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ABSTRACT

This work is an attempt to determine the
importance and necessity of Marketing in the
Nigerian Telecommunication (NITEL) under its

commercialised structure.

Marketing in NITEL is a necessity if the
enterprise want to achieve one of the major
objectives of commercialisation i.e. "To restructure
and rationalise public enterprises to make them
more efficient, cost effective and cost concious,
under the charge of goat-oriented management and
staff whose future is linked with the fortunes of
the organizations they operate.”

Since the future of the management and stall
of NITEL depend solely on the fortunes of the
enterprise, the management has to devise a strong
and dynamic means of generating enough revenue for

its survival.

And it is worth noting that marketing is the
only source of great fortunes in"any organization.
It is the only source of income and without it,

nothing comes into the organization and eventually
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nothing will go out. In this present age of change,
Marketing is the beating heart of many operations.
It must be considered a principal reason for

cor porate exi stence-because it is the life blood
and central focus of all activities in the
organisation. And this is the secret the research

Is out to reveal to the nmanagenent of N TEL.

Thi s research conducted, nade use of personal
oral interview together wth the survey of relevant
literature to gather enough data. Facts gathered
were anal ysed. The research found out that there
I's no organi zed marketing departnent in N TEL:
However there are syntons or elenents of marketing
especially in the area of custoner orientation and
the creation of narketing research unit under the

cor porate depart nent.

The findings of the thesis thereafter concl uded
by recommending for the establishment of a full-
marketing departnent in N TEL whi ch should be highly
integrated with other units of the enterprise for

efficiency and affectiveness in its entire operations.
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CHAPTER ONE

INTRODUCTORY CHAPTER

1.7 PREAMBLE:

Human beings afe continuously creating new
means of making life easier. In this endeavour,
the exchange of ideas and all forms eof information
between persons, communities, countries, continents '
and even plannets have propelled telecommunications
into a revolutionary tool for the unification of
the world into what is referred to as "The Global
Village." Commuﬁication therq;ore will continues

to remain the most singular indispensable aspect of

human existence on this plannet.

Man since creétion learnt communication by
instinct through spoken words, signs and signals.
In the ancient African Communities, war messages
were communicated to the entire community through
the use of drums and songs (perhaps from the centre

of the town or the Chief's Palace).

However, communication nowadays do not only
enhance mutual understanding and social integration

of disperse communities, but also fostered harmonious



relationship which contribute immensely to the
over-all socio-economic, political as well as

cultural developments of human societly.

The recognition of its dynamics in the
development of any nation has unrestrictedly
inspires man in search for more sophisticated
and yet simplified means and method of communicating,
and high risks of road accidents and plane crash
on & simple two minutes transaction becomes av

avoidable,

*

The recognition of its importance has
particularly influenced successive governments in
the country tc substantially invest in its

development.

For instance, during the nation's first
national developrent plan (1962 - 1968) about %30
million was allocated for the development of
telecommunications, while B4O.4 million, ¥1,180.21
million and N2 billion were allocated respectively
during the second, third and fourth national

development plans.
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Based on these figures, it is very much -
relevant for one.to question why upon all the
financial support, telecommunications industry
in this country has left much to be desired in

terms of efficiency and reliability,

Telecommunications industry right from
colonial period to g few years back was Under the
civil service bureaucracy. For that single reason,
it could be said that the sector within that periog,
never experienced modern management handling. with
the commercialisgtion of the ipdustry, it is very
much necessary for the organisation to have full
business re-orientation to enable it achieve the
basic ebjectives of the commercialization i,e,

Service efficienty, reliability and profitability,

The organization therefore need the adoption
and proper application of marketing principles

(marketing integration) in the whole company,

And this c¢alls for everybody in the organization
to think of customer Satisfaction in his duties to
the organization, 1In Marketing, the customer takes

the first place always. Therefore personnel of
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NITEL must receive the orientation to behave and

act towards thelr customer in like manner,

1.2 STATEMENT OF THE PROBLEM.

The obvious problem facing NITEL as a
Commerciaplised organization is how to be efficient
and effective while maintsining and expanding its

operations for profitability.

Another mgjor problem facing NITEL is the
absence of effective marketing of its services to
enable the organization operaté like other business
enterprises since marketing serves as the mainstay

of any commerclal eaterprises.

There is also the problem of inadequate use
of facilities available in the organization as a
result of its dependent attitude on government for

funds. ' e

1.3 PURPOSE OF STUDY.

The purpose of this study is to determine the
relevancy of marketing principles and techniques in

the provision of NITEL services to achieve service

|
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efficiency and profitability.

The study seeks to highlight the importance
and establish the need of marketing in NITEL as

a business enterprise.

1.4 SCOPE OF THE STUDY,

The study is conducted within NITEL organization
as a whole but with specific reference to Kaduna
territory as the case study. An attempt was made
to look at the provision of NITEL services under
its new structure and how marketing can contribute
to the attainment of its objectives such as efficiency

effectiveness and profitability.

1.5 SIGNIFICANCE OF THE STUDY.

The significance of this study lies in the
fact that behind every successful business enterprise,
is a highly organized and integrated sets of
marketing principles which are followed succintly
by the management. NITEL now as a business
enterprise cannot over look this fact. The study

will therefore broaden their understanding and



application of marketing in their operations for
survival and efficiency, all towards ensuring

customer satisfaction at a profit.

1.6 RESEARCH METHODOLOGY :

The research made use of both primary and
secondary data. Primary sources of data were
obtained in the form of oral interview with some
selected Senior Executives who are in charge of
most of the major services and general management

of activities of NITEL organization.

The secondary sources of data includes relevant
literature from NJTEL territorial district in Kaduna,
annual reports, Newsletters, published work related
to marketing and Commercialisation, articles on

newspapers and magazines.

1.7 LIMITATIONS:

Marketing of NITEL Services is a topic on
which relevant materials and publications are scarce.
This is so because the organization Jjust came into

being in 1985 (Merger of P & T and NET), and was
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fully commercialised in 1991, This constituted

a major limitation to this s tudy.

Furthermore postponment of interview dates
especiglly with some of the senior execﬁtives
who are always busy was a limitation to the study
as it added to cost of the work and time spent
on this study.

Furthermore, NITEL has a policy of not
allowing vigitors into the company untill 2.00 p.m.
daily, this constituted a setback to the study,
because at this hour, most Executives are tired
and not really ready to attend to an outsider
particularly a researcher whom they perceived as

an intruder.



CHAPTER TWO

LITERATURE REVIEW,

2.1 HISTORICAL BACKGROUND

The Nigerian Telecommunication Services (NITAL)

A complete account of the history of the
Nigerian Telecommunication Services could not be
rendered unless it is traced to the pre-colonial
era, 1t is an otf-shont ot the postal services
which was established in Lagos (1851) as an arm
of the British Post Office, to,serve the trade
interest of the British and provide much needed
contacts with their families back at home. Later,
the postal services was re-constituted to a quasi-
commercial department, providing postal and

Telecommunication Services to the nation.

