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Abstract 
This is a descriptive study that examined the expectations of customers and the level of satisfaction 
that they have been able to get. The general objective of the study was to examine customer 
satisfaction levels and the strategies put in place to achieve customer satisfaction in Electricity 
Distribution Companies in Nigeria. The specific objectives of the study include the examination of 
customer expectation, assessment of customer satisfaction levels, assessment of service quality impact 
on satisfaction, customer satisfaction strategies and identification of challenges confronting Electricity 
Distribution Company in their bid to satisfy their customers. The method used to collect data were 
questionnaire and interview schedules from the Electricity Distribution Units.   
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I. INTRODUCTION 
This study is concerned with the challenges of customer’s satisfaction in electricity distribution 
companies in Nigeria. The study is concerned with inherent shortcomings in Electricity Distribution 
Company that have brought an apparent veritable dissatisfaction among customers. Satisfaction has 
become the focal point of modern trends in marketing. This is because customers everywhere are 
increasing by becoming more sophisticated and are demanding better service in order to cope with 
more complex product and service. And with the becoming global competition (globalization), 
customers have little loyalty and many alternatives, companies frequently achieve a superior overall 
quality position by providing better customer service. 
 
II. LITERATURE REVIEW 
The idea of any management theory is to develop at a scheme, which lead to improvement in the 
product and in the process will improve the profit rating of the firm through customer repurchase and 
brand loyalty. Satisfaction has been broadly defined by Vavra, TG (1997) as a satisfactory post 
purchase experience with a product or service given an existing purchase expectation. Howard and 
Sheth (1969) define satisfaction as the buyer cognitive state of being adequately or inadequately 
rewarded for the sacrifice he has undergone. Oliver put forward a definition as the summary 
psychological state resulting when emotion surrounding disconfirmed expectations is coupled with the 
consumer’s prior feelings about the consumption experience. The definition offered by Hunt (1977) is 
an evaluation rendered that (consumption) experience was at least as good as it was supposed to be. 
Berry and Parasuraman (1991) argue that since customers’ satisfaction is influenced by the availability 
of customer services, the provision of quality customer services has become a major concern of all 
business customer satisfaction, is typically defined as a post consumption judgment concerning a 
specific product or service. It is the result of an evaluative process that contrasts purchases 
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expectations with perceptions of performance during and after the consumption experience. Oliver 
(1981) defines customer satisfaction as a customer’s emotional response to the use of a product or 
services. Anton (1996) offers more elaboration. Customer satisfaction as a state of mind in which the 
customer’s needs, wants and expectations throughout the product or service life have been met or 
exceeded resulting in subsequent repurchase and loyalty. 
 
Merchant account glossary points out that customer satisfaction is an ambiguous and abstract concept 
and the actual manifestation of the state of satisfaction will vary from person to person and 
produce/service to produce/service. Woodruff and Gardian (1996) define satisfaction as the evaluation 
or feeling that results from the disconfirmation process. It is not the comparison itself (i.e. the 
disconfirmation process), but it is the customer’s response to the comparison satisfaction has an 
emotional component. According to Hunt (1977) …. Satisfaction is a kind of stepping away from an 
experience and evaluating it ….. One could have a pleasure experience that caused dissatisfaction 
because even though it was pleasurable, it wasn’t as pleasurable as it was supposed to be. So 
satisfaction/ dissatisfaction isn’t an emotion, it’ the evaluation of the emotion. Oliver (1977) defines 
satisfaction is the consumer’s fulfillment response. It is a judgment that a product or service feature, or 
the product or services itself, provided (or is providing) a pleasurable level of consumption – related 
fulfillment, including levels of under – over fulfillment. 
 
Customer satisfaction and customer behaviour 
In order to survive, firms have to start considering the consumers (i.e. who they are, and what they 
want) before resources are committed to production. The marketing concept establishes what 
consumer wants in a given product service, what price he is willing to pay and where and when the 
customer wants the products or service. Any organization unable to provide goods and services that 
fulfill the needs and wants of customers has lost its basic reason for existence. Without doubt, such an 
organization will not survive in a competitive environment. Consumers judge business performance 
and determine business destinies by the manner in which they (consumer) exercise their purchasing 
power. Therefore, whether a business succeeds or fails is a function of how well the needs and wants 
of customers are understood and satisfied. Attitudes of customers greatly influence their buying habit 
and behavior. The way customers perceive an organization product or service affect their response to 
the sales of such product or service. Customers are satisfied if they perceive an organization as 
producing quality product or service, their attitude toward the purchase of such product or service 
tends to be positive they are dissatisfied and turn negative attitude to an organization which they 
perceive as not producing quality products or services. 
 
