
 

   PALGO  JOURNAL  OF   EDUCATION RESEARCH 
 

ISSN 2476-8332  
DOI : https://doi.org/10.65756/Pjer.2026.015 
Volume 11 Issue 3, August 2026.Page 139-149 

http://www.palgojournals.org/PJER/Index.htm 

Corresponding Author’s Email:steve.jato@gmail.com 

Evaluating the relationship between PR activities and 
customer satisfaction levels of MTN users in Benue State 

 
Stephen I. Jato*1, Penda Maureen Mrumun2, Otugbeikwu Ominyi3, Onuh Amaka Mariam4 and Ishom Doosuur 

Angela5 
 

Department Of Mass Communication, Federal Polytechnic Wannune, Benue State1,2,3,4,5 
 

Accepted 24,August,2026 

 
As telecommunications companies increasingly rely on effective PR strategies to shape perceptions and foster customer 
loyalty, understanding how these activities influence customer satisfaction is vital for competitive advantage. This study 
aims to evaluate the relationship between Public Relations (PR) activities and customer satisfaction levels among MTN 
users in Benue State. The research adopts the Expectancy-Disconfirmation Model (EDM) as a theoretical framework to 
assess how MTN's PR efforts such as community engagement, corporate social responsibility, and communication 
campaigns manage customer expectations and perceptions of service quality. A sample size of 350 MTN customers and 
8 PR professionals and customer service representatives of MTN in Benue State were used. Data was collected through 
structured questionnaires from a representative sample of MTN users in Benue State, and analyzed using descriptive 
such as frequency and simple percentages as well as mean and standard deviation to answer research questions whereby 
a mean cut-off point of 2.50 is used for decision making. A cluster mean of 3.43 was obtained indicating a significant 
positive correlation between proactive PR activities and customer satisfaction. Also, same cluster mean of 3.44 was 
obtained indicating the specific PR strategies that can significantly contribute to increased customer satisfaction among 
MTN users in Benue State. The result suggesting that strategic communication enhances customer perceptions and 
loyalty. The study underscores the importance of integrating PR strategies into service delivery processes to improve 
customer experiences and satisfaction. Recommendations include strengthening PR initiatives that foster transparency, 
community involvement, and timely communication to sustain customer loyalty in the competitive telecom landscape. 
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INTRODUCTION 
 
In the global world of business today, marketing activities have become very competitive and enterprises are doing just 
about anything in order to remain relevant and still meet the ever dynamic needs of their customers (Adeoye & Akinlabi, 
B2022). Ledingham & Bruning (2020) argued that, for an enterprise to survive, it must take its marketing very seriously. 
People are now better educated and the global world of business today is a very dynamic one in order to satisfy the 
changing needs of customers, organization must first know their needs. For an organization to survive in today’s 
competitive market, it has to treat the marketing part of its firm with top priority (Obi & Eze, 2023). The main purpose of 
any organization's existence is to satisfy needs of its chosen target customers at a profit and keep the business growing. 
For that to happen, there must be an effective strategy to be adopted to boost the marketing firm’s product including the 
use of public relations (Akinbami & Akinboade, 2020). 

In the contemporary telecommunications industry, customer satisfaction has become a critical determinant of a 
company's success and competitive advantage. As consumers are increasingly empowered with access to information 
and alternatives, organizations are compelled to adopt strategic communication approaches to foster positive relationships 
with their clientele. Public Relations (PR) activities play a vital role in shaping corporate reputation, building trust, and 
engaging customers effectively (Ledingham & Bruning, 2020).  

For telecom giants like MTN, which operates in highly competitive markets, PR initiatives are instrumental in influencing 
customer perceptions and satisfaction levels. Effective PR campaigns ranging from community engagement, corporate 
social responsibility (CSR) initiatives, to transparent communication can enhance customer loyalty and foster a sense of 
brand allegiance (Keller & Swaminathan, 2022). Conversely, poor communication or perceived lack of responsiveness 
can adversely affect customer satisfaction and lead to churn (Odoom et al., 2021). 

Recent studies have emphasized the evolving role of PR in the digital age, where social media and online platforms 
have amplified the impact of communication strategies on customer experiences (Kapoor et al., 2023). As such, evaluating 
the relationship between PR activities and customer satisfaction specifically within the context of MTN provides valuable 
insights into how strategic communication efforts influence consumer perceptions and behavior in a dynamic environment.  
By examining this relationship, organizations can better tailor their PR strategies to foster higher customer satisfaction, 
ultimately leading to improved retention and profitability. This study aims to explore the extent to which MTN's PR activities 
impact customer satisfaction levels, contributing to the broader understanding of effective communication practices in the 
telecommunications sector. 

http://www.palgojournals.org/PJER/Index.htm
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Statement of the Problem 
 
In an increasingly competitive telecommunications industry, customer satisfaction has emerged as a critical determinant 
of organizational success and sustainability. For mobile network operators like MTN in Nigeria, effective Public Relations 
(PR) activities play a vital role in shaping customer perceptions, building brand loyalty, and enhancing overall customer 
satisfaction (Agha, 2020). MTN Nigeria’s public relations strategies include active community engagement through CSR 
initiatives, strong presence on social media for direct communication, prompt crisis management, and strategic 
sponsorships of national events to foster community ties. They focus on digital transformation, sustainability, and 
transparent communication to maintain stakeholder trust and uphold a positive brand image in a competitive market (Ojo, 
2021). However, despite MTN’s extensive PR campaigns aimed at engaging customers and fostering positive 
relationships, there remains limited empirical evidence on how these activities specifically influence customer satisfaction 
levels among users in Benue State. 