Telecommunications services in Nigeria Just
like the postal services was therefore meant to
provide effective means of communication for the
colonial administration, After independence
however, it started to be viewed as a social seryice
necessary to augment government development efforts

by providing faster and efficient means of
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communications to areas far away from the centre
of administration, commerce and industry.
Telecommunications industry therefore from inception
has been the absclute monopoly of the Federal

Government. )

This important services hitherto were provided
by two distinct bodles i,e, Degpartment of Post
and Telegraph (P&T) for internal telecommunications,
and the Nigerian External Telecommunications (NET)
responsible for the International Telecommunications
Service. Tphe two distinct bodies were allowed to
operate under different management, hence some
fundamental differences, As P & T was purely under
the Federal Ministry of Communications, it was full
of civil service bureaucracy, while on the other
hand, NET has an autonomous setting, It was ran
on the modern manzgement practice with a lot of
marketing principles in application which accounted

for its high level of efficiency.

The two seperate entities, i.e. NET and P&T
were brought together under the same managemay t in

January, 1985 and named Nigerian Telecommunications



- 10 -

Limited (NITEL). The new body acquired the status =~
of a limited 1liability company.

The principal objectives behind the merger,
were firat to harmonize the operations of the
former bodies since services provided are
complementary. Secondly to streamline their
activities by pulling}resources together for a more
efficient and effective telecommunications services,
Thirdly, to make it commercially oriented with a

view to make a profit,

The concept of NITEL was'therefore a radical
arrangement that became imminent as a panacea for
finding a lasting solution to the problem of eratic
provision of telecommunications services for a
country that keeps on experiencing rapid growth in

population, social, political and economic activities,

NITEL was born then to manifest the magic
required to make telecommunication services in
Nigeria a catalyst for the achievement of the goals

of the Nigerian Society.

It was accordingly charged with the odious
responsibility of providing efficient, reliable



|
and cost effective telecommunications services,

It was alsc tc be Self-ustain}ng, and self-

accounting.

There years after, NITEL was commerclalised
in 1988, with the enactment of a new decree (i.e,
decree 25 - of 1988, on privatisation/Commercialisation
of all government agencies) which was part of the
economic relief measures under SAP, The idea behind
the new order was total withdrawal of governmentt!s
grants, and subventions to all Federal agencies
slated for commercialisation and privatisation.
As such NITEL has to evolve a lot of strategies
which will improve 1ts service wuality towards full

customer satisfaction at a profit,

2,2 OBJECTIVES OF NITEL, ®

Telecommunication service is a valuable
commodity which is beneficial to mankind and teo
Nigeria as a nation.l NITEL therefore has as its
msjor objective to provide to the nation this
essential telecommunication service, A,d this

service is expected to in turn ehhance growth and
b



*_-l-
development of the political, social and economic

sectors of the economy,

Secondly, NITEL also alms at reducing
drastically the cost of transportation, and
accident rates to the minimum. Just compare what
it will cost you te travel from Kaduna to Lagos
by air, and what 3£ will cost you to reach Lagos
by telephone for the same purpose or the cost of
meeting a business countdrpart abroad by air and
cost of reaching him through phone for the same

purpose within a matter of minutes.,

2.3 NITEL ORGANISATIONAL STRUCTURE.

An organization is a goal pursuing entity,
and its structure shows how organizational activities
are organized to best achieve its goals., Infact
an organizalion is a social construct consisting
of various specialists groups which are termed
divisions, departments or sections. These are the
functional segments that work in harmony with full
co-coperation towards the successful attainment of

the overall organizational objective. The
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functional relationship within such a construct
can best be comprehensively visualised by

structural presentation.

The structure does not only portray the
functional co-existence of the various divisions
and depariments, but alsc shows the hierachical
set-up of the respective positions throughout the

organization.

The organizational structure of NITEL (prior
to commercialization) as shown below provided for
a managing director (MD) as the Chief Executive of
the organization. And hls immediate lieutenants
according to the structure are two Deputy Managing
Directors (DMD) for both company operations and
corporate administration. Each of the DMDs had
a number of funcfional directors who were fully in
charge of their respective divisions. The structure
consisted of seven directors and seven General

Managers (Zonal GCMs inclusive).

The directors as a whole were assisted by
twenty deputy directors (DD) with each heading a

department of the corporate level. While on the
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other hands, the general mansgers had twenty-nine--
assistants (gwenty five Zonal inclusive) who were

known as deputy general managers (DMGs).

|
'
1
1
t



THE_OLD STRUCTURE BEFORE CONMMERCIALISATION:
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S.M. RADIO  COAXIAL
BUILDING oy  xp cUSTR LOCAL
DD, ENG, S _RVICES ~ LINE
SERVICES SerVIla 2

'CHIEF OF INTE NATIONAL
DD RELATIONS.
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2, NATURE AND TYPES OF SERVICES NITEL PROVIDES:

NITEL provides a wide range of services, but
surprisingly; only a few of these services are known
to the Nigerian populace. Once you mentioned ‘NITEL®
the immediate thought of an ordinary Nigerian is .
'"Telephone' as if that is the only single service

offer by NITEL,

Below is the full r ange of services offered .
by NITEL. | |
(a) International Telephone plus 1.D,D,
{International Direct Dialing).
(b) 1International Telex and Telex delivery °

service,
(c) Telegraph International and Local.

(d) Registered Telegraphic Addresses (RTA).

(e) Bureau Fax {Facsimice). .o
(f) Leased Circuit (International and Locgl)

for both Telephone and Telegraph.

(g) Telecast-Live Transmission/Reception,
of Television for Network Services for

International events, - .

Uil
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(n) Aiternate Voice Data (AVD).
(4) Maritime Mobile Services for your
ship to shore telephone and Telex Services.
(3) International Public Counter Services.,
(x) Local Telephone Service. , .
(1) Operator Services o

(m) Public Pay Phones.

Detail description of some of the above

mentioned services is given below.
TELEPHONE:

This is about the most popular medium of
Communication in the World., 1Its transmission/
reception through safelite has greatly enhanced
its preference to other media of communications,
NITFL operators helped customers to connect their
calls to any part of the world through the switch
board. Rut 1he newly introduced Dial~iteyourself
system is Tast gaihi., g ground than the operator

asslisted €nll,

It offers emtiak s~rvice as customers dialidirect

international numbers they want at anytime without
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the intervention of NITEL operators,
TELEX: (internal and international).

The telex equipment is a teleprinter méchine
which is mainly acquired by firms, business
organisations and government agencies who ha#e“
constant exchange of correspondence with local and
over-seas partners, The service is comparable with
telephone service because the telex subscriber is.
fully in control and can establish both internal
and international telex connections within a minute

without the assistance of NITEL operators.

The connections is immediate and ¢ harge are
based on minutes by minutes use. Telex  ,machine
guaranteed secrecy and privacy and records of

discussions are automatically printed for upkeep.

PUBLIC COUNTERS/BOOTH SERVICES:

Public counter and booth are services made
avallable to offer telephone, telex and telegraph
services on 24 hours basis. These are designed
to serve those who have no telephone and telex
facilities in their homes, and offices and it is

made up of the followings
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Public Telephone (International)

This is strictly a cash transaction
affair and customers pre-pay for the
estimated duration of call. However,
customers deposit is refundable on the

spot if the call is not through.

Telex Delivery Service (TDS).

This is an auxilary of the telex service
which is ideally developed to meet the
needs of Nigerian small scale or one main

business.

Public Coin Telephone Booth Service:

This service enable customers to make
phone calls out of homes and offices.
Telephone coin boxes are installed in
strategic locations in major towns of

the federation such that with a few coins,
you can make your phone call even on the

street.

