences. People within the same demographic
group can exhibit very different psychographic profiles.

(iy  Life Style — This refers ‘to the distincti\_l_zc mode of orientation an
individual or a group has toward consumption, work, and play.

(iij Personality — Marketers have used personaiity variables to segment the
market. They try to endow their produets with brand personalities
(brand image, brand concept) designed to appeal to corresponding
consumer personalities (self-image, self-concepts). '

The above is also applicable to Digital  facilities  Telephone
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which can be used for varieties éf functions and as well as cellular phoné

which distillguiélled users frmﬁ ordinary tc]cphone.‘

2534 Behaviouristic Segmentation "

In behaviouristic Segmentation, buyers are divided into different groups

on the basis of their knowledge, attitude, use a response to the actual product a

its attributes. Many marketers belicvé that behaviouristic variables are the key

starting point in identifying market segments,

" (Q) Purchase occasion: Buyers may be distinguished on the basis of the
occasion that gives rise to ‘their purchasing the product. For Iexamp]e,
the flymg public includes people travelling on business, vacation, or
family affairs. Those who are making long distance telephone calls may
be conducting business or making personal calls.

(i)  Benefits sought — Buyers alre drawn to product through different buying
motives. In the case of tooth past various customers seek decay
prevention, bright teeth, good taste or low price. An attempt 1s made (o
determine the demograpl.lir: or psychographic characteristics associated
with each benefit segment. Haley has characterised those seeking decay
prevention as worriers, brigl;t teeth as sociable, good taste as sensories,

x‘and low price as ind;::perldefllts. -

(11} User status — M;my markets can be segmented into non—uslers, eXx-users,
potential users, first-time users, and regular users of a produet.

(iv) Usage Rate — Many markets can be segmented into light, medium, and

heavy-users groups of the product (called volume segmentation).
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Heavy users may constitute only a small percentage of the numerical

size of the market but a major percentage of the unit volume consumed.

Loyalty status — Loyalty status describes the amount of loyalty that users

l;ave to a particular object. The amount of loyalty can range from zero
to absolute. We find buyer‘; who are absoclutely loyal to an organisation
(such as the Republican Party), to a placer (such as New England) and
SO on. '

In such a case companiges try to identify the characteristics of their
hard-core loyalsJ so that they can target their market effélT to similar
people in the populatibn.

Stages of Readiness — At any point of time, there is a distribution of
people in various stages of readiness toward buying the product. Some
members of the potential market are unaware of the product; some are
aware; some are informed; some are interested; some are desirous; and
some intend to buy. The particular distributicn of people over stages of
readiness makes a big difference in designing the marketing program,

Marketing Factors: Markéts can often be scgmenicd into groups
responstve to different marketing factors such as price and price deals,
product quality and service. This information can help the company in

allocating 1ts marketing resources.

STEPS NEEDED TO BE TAKEN IN SEGMENTATION

Know your market map. Define the value-added chain between supplier

and final use.
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(2) Understand who buys. Do a preliminary listing and standardised
profiling of the different buying groups at the point inlthe market map
where segmentation is to occur.

{3) Have a good knowledge of what is bought where and how 1t is bought.

Have a list of all-relevant COHI]thitl'VC product/sérvice types, distribution

Mél;annels, frequencies and m:ethods of purchase.

(4)  Understand who buys what,when and how? Combining steps 2 and 3 to
produée a series of micro-segments,

| (5) Probc why it is bought by having und‘crs‘ralnding of what each micro-
seginent is trying to achieve yvith their particular purchase.

(6) Segmentﬁtion (sf.age | ). Bring togeti1er those micro-segments
displaying similarities, . )

(7)  Segmentation (stage 2). Testing the resulting segments against the
checklist of size, differentiation; reliability and their compatib'ﬂity with
the company. |

(8)  Segment attractiveness criteria: Define the factors that make a segment
attractive to your company.

(9) Weigh the attrébtiveness c:riteria: Establish the relative importance of »
each criterion to one another.

(10) Cnteria parameter: Set high, medium, and low scores for each

o, ‘

attractiveness criterion.

(11) Score the segments — Calculate the overall attractiveness of each

segiment,
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(12) Determine the company competitiveness: Establishing the company’s
ability to 60111pete in each segment(s) to operate in.

+

2.5.5 Benefits of Segmentation

Markets are made up of segments that are not all equally attractive to
any one company. .Given limited resources, a company should try to i1dentify
those market segments that it can best services, a company should try to
identify those marketﬁ segment that it can best serve in termé of segment
preferences, patterns of competition, and coinpa.ny strengths, The company
can shape its marketing mix to be maximally effective in the chosen target
market segments market scgmellltation offers companies some benefits as
follows:

(1)  Secllers are in a better position to spot and compare market opportunities.
They can ekamipe the needs of each segment in the light qf the current
competitive offerings and determine the extent of current satisfaction.
Segments with rclatiyely Ilow levels of satisfaction from current
offerings may represent excgllent market opportunities.

(2) Sccond, seller can make finer adjustments of their product and
marketing appeals. Instead of one marketing program aimed to draw in
all potential buyers (the “ishort .gun” approach), sellers can create

- '-g,éparatc markcti-ng programs aimed to meet the need of different buyers
(the “rifle” approach). Thirdly, sellers can develop marketing programs

and budgets based on clearer ideca of the response characteristics of

specific market segments. They can allocate  funds to the different
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segiments in line with their likely levels of purchase response;

2.5.6 MARKET SEGMENTATION: THE NITEL EXPERIENCE

Market segmentation proper does not cxist in NITEL but market

Mo T
i

Aggreéation. Some components Ithat are production oriented often treat its
entire market as a single homogenous unit whose parts are alike in all respects.
This concept 1s known as “Market Aggregation”  This involves the
- development of one product and designing of one ﬁlarketing programme to
reach as many customers as possible.

There is no distinctive pattern zis to how NITEL services are distributed.
However, in an attcmpt to analysc the malmer“ in which the services arc
prqvided, there exist a tendency to view tt in three different perspectives.

(a)  The Geographical spread pérspective.
(b)  The customer composition perspective.

(¢} The new attempt of segmentation,

2.5.6.1 The Geagraphical Spread Perspective

Geographically, the servicés are sprcad between rural and urban areas,
with the services highly concentrated in the big cities as opposed to the rural
communities with the low capacity Exchanges to Service the sparsely
populated areas. ’

For example, Kano is the biggest city in Northern Nigeria followed by
Kaduna. In the same vein Kano has the largest Telephone capacity of 30,000

comprising of Kano ‘C’ Exchange and Kano ‘D’ Exchange. Likewise Kaduna

has 20,000 Exchange comprising of Kaduna ‘C’ and Kaduna ‘D’
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Exchanges. Where as majority of the exchanges in rural areas are at II.‘IOSt 500-
liné capacity.

The fact is that the socio-economic and political status and the
demographic factors of the urban area make it possible and profitable to locate
big cxchanges as agailist the rural Iarcas.

2.5.6.2 The Customer Composition Perspective

Here, three categories of customers can be identified for which the

"

* services are spread.

(1)  Povate Customers

(i)  Business Customers

() Governmental Agencies (which is still part of Business customers).

-

()  Private Customers

The Private Customers are the essentially residential lines which is not
installed in the working/business place. The rental charge is usually
#100 per month.

(1)  Business Customers

These are customers having their telephone installed in their business

premises mainly, to transact business. The rental charge is usually N200

\,_.—J--/'
per month.

(i) Government Agencies

This 1s also business lines owned by governmental arms and parastatals.
Here the government agencies may reach agreement about the debt that

they owe and when to pay and if possible some are written off.
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2562 The New attempt of Market Segmentation

NITEL started the attempt of segmenting her market through the
provision of Coin box system which s now being replaced with the Card
phone system and the provision of Cellular phone in which the sector had been
made autonomous called M TEL to handle the Cellular phone for effectiveness
and efficiency.

An individual who can afford to have Telephone in his house either for
private or business can be seen as a segment. Another segment is the group of
the rich men or business executive who can afford to possess a mobile phone
to them for ease of communication. The final segment is the member of the
public who may not afford to have a Telephone installed in his house but
occasionally make a call will also have access to card phone which is available
to the members of the public once a card is purchased either for internal or
external (international) calls.

26  EFFECTIVE CUSTOMER RELATIONS

26.1 CUSTOMER CARE

What 1s customer care?

Caring for customer is a simple idea. According to Merlin Stone and
Laurie Young in their publication on competitive customer care (1988:1) says
that customer care means looking after customers and meeting their needs. In
a world where nmstlsupplicrs need to meet thewr customers’ needs, the
experience of many customers is nothing to write home about. When

customers do have poor experiences, rather than tell the supplier, they allow
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the situation to foster. They infect other customers with their attitudes,
creating a snowball effect. Meanwhile, _thc‘ supplier carries on in blissful
ignorance, until it’s over all sucécss starts to fatfer. The speciél features of
customer care are that it relates to how customers arc treated by their
supplier’s staff. Put more simply, customer care depends upon how people
treat people. . )

One reason why supplicr qve slow to improve customer cat’e. is that
many managers who make policy are remoté from customers and from those
who serve them. These managers may simply be unaware of failings in
customer care. Performaucc. problems may be attributed to gther elements of
the marketing mix.

Managers should note the fpllowing if customer care will be improved
in their organisations. !

(a)\_,_,__\,,Customer care 1s critical to competitive success.

(b) Customer care is the legitimate province of the marketer.

() Professional marketing tcchniques can be applied to the idea of
customer care, using the buildinglblocks of marketing analysis such as
“segmentation” and hierarchy of needs” |

(d) Customer care i3 the area where external. marketing — to customers —
must 1ﬁergc with internal marketing - to staff.

-

() A new vocabulary is required to create the right policy focus. This

¥ Ll

includes terms such as “perceived transaction period,” “contact audit,”

“locus of control,” and “parallel industry”
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(f) A proper planning processes required to create and sustain customer
care, to keep it in step with changing customer needs at optimum cost.

262 CUSTOMER CARE AND COMPLAINTS HANDLING

According to Merlin Stone and Laurie Young (1988:2), Much of what
has been said about customer care focuses on complaint handling. The rightly
famous and oft-quoted research by TARP (Technical Assistance and Research
Programmes) in the United States and Canada, for the White House Office of
Consumer Affairs, helped to create this negative focus. This research, which

covered 200 companies, showed that:

(@ the average business does not hear from 96 per cent of its unhappy
customers.