Benue State’s diverse demographic and socio-economic profile presents unique challenges and opportunities for MTN’s 
PR strategies. While the company invests in various PR activities such as community engagement, sponsorships, and 
customer communication initiatives, it is unclear whether these efforts effectively translate into higher satisfaction levels 
among its users in this region. Previous studies suggest that tailored and well-executed PR activities can significantly 
impact consumer perceptions and loyalty (Ogunyemi & Ojo, 2022), yet there is a research gap concerning how these 
relationships manifest within the context of Benue State’s telecommunications market. Furthermore, understanding this 
relationship is crucial for MTN to optimize its PR strategies, improve customer retention and maintain a competitive edge, 
without concrete data on the effectiveness of PR activities, MTN risks investing resources into initiatives that may not yield 
the desired customer satisfaction outcomes. Therefore, this study seeks to evaluate the relationship between PR activities 
and customer satisfaction levels of MTN users in Benue State, aiming to provide actionable insights for strategic 
communication planning. 
 
Objectives of the Study 
 
The main objective of the study is centered on evaluating the relationship between PR activities and customer satisfaction 
levels of MTN users in Benue State. The specific objectives include: 
 

I. To examine the types of Public Relations (PR) activities employed by MTN Nigeria in Benue State 
II. To assess the level of customer satisfaction among MTN users in Benue State   

III. To analyze the relationship between the PR activities of MTN Nigeria and customer satisfaction levels among its 
users   

IV. To identify the specific PR strategies that can significantly contribute to increased customer satisfaction among 
MTN users in Benue State   

 
Research Questions 
 
The study was setup to answer the following research questions: 
 

I. What are the types of Public Relations (PR) activities employed by MTN Nigeria in Benue State? 
II. What is the level of customer satisfaction among MTN users in Benue State?   

III. What is the relationship between the PR activities of MTN Nigeria and customer satisfaction levels among its 
users?   

IV. What specific PR strategies that can significantly contribute to increased customer satisfaction among MTN users 
in Benue State?   

 
Types of Public Relations (PR) Activities Employed by MTN 
 
Public Relations (PR) is a strategic communication process that builds mutually beneficial relationships between 
organizations and their publics. For a telecommunications giant like MTN Nigeria, PR activities are integral to brand 
positioning, customer engagement, and corporate reputation management. Several types of PR activities are employed 
by MTN to achieve these objectives, including media relations, community engagement, corporate social responsibility 
(CSR), sponsorships, and customer communication initiatives. 
 
Media Relations and Press Releases: Media relations involve managing relationships with journalists and media outlets 
to ensure positive coverage of the company's activities. MTN leverages press releases, media briefings, and interviews to 
communicate its achievements, new services, and corporate initiatives (Akinboade & Makinde, 2017). Effective media 
relations help in shaping public perception and managing crises. 
 
Community Engagement and Grassroots Mobilization: MTN actively engages with local communities through outreach 
programs, sponsorship of local events, and partnerships with grassroots organizations. Such activities foster goodwill and 
demonstrate the company's commitment to social development (Ojo & Olaleye, 2020). Community engagement also helps 
in building trust and loyalty among rural and underserved populations. 
 
Corporate Social Responsibility (CSR): CSR is a core PR activity for MTN, involving initiatives like educational support, 
health programs, and infrastructure development. MTN’s CSR efforts are often publicized through various channels to 
enhance corporate reputation and demonstrate social responsibility (Ojo, 2021). These initiatives are strategically aligned 
with the company’s brand image. 
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Sponsorships and Event Marketing: MTN invests in sponsorships of sports, cultural festivals, and social events to 
increase visibility and foster positive associations. For instance, MTN’s sponsorship of Nigeria’s Premier League and other 
sporting events serve as PR tools for brand promotion and customer engagement (Uche & Nwachukwu, 2019). 
 
Customer Communication and Digital PR: With the rise of digital platforms, MTN has adopted online PR strategies 
such as social media engagement, customer feedback portals, and online campaigns. These channels facilitate real-time 
communication, issue resolution, and community building among customers (Adewale & Akinlabi, 2021). 
 
Crisis Communication and Reputation Management: MTN employs crisis communication strategies to manage 
negative publicity, outages, or service disruptions. Effective crisis PR helps mitigate damage and restore public trust (Eze 
& Nnamani, 2018). This involves timely responses, transparent communication, and strategic messaging.  
In conclusion, MTN employs a diverse range of PR activities to maintain its market position and foster customer loyalty. 
These include media relations, community engagement, CSR initiatives, sponsorships, digital PR, and crisis management. 
The effectiveness of these activities depends on strategic planning and execution aligned with the company’s overall 
communication goals. 
 