Private pautomatic Branch Exchange Service

(PABX)

Private automatic bfanch exchange, like

a public telephone exchange, facilitates
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intercommunication between extensions

in an organization with or without the
assistance of operators. It saves time,
introduces control to unauthorised use

and cuts down the number of direct telephone

lines without any loss of business contacts,

(v) Telegraph/Cosit:

The telegraph service 1s the oldest system

of local and overseas communications, It was
popularly known as cablegram before the
advent of high freguency radio and satellite
communications. Though telegrapﬁic service
now takes third position after telephone and
telex, it has not fallent in value and

reliability.

TELEGRAPHIC ADDRESS SERVICE:

This is a service that helps organisations to
cur back the cost of sending telegraphs. It is a
registered short form of telepgram whether you afe
sending or receiving a telegram. Each address serées

as a reference code for an organization,
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LIVE TELEVISION/RADIO BROADCAST.

Television broadcast of International events
like soccer are received through NITEL Satellite
system and relayed to domistic television sets by
N.T.A., "Live." The NITEL Satellite Station is
equipped with television concerter bhat converts
to any standard reguired by the customer. Also
with pre-arrangement with the press or broadcasting
media, NITEL Play a prominent part in soccer
commentaries and other international events .

broadcast., "Live" through domestic receiverse.

PRIVATE WIRE SERVICE:

NITEL offers private lease sometimes referred
to as "hot line" telegraph and telephone services,
It operates on a point-lLo-point basis and is

exclusive to the lease.

CUSTOMER SERVICE CENTER (CsC).

For the efficient provision of the above
discussed services, NITEL created customer service
centers throughout the nation., This centers weré
developed to ensure that NITEL is adequately
equipped to offer high level satisfying services

to each customer group via a single point of contact,
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The customer service centre is therefore

charged with the following responsibilities:-

*Prdcessing all applications for service.

provision and related installation matters.

*Sales of, Directory and Telephone

accessories in the phone shop section.

®*arccept fault reports and ¢ lear them.

*Deal with all enquiries, including
billings, payments, and other related

issues,

*Tailor -~ Made Service prévision to cater
for customer's specific requirements and
needs. It has however, been realised that
to be successful, this commitment to
service and excellence calls for a new
customer awareness Irom all employees.
Staff have therefore been ¢ arefully
selected and are being trained througﬁ a

variety of customer care training programmes,
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2.5 NITEL SERVICES DISTRIBUTION SYSTEM.

There is no distinctive pattern as to
how NITEL Services are distributed. However,
in an attempt to analyse the manner in which the |
services are provided, there exist a tendency to
view it in two different perspectives. i.e. the b

geographical spread perspective and the customer

composition perspective,

Gecgraphically, the services are spread
between the rural and urban areas, with the
services Bighly copncentrated in the big citiies
as opposed to the rural communities with the
exception of only telephone service which the

spread is fair.

On the customer composition perspective,
three categories of customers can be identify

for which the services are spread:

(a) DBusiness Customers
(b) Private Customers

(¢) Governmental Agencies.

Ly
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Telephone and Telegraph which are the
most popular medium of Communication are widely
used by private, government and buginess
organisations. But Telex is used mainly by
business organizations and government agencies
who need documented exchange of information and
correspondence with domestic and 1nternationél

partics.,

Specialised services 1like Least Telegraph
Circuits, Least Voice Grade Circuit of Alternate
Vpice Data (ADV) Circuit, and Sattelite Mobile
Communication (INMARSAI) are mostly enjoyed by oil
Companies, Commercial Houses, Institutions,
indefgenous firms, media Hauses and governmental

arencies.,

2.6 GENERAL PRODBLFMS OF NITFEL BEFORE COMMERCIALIZATION.

Prior to Commercialization, NITEL was purely
a Federal Govermment Parastatal under the Ministry
of Communication and as such was full of Civil
Service bureaucracy and political interference.
It was not an autonomous sctting and consequently

lacked the modern management practices.
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AS such, Personnels were not serious with
their work, They developed an “] don't care
atititude" base on the maxim of Ygovernment work
is nobody's Qork." Competition was totally absent
as the Enterprise enjoyed government monopoly.
This affected the productivity of the enterprise-
negatively, service equality was poor and
inefficiencies and ineffectiveness was high to
an extent that it was generally acknowledge in the
country. The zeal or determination to attract '
consumers was lacking which resulted to low level

of patronage and improfitability.

In view of the observed problems, commercialising

NITELL became crucial and unavoidable.
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CHAFTER THREE

DATA ANALYSTS

3,1 THE GENERAL CONMCEFT OF COMMERCTIALIZATION

The concept ©f privatisation/commercialization of
public enterprises first emerged as a policy in great
Britain about a decade ago. At the end of world war II,
the Britich government, in an attempt to revitalise
the war - ravaged economy nn¢'enganderr?pid expansion
in theproducticn of essentinl goods and services, |
embarked o policy of extending public sector invol;e-
ment into economic nctivities that traditionally fall
within the province of the Private sectér. while there
was a fenuine need for government intervention in
rebuilding the economy after the ravages of war, it
mus! be nprreciated also, that the policy had a socialist
orientation under the administration of the labour

party.

However, when Llhe conservative Eovernment of
Margeret Tharcher came into being in 1979, she reversed
the soclalist policy of nationalisation of key indus-
tries of the labour government. "Privatisation/commer-
clalisation" became the key variable and alsc the main
strategic thrust in the industrial pPolicy of the new

administration which emphasized the rele of the market
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in determining the allocation of resources in the e -
economy and the removal of subsidies to industries,

By freeing the economy from excessive government con—'r
trols through thé rolicy of Privatisation/Commercia-
lisation, and following the free rein of competition
and private management initiatives, most ©f the loési

making nationalised industries hnve been turned aroound

to the path of greater efficlency and profitability.

The Nigerian case hoﬁever, dates back to 1960
when the indigenous private éector was made up Mainly
of smnll farmers and traders, artisasns and a few small
manufacturerswhile foreigners dominated'large—acale
trading, transportation, consiruction, manufacturing,
etc.... Goﬁernment intervention at that timé was thus
appronriate - to widen The scope of indigenous parti-
ciaprtion in the preductive sectors of the economy
especially in those areas that were beyound the reach
of the indigenocus private sector, with the improvement
in the natienfs oil fortunes and hence its.revenue
potentiols, public sector Participation in economic

activities became qguite pervasive,

Although there was good reason for governments

at that time to have venture so extensively into

commercial activities, the Expaniendéihas shown that



almost wlthout exception, these ventures have remaingd
inefficient, unprofitable, and a drain of public sector:
resources as they all continually turned up dismal

results,.

This poor Performance of virtually all the.enter-
prises in which government has a majority share —holding}
showed clearly that, the public sector machinery was
unsuited for attaining the objectives of producing and
providing goods and services which are purely 'privatet’
in nature. Pratically all these entefpriées became
fatZﬁggse survival depended mostly vnd solely On govern-
ment subsideis. 80 long 2s the o0il boom continued to
provide the resources to meet these subsldies, there
was no urgency to rectify the growing dangerous trénd

and such Iinstitutions saw them (subsidies) as their

own share of the national-cake, .

The poor performance of most of the public sector
enterprises was decried by almost everybody, glaring
exampls were NEI'A, NRC,NITEL, and NIFOST etc, whose

lnefficiency was generally acknowledge in the country.