(b) For every complaint received, there are 26 customers with problems and
6 with serious problems.

(©0 Most customers do not think that it is worth complaining. Some do not
know how and where to start. Some do not think it is worth investing
the time and effort in doing so. Some are skeptical of being dealt with
effectively because of considerable past experience of poor problem
handling.

(d) Customers with problems who fal to complain are far less likely to
repeat their orders (for the same product or service). They are adso far

more likely to stop completely their business with the supplier.
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(e) Customers who complain and whose problems are handled well are

much more likely to continue doing business.

\
(f)  Customers with bad experiences are twice as likely to tell others about it

as those with good cxperielices.

(g) The average service business loses 10-15 per cent of its customers each
year through poor service.

() . Nearly half of all service problems are caused by fatlure to read
instructions.

(0 ~ Over half of all telephone célls to companiesqare to get information.

It is this last point which provides the key to this book. Customer carc
is not just about handling complaints, It is about ensuring that customers do
not need to complain. Complaint handling is.a cost of poor quality — in the

relationship between customer and supplier. For example, a system or process

which ensures that the customer has the right information is a much better
solution that one which provides information to customers only when they
complain.

The best demonstration of this is that of the US General Electric’s (GE)
tclephone enﬁuiry centre’s roughly two million calls per year, only 10 per cent
are complaints. 25 per cent are from customers seeking information. GE does

its best to provide all the information customers might need locally. However,
it knows that whatever happens, inany customers will not read instructions or

notices or listens to sales staff. So what better way to care for their

information needs than to provide a highly publicised number which

“



76

cust’mncfé know théy can call if they have any sales or service enquiry?

More evidence of the positive aspects of customer care comes from the
PIMS (Profit Impact of Market .Strategy) studies of the Strategic Planning |
Institute. These show that sustainable high and prloﬁtable market shares are
ﬁost easily achieved when a supplier has better perceived product and service
quality than its competitors. There is a clear implication here that good
customer service can ge-nerate a price premium. [n times of recession, good
customer service can .provide sound protection against losing business through
price competition,

There are longer-term benefits. In markets for industrial gbods and
services, many new product ideas are developéd and/or refined by customers.

- But for fhe required close relationship between customer and supplier to be
sustained, good customer service must be delivered.

2.6.3 WHY IS CUSOMER CARE IMPORTANT?

- Merlin Stone and Lourie Young believed that for some organisations,
customers’ well being is an explicit objective.l This s true of many charities
and public sector bodics. How:;vcr, customer well being may be a very
powerful, if implicit, objective if the organisation is to meet ité formal
objectives, such as profit, professional satisfaction or election to power. Most
people buy, use services or vote according to whether an organisation meets
their general needs, v\;hat image they have of- the organisation, Iand how the

. o L .
organization’s staff behaves towards them. In such situations, meeting

customer needs may be 50 important that it is elevated to an. explicit
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objective, equaling that of profit for sharcholders.

(a) The Age of Liberalisation
Shareholders must recognis;e tiilat times have changed and that customers
bave a greater influence on profits. In a number of countries, the 1980s were a
decade L‘nf liberalisation of old commercial restrictions. This took a number of
forms, including: ) |
1. more hbcral commercial regulations
2. privatisation of state companies, pariicﬁlarly state monopolies,
usually accompanicd_ by the mtroduction of competition, whether
through b;‘eak-up_ of the monopoly or entry of new colmpetitors
3. Freer international competition — EZIrope 1992 and continued
multilateral reducl‘.ionoof tradc barriers.
In some countries, the 1980s were also a period when the power of the

individual against the large organisation (state or private) was used quite

dramatically in some cases. Examples include:

1. the freeing of eastern Europe
2, the continued power of consumerism
3. the risc of environmeﬁtalism'

(b) Media o

These major trends werc made more visible by the increased ability of
broadcast and published media to obtain and transmit information, from
anywhere to anywhere. This had an important effect. It gave confidence to

any person in the -position of a consumer. It inspired consumers to
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-

object when they were trcat.ed badly. Any person who is treated badly by an
organisation, whether large or small, now feels more confident in objecting.
Such people may go the political ;oute, through a local representative. They
may us¢ the “approved route,” through a formal body set up to represent
~ consumers of the service or diréct[y to the right point in the organisation.
They may fumble to find the right route. Or they may go straight to the media.
This assertiveness of customers is welcomed by the most customer-oriented
companies. It ensures a high qun.l:.i‘ty of feedback, and may even reduce market
rescarch budgets!
(¢) Education

Changes in education have also enhanced this trend. Children are no
_longer educated in auti‘loritari.an schools. They are taught to ques';ion authority
in any form. They are now happier to question the authority of professionals —

teachers, doctors, lawyers and even the police.

(d) Standards of Living F

\___fl:{_ighcr standards of living have also led to consumers being able to
afford higher quality products and services. Their expectaiti.ons have risen
correspondingly. The)f are prepared to pay higher prices for better service, but |
are much more acute at detecting inferior service and quicker to complain,
"(e) | Legislation |
These trends have been reinforced by a battery of consumer legislation,

covering cverything from pricing, product labeling and product Hability to

protection from pressure selling (cooling-off periods on contracts).
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However, despiie all this, some organisations still treat customers poorly
and make it difficult for them to express what they want, or their level of
satisfaction with what they have received. If they are commercial suppliers,
they lose customers to their competitors. If they are political organisations,
they lose voters. If they are public service orgamsations, they come under
political pressure. Their funding may be reduced. If they are charities, they
may lose donors.

264 WHY SO MANY_ ORGANISATIONS  FORGET THEIR

CUSTOMERS

If customers are so important, why do so many suppliers neglect, or
worse, forget their customers? The answer s to be found in the nature of
modern management. Most organisations whatever their size use some degree
of specialisation. Large tasks and roles are broken down into smaller tasks and
roles. These are broken into yet smaller tasks and roles. Policies which werde
designed with the customer m mind lead to complex management tasks being
defined. Once tasks are broken down again and agan, the original customer

‘
focus may have been lost. Jobs become a combination of roles and tasks, and
customers become part of a task. Internal political pressures then cause staff :
within the organisation to rank internal issue more highly than customer issues.

265 AREA OF CUSTOMER CARE

(a)  Customer Care and the Product

In competitive markets, a key clement in marketing is defining and

bringing to the market products, which meet customer needs while
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making, the right profit for the supplier. ‘However, usually the customer does
not just buy a physical product or a tightly defined service. Customers buy a
product, associated s;:rvices, anld indeed the whole relationship with the |
supplier. Customer care is an important component qf this relationship. The
‘product can therefore be depicted as having a nuchr of “skins,” the innermost
of which is the tightly defined p.l‘():lllCt, and thé outermost of which 1s the entire
relationship. .
Some consumers may be able to differentiate sharply between thesc
skins, others may not. Wlhether they arc able to do this depends upon factors
such as: |
1.  The nature of the product, for example, a physical product is easier to
distinguish from other elemsnts of the package than a service product.
2. Consumers’ past experience — do they know the product and/or supplier
well, have they ex;;erienced service from the supplier?
3 Customer needs — do customers want the product and very little service,
or do they require more than just the product? 1f so, what?
Most customers’ perceptions of the product are affected by tl;eir
perceptions of other elements of the package, and vice versa.
However, the idea of the:product or service coming packaged in a
variety of other eclements is also a reminder not to ignore what these other

elements are. Some may be under control of the supplier {(e.g. sales

documentation, packaging, telephone hotlinc), others less so (e.g. the retail

. '
I -
. y
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situation when a manufactured product is bought). So it 1s important to:

i identify all elements of the package which might be perceived by
consumers.
2. Seek to optimise them, as far as possible.

(b) The Customer and the Service System

The customer plays an active part in the producv’sgrvice delivery system
of many suppliers. For most services, the customer is present when the service
1s “delivered” and may take an active part in shaping the service to ensure that
needs are met (e.g. a visit to the ha;rdresser). The term “servuction” has been
coiile'c]"i.tb describe this com.bination of a service and production system. In this
servuction system, it may make sense to see customers as partial employees of
the service system — albeit unpaidi In fact, customers are often sacrificing time

while obtaining the product or service. Thérefo?c, they should be 11an_dléd
even more carefully than employecs, who are at least paid for their efforts. |

The employee analogy is Jseful. It suggeéts that while the :;,ervicc 1S
being delivered, the customer is part of. the suppliet’s system. As supplier’s
own staff are trained to perform the service properly, perhaps customers
should be trained in the same way. This perspective corresponds to a good
marketing principle. '}0 optimise a 1harkcti11g situation, policy rﬁust take into
account the perspective of both sides —the cusiomer and the supplier.

" (c) The Customer and the Brand

The above idea has a strong relationship with branding. A brand is a set

of feelings, experiences, perceptions and/or ideas that is associated with a
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particular product or c:ampany. If a brand has strdng customer care elements,
and if these elements are successfully delivered to customers, then stronger
customer loyalty will result. However, estabiislling such a strong rgputation
. for customer care that it gets deeialy embedded in the brand can only be done
through a consistent policy of attention to customer care for many years. Once
this branding has been achieved, customer care aspects of the brand can be

brought out in many ways, from staff practices to advertising.

(d) Customer Care and Quality

" The roots of the current faéllioll for quality go back many decades, to
just after the war, when (amongst others) the Japanese listened to US experts.
- They were preaching the gosi)el of quality control — how to produce products

with no defects, first by measuring defects, then by identi‘fyin g causes of them,
and finally by removing the causes. 1

Since then, the idea of "(]lllfl.”ty has been extended and gradually
transfb{'med, from an emphasis on performance to specification, to one of
meeting customer necds. The idea of the internal customer arose out of this, as
meeting internal customer needs’ is an important step in meeting externaln
customer neéds. Quality programmes brought with th_em many techniques, all
“of which are applicable to customer care. In fact, it can be argued that

customer care is merely the extension of quality into relationships with the

-

customer.

bl

(¢) Customer Carein Large and Small Organisations

Earlier, the idea of recrcating the benefits of the era of

L]
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personal service was suggested. This is not identical to the benefits provided

by small suppliers. Although the corner shop is often cited as the supreme

' oo _
case of this, the comment applies equally to the waiter in the large hotel, the

porter;at a railway station, or the door to door collector of unemployment

Insurance.