 
The Level of Customer Satisfaction among MTN Users 
 
Customer satisfaction is a pivotal aspect of telecommunications management and directly influences customer loyalty, 
retention, and competitive advantage. In the context of MTN Nigeria, understanding the levels of customer satisfaction 
involves analyzing various factors such as service quality, network coverage, customer service, pricing, and overall user 
experience. Customer satisfaction in the telecom industry is broadly defined as the degree to which customer expectations 
are met or exceeded by service providers. Zeithaml, Berry, and Parasuraman (1996) assert that satisfaction results from 
a comparison between customer expectations and perceived service performance. In the telecom sector, this 
encompasses factors like call quality, data speed, billing accuracy, and customer support (Akpan & Etuk, 2019). 

Studies have identified key determinants that influence customer satisfaction in telecommunications which include 
service quality as per Parasuraman, Zeithaml, and Berry (1988), service quality is a major predictor of customer 
satisfaction. In telecom, this includes network reliability, coverage, and data services (Akinboade & Kinfack, 2020). 
Customer service responsive and effective customer support enhances satisfaction levels (Osei-Tutu & Boakye, 2018). 
Poor customer service often leads to dissatisfaction and churn. Pricing and value for money is also used in determining 
customers’ satisfaction, competitive pricing and perceived value significantly impact satisfaction (Ojo and Akinlabi, 2020). 
Also, brand image and reputation is another way of determining customers’ satisfaction, a positive brand perception 
influences customer attitudes and loyalty (Agyapong, 2021). 

Empirical studies on MTN Nigeria reveal mixed findings regarding customer satisfaction. Oladipo and Akinbami (2021) 
found that while MTN maintains extensive coverage and network reliability, customers express dissatisfaction with billing 
issues and customer service responsiveness. A recent survey by Nigeria Communication Commission (NCC, 2022) 
reported that MTN Nigeria has a higher market share but faces challenges related to customer complaints and service 
interruptions, impacting overall satisfaction. Ojo and Akinlabi (2020) noted that MTN's investment in technological 
infrastructure has improved network quality, but customer perception of service costs remains a concern. 

Study by Coombs (2020) highlight that high customer satisfaction correlates positively with customer loyalty, repeat 
usage, and positive word-of-mouth. In Nigeria, Nwanko (2021) demonstrated that customer satisfaction significantly 
predicts customer retention for MTN users, emphasizing the importance of maintaining high service standards. New 
research underscores the impact of digital transformation and data services on customer satisfaction (Eze et al., 2022). 
With increasing demand for internet services, customer expectations have shifted towards faster, more reliable data 
connectivity. However, challenges such as network congestion and high data costs continue to affect satisfaction levels 
(NCC, 2022). 
 
Relationship between the PR activities of MTN Nigeria and customer satisfaction levels among its users 
 
Public Relations (PR) activities play a vital role in shaping the perceptions, attitudes, and loyalty of customers towards 
organizations, especially in the highly competitive telecommunications sector (Grunig & Hunt, 1984). For MTN Nigeria, 
one of Africa’s leading telecom providers, effective PR strategies are essential in maintaining customer satisfaction and 
loyalty amid dynamic market conditions. PR activities encompass a diverse range of strategies, including corporate social 
responsibility (CSR), media relations, customer communication, community engagement, and crisis management 
(Ledingham & Bruning, 2001). These activities are instrumental in building a positive corporate image, fostering trust, and 
enhancing customer satisfaction (Zerfass et al., 2018). 

In the context of telecommunications, customer satisfaction is heavily influenced by perceived service quality, 
communication effectiveness, and the organization’s responsiveness to customer needs (Oliver, 2014). PR activities serve 
as a conduit for organizations to communicate effectively with customers, address concerns, and demonstrate 
commitment to societal and customer welfare. Studies have shown a positive correlation between strategic PR efforts and 
customer satisfaction in the telecom industry. For instance, in Nigeria, research by Akinboade (2020) highlighted that 
proactive PR campaigns, especially those centered on CSR and community involvement, significantly improved customer 
perceptions and loyalty towards telecom providers, including MTN. 

Similarly, Nwankwo and Neji (2021) found that PR activities that focus on transparent communication and community 
engagement positively influence customer satisfaction levels. Their study emphasized that customers tend to develop 
favorable attitudes toward brands that actively contribute to societal development and maintain open lines of 
communication. Effective PR strategies not only enhance satisfaction but also foster customer loyalty and retention. 
Zerfass et al. (2018) argue that organizations that invest in consistent and authentic PR activities are more likely to build  
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long-lasting relationships with their customers. This is particularly relevant in Nigeria, where telecom companies compete 
fiercely for customer retention. 

In the case of MTN Nigeria, community-based PR initiatives, such as sponsoring educational programs and healthcare 
campaigns, have been linked to increased customer goodwill and satisfaction (Adebayo & Akinboade, 2021). These 
activities demonstrate the company's commitment to societal development, which resonates well with customers’ values. 

Despite the positive impact of PR activities, challenges such as miscommunication, public relations crises, or perceived 
insincerity can undermine customer satisfaction (Ledingham & Bruning, 2001). Therefore, continuous evaluation and 
strategic alignment of PR efforts with customer expectations are essential. Emerging trends, such as digital PR and social 
media engagement, present new opportunities for telecom companies like MTN Nigeria to connect directly with customers, 
gather feedback, and tailor their PR activities accordingly (Khan et al., 2022). These platforms enable real-time 
communication, fostering transparency and trust. 
 