Credit most therefore be given to the Babagida
Administration for having the will-power to initiate

and impleﬁént appropriate measures to rectify the

~mistakes of the past and provide right direction for

the economy,
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The focal point of the administration's economic
package towards iurning the economy  arround is the
structural Adjustment programme (SAP)., And:the lubri-
cating factor of the programme is the removal of the
stiffling influence of the government in all sectors
of the nations economic activities, and allowing the
interplay of market forces to determine prices and
allocate scarce resources, To achieve these objectives,
the privatisation and commercialization pProgramme
became an essential requisite of the Structural adjust-

ment programme,

-

Tt is against this background that pecree No 25 -
the rrivatisation and commercialisation decree 1988-

was promulgated,

The decree categorises parastatals and enterprises
in which government has investment interest into L.
(1) companies to be fully privatised,
(?) Ccompanies to be partially privatised,
(3) companies to be fully commercialised;

(i) companies to partially commercial ised,

At this Juncture, lhe distinction between the two
terms, re commercialisation and privatisation which _has

been used synonymously must be made clear,
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Privatisation in its sepse can be defined as <he
total transfer of government equity interest in some
enterprises to privete investors, or and economic
arrangement whereby the state relinquishes its control
on certain public enterprises.to give room for private

ownership,

rommercilisation on the other hand means making
government establishments viable or profit oriented
through changes in Management, priclng, product deli
vary, s rvice orientation, competition etc ,s..., it
may further be defined to connote a cautious move by
public enterprises to adopt the private sector syyle

of management and orientation towards profitabllity.

One major distinction of commerciélisation is
that ownership is not changed, rather, a reward system
that motivates is introduced for the purposes of
eliciting efficiency, It is jmportant however, to
observe that both strategies - privatisation and commer- *
cialisation have one thing in common, and that is
possitive performance in profit terms through greater
management efficiency by creating and adding more
values in services rendered and for the fecs prices
charged, Therefore, while privatisation result in
the transfer of government - owned enterprises into -
privote hands, commercialisation on the other hand,
entails the restructuring of selected enterprises to

make them commercially viable,
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3.2 OBJECTIVES OF COMMERCIALISING NITEL

As stated earller, prior to commercialisation/ -
Privatisation of public enterprises, practically all
these enterprises had become fat cows whose survival
depended mostly on government subsideis (NITEL inclu-
sive). According to available statistic, public '
sector investment in industrial/commercial actitivi-
ties accounted for about N35 billion of public expen-
diture at the end of October, 1985, This was Mmade up

as follows:-

TARLE 3.1
Equity 11.4 Billion
Laon and fuarantees 14,8 w'
Granfis/Subventions 11,5 "
34,7 Billion

However, returns generated by these investments,
was less than N500 million per annum i.e less than
1.5, It is not surprising therefore when a renowned
classical economists, Adam smith Advocated for commer-.
cialiotion as a means of elim}nnting waiste @nd maxi-
mizing the value of assests. He maintained in his

book "The wealth of Nations" that people are more

periodical with the wealth of others than with their -
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own, hence public administratiom is negligent and waste-
ful, since according to him, bureaucrats and others
public employees have no direct and personal interest

or commitment, as such to the commercial outcome of
their actions or inactions, NITEL was commercialised
therefore to make it viable or profit oriented through
changes in management, pricing, productf delivery,
service orientation and competition. It was charge

accordingly with the responsibility of:-

(a) Frovision of efficient, reliable and cost effective
telecommunication services,
(b) To be self -sustaining and;

(c) self accounting,.

3.3 NITEL ORGANISATIONAL STRUCTURE AFTER COMMERCTI A=
LISATTON

In compliance with the recommendations of the
Technical Committee on Privatisation and Commerciali-
sation (TCPS) NITEL Roard of Directors approved a new

organisational structure for the company.

At the apex of the chart, the Managing Director
remains as the Chief Executive of the Company. He
is now assisted in the running of the company by four
Executives nNirectors as opposed to the former arrange-
ment where there were only two, The Executives Directors
will take charpe of planning and operations, Finance

and investments, Administ-ation, and corporate and
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Zonal administration respectively.

The designation for the former heads of divisions
has now been re-aligned to general Managers. Foermerly
heads of divislions were known as directors while their
counter-parts in the zones were general managers,
There 1s now cleven genersl managers in the Corporate
headquarters and six for the zones, Sixting of these
genernal managers will be reporting directly to the

various Executives Directors as shown in the chart.

The General Manager, legal and Secretarial, how-
ever will report directly to the Cchief Executive of
the company., 9o also will the heads of internal aAudit
Department, public Relations and public pAffairs Depart-
ment and Management information systems and Data pro-
cessing Department though their designaticns will be

that of Nepuly General Manager..

The other Gener21l Managers in the Corporate

headguarters will, respectively, take charge of plan-
ning and development, operations, Project implementa-
tion and monitoring, Budgetary planning, Accounting,
Transports, Estate Management and maintenance, Invest-
ment and treasury, Medlcal and Industrial Helath gervices;
Fersonnel, Training and manpower Development, @nd pur-

P

chasing and supplies. o



o Sl =

The six General Managers for the zones will res-
pectively manage Lagos zone, South west zone, North-
west zone, south East zone and long Distance Communi-

cation,

Under the new structure, the pivisions in the
corporate headquarters and zones will oversee other
departments as shown,

1. Planning and Development:
(a) Building Engineering and Accomondation Services,
(b) Cchief gEconomist

(c) systems planning

2. Operations:
(a) Customer services
(b) cstores Management

(c) Maintainance

3, Project tpniementation and Monitoring
(a) Implementation
(b) Monitoring

(¢) Resarch and Develorment
(}) rinancial Accounting
(2) Finance

(b) Management Accounting
(c)
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S
(a)
(b)
6.
(2)
(b)

7

(2)
(b)
8.

(2)
(b)
(c)
(%)
9.

(a)
(b)
10,
(a)
(b)
11,
(a)
(b)
(e)
(e)
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Investment and Treasury
Investment

Treasury

Budgetary Flanning stock and lost Accounting
Rudget planning

stock accounting
Furchasing and sunrlies

Furchasing

supplies

Personnel Training and Manpower Development
Personnel

Kono management centre

Course NDevelopment

Oshodi Training school

Transport, Estate Management 2nd Maintainance,
Administration

mstate/Transport and gecurity

Medical and Tndustrial Health

Medical services

Fnvironment and Industrial safety

Long distance commmunications
Intermntional

Network management

Planning and Implementation

7Z0Nes,
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A11 these departments are supervised by Deputy

General Managers,

wrom the ahove developments, it is clear that the
dependence of the affected public enterpirse on govern-
ment in their administrative, management, financial
and related operational matters has apparently been
broken. This suggest that the commercialisation pelicy
alm at the devellpment of self reliant and self sustai-

ning public enterprises.