Small supplier may not subdivide tasks between people, but they often

have Lo divide them up over a period of time, as a sequence of activities. This

carries just as many risks of failure in customer care. So the need for attention

to customer care is as great in small organisations as in large ones.

2.6.6 PLANNING FOR CUSTOMER CARE

(a)

(b)
(c)

(d)

(e)
®

(&)

- A supplier’s ability to meet customer needs depends upon:

its objectives — what it aims to achieve aﬁd whether these quectives
require customer satisfactiovt'l '

its stratcgies — the translation of objectiixcs into the main lines of policy
its policies and action plans — the translation of strategies into practical
work

its procedurcs — the norms and rules by which its staff work

its resources — which are allocated to achieving different policies

its people — perhaps the most important resource because they can
contribute so much to customer care. If they are wrongly allocated,

managed or trained, their cffect on customer care can be devastating

its planning processes, which match resources to objectives and harness
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resources through particular policics, wofking to particular prﬁc_edures.
. "o
The effect of each of the above on customer care depends on whether a
focus on customer needs is maintained. Much of the emphasis of customer
care programmes is often placcd upon people and procedures. But, as the
above list indicates, these are largely outcomes of a comprehensive policy |
process. Even in the smallest organisation, a one-man business, this can be

seen. Consider the following example.

2.6.7 CUSTOMER RELATIONS

According to Tayo Ekundayo (NITEL Journal Vol. 19, May 1997:38) in
his articlc. “serving the cus.tomer better” explained that customer relations
basically concerns how an organisation does business with or offers services or
products to the customer. It also iil\'/OlVGS those intrinsic values which make
customers to want to do business or discontinue doing business or establishing

(maintaining) a relationship with a service or product provider.

What therefore influences ‘customer relations is a function of several
factors but premised mainly on socio-economic environment. Today’s
NITEL, lour reference point or focus of attcntion is monopolistic in contrast to
what is obtainable in the United States of America with its multi-
cartier/services provider enviromﬁent.

There is nothing really extra-ordinary with being a monopoly service

_providey in as much as quality service can be quaranteed. The experience of
.Dcutsch Telecoms (DT) whic}: is Lurope’s largest telecommunications

company is instructive here. [f is only recently that the German Government
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is considering other participants into the network along with the decision to
privatise DT, the dominant carrier. Yet Deutsch Telecoms offers one of the
most efficient systems in the whole of Europe. In a multi-service provider
;uvironment, the customer is ki_nf; courted by every service provider or goods
producer.  Competition ensurcs that high quality service i1s offered while
pricing becomes competitive.

Whefeas NITEL. has bcpn ;operating mainly in a monopolistic
environment, which .‘ influenced its opcrational practice, tl;e emerging
dere'gula%ory environment calls for a radical appraisal of its modus operandi if
the company must still remain i". business in the emerging new environment.
The question thercfore is can NITEL survive in a deregulated environment if
customer relations were poor? The answer is a definite, No!

. Granted that the nature of enterprise may largely be responsible for the
out look of its customer relations, it is always the desire of good companies to
ensure that they conduct business to endear them to their customers because
anything to the contrary will certa‘inly lead to loss of revenue 1n the short run

and eventual collapse in the long run.

2.6.8 APPROACH TO A GOOD CUSTOMER RELATIONS

The start-off point for excellent customer relations is the realisation by
every staff that the organisation ¢xists be.cause of customer patronage and that
customers will like to-do business w'ith the organmisation if through customer
contact in any form, the customer goes “home™ with smiles on his/her face.

Wlhen an organisation cannot achieve this basic objective, there is customer

r.'
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relations’ problem, which can maﬂiifest in various forms such as failure to
settle bilis if patrmi.age can ﬁot be discontinued because there is no alternative.

In order to improve NITEL’s customer relations, 1t has become
necessary for every staff of the company to imbibe a new culture of
friendliness and courtesies.

A simple smile goes along way to calm down an agitated customer
whase line had been put ont Toss or whose ]ille 18 fziulty. In their dealings with
customers and indeed members of the public,.staff must realise that a
symbiotic relationship exists between them (NITEL and Customer).

Moreover, they* ll."lUSt realise that such a relationship is ‘morally and
socially mterdependent on oune another. Customer should not be seen as
outsiders or as mterfering in our activities. .On the contrary, NITEL staff
“ should cven solicit customer coﬁ‘;p]aints and attend to such compla'ints with
dispatch.

Where we are unable to meet customers’ demands or expectation, we

must be able to courteously explam our inadequacies to the affected customers

-

and sometimes even doing so with apologies.

- Customer relations do not neccessarily cost millions of Naira but
patience, courage, endurance and understanding. The benefit of these may not
~ be instant but may take some timel to manilest.

Some other measures, which could enhance custom.er refations, include:

(1)  Positive and welcoming attitude

|
(i)  Prompt attention- to customer when they come to NITEL premises

4

A—— ']'l
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(i) Promptly crediting customers accounts on receipt of relevant advice
from the banks "

(1v) "'Régular maintenance of plant and equipment,

(v)  Prompt attention to customers’ complaints,

(vi) Discouraging touting by staff and non-staff.

(vi) ‘Transparent honlcsty and dcdication to dut? by staff in Idcaling with
customers.

(viii) Placing on toss only duly certified debtor-lines.

(ix) Timely attention to fa_ulty lines and facilities,

In conclusion therefore, customer relationé are therefore a multi-
dimensional human endeavour. This is especially so in the case of NITEL
because of its own peculiarities. while NITEL may not score high bn the
customef relations continuum, the company cannot be totally castigated for the
- state of affairs. |

NITEL exists in a social, .economic and political environment, all of
which need be taken mto consideration in discussing the subject. NITEL
management, staff, customers and members of the public must cooperate to
ensure the enthronement and sustenance df good customer relations because its

virtues are limitless and desirable by all.

2.7  NITEL AND CUSTOMER SATISFACTION

27.1 NITEL AND THE NEW ENVIRONMENT

The objective of NITEL ‘LTD is to provide, develop and 'maintain



bty

efficient and cffective: telecommunication services to meet the needs of the
Nation.

No business is possible without the customer, that is why the
sovereignty of the customer has translated to a maxim often quoted
unconsciously “the customer is king.” Kings are therefore revered. No growth
oriented company can ignore this fact customers are the heartbeat of any
organisation.

Customers in every facet of enterprise are becoming more sophisticated,
they now have standards to aim at and ask for. You now hear of how services
are provided in the UK and USA. They tell you this 1s not how AT&T or MCI
work in US; BT and Bell in the IJ}( don’t treat their customers this way; OTC
in Australia are wonderful i their fault reception and management; Teleglobe

of Canada are friendly, helpful and responsive.

2.7.2 CUSTOMER CARE IN NITEL

According to Ml Ont Okonjt in his address TITTLED Corporate
Identity and Customer Care in a Deregulatory Industry (Unpublished),
customer care is not necessarily being ‘nice’” to customer; or wearing a smile

.

on your face. Neither is it going against the company’s rules to ‘satisfy’ them.
No, customer care is primarily making deliberate and consistent effort to meet
or satisfy the legitimate needs of our customers. We have to match our
corporate performance with their needs in terms of quality, efficiency,
timeliness and personal services.

Personal service here  will include:
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(i1)

(iii)
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The way you go about delivering that service, your carriage and
presentation (conduct, reception, smiles, or cheerfulness).

The person to person relationship that is formed in providing that
service which testifies to your own credibility as well as assures the
customers (to fed) that he/she is special, valued and respected.

Ensuring that you have done every thing possible to create a positive
impression of your company and service in the course of service

delivery.

273 TIPSFOR NITEL CONSIDERATION

Most businesses are unable to achieve their full potential because of

inability to grasp, or ineffective scanning of, the opportunities available to

their operating environment. Like most companies built on service, marketing

until now had not been ingrained on the company. The new dispensation

demands that NITEL establishes a vibrant marketing department with

professionals who:

()
(i1)

(iii)
(iv)

Will know what NITEL as a company wants or needs to do.

Listen to the customer, learn as much as they can about their point of
view.

State the company's position clearly and directly.

Work towards a position where the customer feels understood, respected
and some, if not all, of their needs are met.

The credit controllers for example supervised by the Territoria

Accountants and Area Managers must not only be satisfied with reconciling
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accounts but also follow up all certified bank payments to the MIS for
crediting of customers’ accounts.

It is amazing that at this level of NITEL gfowth and development there
is still tﬁc complaints of a mix-up (business and private) in the charges of
customers’ rental bills'_ Little things like this tend to slur the corporate
personality of NITEL in the eyes ;)f the publics.

- Many NITEL staff arc yet to appreciate NITEL’s commercial status and
its implications in terms of corporate_ii image and profitability. Think on these:

(@) Why would a customer go to the Customer Service Centre to pick up

Gills with Tears?

(b)  Why would a customer after paying bills return to the Customer Service .
Centre to register payment and which doe; not stop the customer’s
telephone lines from being placed on TOS‘? !

(c) ~ Why would a customer come to Customer Service Centre to report one
fault several times, only to ‘_lge told later that the fault “is a serious fault”

1}

or an “underground faults” as if rectifying “serious faults” is the
responsibility of the customers or some gods outside NITEL.

(d) Why would a customer whose accbunt 1s on credit get his/lier telephone
line placed on TOS?

(¢)  Why would a customer, whose line ha:s gonc faulty for, say, between
three and four months continue to receive dial call charges?

(Hh  Why must customers Whowrcspond to our thousands of Naira public

announcements go to pick up bills in the Customer Service Centres
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only to be told (jiscounéously that “The person to write out the bills no
de?” |
(g} Why would 192 position ncl_::t be in constant liaison with the technical
| éang? o
(h)  Why would our technical gangs wave off subscribers in the field only to

announce rudely to them that their complaints are not in job order?

2.7.4 EFFORT OF NITEL TO SATISFY CUSTOMERS

Having seen the éhallengeé polsed on NITEL staff to wake up to their
responsibility and meet up the expectation to attract the customers through
customer care and good relation, it is possible to as;\k a question at his juncture.
What is NITEL doing presently to'mect up and satisfy the needs and desires of
her customell's? |

Ffom the publication in NITEL journals, annual reports and others
records imade available at NITEL, a lot have been done to improve customer
satisfaction, much are being don:e and a lot is in the pipe lines for peneral
improvement. These include:

(a)  Training and re-training of staff,

(b) Provision and expansiog of new Tclephone Exchanges and
Transmission System with cmphasis on Digital facilities as an
advancement and an advantage to the analopue system.