Specific PR strategies that can significantly contribute to increased customer satisfaction among MTN users 
 
In the highly competitive telecommunications industry, customer satisfaction has become a critical determinant of a 
company's success and sustainability. For telecom providers like MTN Nigeria, which operates in diverse markets such 
as Benue State, deploying effective PR strategies is essential to build strong relationships with customers and maintain a 
competitive edge. These strategies may include: 
 
Community Engagement and Corporate Social Responsibility (CSR) Initiatives: Community engagement and CSR 
are among the most effective PR strategies for telecom companies like MTN to build trust and satisfaction among 
customers. Engaging actively in community development projects, health campaigns, and educational programs 
demonstrates corporate responsibility, fostering positive perceptions. 
According to Grunig and Hunt (1984), CSR initiatives are instrumental in shaping positive attitudes and loyalty among 
consumers. More recently, Zerfass et al. (2018) highlight that CSR activities enhance perceived corporate reputation, 
which correlates strongly with customer satisfaction and loyalty. MTN Nigeria’s involvement in social projects has shown 
that such strategies improve customer perceptions and foster long-term loyalty (Akinboade & Kinfack, 2020). 
 
Effective Media Relations and Transparent Communication: Maintaining transparent, timely, and honest 
communication through media relations helps in managing customer expectations and addressing concerns proactively. 
This strategy involves disseminating accurate information about services, outages, new offerings, and company policies. 
Research by Lee (2020) indicates that transparent communication reduces customer frustration and enhances 
satisfaction. Strategic media relations that keep customers informed foster trust and reduce negative perceptions, which 
is crucial in the highly competitive telecom industry. 
 
Customer-Centric Communication and Feedback Mechanisms: Implementing channels for customer feedback, such 
as social media, customer service hotlines, and surveys, is vital. PR strategies that focus on active listening and 
responding to customer concerns can improve satisfaction levels. According to Zerfass et al. (2018), customer feedback 
mechanisms serve as a foundation for customer engagement and satisfaction. Companies that prioritize listening and 
responding to customer needs tend to see improved loyalty and brand perception (Keller, 2016). 
 
Crisis Communication and Reputation Management: Effective crisis communication is essential to protect and 
enhance customer satisfaction during service disruptions, negative publicity, or technical failures. A well-managed crisis 
response can turn negative perceptions into positive ones. Coombs (2020) emphasizes that swift, honest, and empathetic 
crisis communication mitigates damage to reputation and maintains customer trust. For MTN, timely updates and 
transparent apologies during outages can sustain customer loyalty. 
 
Personalized and Consistent Brand Messaging: Consistency in messaging across various channels reinforces brand 
identity and builds trust. Personalization—using customer data to tailor messages—further enhances customer 
satisfaction. Keller (2016) notes that personalized communication increases customer engagement and satisfaction. 
Consistent messaging ensures that customers perceive the brand as reliable and credible, which is vital for customer 
retention. 
 
 Engagement through Digital and Social Media Platforms: Utilizing social media for direct engagement, customer 
support, and community building has become a vital PR strategy. It allows for real-time interaction and a platform for 
showcasing corporate initiatives. Zerfass et al. (2018) find that social media engagement is linked to increased customer 
satisfaction, especially when companies respond promptly and empathetically. MTN Nigeria’s active presence on 
platforms like Twitter and Facebook helps in building a positive image and satisfying customer needs. In conclusion, 
specific PR strategies such as CSR and community engagement, transparent communication, feedback mechanisms, 
crisis management, personalized messaging, and social media engagement are critical for enhancing customer 
satisfaction among MTN users. These strategies foster trust, loyalty, and a positive perception of the brand ultimately 
contributing to competitive advantage in the telecommunications industry. 
 
Theoretical Framework 
Expectancy-Disconfirmation Model 
 
The Expectancy-Disconfirmation Model (EDM) is one of the most influential theories in understanding customer 
satisfaction. It was developed in the late 20th century and provides a psychological framework explaining how customers 
form satisfaction judgments based on their expectations and  actual  experiences   with a product or service. The model  
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was first articulated by Richard L. Oliver in his seminal work in the 1980s, although foundational ideas date back to earlier 
research in consumer behavior and psychology. Oliver’s work popularized the concept that customer satisfaction is a 
function of the difference between pre-consumption expectations and perceived performance. The level of performance 
or outcome a customer anticipates before experiencing a product/service. There is discrepancy (positive or negative) 
between expectations and actual performance, positive disconfirmation occurs when performance exceeds expectations, 
leading to satisfaction while negative disconfirmation occurs when performance falls short of expectations, leading to 
dissatisfaction (Oliver, 1980). 

The model emphasizes that customer satisfaction is not solely based on the actual quality of a product or service but on 
how that quality compares to expectations. It has been widely adopted in marketing, service quality assessment, and 
public relations to evaluate and improve customer relationships (Oliver, 1980). Thus, Expectancy-Disconfirmation Model 
(EDM) is a theoretical framework widely used to assess customer satisfaction by comparing customers' expectations prior 
to service delivery with their perceptions of the actual service received. When applied to Public Relations (PR) activities 
and customer satisfaction among MTN users in Benue State, the model provides valuable insights into how communication 
strategies influence customer perceptions and satisfaction levels. 