This is a significent change from the old order
to a new one which is expected to bring about a lot
of innovations on the managerial operations, The Mana-
gement under the new dispensation 1s expected to employ
all necessary modern management techniques and styles
to solve any contingent mznagerial problem that might
arises. That should be through the proper application
of management principls, e.g management by Objectives

{M.RB.Q) and effective marketing strategies,

3. THRE DIVISTON OF KADUNA NITEL TERRITORY

ps a result of the changes made in the over all
organizational set up of NITEL, territories were

structured to reflect similar changes.
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Changes made at the territorial level were Very.
slightly. senior Managers planning and works, Exchange
system, customer service, finance and accounts and
Personnel still beport directly to the Territorial
manager, However, RExchange areas were made autonomous
and were given Area Managers. Under the new dispensa-
tion, they orerates autonomously in @ll1 aspects of its
operations and report directly too to the territorial
manager, instead of the senior manager Personnel as

the case tused to be,

3.5 SERVICES OFFERED BY KADUNA TERRITORY

As 1t is indicated in the territor§ organisational
chart the territory has six exchange areas where by the
services are being provided, these are:-

i. Kaduna Exclange area 'C! Thls exchange areas is
incharged of service Provision to the Northern

part of Kaduna city, y T
ii. Kaduna Exchange Area'np' The 'D' exchange area

takes care of the southern part of Kaduna city,
i1i, 7aria Exchange area. The £arla exchange area

serves the 7zaria town and its environs, including

Soba while samaru is properly taken care by

Samaru Excahange area,



- 39 -

iv, Kafanchem exchange Area:-
The Kafanchan excahnge area provide services to
the Kafanchan town and areas like 2Zenkwa, Kagoro
samaru and 2ango Kataf, and the Southern part of

Jema'a local Government,

v, Jaji Exchange area: This exchange area serves
only Jaji area and its environs., This is so because
of the strategic function of the area (the location
of the command and staff cocllege in Jaji) to the

nation in General. ) &

For effective and efficient provision of the services,
the Kaduna territory established two customers service
centres in Golf Course Road and Iafia Road Kaduna, respec-

tively,

CUSTOMER SERVICE CENTRE (CSC)

As earlier mentioned in chapter two, the customer
service centre served as the point of contact between
NITEL and the customers, The main purpose of the s
service cantre is to attend to customers cemplaints
immediately without further delay., The office is t
therefore manned by a core of officers groomed to handle

specific customers needs,

The customer service centre also has the respon-

sibility of;-
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getting for itself a target for processing new
applications (i.e two weeks) within which a
customer must utilize his new line,

- Encouraging efficiency, since work schedule are

fully define for each officer.

- Being a privilege avenue for customers to fully
explain their dissatisfaction with a particular

service/ action of the management,

- Enabling management to under stand its effectiveness
to the social needs by feed back through Open dis-
cussion with customers as from time to time,
and finally, the customer service centre is surpose
to differ greatly from the old business office
system, because of the urgency Customer complaints
are handled and the efficiency and dexterity with

which Jjobs are executed.

A structural set up in an ideal €8C as at Golf

course Road in Kadina is showed below,

ASST MANAGFR

| L .
0/C 0/C TRS & TCT crodit
TRS/ANS swbscriber & statistical control
information Returns, and
& Filling, : metre
reading

Registry: Accounts
Applications and
Issuance of TCI
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The centre is headed by an Assistant Manager, who

is directly answerable to the territorial manager,

There are suposed to be at least two senior staff assis-

ting the head of the centre. The other positions are-

manned by Assistant Officer Y/TT.

cosT OF 7uR SERVICE

Frocedures for obtaining NITEL services are made

AVAilIahle sk eanch Ausntamar snarvias osntre, 'TeleCommu

nications agreement forms are first cObtained whaeh
has to be signed by an authorised officer, Installa-
tion fees are then paid after the issuance of tele-
communication contract form (TC.1) before service Can
be provided,

As a2 result of the commercialisation of the enter-
prises, the organisation introduced new service charges

as shown below:-

TNSTALLATION CHARGES: TABLE 3,7

1. Private telephone line OLD RATE | NEW RATE
Installation charges (}250 ' N N
in rual areas 560,00 500,00
advanced rental for 3Month h )
(20 x 3) 15.00 60,00
One copy of current National |
Telephone 10.00 00.00
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2., Business Tel, Line

Tnstallation Charges (¥250.

in rural areas) 500,.00] 500,00

pdvanced rental for 3 month

(LO x 3) 30,00f 120,00

One coppy of current National

Telephone 10,00 50,00

pDirectory soft (deposit) 500.00] 500,00
Total  1040.001.1170.00

TABLE 3.3

Radical distance between terminal exchanges or charging

points: Minimum Charges at full rate
Distance 0ld rates (3 Number new rates

0 - SOKm 0. 30k 2,70

51 - 90Km 0.60k 4 540 -

91 - 160Km 0,90k 8.10

161 - 250Km 1.20k 10,80

251 - L0O0Km 1,50k 13.50

Over OO ¥Km 2 .00k 18,00

TARLE 3.L

TELEX INSTALLATION CHARGES:

Telex machine and associated items N500,.00
Removal charges 500,00
Rental per month 170.00

TELEX CAIl. CHARGES

Local cal (per 60 seconds) 0.50k
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TRUNK CA1LLS PER 3 MONUTES

Radical distance between
Terminal exchange or

charging points

Old rates

53 minutes).

New rates

Miniumum charge at full rate

0-05Km N 0,15k
51 = 90Km|" 0.30k
91 - 160K| O.60k
161 - 250K| 0,90k
251.~- LOOK| 1.00k
Over [,OOkm 1.50Kk

TARLE 3.6

Public Tlegraph Charges:

N 1.50
3.00
6,00
9,00

' 10,00

15.00

Types of Telegraph 01ld charges N New
Ordinary 30k for 1st 12 Words| N3.00
Urgent 3k per word 0.20k
Greatings 50k 5.00
Press (ordinary) 30k per 50 words(Min] 3.00
15k each Successive

at 25 words 1.50
Press (Urgent) pouble Ordinary Rate| Double rate
Poterage Qutside 20k for 1st 5Km plus 2.00 1st Km

10k for each pAdditio+

nal Km

Plus 1,00 per Km
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International Telecommunications service Charges:

Europe N22,00 per min
America 25,00 " -n
Asia/Ocenia 25,00 " "
Africa 16,00 n "
* NLO,00 suecharged for person to person Call.
2. TELEX

BEurope N20.00'Fer min
America 20,00 n "
Asia/Oceania 20.00 "
Africa 15.00 » "
TELEARAPH

Furope N5,00 Per word
pMmerica 5,00 "
Asin/Oceania 5.00 " "
Africa 5,00 n "

SOURCE: NITFL SERVICE INFORMATION BRONCHURE
ALSO SEE APFENDIX,

These new charges has enable the enterprises_to
improved a lot in terms of profitability and self-
sustainability. Customers who used the services (
(especially telephone ldcal) between 7am ~.7pm are
charge the full standard rates. However, customer that
used same services between 7pm and 7am have 509 of
the standard rate reduced, thereby saving 50/ of his

expences (cost),
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3.6 KADIUNA TERRTTORY T'ERFOPMANCE ASSESSFMENT UNDER °
COMMERCTALT SATTON

An assessement Of an orgenisation performance is
an attempt to evaluate the actitivities of that orga-
nisation with regard to the atsainment ¢f set objective s

over a specific period of time,

Assessing the performance of NITEL at this par-
ticular time may be unrealistic and uncomplete owing
to the fact that despite the rederal Government decree
No. 25 of 1988 ¢op privatisation and commercialisation,
NITEL was not fully commerciélised until late 1991.
However, the short time span the enterpises has existed
as a fully commercialised ¢ nterpise has witness a
remarkoble progress in terms of service efficiency
and revenue generation,

REVENUE GENERATION AND COLLECTION

NITEL NORTH WEST ZONW ANALYSIS OF REVENUE GENERATED
1988 - 1991 ANNUAL COMPARISON.