(¢)  The Card phonc system:

(d) Introduction of new services

(¢) Improvement on billing system

Xﬂ;?lf{;!-f .[‘D FARF I
U
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(f)  Payment or settlement of bills through bank

(g) Cable network rehabilitation

(h)  Provision of vehicle for operational work and staff welfare
(i)  Provision of workin g tools ;:md materials

(i) - Commercialisation and privatisation

2.74.1 Training and Retraining of staff

A total of 248 NITEL stéff from North West Zone benefited from
various courses during the year 1997. Specifically, 153 staff benefited
from the in-house training courses at the Engineering and Technical
Training Centre, ETTC) Oshodi, while as staff beneﬁted from the in-
house traiming course at the Management Training Centre (MTC), Kano
between Jan-Dec. 1997. The purpose was to update the kndwledge of
the tratnees for a better perforinance so as to increase the quality of the

service rendered and hence improve customers’ satisfaction.
S T I

L

2.7.4.2 Provision_and Expansion _of New_ Telephone Exchanges and

Transmission System

In order to give room for the public to have access (o
Telecommunication facilitics many Telephone Exchanges in the country have
been expa.nded, new Exchanges build, old analo}gue exchanges cutover to
Digital and there are brown new digital built all over.

According to the Managing Director of NITEL Professor
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Buba G. Bajoga NITEL Journal (September, 1997:24) in his address making

his two years in office as the MD/CE of NITEL (1.e. between (1995 - 1997 his

achievement was Tabulated as regards exchange development expansion and

fransmission.

Tabie 2.1

Exchange and Transmission Expansion

Capacity
Expansion

Transmission
System

Long Distance
Transmission

SUBJECTS

~ RESULTS

' Commissioned — Abeokuta, Ibadan, Ilorin, Enugu, Otukpo,
Benin.

Cut-Over — Warri, Jos, Bukuru, Bauchi, Maiduguri, Yola,
Makurdi, Gombe, Otta, ljebu-ode, Ogbomosho,
Akure, Ikeja, Apapa

On-going — Port-Harcourt, Calabar, Abuja

For 1998 — Awka, Aba, Onitsha, Katsia, Kaduna, Sokoto

Completed ~ Kaduna-Jos-Bauchi-Maiduguri

- Lagos-Escravos-Warri-P/Harcourt
- Jos-Makurdh

- Kano-Kaduna-Abuja.

On going — Up-grade of Lagos Fibre Optic Ring.

- Aba — Uyo Fibre Optic Ring.

Completed — Digital Satellite Earth Station and I'TSC in
Kaduna.

The above undoubtedly has gone along way to improve customer

satisfaction n these areas. And with the plan for future Nigeria populace
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would have no regret of being a NITEL subscribers.
It should be noted that between 1995 and September 1997 according to
the MD/CE Professor Buba Bajoga an average of 100,000 digital lines have

been installed annually as shown on the graph below:

Figure 2.7
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NITEL NATIONAL TELLEPHONE INSTALLED LINES 1992-97

2.74.3 ADVANTAGES OF DIGITAL TELEPHONE FACILITIES

OVER THE ANALOGUE SYSTEM

As a customer oriented company increasingly meeting more customer

requirements in thousands of successful installations and a variety of products
.

and services, NITEL has introduced Digital Switch into the network. This new

switch 1s a major clement of the service improvement plan geared towards

provision of a more efficient modern and quality telecom service, with

numerous facilities to enhance customers communication needs. These

include:
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(a) Malicious call identification
(b) Hotline delayed

(¢) Meter observation

(d)  Abbreviated diafir;g

| (e) Call diversion

g(f) Traffic restriction
; (g) Private metering ‘
(h) o) :hree Party Call
:(i) A‘Iarm call service
@  Call waiting

(k) Large Conferen(;e

" NB: Scc Details of usage under 1.8 (Definitljon of Terms).

(a) © Malicious Call Idenftification

-t

Il a subscriber is bothered with anonymous galls which could be in the
form of his telephone ringing and on picking the handset he finds out that there
1s nobody on the line or even when there is, the person resort to abusive
flamgm:tgc or offcnsivc’talks which could be both embarrassing and annoying,
all he need 1s a malicious call identification feature using this feature, the
_disturbed subscriber can trace the origin of the malicious call(s).

Depending on the request, two types of call identifications are possible:
1. Malicious calt identification § mmediate

‘2. Malicious call identification on request.
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(b) Hotline Delayed
|
|

Some subscribers’ call a certain person very often in so doing the same
“numbers is dialed repeatedly when Isuch a call is to be made. To avoid this
' rather boring routine, the subscriber needs a hotline-delayed feature.

| After activation of this featlllre, the subscriber only needs to lift his
i handset\;'for 10 seconq,s'wifhout dialing and automatically the exchange will

setup a connection with an already preprogrammed number.

On the other hand, if he lifts his handset and starts to dial immediately

i he can make any desired call as usual.
(c) Meter Observation

This feature is for subscribers.who dqubt the 1accuracy of their telephone
bills. When activated, éll_caﬂs originkating lor terminating (depending on
request) are recordéd e.md stored in. a meter observation (MOB) file at the
; exchange. Information stored mclude:
i) Duration of call

i)  Date and time of call

| i)  Called and Calling subscriber Telephone numbers

'iv)  Sum of charges.

1(d)  Abbreviated Dialing

Some subscribers dial certain telephone numbers very often. For them it

|
i

~would be more convenient to dial'a short (abbreviated) number instead of the

fong numbers. This feature provides for an abbreviated dialing facility, which

e

‘could be, activated by the subscribers themselves. The feature also allows
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for the abbreviation of up to 100 long numbers at the same time. This is also
dependent on the subscriber’s request.

(e}  Call Diversion

] .
This feature enables subscriber to re-route calls coming to their
»' )

telephoqé sets. There are thfcc typcs of call diversion.
L Call diversion to a third party
2. Call diversion on busy
'3, Call diversion — For bidden for certain Traﬂ“tc;.

-

(f)  Traffic Restriction

" Some subscribers have their telephones abused in times of their absence
by either children or unauthqrisedwpersons. With this feature, subscribers new
have the possibility to block their telephone so that certain types of calls like

.costly international calls, natibnal or even local cé.lls cannot be initiﬁted any
more,

(g)  Private Metering

With this feature, it is possible for subscribers who have telephone sets
| . .
“with in built meters to keep track of their telephone bills. This feature is

purely exchange activated, so a subscriber wishing for this feature only her to:

i) Possess a push button telephone set that has an in-built meter.

1)  Request and be given this feature from NITEL.

(h)  Three Party Call
| This feature as-the name suggests allows a subscriber to add a third

‘parly o an existing connection. Simply put three subscribers can be in
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1L

" a call conncction at the same time. Depending on the type of three-party call
feature given, all the participants can listen and talk to each other or only two
of the participants can talk at the same time. Note, for this last possibility it
will be the owner of the three pzirty call feature and one of the other
participants.

(1) Alarm call Service

A subscriber who wislleé ‘to be woken up or to be reminded of an
" appointment has the possibility with this feature to enter an alarm call order
stating the time of call. According (o the tine entered by the subscriber, the
exchange will initiate the alarm call.. |

g)  Call Waiting |

e 'I’-l'}lis feature Iallows s‘ubscribers to be informed about a call attempt by
third subscriber while they are busy on the line. It is also possible for a
subscriber with this feature to swilch between two calls, or even release any of
the calls. ;
| This féature will help save important calls which would have been losi;
l)CCEllllSC of call sﬁbscribe,r’s line is busy. By inforn{ing the subscriber of a call,

the called subscriber can always interrupt his present call to attend to it.

(k) = Large Conference

This feature is similar to the three party call feature. Here a subscriber

can call a maximum of seven other participants all of, which will be able to

listen and talk to each other at the same time,
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2744 THE CARDPHONE SYSTEM

One of the newest telecommunications services introduced by NITEL
limited according to NITEL Jou;nal (June 1998:30) IS THE CARDPHONE
| SYSTEM. The card phone system is being used all over the world to proy‘ide
~ services to the public. The card phone system is the third method employed in
providing public phone services in Nigeria by NITEL limited.

| The coin box was the first, followed by the business centres. The
complete exit of these methods is .n’lainly due to the unpatriotic behaviours of
some members of the public who yandalised the equipment in search-of coins.
Secon(;ly the use NITEL business centres as avenues of making service
available to the public was soon afterytvards taken as an expedient social policy
on the realms of social convenience and not 4§conomic reality. Unfortunately,
* this phone system was.also grossly ab.uscd thrmlgh'!frajudulent and mischievous
practices.

In view of the above experiences, NITEL became cautious in the
provision. of phone services to members of the pul;ll'c. Hence the introduction

of card phone which will hopefully not fail into the trap its precursors fell into.

Card phhne Technology

Card phone 15 a system whereb;} a pre-paid card is used as money
substitute to inake plio‘ne calls, The equipmert is connected to a public
telephone network. The card as a money substitute is decremented by a card
reader. Once the call is e;.sl'ablishcd the cards are read by a photoelectric

k]

device. A lhole being “] and 0’ being no hole. This sophisticated
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technology requires that knowledgeable and highly skilled manpower be made

available to meet the operation and maintenance of the system.

See appendix IIT on: How to use the NITEL Card phone.

REASONS FOR Introducing a Value Card System

L.

2.

_Inflation leading to Coin redundancy

Not entough Coins in circulation
The risk of burglary on machines with full coin boxes
Large amounts of dormant money could be invested or benefit cash flow

situation,

Advantages for the Distributor

a)

b)

d)

Payment for the goods and services: The user pays in cash the amount
: o -

printed on the value card, which provides an interest gain for the
administration. Furthermore, it benefits from having the cash in hand
before the service is used.

Removal of thef} incentive; The amount of damage caused by break-in
and theft from coin boxes is considerable. As the terminals contain
neither coins nor tokens, thclrisk of break-in do not arise.

No more machines standing out of order because of fuil coin boxes:
Coin accepting machines (e.g. Pay phones, ticket rending machines, etc)
are used often at weckends and on public holidays. There are usually

not enough personnel available at these times to empty the boxes. As a

result machines with full boxes cannot accept coins any more.