MTN’s PR efforts, including advertising, community engagement, customer communication, and corporate social 
responsibility (CSR), help shape customer expectations about the quality of services and brand reputation. Effective PR 
communicates MTN’s commitments, service quality, and responsiveness, thereby establishing initial customer 
expectations (Grönroos, 1984). When customers use MTN services, their perceptions are influenced by how well the 
company’s PR activities have prepared them for the actual experience. For instance, timely updates on network issues or 
promotions can enhance perceptions of reliability and transparency (Schneider & Bowen, 1995). 

Customer satisfaction is determined by the difference between expectations and actual experiences. Positive 
disconfirmation occurs if the service exceeds expectations, leading to satisfaction, while negative disconfirmation results 
from falling short, leading to dissatisfaction (Oliver, 1980). Effective PR activities can elevate expectations to a realistic 
level and ensure that actual service delivery meets or exceeds these expectations. 

Customer feedback gathered through PR channels can be analyzed to assess whether expectations are being met, 
enabling MTN to adjust its communication strategies accordingly. For example, if customers expect prompt resolution of 
network issues due to proactive PR messaging but experience delays, dissatisfaction may result, indicating a gap that 
needs addressing (McLeod & Chaffey, 2014). 

In Benue State, MTN’s PR activities such as community outreach programs, sponsorships, and social media 
engagement can influence customer expectations about network reliability and customer service. If these expectations 
are managed well through transparent and consistent communication, and the actual service delivery aligns with these 
expectations, customer satisfaction increases (Zeithaml, Parasuraman, & Malhotra, 2000). Conversely, failure to meet 
these expectations can lead to dissatisfaction, which may be mitigated through targeted PR strategies that clarify service 
limitations or set realistic expectations. Applying the Expectancy-Disconfirmation Model to evaluate MTN’s PR activities 
involves examining how these activities shape customer expectations, how actual experiences compare to these 
expectations, and how the resulting disconfirmation influences customer satisfaction levels. Effective PR strategies can 
set realistic expectations and foster positive disconfirmation, thereby enhancing customer satisfaction in Benue State. 
 
 
METHODOLOGY 
 
 
This study employed a mixed-methods approach, combining both quantitative and qualitative data collection and analysis 
methods. Questionnaires were administered to a sample of MTN customers in Benue State to collect data on their 
perceptions of PR activities and customer satisfaction levels. Additionally, in-depth interviews were conducted with PR 
professionals and customer service representatives to gather more nuanced insights into the relationship between PR 
activities and customer satisfaction levels. A sample size of 350 respondents was obtained using Taro Yamane formula 
while purposive sampling technique was used to select 8 PR professionals and customer service representatives of MTN 
in Benue State who possess rich information relevant to the research objectives.  Structured questionnaires were designed 
to gather quantitative and qualitative data on the relationship between PR activities and customer satisfaction levels of 
MTN users in Benue State. 

Structured questionnaires were designed to gather data on PR activities of MTN in Benue State using four-point Likert-
scale varying from strongly agree (SA), agree (A), disagree (D) and strongly disagree (SD) respectively. Content validation 
was carried out to ensure the content validity of the questionnaires by reviewing and refining them with experts in mass 
communication departments while the reliability of the instrument was determined using Cronbach's Alpha to ascertain 
the internal consistency of the instrument. The reliability coefficient yielded 0.80 Cronbach's Alpha coefficient which is 
considered high enough to consider the instrument reliable for the study.   

Structured questionnaire was developed and distributed to a broad sample of MTN customers in Benue State. The 
questionnaire was designed to capture quantitative data on the types of Public Relations (PR) activities employed by MTN 
Nigeria, the level of customer satisfaction among MTN users, the relationship between the PR activities of MTN Nigeria 
and customer satisfaction levels among its users and the specific PR strategies that can significantly contribute to 
increased customer satisfaction among MTN users in Benue State. The questionnaires were administered through face-
to-face contact to ensure wider coverage and inclusivity.  A total of four hundred (400) questionnaires were administered 
to MTN customers in Benue state.  However, out of this number only three hundred and fifty 350 (88%) were retrieved. 
Analysis of data is achieved using percentage count and mean and standard deviation whereby a mean cut-off point of 
2.50 is used for decision making. Any mean score of 2.50 and above is accepted as having the desired effect or significant 
while any mean score below 2.50 is rejected as not having any significant. Qualitative data collected from PR professionals 
and customer service representatives of MTN through in-depth interview were analyzed using themes.  
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RESULT AND DISCUSSION 
 
Table 1: Respondents view on the types of Public Relations (PR) activities employed by MTN Nigeria in Benue State (n=350)   

S/N Items SA 
(4) 

A 
(3) 

D 
(2) 

SD 
(1) 

∑ N (𝒙̅) SD Decision 

1 MTN involves in community 
engagement and corporate social 
responsibility initiatives. 

100 
(400) 

200 
(600) 

30 
(60) 

20 
(20) 

1080 350 3.08 1.75 Accepted 

2 MTN always to improve in 
customer communication efforts 
and media relations to enhance 
users’ satisfaction in Benue State. 

120 
(480) 

220 
(660) 

5 
(10) 

5 
(5) 

1155 350 3.30 1.81 Accepted 

3 Crisis communication and 
reputation management is a public 
relations strategy employed by 
MTN to enhance customers’ 
satisfaction in Benue State. 

210 
(840) 

138 
(414) 

1 
(2) 

1 
(1) 

1256 350 3.58 1.89 Accepted 

4 Sponsorships and event marketing 
is another is a public relations 
strategy employed by MTN to 
enhance customers’ satisfaction in 
Benue State. 