Territory 1988 1989 1990 1891

Abuja 8,408,532 1,208,452 149,.82,569 6,893,305
Kaduna 18,511,346 24,988,659 71,510,181 93,856,271
Kano 28,652,976 32,308,005 6,320,365 69,783,730
Katsina 1,855,364 38,114,83 12,535,218 14,518,714
Kwara 31,28 ,958 81,69 189 3,140,433 43,083,7199
Niger 3,859,575 6,917,414 27,994,865 31,009,539
sokoto 57, 98,297 10,571,566 31,362,956 29,865, 202
TOTAL 70,215,678 98,846,763 291,346,587 0,009,960

SCURCE: NITEL ANNUAL REPORT, SEE APPENDIX,
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TABLE 3.9A

NITEL NORT WEST ZONE, ANKLYSIS OF REVENUE COLLECTED

1988 - 1991 ANNUAL COMPARTSON

rerritory 1988 1989 1990 1991
£ l _

Abuja 43,669 8,899,945 | =20,340,489] 49,960,785
Kaduna 13,833,434} 17,982,202 | 46,297,497 72,107,611
Kano 17,954,304 24,163,983 | 49,904,073| 58,215,0LL
Katsina| 1,415,936 3,517,587 6,738,989 8,976,099
Kwara 2,704,270, 6,752,607 | 20,928,207 29,713,701
Niger 2,989,235 5,613,252 | 12,540,597| 22,602,877
sokoto 3,733,024 7,989,616 | 14,165,621| 20,685,166
Total | 47,074,871 74,919,192 | 170,915,383|262,261,283
SOURCE: NITEL ANNUAL REFPORT - SER APPENDIX
ZARLE 3.98 OF REVENUE
KADUNA TERRITORY, ANALYSIY GENERATED AND COLLECTED
1988 - 1991
Year revenue Geanerated Revenue Collected

N N
1988 18,511,346 13,833,434
1989 2,988,659 17,983,202
1990 71,510,181 116,297,404
1991 93,856,271 72,107,611
TOTAL 208,866,457 150,220,651

SO"RCE: NITEL ANNUAL REPORT - SEE APPENDIX

From the analysis of revenue generated snd collected
by the Kaduna Territory,

it is noticeable that a

remarkable progress has been made in that area and it

could be asserted that commercialization is making its
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impact on the enterprise. The rise started iﬁ
in 1989 when NITEL was partially commercislised
and it continued through 1990 but skyrocketed in
1991 when it was fully commercialised. From the
statement of profit and loss account for the
Kaduna Territory for only the fourth gquarter of
the year 1991, it may be fair to assummed or
generalised that the enterprise is not self-
financing but profitablé as substantial profit.

are being made. i




TABIE 3.10

FROFIT AND LCSS ACCOUNT BY EXCH

NGES FOR KAD

e

CUARTRR OCTCRER, TO DECEMBER, 1991

NA TERRITORY FCURTH

Exchange Ho of Con Reve Opera Centri Derri Bad 7zonal Fo
nected nue ge- ting bution ciation Debts Cver Fead
lines nerated cost Frov,

¥,000 ¥,000 ¥, 000 3¥,000 ¥,000 ¥,000

Exch.'C' Kad | 8057 19549, 37 3730.46 15818.91 907,88 2926,55 | 874.05

Kad TYx Exch.| 345 718 .58 100.26 618,32 1.37 411,00 23,49

Kad, South EXL 1159 2075.21 £50.738 1524 .13 73.02 580.39 | 129.05

Jaji Exch. 1.5 210,26 €8.91 11.35 12.1b 72.€1 16.15

zariz gxch, 1772 1951.60 12,09 1109.51 | 552.73 887.37 | 197.30

semaru Exch, | 1150 1559,93 c40.80 1018.63 | 205.38 569,88 | 126,71

KAF Exch, Shly 188,20 258,52 =70.,322 | 184,60 272,42 60.57

7eria TLX 2L 81.81 11141 70,10 0,12 80.16 2067

Total 13196 [26334.46 | 6103.23 [ 20231.23 [1929.01 6800.38 |1430.00

SCURCE: NITEL ANNUAL REFCRT,

Trom the stztement,

made only for the fcurth cusrter a

a profit of
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the apprlication of marketing rrincirvles in the

orgenizaticnal activities,

reater

heights will be expected in the near future,
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CHAPTRER FOUR o

-

o1 CENERAT. MARYETTNG FRINCTTLES

T

Marketing is the business function that identi-
fies unfulfilled needs and wants, defines and measuresl
their magnitude, determines wﬁich target markets |
the organization can best serve, decide on appropriate
producs, services, and programs to serve these markets,
and calls upon every one In the orgunization to "think

and serve the customert,

To survive therefore, business has always had to
be more, or less conaumer oriented, aAdams Smithﬁiﬁg
classical economists established the fact that the
purpose of an enterprise. is to to satisfy human
wants and that profit i1s merely a reward for faithful
service, Top monagement of enterprises have realised
that almost every decision in the operatioﬁ of a
business must be made in the light of consumer needs
and preferences., Organisotionally the marketing de-
partment is placed on an equal fooling with production
and finence as marketing decision have to be made at
the beginning as well as at the end ©f the production
or service cycle, But for marketing to achieve ohJjec~
‘tives, 1t needs a philosophy to pguide it,

:'f\'!_'{-":

1

i



It is believed that for every business to be sul~
cessful in its marketing efforts, marketing activies
should be carried out under somec well-'thought-out

philosorhy of effective and responsible marketing,

There are five competing concepts under which
organizations conduct their marketing activity; the
production, product, selling, societal and the marke-
ting concept, However in todays modern marketing,
where economic environment are continually c;anging,
customers, needs and wants change daily, competitors
are increasing aﬁd their mode of satisfying consumers
is consistently improved, the mﬂrketing'COHCept stands
out as the most aprropriate and feasible concept under
which organizations can market their products effec-

tively.

The parketing concept therefore, is a business
philosopy that arouse to challege the previous conceépts,
Although it has a long history, its gentral tenets did
not fully crystalize until the mid=1950s, According
to KOTIER (Pg 17,1968), the concent holds that nthe
key to achieving organisational poals consists in d

determining the needs and wants of target markets and

delivering the desired satisfactions more effectively
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and efficiently than competitors. This has been expres-

sed .in many celorful ways such as;-

* wpind woents and £1il11 themv,

« "moke what will sell instead of trying to sell what
you can maken,

* 1 Tove the customer and not the productw,

# 1 Have it your own way® (Burger King)

¥ v You are the boss" (america Alirlines)

* v 1o do all in your power to pack the customers dollar

full of value, cuslity and satisfaction® (J.C, Penney).

The marketing concept thereforerest on four main

pillars, namely: r
(a) MARKET rOCUS

(b) CUSTOMER ORIENTATION
(c) Co-ordinating marketing.