High Profit with the value Card  System: Experience has shown that
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the user pays less attention (o the debited units when he/she uses a value

o

card e.g. in card phones he/she tends to make longer phones calls.

Advantages of value card for the Holder

a) | Independence of small cha}}gezl A holder in possession of a value card
does not have to worry about not having the necessary small change on
him to purchase goods or services (e.g. in case of an unexpected phone
call).

by  Easy handling: To use the card, the holder simply msert it into a “letter
box slot” to initiate the transaction. The automatic system reads the
value of the card, deducts the cost of the goods or services supplied, re-
encodes the card’s magnetic tape with the new value and returns the
card.

c) A value card is transferable: The value card is therefore transferable. Tt
is extremely convenient for families, Clubs, Services staff and
Companies.

d)  Beller control of spent value: The cost is easy to establish e.g. one card

per week or month.

¥
S

e) bptimal use of the prepaid value: In a coin acceptor, it ié always
possible for a coin with a high nominal value not to be completely used
up. But the amount to be refunded can only be drawn from the coins,
which have been_ inserted.  Any umised -amount, which cannot be

returned, represents a loss for the user but with value cards, this does not



ik m e gi— et

e 162

happen as exactly the owed amount of the consumed goods or services
is deducted. J-

|
Disadvantages of the Value Card

“--—"‘S::Jme disadvantéges. arise ;ls the value is directly encoded on the card
without any link to a bank or to a person.
a)  Once loaded with the value, the card must be handled like money.
b) A relatively high invcstme;;t 1S necessary fq;r card manufacturing plants
to guarantee the highest possible security for the money substitute.
¢)  Falsification of cards cannot be recognilsed immediately as the remain in
the counterfeiter’s hand. Not till a certain, period has elapsed when a

balance between the sold cards and the accrued charges can be

* established, can remedial measures be taken.

CONCLUSION/SUGGESTION§ '

Card phone 1s a high technological systel_n and has the potentials to
generate very high revenue for the company.
Serious cffort is being made to install the card phones in local government
areas and some areas nedr NITEL.repeater stations.

It is suggested that staff of NITEL should be given more cdmprehensive

training on the operation and maintenance of the card phone equipment to

enable the company maintain its leading role in the provision of modern

telecommunication services.
With the introduction of card phone into NITEL services, the company

will be able to ensure that:-



d)

L)

Telephone service is within the rcach of every user.
Those who cannot afford a Direct Exchange Line (DEL) now have a

substitute.

~ Unnecessary waste is removed through cost reduction in providing a call

office operational profile in terms of staff and facilities. -

Revenue collection is made easy through cash transaction and prepaid

Service provision.

Telephone malpractice ar¢ eliminated in call offices and Business
Centres thereby protecting both staff, Private Telephone Operators

(PTOs) and users from unforeseen seller’s and buyer’s hazards.

2.7.4.5 INTRODUCTION OF NEW SERVICES

To merge the Technological and Socio-economic dcveloﬁment of our

nation NITEL has recently introduced new services majorly for the purpose of

satisfying the customers. The new services (see 2.2 for details) include:

()
@)
3)
(4)
(3)

14

Voice Mail Services

Trunk Radio System

Paging Network Service
Nitel’s INMARSAT Services

Internet

2746 IMPROVEMENT ON _BILI_JNG SYSTEM

According to the Deputy Qexleral Manager in charge of MIS. and DP,

Dr. Suleiman Muhammad in an interview with NITEL Journal (May



1997:22-30 disclosed that Nl'l'iii__, has made a great improvement in producing
bills every first week ‘of the new month which .is 30 - 37 days billing circle.
This is against the former practicc' where bills used to be about 2 10 3 months
late. .
According to the MIS DGM, there is also a positive improvement in the
following:
a) Accuracy or correctness of bills
b) Dispatch of NITEL bills by subscribers particularly on customers’
complaint of being billed for calls they did not make.
¢)  Ondebt of previous owners ol’iclephone lines keep recurring in the bills
qf new owners of such lincs:
d) | Impro‘vement on wrongly addressed bills

e)  On clearing of subscribers’ cheques and reconciliation of ledger.

2.7.4.7 PAYMENT OF BILLS THROUGH BANK

in order to satisfy 'customcr:slnnd given them assurance that what amount
of money paid in is recetved by NITEL withoul causing any disputation,
discrepancies or fear on the part of subscribers, NITEL has since decided that
settlement of bills should be throiigh a certificd bank. This method 61‘ course
is easy, convenicnce and secured which has been enjoyed by NITEL

subscribers.

2748 CABLE NETW()RK EXPANSION AND REHABILITATION
NITEL is doing much to expand cabie nctwork and rchabilitate where

necessary. According to the MD/CE  of NITEL, Profession Bajoga while

4o .



addressing NITEL Journal duning hs (wo year celebration as NITEL boss
declared that the cost Iof changing cable is much however the company is
doing all that is possjble_ to push forward. Adding that the new technology of
wireless local loop which climinafes the use of ELP is alrcady in use in Abuja,
but the deveiopmcnt of tclccommu.nicntions has made it difficull for NITEL to
make it a ready choice or attentive to ELP. Since the dcvclopmcnl is not
talking about Internet and 1SDN. ’

For cable development still, the communications Minister, Major
General Tajudeen Olarewaju has said (hat 2 lon g-term solution has been found
to the massive transmission needs of the castern and western areas of the
country far into the 11-Cxt century. He made this statement recently at the
formal flag-off of the ship Iaying.lzhc submarine optic fibre cable of 800 km
which will form part of the %Elbmm'ille fibre optic cable system round
continental Africa.

The Minister said the project, which will cost NITEL LTD. .about

DM194  nillion, will facilitate large-scale data transmission, video

conferencing, cable services and basic telephony.

2.7.49 PROVISION OF OPERATIONAL VEHICHLES WORKING

TOOLS/MATERIALS

NITEL management always provides working tools and materials along
side with the new exchanges and old exchanges. Recently, new Peugeot
(Station Wagon) car were distributed to various territories for operational used

while materials arc normally sent from Lagos store to the Zonal stores
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for distribution to Territorial store for consumption on the job,

2.74.10 STAFF WELFARE ..

In order to avoid the temptation of being corrupt NITEL management
recently reviewed upwards staff remuneration, did promotion, confirm acting
appointment and purchased 50 new staff buses for transporting staff. This was
relayed to the NITEL -Jc;umal by the MD/CE in his address — NITEL Journal
(September 1997:24).
2.7.4.11 NITEL commercizlisation and the future privatisation for efficiency

is the solution for total customer satisfaction.

28 PROBLEMS | -

2.8.1 General Problem

| An organisation that would like to sﬁ.rvive the‘ changes and challenges of
the present and the future must aillticjpate cllanges and prepare for them. This
15 what Glueck and Jack (1984) called strategic management. It is defined as a
stream of decisions and actions, which lead to the development of an efficient
strategy to help achieve co1p0rate:.;)bjectives.

To survive therefore various problems imitating against the success of
an organisation must be removed. NITEL Ltd. is a complex organisation
having a lot of human resources problem, which of course 1s jeopardising the
performance of the co;npany. As a matter of fact, the current aﬁd future well

being of the organisation depend mainly on the activities of the human

element.  All activities toward improved productivity such as profit,
154
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organis.;aal‘..ional efficiency and effectiveness can only be made possible by the
human element. ,

According to NITEL journal of March (1988:20-25) in an article on
“I—Imﬁan Resources Management for improveci performance,” an analysis of
the problems coanfronting NITEL ‘was highlighted. During this period a senies
of meetings were organised. Managers and staff were asked to state their
functions and objectives of their department. They were also asked to state
reasons for the non—pfar‘formance._ of their staff and to suggest solutions for
improvement. Necessities for improvement were stated by Managers and staff
of each department. The inter—debendence of z}ll the depaftments and each of
their function were also stated. The revenue generation and collection targets
Iwere set and what could be done to acl1ieve these targets were enumerated.
These mectings also deliberated on customer satisfaction or customer care to
improve the image of the company. “The equipment and cable network
problems were also discussed at all the meetings with a view. of avoiding
equipment and plant breakdown a1.1(l cable damage. The summary of some of
the problems anzﬂysed and solutions proffered were based on human resource
management productivity managément and customer care. The identified

problems were as follows:

(a)  Most staff were not operating according to the operational guidelines.

(b)  No proper maintenance recor
. [

(c)  Lack of vehicles, spare pal‘fs and tools to work with

(d) | éorruption and inefficiency of some of the operating staff




©

®
(8
(h)
@
(k)

@

(m)
(1)

108

Poor communication between Seniorr Managers and their staff.
Communication is mainly “up down”. Poor intra and interdepartmental
communication. |

Incessant electric'ity power failure or total blackout at ‘most of the
exchanges locations and repeater stations.

Incessant cable damage and cable theft by the public and men of the
underworld. !
Manhole blockage and flooding of manhole during the raining season.
Exposure of the cable joints

Line diversion without proper documentation or authority

Poor supervisioﬁ of staff by Managers and Supervisors

- Insufficient number of technicians. Some of the technicians are now old

~ and can no longer perform etfectively on their jobs.

e

Bad cable network
Occasional trunk and transmission failures
Lack of proper planning and shortage of lines or insufficient lineg and

Jack of lines in- developing and developed residential areas and

. commercial centres.

®

@

Generators, Air-conditioner, lubrication/maintenance schedules are not
followed. Major overall procedures not properly undertaken.
Poor technical innovation among Managers and workers; incorrect

diagnosis of faults and repair maintenance schedule not followed.

The causes of these problems were traced to both
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management and staff. The fdrmer, for not providing materials proper
direction and conducive atmosphere for improvement, and the latter for
incompetence and lack of dedication and co-operation for improved
performance.

2.8.2 Performance Improvement

Effective human resource perfbrmance impravement strategies depénd
on the extent to which the management and all the stakeholders in the
comﬁany such as government and members of the public and all others can
implement the strategies. The implementation of the strategies depends on the
support of the top management and active participation of other managers and
staff in the organisation. The improvement method can only lead to efficiency,
safety and quality service if all the ac.tive participants were involved and
committded to it and w‘e.rc ready to implement the following:

(a) Government to provide all the necessarsr incentives and infrastructure
such as good roads, electricity, pipe-borne water, housing scheme, and
living‘ of the people. This will pave vsllay for the derﬁand for
Teleconnnunication service, )

(b) Government to promote conducive socio-economic and political
environment, and maintenance of law and order to encourage local and
foreign investor; to set up industﬁes in our cities and towns.