120 
(480) 

220 
(660) 

5 
(10) 

5 
(5) 

1155 350 3.30 1.81 Accepted 

 Cluster Mean         3.32 

Source: Field Survey, 2026      Mean Bench Mark = 2.50 

 
Table 1 presents the average ratings reflecting respondents' level of agreement or disagreement with statements regarding 
the various Public Relations (PR) activities utilized by MTN Nigeria in Benue State. The data reveal that the mean ratings 
for items 1 through 4 are 3.08, 3.30, 3.58 and 3.30 with corresponding standard deviations of 1.75, 1.81, and 1.89. The 
overall cluster mean score of 3.32 exceeds the accepted benchmark, indicating a generally positive perception. Since this 
mean score is above the threshold of 2.50, it implies that MTN Nigeria employs diverse PR activities in Benue State aimed 
at influencing customer satisfaction. The majority of respondents concur that MTN's PR efforts—including community 
engagement, corporate social responsibility initiatives, enhanced customer communication, media relations, effective 
crisis communication, reputation management, sponsorships, and event marketing—contribute to increased customer 
satisfaction in the region. 
 
Table 2: Respondents view on the level of customer satisfaction among MTN users in Benue State   (n=350) 

S/N Items SA 
(4) 

A 
(3) 

D 
(2) 

SD 
(1) 

∑ N (𝒙̅) SD Decision 

1 MTN’s mobile money services 
are convenient and 
accessible, making 
transactions easier for me 
and their promotional offers 
and loyalty rewards make me 
feel valued as a customer. 

200 
(800) 

100 
(300) 

30 
(60) 

20 
(20) 

1180 350 3.37 1.83 Accepted 

2 I am very satisfied with MTN's 
network coverage and call 
quality in Benue State. I rarely 
experience dropped calls or 
poor signal and MTN Nigeria 
has excellent customer 
service. Whenever I have an 
issue, their support team 
responds promptly and 
effectively. 

200 
(800) 

130 
(390) 

10 
(20) 

10 
(10) 

1220 350 3.48 1.86 Accepted 

3
  

The data plans offered by 
MTN are affordable and 
reliable, allowing me to stay 
connected without 
interruptions and MTN’s 
network is quite consistent, 
and I get good internet 
speeds even in rural areas of 
Benue State. 

120 
(480) 

220 
(660) 

10 
(20) 

0 
(0) 

1165 350 3.32 1.82 Accepted 

4 I appreciate MTN’s efforts in 
community development and 
CSR activities, which 
positively impact our local 
communities and overall, I am 
happy with MTN’s services 
and would recommend them 
to others in Benue State. 

210 
(840) 

138 
(414) 

1 
(2) 

1 
(1) 

1256 350 3.58 1.89 Accepted 

 Cluster Mean         3.43 

Source: Field Survey, 2026     Mean Bench Mark = 2.50 



Jato et al 145. 
 
The data presented in Table 2 illustrate the mean ratings reflecting respondents’ levels of agreement or disagreement with 
statements concerning customer satisfaction among MTN users in Benue State. The results show that the mean ratings 
for items 1 to 4 are 3.37, 3.48, 3.32, and 3.58, with corresponding standard deviations of 1.83, 1.86, 1.82, and 1.89. The 
overall cluster mean score is 3.43, which exceeds the established mean benchmark of 2.50 and is therefore considered 
acceptable. This indicates a generally high level of customer satisfaction among MTN users in Benue State, attributable 
to the company’s effective PR strategies. The findings suggest that these PR efforts have successfully fostered strong 
customer loyalty and retention, positively influenced brand perception, and enhanced customer attitudes and loyalty. 
Additionally, the data reveal that PR campaigns, including sponsorship initiatives, have played a significant role in 
improving customer perceptions and loyalty, thereby increasing overall customer satisfaction in Benue State. 
 
 
Table 3: Relationship between the PR activities of MTN Nigeria and customer satisfaction levels among its users  
(n=350) 

S/N Items SA 
(4) 

A 
(3) 

D 
(2) 

SD 
(1) 

∑ N (𝒙) SD Decision 

1 MTN Nigeria’s community 
programs and CSR 
initiatives in Benue State 
have made me feel 
valued as a customer. 
Their efforts to support 
local education and health 
projects show they care 
about our well-being, 
which increases my 
satisfaction with their 
services. 

200 
(800) 

100 
(300) 

30 
(60) 

20 
(20) 

1180 350 3.37 1.83 Accepted 

2 I appreciate how MTN 
Nigeria communicates 
openly and promptly 
through social media and 
customer service 
channels. It makes me 
feel confident that they 
are responsive to our 
concerns, leading to 
higher satisfaction. 

200 
(800) 

130 
(390) 

10 
(20) 

10 
(10) 

1220 350 3.48 1.86 Accepted 

3 Their sponsorship of local 
events and involvement in 
community development 
projects in Benue State 
have strengthened my 
positive perception of the 
company. It shows they 
are invested in our 
progress, which enhances 
my trust and satisfaction. 

120 
(480) 

220 
(660) 

10 
(20) 

0 
(0) 

1165 350 3.32 1.82 Accepted 

4 The company’s efforts in 
promoting digital literacy 
and supporting youth 
programs in Benue State 
demonstrate their 
commitment to social 
responsibility, which 
makes me more loyal and 
satisfied as a customer. 