(d) Profitability,

B T W Tt e L e ety e R e L

Concepts like the selling concept takes an inside-
out perspective, Tt starts with the factory, focuses
on the comranyl?s existing products, and call for heavy
selling and promotion to produce profitable sales,
While th e marketing takes &n outside - in rerspective,
It starts with a well defined market, focuses on Cugs-

tomers nreds, coordinates all the activities that will

h ] -

ek
L -
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effect customers, and produces profits through creatiﬁg
customer satisfaction. In essence, the Marketing con-
cept is a market focused, customer oriented, coordina-
ted marketing effort aimed at generating customer
satisfaction as the key to satisfying Organisational
goals, This four pillars of the marketing concept needs
a closer examination to show how each pillar ccntribufes

to more effective marketing,

MARKET BOCITS

No company can operate in every market and satisfy
every need, Nor can it even do a good job within one

broad market, ®ven mighty companies cannot‘offer the
best soplution for every customer need. Market focus
therefore calls for companies to define the boundaries
of their markets carefully because they do best when
they prepare a tailored marketing program for target

market.

CUSTOMER ORTWNTATION

This reguire the company to carefully define cus-
tomer needs from the customer point of view, not f;om
its own point of view, Fvery product/service involves
trade - offs, and management cannot know what these

are without talking to and researching customers.
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7or instance é car buyer would like a high -performarice
car that never breaks down, one that is safe, attrac-
tively styled, and cheap, Since all of these virtues
cannot be combined in one car, the car designers must
make hard choices not on what pleases them but rather
on what customer prefer or expect. The aim after all,

is to make a sale through meeting the customers needs,

COORDINATED MARKETING

It is unfortunate that not all employees in a
company are trained or motivatedL;311 together for the
customer, However, coordinated marketing means two
things, rirst, the various marketing functions - sales
force, advertising, marketing research, etc, Must be
coordinated among themselves with #he customer as their

common goal,.

Ssecond, marketing must be coordinated with the
other departments in the company. Marketing does not
work merely as a department; it only works when all
employeces appreciates how they impact on customer sa-
tisfaction, As David Pacard of Hewlett-Packard put it,’
"Marketing is too important to be left to the marketing
department", The Marketing concept therefore calls

for internal marketing as well as external marketing.
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Internal marketing is the task ¢of successfully hiring,
training, and motivating able -employees to Serve the
customer well, As such internal marketing must pre-
cede external marketing because it makes no sense to
advertise the organisation's service before it is

ready to provide dunltiy service,

PROFITABILITY

The purrose of the marketing concept is to help
organisation achieve their goals, 1In the case Of
private firms, the major goal is profit; in the case of
non profit and public organisations, it is surviving
and attracting enough funds to perform their work. The
concept key aim is not for profit as such but to
achieves them as a by-prodict of doing tﬁe Job well,
But this is not to say that Organisational are or
should be unconcern with profits, onuite the contrary
they are highly involved in analysing the profits po-
tential of different marketing opportunities., In
conclussion, the marketing concept provides a sound

foundation With laid down princepl:s for the effective

marketing of company products/service,

h.2 AN ASSESSEMENT OF THE APFLICATION OF MARKETING
FRINCITLES IN NITEL

As competition intensifies, cost rises, productivity
stagnates, service ouality deteritates, and patronage
declines, an increasing number of service firms are

realising the relevance of marketing,
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Marketing in NITEL services is a new phenomenan, as .-
such a good assessement of the application of its prin-
ciples at this material time may be unrealistic and

unfruitful,

However, the company having realised the strategic
position of a customer group to 2 profit seeking enter-
prise, bhas started to re-orient its operations towards
full customer satisfaction. That is borrowing a leaf
from marketing philisophy i.e 'Customer Supremacy!,
among the number of measures to sorvice customer right
as sdopted by NITEL are:- Customer service centre
concept, staff training on custoemr handling techniques
(this is epecially the case with Operaters and field
technicians), introduction of timing the accomplishment
of a customer job within a specific time duration. As
a fully commercialised enterprises, effective customer
service orientation must be adhered to at every level
of the company operations., This is very necessary for
the maintainance and inddeed growth of the number of
customers, A paper tittleq, "Rffective customer service
for improved efficiency", define customer service ass=
"The serries of activities often involving the inter-
grated functions of more than one departments in the
firm, designed to ensure customer satisfaction with

the service of the firm», -



In the modern business environment, it has been-
acknowledged thot, it is only the firm which maintains
a core of satisfied customer through the development
of carefully nouwrished customer relationship that enjoys
real success, REffectvie customer service ensures that
the firm obtain business, enhance corporate image (through

positive words of mouth advertisement), and

provides the capability of turning customer conflicts

into customer confidence,

NITEL Must avoid the temptation of becoming com-
placent in an apprarent monoply situation thereby
ignoring the importance of customer service and conse-
ouently fail to acknowledge competiton, History is
replete with industries which'have suffered due to this
type of "Marketing myopia" syndrome. The railway .-
business was said to have got inte trouble because they
refused to acknowledged competition from Road Trucks
and Air Carge Tronsport systems, A similar fate befell

the Cinema industry in relalion to Television,

Some of the government ogencies being commerciali-
sed are apparently enjoying some degree of monoply but
this is more apparent than real, They should therefore
embrace the marketing techniques in customer service
principles if they must fully achieve the aims of the

commercialisation.
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4.3 NITEL PRORLEMS AS A RFSULT OF INEFFECTIVE
MARKETTNG

The most obvious problem of NITEL as a service
industry, is the absence of effective marketing., For
any commercialised public enterpirse to acljieve its
set objectives, such an enterprise has to be re-Oriern-

towards
ted/meeting customer satisfaction., And such a satis-

faction is a2 function of marketing concept.

The concept provides a situation whereby customer
supremacy is recognised fully by the top management
of an organisation, It reguires the organisation to
under take what is referred to as mnrkét standing/
customer survey, According to prucker (1995),
"Marketing standing has to be measured against the
martket potential and against the performance of the
suppliers of competing products/service, To be able
to set market standing objectives, a business must
find out what its market. is,who its customer are and
what its unsatisfied wants are, The abscnce of this
in NITEL has caused the enterprise 2 number, of pro-

blems as showed below,

(i) The direct exchanges in most of the rural areas
are being under suscribed which leads to under-
tilisation of the installed coracity in such areas.

And this is due to the absence of stimulational



marketing. This aspect of marketing 1¥ an effort
which aims at stimulating needs and wants for a
service or product in some people who initially
have no knowledge or interest in the service or
product,
(11) nctcline demand for ceriain service; Some NITEL
service have become sialeand stagnat thereby having
a declining demand, for instance the market for
Lelex ic pgeadunlly pelling extinct due to a lot

5
of unresearched reasons, And this mainly due to
Lhe alsenece of remavkhelting which would have re-

Luild the intereast of enstomer in-the service,

111 ronfrest i >f urban exchanges: 1 1s
i Confestion o ban hange There is high

demand for cerlain service 1i%e telephones to theneglec

of others, Bffective demarketing "nd synchro-marketing
would have redoced Lhie demiand for telephone and

cncourage Lhe use of olher services,

(iv) Pinally there is a problem of effective recovery

of revenue penernted., And this is due to the

absence of an orpanised marketing department which
o

would mapner out strotepies for both revenue gene-

fon and collection.
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NITEL
.4 MARKETING/ SFRYTCES ROR EFFIGENCY AND EFFFCTIVFNFESS

The need for marketing principles in NITEL cannot
be over-emphasized due to the fact that marketing to-
day is a subjJect of growing Interest in all sizes and
types of organisations within and outside the business
sector in all kinds of countries, TInfact most mations
today - regardless of their degree ° 0Of economic de-
velopment or their political Philosophy - are recogni;
sing the importance of marketing, No matter what the
economic climate, marketing considerations are the most
critical factors in planning and decision making thus
the Naticnal associntion of manufactureps expressed
the importance of marketing té an organisatifon in this
way-

"Tn this exciting age of change, Marketing

is the beating heart of many operations,
It must be considered a principal reason for

corporate existence."
The modern concept of MArKeting recoonizes its

role as a direct contributor to profits as well as sales
volume., NoO longer can a comapny Jjust figure out many
units it can produce and then go anhead to turn them

out., To endure in this highly competitive change- "~
infested market, a company must first determine what

it can sell, how much it can sell, and what approaches

must be used to entice the wary customer. and this
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is the central principles of the marketing concept.'