- {¢) - Management and workers must be committed to the progress of the

company for the achievement of the overall corporate ijecfive.

Priority objective to be jointly set by all stakeholders.
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Focus must be on the provision of quality and improved services to

- customers.  All employees must be committed to meeting customer

needs.

L

Major tasks and sub-task for effective performance of Managers and all
others be specitied and be (i;VidCd among the staff.

Performance to be reviewed constantly.

Management to provide good working environment and be ready to take
initiatives when a problem grises or is envisaged.

Cooperative an(; collaborative ways of working formally in-troduced and
intensified.

Obstacles in various segments of the company’s operation identified and
removed.

Personal dominance of indtvidual Manager in the group or sub-group to
be avoided among Managers and workers.  Individuals to be
accountable and résponsible for their actions and in-actions.
Management and workers should be motivated to exhibit tremendous

energy and commitment through the provision of reward for pood

performance. Payment for performance system to be introduced.

_ _Mcllldds of translating strategies into action to be communicated within

\.

the management and other workers in a clear and wnambiguous term for

casy implementation.

Managers to analyse and diagnose problems to know what is right, what
4

is wrong and what can be improved upon.
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Management to exhibit good analytical skills and be ready to identify
and solve problems as a team.
Periodical meeting of managemen_f and workers be organised. Agendas

should be jointly' agreed With_' all other participants. Minutes of the

meeting to certain summary of what is discussed and prompt actions to

be'taken on all assignment in the minutes.
All departmental performahces to be monitored and analysed by all
members of management, and opportunities and barriers constantly

reviewed. :

Workers to be motivated to work with minimum supervision. Managers

to do all that can motivate the workers and encourage them and remove

-

. what de-motivates them.

Training and development to be intensified among management and
workers in order to improvc:their competence and performance.

Managers to analyse the telecommunicatiqns industry in which the firm
operates. Its sources of competitive advantage or disadvantage in terms

of lower cost or differentiation be analysed.

Managers to brainstorm to arrive at innovative solutions to problems at

- all stages.

Managers to communicate freely and effectively and strive for
improvement of the workers’ performance, standards and progress.
Managers to plan activities, determine work methods, allocate work and

evaluate team, individual and self against the set objectives.
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(w) Effective training of Managers to cope with tougher operating

environment.
~i

(x) Managers to identify the task to be performed, break the task and
indicate each step to be performed by individuals and groups.

(y) Reliance on managerial authority, formal rules, procedures and narrow

R i
division of work. -

o

i

283 RQSuIt of the Implementation

The above is directed tov;;ards mcreasing the efficiency of human
resources and all other resources, that were put in place in the provision of
efficient and effective telecommunications services.; The implementation of
these strategies in NITEL raised standard, improved quality services to
customers, increased employee m;aralé andl productivity, improved the
carporate image of the.company and révcnuc gcﬁeration and collection,

The strategies af all stapes were based on management involvement and
cooperation and commitment of human resources to its implementation.
Successes were achieved because:‘most of the management and workers in the
company coﬁperated with each other and were'con‘_lmitted. They recognised
the fact that problem — solving approach to organisational problems must be
based under-liberation among its qctive participants. Human resources
strategies were considered in this; article as a major driving force for change
and improvement,

The foregoing point to the fact that the Manager can only get his/her job

done through people. Any Manager that wants to be efficient and effective
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must understand how to use, engage or utilize ﬁeople to get results. Workers
should be encouraged to_ bring new cfcative ideas to_their jobs and gain, under
petspective of their roles. It is only when employees realise the importance of
all these that the organisation can blossom and groﬂv. Any organisation that
imposes new roles and new responsibilities and coerces or threatens‘ its work
force can at best achieve only shot-term gains. Su.stainable gamns depend on
high quélity goods or services which depend on the extent to which the goods
and services satisfy th'e customers criteria which mostly depend on the

effective and efficient performance of human resources.
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CHAPTER THREE

3.0 RESEARCH METHODOLOGY

3.1 METHODOLOGY

Walpole (1974:214) sees methodology to inctude:
a)  Research design, including selection of cases.
b)  Measurement, including .operationa]ization, instrument and data

.collection procedure. v
c) Method of data analysis including data presentation and computation.
32 RESEARCHDESIGN

Taylor (1983:199) defined rcsearéh design as “‘the basic plan which
guides the data and anal)'fsis phases of the research project. It is the framework
which specifies the type of information to be collected, the source of data, and
the data coliection procedure.”

Moreover, rtescarch design is the specification of proce‘dure for
collecting and analysing the data necessary to help solve the problem at hand,
such that the difference between the cost of obtaining various levels of
accuracy and the expected value of the information associated with each level
of accuracy Is minimized. Reseall'ch design 1na)r.r be seen as the specifications,
which a particular researcher may make indicating how he intends to carry out
a rese;arch or method he intends to use in collecting 0;' gathering information.

There are two major types c;fresearch design namely:

1) Experimental Design

i) ©  Non-Experimental Design
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3.2.1 Experimental Design
According to E. C. Osuala (1993:153) he believed that experimentation

is the most scientifically sophisticated research method.

Advantages:

1. The method enables the Researcher to be precise, at least in theory. He

1s usually in a position to say, given certain conditions, that certain

causes of action will result. |

2. It makes the researcher himself, in participatory research, is able to
make the elements feel relaxed and they tend to bring out some qualities
within them which they might not even be aware of at all.

Disadvantages:

rl

1. The issue of pretence, hypocrisy in attitude of elements, may lead to
‘questionable conclusion in that research elemeits do not always behave
in their natural form. .

2. It might take a long time for research to be completed.

Non-Experimental Design "

This is the exact opposite of the experimental design. The object may
not be under control.
Advantages
1. It saves time and cost becatse i.nstrument of control is not introduced.
2. Elements are observed in their natural surroundings: In social and
.management Sciences, results of research using non-experimental

designs might be more reliable because the object under study
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reflects its natural environment thus information gathered might be more
reliable. , '

Disadvantages

The probability of sampling error is higher in non-experimental design.

322 Research Design Employed In this Thesis

The research design employed in any research is normally related to the
particular field of science involved. In social and management sciences, non-
experimental design is mostly used.

Hence, this resehr.ch has adopted the non-experimental designs because
the object of study reflects its naturlal state thus information collected are

reliable. |

3.3 SOURCES OF DATA

]

S

There are two major classification of data which are primary and
secondary types. It should be noted that the purpose of a particular research
- and usage of data makes a data either primary or sgcondary as affirmed by

Essien-Obot; Ibid,

3.3.1 Primary Data

If data is being used in particular research for the first time, it becomes a
~ primary source. NITEL (North West Zone) Ltd. was used as the primary
source of data collection,

3.3.2 Secondary Data

This is the data already collected by some one else and information

extracted from existing literature are called secondary data.
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Advantages:

1. It is theoretically much easier to collect because it has already been
gathered to getlher.

2. There is less b_ias from data, in case of people who may want to

manipulate the results towards a specific direction.
3. It gives an idea of previous work in the area of rescarch.
4, It saves time and cost, ag the researcher will not incur additional

expenses in gathering such information.

Disadvantages:

"The researcher may not have access to the method eatlier used in

collecting the primary data. Thus its reliability and authenticity may be

difficult to verify.

This study used both sources — Primary and Secondary data sources.

34 RESEARCH INSTRUMENT

| This ié the method of Data collection. Accc;rding to Ndagi (1984:54)
there are three basic‘ instruments used for collecting data and these are:
observation, interview and questionpairle. In this research the three basic
instruments were ennpioyed in the collection of data used. Moreover
secondary data was also collected.. |

3.4.1 Observation Method

o '
In observation method, a rescarcher will personally participate in
watching and observing and action or event upon which data is to be collected.

For instance a researcher who is interested in collecting data on
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farming will be present while the bush is being cleared, during cultivation,
planting weeding and of course during harvesting. = Within this he can say
authoritatively how the processes are carried out.

In this research the researcher épent time with the customers at NITEL
customer service centre, card phone centres where-cards are purchased and
used. The reactions of .ﬂ'lc people on queue were noted and the feeling of those
using the card phone :)n local, trunk and international calls were noted. The
card phone machine working were observed and the faulty ones identified.

Moreover, at the customer service centré observation were _made on
customers who caine around to colllect their Telephone bills, those that came to
report or complain about their Telephone fault. Those subscriber who came
around to submit the bill already certified by the bank were observed and the

activities of the Business office staff in adjusting the ledger were also observed

342 Interview Method

Chrisnall (1976:140) views. interview as “a conversation directed to a
defimite purpose other than satisfqption in the conversation itself.” According
to Denzin (1970:195) an interview 1s any face-to-face conversational
exchange. While Hawkins (1980:359) described it as a one-lto—onc relationship
between the interviewer and the interviewee which does not have a specific set
of pre-specified questions that must l;:le asked according to the order imposed
by the questionnaire.

In this research, interview method was employed by the researcher to

obtain rcliable and valid information in the form of verbal responses from
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the users of Telephone and Cara phones services.

Tvpes of Interview . '

Majorly there are two types of interviews namely formal and informal
(Essien-Obot; Ibid). Generally speaking, formal interviews may be structured,
systematic, controlled, standardized, extensive and guided whereas, informal
interview are unstructured, unsystematic, uncontrolled, intensive and
unguided.

Informal interview method was employed by the researcher because if
its flexibility and non-t’e.;,trictions on the respondénts answers.

Advantages of Interview Method

Informal interview has a lot of advantages, which in consonance with
the major advantages of interview method identified By Gordon (1969-:52).
a) It enabled the researcher to obtain the desired information more quickly.
b) It permittded the investigator (researcher) sure that the respondents

understood interpreted the questions properly before giving their

responses.
¢) It allowed for flexibility during the process of questioning,
d)  No much control was exercised over the context within which the

questions were asked and answers given.

e) Information obtained was readily checked for its validity.