210 
(840) 

138 
(414) 

1 
(2) 

1 
(1) 

1256 350 3.58 1.89 Accepted 

 Cluster Mean         3.43 

Source: Field Survey, 2026    Mean Bench Mark = 2.50 
 
 
The data presented in Table 3 display the mean ratings reflecting respondents’ agreement or disagreement with 
statements concerning the relationship between MTN Nigeria’s PR activities and customer satisfaction levels among its 
users. The results show that the mean scores for items 1 through 4 are 3.37, 3.48, 3.32 and 3.58  with corresponding 
standard deviations of 1.83, 1.86, 1.82 and 1.89. The overall cluster mean score of 3.43 exceeds the established mean 
benchmark and is considered acceptable. This indicates a positive relationship between MTN Nigeria’s PR activities and 
customer satisfaction levels. The implication of these findings is that proactive PR campaigns significantly enhance 
customer perceptions and loyalty. Effective PR strategies, including sponsorships and community engagement initiatives, 
contribute to increased customer goodwill and satisfaction. Furthermore, customer satisfaction is largely influenced by 
perceived service quality, the effectiveness of communication, and the organization’s responsiveness to customer needs. 
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Table 4: Specific PR strategies that can significantly contribute to increased customer satisfaction among MTN users in Benue 
State   (350) 

S/N Items SA 
(4) 

A 
(3) 

D 
(2) 

SD 
(1) 

∑ N (𝒙̅) SD Decision 

1 I really appreciate MTN’s 
involvement in local 
community projects, such as 
sponsoring schools and 
health programs. It shows 
they care about our well-
being, which makes me trust 
their brand more.” 

200 
(800) 

100 
(300) 

30 
(60) 

20 
(20) 

1180 350 3.37 1.83 Accepted 

2 Having dedicated customer 
support lines and social 
media teams that respond 
quickly to our complaints 
makes me feel valued as a 
customer. It encourages me 
to stay loyal to MTN. 

200 
(800) 

130 
(390) 

10 
(20) 

10 
(10) 

1220 350 3.48 1.86 Accepted 

3 Whenever there is a network 
issue, MTN’s timely updates 
and explanations help 
reduce frustration. Knowing 
what’s happening reassures 
me that they are working to 
fix the problem. 

120 
(480) 

220 
(660) 

10 
(20) 

0 
(0) 

1165 350 3.32 1.82 Accepted 

4 MTN’s sponsorship of local 
festivals and sports events 
makes me proud to be 
associated with a brand that 
supports our culture and 
traditions. 

210 
(840) 

138 
(414) 

1 
(2) 

1 
(1) 

1256 350 3.58 1.89 Accepted 

5 Their active presence on 
WhatsApp and social media 
platforms allows us to get 
quick responses and learn 
about new offers, which 
improves my overall 
experience. 

210 
(840) 

138 
(414) 

1 
(2) 

1 
(1) 

1256 350 3.58 1.89 Accepted 

 Cluster Mean         3.44 

Source: Field Survey, 2026    Mean Bench Mark = 2.50 

 
Data presented on Table 4 show the mean ratings of the extent to which respondents agreed or disagreed with the 
statements regarding whether these specific PR strategies that can significantly contribute to increased customer 
satisfaction among MTN users in Benue State. The data indicate that the mean ratings for items 1 to 4 are 3.37, 3.48, 3.32 
and 3.58 with standard deviation of 1.83, 1.86, 1.82, 1.89 and the cluster mean score of 3.44 were obtained and accepted 
as it is rated above the mean bench mark. Based on this result which is above the mean bench mark of 2.50, it indicate 
that above specific PR strategies that can significantly contribute to increased customer satisfaction among MTN users in 
Benue State. The findings revealed community engagement and CSR are among the most effective PR strategies for 
telecom companies like MTN to build trust and satisfaction among customers, maintaining transparent, timely, and honest 
communication through media relations helps in managing customer expectations and addressing concerns proactively. 
Furthermore, implementing channels for customer feedback, such as social media, customer service hotlines, and 
surveys, is vital and consistency in messaging across various channels reinforces brand identity and builds trust. Also, 
utilizing social media for direct engagement, customer support, and community building has become a vital PR strategy. 
 
 
Qualitative Information from In-depth Interview 
 
Table 5: Showing the Demographic data of the interviewees and date of interview 

Date Name Gender Position Code 

17/07/2026 Interviewee  Male MTN PR professional Makurdi MP1 
20/07/2026 Interviewee Male MTN customer service representatives Makurdi MP2 
21/07/2026 Interviewee Male MTN PR professional Makurdi MP3 
23/07/2026 Interviewee Female MTN customer service representatives Gboko MP4 
23/07/2026 Interviewee Male MTN PR professional Gboko MP5 
24/07/2026 Interviewee Female MTN customer service representatives Gboko MP6 
27/07/2026 Interviewee Female MTN customer service representatives Otukpo MP7 
28/07/2026 Interviewee Male MTN PR professional Otukpo MP8 

 
Analysis of the In-depth Interview 
 
The interviewee  responses reveal a  diverse  range of  Public Relations  (PR)  activities  employed  by  MTN Nigeria  in 
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Benue State, aligning with MP1, which highlights the company's engagement through community development programs, 
corporate social responsibility initiatives, and media campaigns. These activities serve to foster a positive image and 
strengthen community relations, which is consistent with MP2's emphasis on the importance of proactive communication 
strategies to enhance brand perception. In assessing customer satisfaction levels among MTN users in Benue State, MP3 
indicates that respondents generally perceive the network's services positively, citing network reliability, customer service, 
and promotional offers as key factors influencing their satisfaction.  