III. METHODOLOGY 
The study focuses on Electricity Distribution Company in Nigeria as case study. 
The sample size comprises of one hundred and fifty six (156) personnel of various branches of the 
Electricity Distribution Companies in Nigeria. A total of one hundred and fifty six (156) 
questionnaires were administered, out of which one hundred and twelve (112) were returned. This 
represents 72% returned rate of administered questionnaires. The researcher utilized both primary and 
secondary data. The primary source includes the administration of questionnaires and interview with 
the staff of the selected branches in Nigeria. The questionnaires were administered to the personnel of 
the Electricity Distribution Companies that carry out marketing functions.  
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IV. RESULT AND DISCUSSION 
This section presents the results of the data analysis.  
Table1: Distribution of response on personal data of respondents. 
 

SECTION A 
 Personal data Number Percentage 

(%) 
1. Sex:   Male 

          Female 
70 
42 

62.50 
37.50 

2. Age:  Below 20 years 
          20 - 35 years 
          35 – 45 years 
          45 years and above 

12 
20 
65 
15 

10.7 
17.8 
58.00 
13.4 

3. Marital Status:   Single  
                            Married 

30 
82 

26.79 
73.21 

4. Work Experience:   Less than 1 
year 
                               1 – 4 years 
                               4 years and 
above 
   

12 
75 
25 

10.7 
66.9 
22.3 

 
SECTION B 

5. Most correspondence in 
Electrical Distribution 
Companies are not received as 
at when intended 

  

 Response variables Frequency Percentage 
(%) 

 Strongly agreed 
Agreed 
Undecided 
Disagreed 
Strongly disagreed 

9 
18 
10 
60 
15 

8.04 
16.07 
8.93 
53.57 
13.39 

 Total 112 100 
6. A lot of bills are over 

estimated 
  

 Response variables Frequency Percentage 
(%) 

 Strongly agreed 
Agreed 
Undecided 
Disagreed 
Strongly disagreed 

80 
10 
5 

17 
- 

71.43 
8.93 
4.46 
15.18 

- 
 Total 112 100 
7. Marketers do not pick meter 

readings 
  

 Response variables Frequency Percentage 
(%) 

 Strongly agreed 
Agreed 

30 
65 

26.79 
58.04 
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Undecided 
Disagreed 
Strongly disagreed 

2 
4 

11 

1.79 
3.57 
9.82 

 Total 112 100 
 SOURCE: FIELD SURVEY 2015 

 
The table above shows that from the 112 respondents, 70(62.50%) were male while 42(37.50%) 
respondents were female. This is an indication that males dominate the operation of Electricity 
Distribution Companies in Nigeria. The tale also indicates that respondents between the ages of 20 – 
25years were 20(17.8%) while those between the ages of 35 – 45years were 65(58%), while ages 
between 45years and above were 15(13.4%). 
More also, 30(26.79%) of the respondents are single while 82(78.21%) of the respondents are married. 
As revealed from the table, 12(10.7%) of the respondents have spent less than 1 year in the 
organization, 75(66.9%) of the respondents have spent 1 – 4years, while 25(22.3%) of the respondents 
have spent 4years and above. 
As regards if most correspondence in the Electricity Distribution Companies are not received as at 
when intended, 9(8.04%) of the respondents strongly agreed, 18(16.07%) of the respondents agreed, 
10(8.93%) were undecided, 60(53.57%) disagreed while 15(13.39%) of the respondents strongly 
disagreed. 
As regards if lot of bills are over estimated, 80(71.43%) of the respondents strongly agreed, 10(8.93%) 
agreed, 5(4.46%) were undecided, 17(15.18%) of the respondents disagreed, while none strongly 
disagreed. 
With respect to if marketers do not pick meter readings, 30(26.79%) of the respondents strongly 
agreed, 65(58.04%) agreed, 2(1.79%) of the respondents were undecided, 4(3.57%) of the respondents 
disagreed while 11(9.82%) of the respondents strongly disagreed. This shows that marketers do not 
pick meter readings. 
 
TESTING OF THE HYPOTHESIS 
H0: A lot of bills are not over estimated  
Hi: A lot of bills are over estimated 
Using the contingency chi-square test, we therefore reject the null hypothesis since X2

c > X2
t 0.05 i.e 

201.482 > 9.49 and accept the alternative hypothesis (Hi) at 0.95 level of significance. 
 
X2

c = computed value and X2
t 0.05 = table value 

 
The policy implication of this decision is that A lot of bills are over estimated. 
Hence, management must seriously look to improve the overall service provided to the customers. 
 
V. CONCLUSION 
After my analysis on challenges of customer satisfaction in Electricity Distribution Companies in 
Nigeria, I have come to the conclusion where I strongly consider that the Electricity Distribution 
Company in Nigeria has got better room for improvement in satisfying the customers. However, I 
consider management also has an important role to play here by making sure all customers are treated 
as same. If all above things are seriously considered, then there is no doubt that Electricity Distribution 
Companies in Nigeria can convince more and more customers to opt them for their services.     
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