Disadvantages

a)  Its major limitation lies on the difficulties involved in quantifying and

analysing the data collected. Personal bias, values and beliefs of



the interviewer have effects on the result of the interview,

b) It is adso very difficult to generalize a data collected from an
unstructured interview.
According to Ndagi (1bid:59), he is of the opinion that race, tribe, age
sex religion, vocabulary, accent, ethnic background or social class of the
interviewer could alter the responses of the respondents. However, in
my opinion, non-of these factors may have had any significant impact
on result of the interview.

3.4.3 Questionnaire Method

Gorad and Philip (1975:201) defined questionnaire as "a list of
guestions to be answered by a selected group of people especialy to get facts
or information for a survey."

The questionnaires used in this research consist of thirty questions on
Direct Exchange line (Telephone) (see Appendix X ") while fifteen questions
were drawn on card phone (see AppendixH ). Questionnaire on Telephone
include Telephone provision, Types of Telephone, Operator at Call office
Operator on enquiry, Technicians (field workers), Exchange Saff,
Management Staff, Bills production, distribution, payment of bills into bank,
working of the phone, TOS action, fault reporting and clearing, business
centres and attitude and moral of NITEL daff.

Questionnaire on Card phone include those relating to the purchase of
cards of different units, usage of cards, patronise of payphone centres, cards

denomination and availability, success of calls made which include
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Local call, Trunk (National) and International calls, Working conditions at
Card phone machine, card phone comparison with coin box, call office and
Ticketed calls and problems and suggested solution on the performance of card

phone Technology.

Types of Questionnaires

The two major types of questionnaires are: The structured (closed-end)
and the unstructured {open-end).

" The closed-ended is a fixed choice questionnaire, which required a
choice between a number of givgn alternaiives. Responses would be easily
classified and quantified.

On the other hand, the open-ended questionnaire allows the respondent
to compose his own answers rather than choosing from a number of given
answers. It may provide a more ve!il.id data since the respondent is allowed to
express his answer in his own words,

.i'n this research, the combination of the closed-ended and the open-

ended types are used in both questionnaires on Telephone and Card phone.

Advantages of Questionnaire

a)  ltis relatively easy to administer

b)  The impersonal nature of questionnaire ensures uniformity in responses.
c) Itis possible to oﬁtain responses from a wider Sprcad of respondents.

d)  Because of the anonymity of questionnaires respondents have greater

confidence and freedom to express their opinions.
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e)  Questionnaire places less pressure on the respondent for immediate

-

response.

Other reasons for using Questionnaire

a) It can be administered to a large population simultaneously; it cuts cost
and time. )

b)  The data collected would be easy to analysc since the responses are
specific and standardized.

¢)  Questionnaires usually exercise some degree of control over
respondents’ reéponses, thus 1t allows for easier analysis‘ of data and

- more accurate interpretation of results.

Disadvantages of Questionnaire

L

1.  They cannot be used with illiterates as loss of meaning could result in
A
the process of interpretation.,

2. It 1s difficult to access respondents’ motivation because sometimes the
alternative answers provided may not contain the best option to the
question,

3. . Itis only when a random sampling of returns is obtained, those that are
completed and returned could be biased samples data.

-

Types of Questionnaire Administration

The two methods for administering questionnaires are mailed and the
face-to-face types.
According to Black and Champion (1976:387) which stated that in the

face-to-face, the  predetermined elements are given the questions to

R .g_\b‘_. " 1‘ "__.’ .{1 . l,,. .

[
b -



123

fiil by the researcher for the following reasons:

1. The respondents were at easy reach
2. It was more economical when the time factor was considered.
3. This reduced the risk of non-responses since the researcher met in

* person with the respoudents.
_ It 1s important to note that the success of any questionnaire depends
T o

largely on the clarity and accuracy with which the questionnaire was set-up,

and not necessarily on the method of its admimistration.

3.4.4 Collection of Secondary Data

The Secondary _;Iata used was on Telecommimications facilities which
include data on Analogue and Digital Exchanges-from 1991-1997, data on
number of card phone machines elmd card phone revenue from 1993 to 1997
data on installed capacity of .the Exchanges and the new lines connected, the
up-to-date (cumulative) connected lines and revenue collection on NITEL

services for North West Zone between 1991-1997.

3.5 Population and Sample Size

In general term, s;ampling éould be seen as tﬁe selection of elements to
represent the population from which they are taken. The fundamental idea
behind sampling according to Stanton (1981:47) is that “if a small item or
parts (called a sample) are chosen‘at random from a larger number of items or
a whole (cal.led a universe or a population) the sample will have elements in

approximately the same proportion as the universe.”
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Reason for Sampling

Decision usually has a time frame thus it 1s sometimes not possible to

bl

get all the elements within the time frame.

It s possible for money resources to constrain the rescarcher to
sampling.

It may not be possible to get to every element of the population.

3.5.2 Objective of samiﬂiug.

'1. | Sampling attempts to provide sufficiently accurate information so that
the conclusions to be drawn from data are reliable.

2. Sampling secks to maintain efficient utilization of resources available
for the research as a whole.

3 Sampling is a way of collecting data from people already chosen, Data
(as much as possible) represents the population from which it is drawn.
Thus it a.tt.emp{s to ac:hiéve the objective of representation of the
population.

4. The problem existing in a situation may have multi-facets. Sampling
secks to cnsure that tht;‘ information it provides gives specific
information about the problem we want to tackle.

353 T'v.nes of sampling Employed
Kaduna was choesen out of tlle seven states where the questionnaire was

administered.

The population of Kaduna state was 3,935,6 18 while the population of

NITEL staff in Kaduna was 723 to give a total population of 3,936,341
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Out of this, a sample of 150 respondents were used for Telephone and anather
150 were used for Card phone from where the researcher generalise for the

Zone,

3.6  Data Analysis Technigues

" The study employed simple percentages in the analysis. Thus in testing

the hypothesis percentage of the data received is considered.
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CHAPTER FOUR

40 DATA PRESENTATION AND ANALYSIS

4.1  PRESENTATION AND ANALYSIS

Data to be preseilted here include those relating to the provision of
Tefecommunication facilities consisting of old equipment (Analogue
Exchange) and new equipment (Digital facilities). The presentation will also
include the provision and usage of card phone system.

Moreover, there is the bill production, distribution and settlement of
such bills through the accredited banks. Others will include data on new lines

connected and revenue collection. |

Finally, there is the data on the attitude and the morale of NITEL work

\.
force in the study arca.

P

4.1.1 PROVISION OF TELECOMMUNICATION FACILITIES IN

NORTH WEST ZONE

In the quest to improve Telecommunication services so as to enhance
customer satisfaction, NITEL (North West Zone) had provided Digital
Exchanges where possible to replace or augment the old analogue Exchanges.
Where the Exchanges are still analogue, NITEL :had tried to improve on the
working condition of these ana.logﬁe Exchanges to enable subscribers get their
calls through easily. Today, Accgrding to the General Manager (NWZ) Engr.
Y. T. Alabi, North West Zone is said to havei the best analogue Exchanges in

Nigeria and still moving fast to cut-over into Digital facility.



Table 4.1: TELEPHONE EXCHANGE STATEMENT AS AT DEC.

1997
[ TERRITORY | INSTALLED | CONNECTED | %
CAPACITY ‘ LINES ' ACHIEVED l
o B L A I, - AR
igawa 4.300 [,952 45.40
Kaduna 284106 ] 16,442 | 57.86
Kano 34,700 23,961 09.05
Katsina 7,900 3,940 | 49 .89 |
Kebbi 3,600 1,876 211 |
- Sokoto 8,000 5,390 67.38 |
| Zamfara 6,800 | 3,141 46.19
| NWZ Total 93,716 lt 56,702 60.50

i — E—— . S ————— T —————

| R —— " - =
SOURCE: NITEL North West Zone, 19971 Annual Report

Figure 4.1: TELEPHONE EXCHANGE STATEMENT AS AT DEC,

1997
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[able 4.1 above shows that NITEL North West Zone as at December 1997 had
a total Telephone installed capacity of 93,716 out of which 56,702 have been

subscribed showing 60.50% utilization level of the total capacity. The above

~

shows that a total of 37,014 spare lines are still available to the willing
members of the Zonal populace to subscribe which represent 39.50% of the
installed capacity. i

4.1.1.1 ANALOGUE AND_ DIGITAL

TELEPHONE INSTALLED

LINES

Table 4.2

ANALOGUE AND DIGITAL INSTALLED TELEPHONE

LINES: ANNUAL TREND 1991 - 1997

YEAR | EXCH | KAD [KAN [JIG KAT [SOK [|KEB [ZAM [ZONAL |
R i o TOTAL
1991 ANA 15,900 | 10,100 1,300 | 4.100 | 7,500 1.400 100 | 40,400
DIG 0 0 0 0 0 01 5,000 5,000 |
TOTAL | 15,900 m,muj L300 4100 | 7,500 1,400 | 5,100 | 45,400
8 Wit | B e el e WG Alie,
1992 ANA 14,600 200 | 1,800 | 4,100 | 7500 | 2,400 100 | 30,600
DIG. 10,000 | 34,500 0 0 0 0| 6000 46,000 |
TOTAL | 24,600 | 34,700 1,800 | 4,100 7,500 | 2400 6,100 76,600 |
1993 ANA. 15,400 200 | - 2,300 | 7500 7,500 3,400 100 36,400 *
]! DIG. 10,000 | 345001 2,000 0 500 f 0| 6500] 53500
| TOTAL | 25400 34700 4300 7500| 8000 3,400| 6,600 89,900
! | ;
| 1994 } ANA 15,400 200 1.800 | 7,600 | 7,500 | 3,600 | 100 ' 36,200
‘ DIG. ' 10,000 | 34,500 | .« 2,500 0| 500 0 6,500 i 34,000
TOTAL | 25400 | 34,700 | 4300 7,600 4 8,000 | 3,600 | 6,600 90200
|
1995 ANA. 15.400 200 1,800 | 7900 | 7.500 | 3,600 | 300 36,700
DIG. 10,000 | 34,500 2,500 0 500 0 6.500 34,000
| TOTAL | 25400 | 34,700 | 4300 7900 | 8,000 3,600 6,800 90,700
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1996 | ANA. 15,400 200 | * 1800 7900 7500| 3.600| 300] 36700
DIG. 12,500 | 34,500 | 2,500 0| 500 0| 65001 56500