MP4 further elaborates that these PR activities significantly impact customer perceptions, as they create an impression 
of MTN being a socially responsible and customer-centric organization, thereby boosting satisfaction levels. The analysis 
of the relationship between PR activities and customer satisfaction, as discussed in MP5, suggests a strong positive 
correlation; effective PR strategies improve customer loyalty and trust, leading to increased satisfaction. MP6 reinforces 
this view by highlighting that consistent engagement and transparent communication through PR initiatives foster a sense 
of community and loyalty among users.  

Finally, MP7 and MP8 identify specific PR strategies that can enhance customer satisfaction further, such as 
personalized communication, timely resolution of issues, and targeted community outreach programs designed to meet 
local needs. These strategies are deemed crucial for strengthening the relationship between MTN Nigeria and its 
customers in Benue State, ultimately leading to higher satisfaction and brand loyalty. 
 
Discussion of Findings 
 
The synthesis of the findings indicates that MTN Nigeria’s PR activities in Benue State play a significant role in shaping 
customer satisfaction, as evidenced by both qualitative and quantitative data. The qualitative insights reveal that the 
company employs a variety of PR strategies such as media relations, community engagement, CSR initiatives, 
sponsorships, and customer communication efforts. These activities are perceived as effective in building trust, managing 
expectations, and fostering positive perceptions among customers. The interview responses suggest that proactive and 
culturally sensitive PR efforts, particularly those focused on community involvement and social responsibility, contribute 
to enhanced customer loyalty and satisfaction. 

Quantitative data supports these qualitative findings by demonstrating that customer satisfaction levels are positively 
correlated with the effectiveness of these PR activities. Satisfaction tends to be higher when MTN’s PR strategies 
successfully meet or exceed customer expectations, aligning with the Expectancy-Disconfirmation Model. This model 
emphasizes that customer satisfaction depends on the perception that the company’s actions have fulfilled or surpassed 
expectations, which is evident in the positive responses regarding MTN’s transparent communication and community-
focused efforts. 

The triangulation between qualitative and quantitative data underscores that the strategic alignment of PR activities with 
customer expectations is crucial. When PR efforts address customer concerns, foster trust, and create perceived value, 
they significantly contribute to increased satisfaction, loyalty, and advocacy. Overall, the findings suggest that MTN 
Nigeria’s focus on culturally sensitive and transparent PR strategies is instrumental in enhancing customer satisfaction 
levels in Benue State, reaffirming the importance of aligning communication efforts with customer expectations for 
sustainable relationship building. 
 
 
Conclusion 
 
The relationship between Public Relations (PR) activities and customer satisfaction levels among MTN users in Benue 
State is both significant and multifaceted. MTN Nigeria employs various PR activities—such as community engagement, 
sponsorship of local events, corporate social responsibility initiatives, media relations, and digital communication to shape 
public perception and foster trust among its customers. These activities serve to inform, reassure, and build a positive 
image of the company, thereby influencing customer expectations and perceptions. It is revealed that effective PR 
strategies are closely linked to higher levels of customer satisfaction. When MTN’s PR efforts successfully manage 
customer expectations and deliver transparent, timely, and relevant information, they contribute to positive 
disconfirmation—where service experiences meet or surpass customer expectations resulting in increased customer 
satisfaction. Conversely, inadequate or ineffective PR can lead to unmet expectations, dissatisfaction, and erosion of 
brand loyalty. Specific PR strategies that can significantly enhance customer satisfaction include targeted community 
outreach programs that demonstrate genuine social responsibility, proactive communication through social media 
channels to promptly address customer concerns, and consistent, transparent messaging about service quality and 
network improvements. These strategies foster a sense of trust and reliability, which are crucial for customer retention and 
positive brand perception. It doubtless to conclude that, MTN Nigeria’s strategic deployment of diverse PR activities plays 
a vital role in shaping customer perceptions and satisfaction levels in Benue State.  
 
 
Recommendations 
 
Based on the findings above, the following recommendations are made: 
 

I. MTN should improve its PR strategies by maintaining transparent, consistent, and timely communication with 
customers. Regular updates on network performance, service changes, and company initiatives can help manage 
customer expectations, fostering trust and satisfaction. 

II. MTN should invest in local community programs and social responsibility initiatives in Benue State as this can 
build goodwill and positive perceptions of MTN. Active community involvement demonstrates commitment beyond 
profit, which can significantly boost customer satisfaction. 
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III. MTN should employ a multi-channel approach social media, SMS updates, local events, and traditional media to 
ensure messages reach diverse customer segments. Tailored communication increases engagement and 
reinforces positive perceptions. 

IV. Create accessible platforms (hotlines, social media, surveys) for customers to provide feedback on services and 
PR efforts. Analyzing this feedback allows MTN to identify gaps, adjust communication strategies, and meet 
customer expectations more effectively. 
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