In esszence, the marketing concept calls for all business
enterprises to be market forcused, customer oriented

and have a co-ordinated marketing effort éimed at
generating customer satisfaction as the key to satis-

fying organisational goals.

NITEL therefore as a commercialised business
enterprise need the effective application of this
principles for its sucess as a business enFerpirse.
and this calls for the establishment " of an organised
marketing department that ishighly intergrated with
other units of the organigation "Marketing is too
important to be left to the marketing departmentn,
statts mavid Packard of Hewlett-Packard. And Professor
stephen Burnett of Northwestern adds; "IN a trully
great markeling organization, you cantt tell who's in
the marketing department. Everyone in the orgenisation

has to make decision based on the impact on the customer",

The establishment of a marketing department -in
NITEL with well entrenched maorketing activities, will
go a long way to solve most of the problems currently
faced by the organization. i.e inefficiencies, ineffec-

tiveness and unprofitability,
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L,5 TRFND AND FUTURF PROSFRCTS IN NITEL

Telecommunication is striking fast with high tech-
nologigal know=how, and NITEL is looking to optimﬁﬁ
service provision, Recent trends with respect to the
development of new services and customer orientation
in NITEL indicate that the future bolds a 13t of good
prospect for the industry. Below are new services that

are being developed,

-~ Press reception and broadcast

- Word processing

- Tele-elctronic messages

- Tele-conferencing

- Alr traffic sub-system

- Ceollect calls

= C(Cellular Radio telephone service

- TInternational and local card pay phone;

- Digital PABX,

with respect to customer orientation, something
dynamic is also happening. For example - a satisfy
subscriber recenly, this year, commended the the mana-
gement and staff of NITEL Kaduna for re-aff}rming his

faith in the hope for a new Nigeria.
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writing in the letters column of the New Nigeria
news paper of Wednesday 5th April, 1992, the subscriﬁer
Mr Umeh of Marcom Ltd Kaduna, said that he applied for
a telephone line toNITEL in nNecember 1991 but due to
exigencies of duty was unable to follow up the applica-
tion. However he was pleasantly surprised when NITEL
field staff arrived his house and went ahead to installed
a DEL (Direct ®Exchange line) after the payment of a
"fair Billv, Mr Umeh concluded by saying "somthing
new must he happening in NITEI, A new wind must be
blowing a cross Nigeria®, This is an indication that
a dynamic and highly efficient NITEL is emerging and
is totally committed to serve customers bet%er, as
such what is needed now is a good marketing programme

to complement this efforts to enable the organisation

schieve pgroater heights ix the near future.
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CHAPTER FIVE

SUMMARY, CONCLUSION AND) RECOMMENDATIONS :

51 SUMMARY:~ : -

This research concentrated on the determinmation
of the essentials of marketing to NITEL at this
crucial period of Commercialisation for improve
service efficiency and profitability. To carry out
this task succesgfully a brief history of the
structure and operations of NITEL was look into,
where it was discovered that the enterprise was
formerly a Federal Government Parastatal stiffled
with the Civil Service bureaucracy which eventually
made the enterprise like any other public enterprises
to become fat cows whose survival depended mostly on

government subsidies,

As a result of this development the Federal
Government decided to Commercialise NITEL with an
aim of removing the bureaucratic bottlenecks and
political interference through restructuring the
enterprise and defining clear roles between the
Supervising Ministry, the Board of Directors and the

Management of the enterprise with the ultimate goal



- 64 -
of making it self-financing.

The study also attempted to investigate and
assess the performance of NITEL profit wise, the
extent of the use of Marketing Principles, their
problems and how the establishment of a Marketing
Department will improve its profitability and
solved most of its problems. A5 it is indicated
in the data analysis, the commercialisation has
enable the enterprise to make substantial profit
over the few years but the absence of proper
Marketing has inhibit the full realisation of the
profits and consequehtly the objectives of

Commercialisation,

Finally, recommendations concerning the study

was made base on these facts.

5.2 CONCLUSTGOCN,

It has been identified that NITEL obvious
problem is the absence of Marketing activities
in the organization, and unless it is incorporated,
the aims of commercialising the enterprise may not
be fully achieved. It has also been realised that
customer satisfaction brings about loyalty and
repeat purchase to any business., Apnd such a

satisfaction is a function of Marketing Variables.
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For NITEL to meet its customers needs
effectively, such an entity has to evolve an
integrated marketing system whereby the entire
company 1is. customer concious. That means every
section of NITEL must contribute to satisfy the

customer needs at a profit,

The greatest challenge to each and every
member (staff) of NITEL no matter his/her
specialist function, is to relate his wark to
the needs of the market and balance it against
the company profit needs. The top Executives

most be market concious in their policy formulation.

5.3 RECOMMENDATTIONS:

The recommendations presented below are the
outcome of the findings, interpretations and
Judgement of the researcher. Though not
Exhaustive, it is the hope of the researcher that
when implemented will no doibt enable the

enterprise attain its s« objectives.

(1) Creation of a Marketing Department,

An organised and integralted marketing
department should be created with marketing

intelligence units at the zonal level and be



vested with the following responsibilities for the
necessary guidance of other territories towards a

successful commercial operation:

- Serve as a 'Think-tank' for the Zonal Administration,

with special reference to commercial operations,

- Formulate and enhance marketing strategies to

improve service market situations.

- should undertake all research works throughout the

Zone on any service line.

-~ Develop all necessary strategies and techniques
to monitor all territories' performance toward

successful commercial operation,

- should monitor market situation in each exchange
area, study development per serviceline, and take
action for necessary improvement on performance

and customer handling.

- should initiate all promotional activities that
will assist and enhance performance, and create

company good-will in the market,
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(2) Strengthened the Marketing Research,

Unit and transfer it from the corporate
affairs department to the marketing department,
The marketing research is necessary not only to
determine market standing of a product/service,
but also to assess effectiveness and customer
satisfaction in all areas of operation. It will
equally serve as a measure of appraising the overall
organisational performance, The research should be

carried out at least once in a year.

(3) Build a Strong Customer Relations:

The most important element in the business
enviroment of any organization is the Customer,
This element is particularly important in the NITEL

case for the following reasons:

- NITEL services are not absolute necessities.
They are important but they do not rank in the
same category as food, air and water., The
implication is that NITEL Services can be dispense
with without threat to life.

- NITEL Services have substitutes because it is
not only means of communication, Other

communication and contact fostering services
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may not be perfect substitutes to NITEL's.
But they are not unreasonable substitutes..
Good customer relations should be of
paramount interest in NITEL because that

is the only key of attracting and maintaining

customer loyalty.
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