TOTAL | 27,900 | 34,700 | 4,300 7900}, 8000 | 3,600| 6,800 93,200

1997 | ANA. 15,200 2001 1g00( 790010 7500 3,600 300 | 36,500
| DIG. 13316 | 34,500| 2,500 0 500 0| 6500 57316
TOTAL | 28416 34700 | . 4300 7900 8000{ 3600| 6800 933816

~ The Nigerian Telecommunications Ltd. had been making progress over
the years to improve the provision and efficiency of Teclecommunications
facilities. This can be clearly seén on table 4.2 above showing Analogue and
Digital instalied lines and annual trend between 1991 — 1997,
The Table revealed that in 1991 the present seven states as extracted
from the then North West Zone had a total installed capacity of 45,400
~consisting of 40,000 analogue lines and only 5,000 Digital lines located at
Gusau. In 1991 the percentage o‘f the Digital lines (5,000) to the total lines
stood at 11.01%. Since it is the desire of NITEL to gradually cutover-analogue
info Digital Exchanges and also builds some new digital exchanges afresh,
there was an Increase in 1992 of total installed lines to 76,600. The
rcmarkabl_e change took place when the two Kano Exchanges were cut-over
into [.)ig.i.\{al network and hence rz’lised the total Digital lines to 46,000 which
represent 60.05% of the total installed hnes.
In 1997, digital lines accounted for 61,09% of the total installed lines of

S

93,816. W




Table 4.3 NEW, CUTOVER AND EXPANDED TELEPHONE

EXCHANGES IN NORTH WEST ZONE {1991-1994)

DS ] TERRITORY | EXCHANGE CAPACITY | TYPE DATE
(STATE) LOCATION | g CUT-OVER
SOKOTO | Gusau (LE) 5,00t [ Digatal $/8/01
. | |
| KADUNA Kad ‘D' (SC/LLE) | 10,000 | Digital | 16/12/9}
3 | KATSINA | Malum Fashi ' 100 | Anmalogue | 22/12/91
J | KANO [ Kano *C" (PC/LE) 20 000 ‘ Digital | 13/3/92
[ KANO [ Kano *D’" (LE) 10,000 | Digual | 7/4/92
6 | KANO | Dutse (LE) | 500 { Duzital [ June 1992
{ | |
f KANO i Wushishs (L) 500 | Digital | 8/8/92
. |
. - |
g | SOKOTO { K/Namoda (LE) | 500 Digital Sept. 1992

| KATSINA

Dutsima | Analogue | 4/12/92
|

| :
B/Kebbi

10 | KEBBI Expanded from Analogue [ 1993
1 000 1o 1,500
T KANO | B/Kudu . 500 [ Digital fan. 1993

| Expanded from 500 | Analogue | Feb 1993

to 700

12 | KEBBI Argungu

13 ! KEBBI] | Expanded from 200
| to 700 |

| Expanded from

Yelwa Yaun

Analoguce | Feb. 1993

14 | KATSINA | Katsina Analogue | Mar. 1993

-I . [ 2. 800 to 4.800 i E
15 | HGAWA [ Ringim | 500 | | May 1993
- [
I g . [
16 l KADUNA | Zana | Expanded from | Analogue | May 1993
' | {1.800 to 2,600 i i
17 | KANO Dambatta 100 Analogue ?_ May 1993
18 ‘ KANO | T/Wada - 500 !; Digatal June 1993
| .
. . |
. l . i .
19 | KANO | Wudil I‘ 500 | Digital June 1993
| | I |
20 | SOKOTO | Gumi . 500 [ Digital | June 1993
| | :
21 | SOKOTO | Isah ; 500 |' Digatal [ Junc 1993
2 KANO | Bichi . 500 | Digital ' July 1993
' KANO Rano 500 Digetal [ July 1993



i AND L/ Kudu i}
KANO Miungibir Ol
ANO Gezawi
KATSINA Kankia
KANO DI Tola

KATAINA Daura Expanded 1

SOKOTO [/Malara Expanded from
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Table 4.4 ANALOGUE AND DIGITAL COMPARISON: ANNUAL

TREND (1991 — 1997) IN NORTH WEST ZONE

DIGITAL

YEAR ANALOGUE TOTAL
1991 40,400 5,000 45,400
1992 30,600 46,000 76,600
1993 36,400 53,500 89,900
1994 36,200 54,000 90,200
1995 36,700 | 54,000 90,700
1996 36,700 56,500 93,200
1997 36,500 57,316 93,816




Figure 4.2 ANALOGUE AND DIGITAL COMPARISON (1991-1997)
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Table 4.4 above 1s graphically represented in figure 4.2 showing the Annual

comparison of Analogue facility to Digital over the years.

4.1.1.2  Improvement on Analogue Telephone

Question 7 (Telephone): If you arc using or @verused Analogue

Telephone line, can you say that is an improvement in getting dial tone and

getting your call through better than the previous years on your line?

Respondent Table 4.5: Improvement on Analogue Telephone

 RESPONSES ’ NO. OF RESPONDENTS m-:k(fl;;N'_l_'A(;'l_;_z__‘
| YES | 105 70
l‘, NO \J 10 | 7
iN()‘I' APPLICABLE | 35 23
TOTAL ] iso " 100
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Table 4.5 above revealed that NITEL management is doing all that s
possible to improve on the performance of the Analogue Teleplhone Exchange.
Few years’ back in North West Zone, it used to be very difficult to get dial
tone on teléphonc when wanting to make a Ca". Omecould hold the hand set
waiting for a long time before dial tone can come.  This without any doubt
discouraged Telephone users, the bulk of who werenging analogue Telephone
then. NITEL management had made a concerted effort to reduce the dial tone
completion rate to a very bearable minimum to enable subscribers get the
necessary satisfaction required.

However, with the coming of Digital line the issue of waiting for dial
tone will be counselcd-cbmpIctcl}f.

4.1.1.3  Digital/Analogue Satisfaction Comparison

Question 12 (Telephone): From your expericnce, can  you  say

categotically that Digital Telephone pives you satisfaction better than
Analoguc?

Respondent Table 4.6: Digrital/Analogue Satisfaction Comparison

RESPONSES _NO. OF RESPONDENTS PERCENTAGE
YES ' w4 96

NO ' 6 4
TOTAL 150 ] 100

Table 4.6 above revealed that Digital Telephone line gives satisfaction

better than Analoguc line as clearly seen that 96% of the respondents believed,




attested and declared that Digital gives satisfuchon better than Analogue. This
fact 15 very obvious. [t is very l]]lllCh hikcly that even the 4% ol the sample
population that responded ucgali{fcly did not know or perhaps have ﬁot come
actoss what Digital Telephone line is when compared with IAna.Iogue.

Digital Telephone is the most modern 0 the country.  Digital network
gives satisfaction to the subscribers in all respect because of the inherent
advantages it has over the Analogluc‘

- Through out the world, the existing Analogue Telephone network is
being replaced by Digital transmission and switching in order to meet the
v
various and growing neceds of the customers which had grown from mere
speech to text services, private circuit services, video which requires a
switching network that is [ast, rcliable, ervor free and capable of sufficient
adaptation and evolution.

In summary Digital Network render some value added services over and
above the analo gue system which lllllCIUClCZ
a) Malicious call identiﬁcatim}.

b)  Hot linc delayed

¢)  Meter observation

d)  Abbreviated dialing

e) Call diversion . :
f) Call blocking

g)  Private charge meter

h)  Three party-call



1) Alarm call service and

1) Call waiting

| 30

The above services have their target market (as explained in 2.1) and

NITEL priority 1s to locate the target customers

4.1.

o

CARD PHONE SYSTEM.,

4.1.

[

1 Installation of Card Phone

Public Card Phone System came into being in NITEL few years” back.

Before this time, the public patromises Operator assisted (Ticketed) calls,

NITEL Call Office - ‘counter cash payment and the Coin Box system were

available in many locations.

Table 4.7:

TERRITORY

HGAWA

KADUNA

KANO

KATSINA

KEBBI

SOKOTO

LAMFEARA

INWZ

SOURCE: NITEL

INSTALLATION OF CARD PHONE

IN_ NORTH WEST

ZONE (1994-1998) "

l

AS AT

DEC. 1994 |

()
12
20
0
0

0

|
J

NWZ ANNUAL REPORTS

|

AS AT
DEC. 1995

0

0

38

l
|

i

AS AT

0

38

| DEC.1996 |

AS AT

0

100

DEC. 1997 |

AS AT
JUNE 1998

(ad

fd

118
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Figure 4.3 Installation of Car(_]:'Phone 1994 — June 1998
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The above showed the experimental and gradual increase on North West Zone.
The experiment started with Kaduna, Kano and Gusau (Zamfara State). In
1994, the Zone had 35 Card phones while as at June 1998 it had grown to 118.
As at June 1998 all the Territory had got a taste of the Card phone along side
with the Call office in many locati:;ms. |

In many location with Digital Exchanges Card phone had taken over
completely from the Call office while Operat_or assisted calls 1s no more

existing.

4.1.2.2. Making Calls with Card Phone

Question 10 (Card Phone): Do you normally get through your call using

the Card phone on:

a)  Local Calls (within the City)? (a) Yes (b) No
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b) Trunk calls (Outside the city but within the country)? (a) Yes (b)
No
¢) International calls (Outside the country)?  (a) Yes (b) No

Respondent Table 4.8: ~ Making calls with Card Phone

1

~ SINO. RESPONSE NUMBER PERCENTAGE

Yes 144 96
Local

No ., 6 4
 Total 150 100

Yes 126 81
Trunk

NO 24 19
Total . - 150 100

Yes 108 72
International _

No 42 28
 Total ’ 150 100

From the table above 96 per cent agreed that they could get through
their calls using Card phone. Likewise 81 and 72 per cent respectively
declared that they ceuld_also get through the trunk calls and international call
using card phone.

This means that wherever they go with the Card they can use it to get
their desired location without any problem. This gives satisfactiqn to the

o

subscribers.



- improved upon.

4.1.2.3 Card Phone, Call Office an(i Ticketed Calls Comparison
 Question 12 (Card Phone): Do you agree \;vith the fact that Card phone
system is simple, effective, less tiﬁle consuming, cheaper and less problematic
than the old: y

a)  Coin Box System? (a Yes (b) No

b)  Operator Call Office? (a) Yes (b) No

¢)  Ticketed Calls? (a) | Yes (b) No



