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Abstract: 
In the digital age, the use of mobile telephony is significant. It has become much more than just a 

communication tool, allowing us to manage finances, work, relationships, and more. However, some 

subscribers are dissatisfied with its use and the various operators. The main objective of this article is to 

examine the key parameters likely to influence customer satisfaction regarding the services provided by mobile 

telephony operators. To achieve this, a survey was conducted in the mobile telephony sector in Cameroon by 

interviewing 321 subscribers of operators using a questionnaire following a quantitative methodological 

approach. Subsequently, a conceptual model highlighting the different explanatory variables is presented. The 

results of the linear regression analysis indicate that explanatory elements such as perceived quality, trust, and 

price play an important role in subscriber satisfaction. These findings provide concrete recommendations to 

mobile telephony operators to improve their performance through an understanding of the Cameroonian 

market. 
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I. Introduction 
In recent years, the mobile telephony sector has experienced significant growth due to technological 

advancements. After adopting policies to liberalize telecommunications, previously under state control in the 

2000s, the Cameroonian mobile telephony sector is now diverse, characterized by a strong presence of foreign 

operators. Additionally, this sector’s highly competitive, with the number of mobile telephony operators 

increasing in 2013. Customer satisfaction is a crucial element for the success of any business, as it influences 

customer loyalty. According to Mittal & Kamakura (2001), customer satisfaction is of paramount importance in 

marketing due to its strategic significance for businesses and academic research. Mobile telephony operators 

must therefore focus constantly on improving their offerings. Customers face a variety of products/services that 

can meet their daily needs and desires. Indeed, most research has shown that the secret to the success of top-

performing companies lies in their value proposition. It is possible to satisfy the needs and desires of targeted 

customers. 

According to Oliver (1994), satisfaction is a key factor in marketing, as it is a good predictor of 

purchasing behavior (repurchase, purchase intention, brand choice, and switching behavior). Our results provide 

concrete recommendations to mobile telephony operators and they advance the literature on customer 

satisfaction. 

The growing interest in satisfaction related factors is both evident and justified. Our article aims to 

analyze the elements that could influence subscriber satisfaction with the offerings proposed by mobile 

telephony operators. In the following sections, we highlight existing research on the topic, review the literature, 

and discuss the various variables involved in this study. 

 

II. Conceptual Framework And Research Hypotheses 
Factors of subscriber satisfaction in mobile telephony 

Subscriber satisfaction and rely on several factors. This is why we have identified multiple factors that 

determine the degree of subscriber satisfaction. Among these, we will focus both on qualitative and quantitative 

factors such as quality, trust, perceived value, and price. 
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Perceived quality of offerings 

Today, the quality of products and services is a priority. It is somewhat evident that survival in a 

complex and competitive environment requires the production of quality. To evaluate the outcomes of efforts 

aimed at ensuring quality, it must be measurable (Joel et al., 2006). 

Product quality has a positive effect on consumers, as they are satisfied with the product's performance 

(Azim et al.., 2014). Product quality has been validated by numerous empirical studies on customer satisfaction 

(Cretu & Brodie, 2007). when a product lacks differentiation, competitive advantage is derived from the quality 

of service provided. 

 

Subscriber trust 

Researchers have become aware of the confusion surrounding the nature of trust (Frisou, 2000). Trust 

is defined as a set of specific beliefs that primarily involve integrity, benevolence, and the capability of a party 

(Jalal, 2016). Additionally, it has been considered a behavioral intention reflecting confidence in the future good 

intentions of a partner and involving consumer vulnerability and uncertainty (Park & Kim, 2003). Today, trust 

is more broadly understood as the set of consumer expectations regarding the provider’s ability and willingness 

to honor commitments and fulfill promises. 

However, companies have the opportunity to study customer trust to build stable and lasting 

relationships with them. When customers place their trust, it indicates their satisfaction with the 

products/services offered. Consequently, if a company can foster trust, it will enhance consumer satisfaction. 

Empirical studies have established the relationship between these parameters (Chen & Huang, 2013). These 

results showed that trust has a positive and significant influence on customer satisfaction. 

 

Perceived value of offerings 

For Alain & Hymette (2023), the most frequently cited aspect of perceived value involves the balance 

between customer benefits (core services and additional services) and the sacrifices (price and relational cost). 

This concept compares customer benefits to the cost of interaction between consumers and the company. 

Perceived value involves a cognitive evaluation of consumer expectations regarding the product or 

service offered by the company. By applying a high-price strategy, companies can increase their margins and 

sales volumes. Several studies have proven that perceived value has a positive and significant effect on 

satisfaction (Bolton & Drew, 1991; Fangue et al., 2017). According to these authors, the value perceived by 

consumers helps explain customer satisfaction. Thus, perceived value in empirical studies directly influences 

consumer purchase intentions. 

 

Price 

According to Monthe and Wamba (2024), price refers to the amount paid for a product or service. 

Oliver (1997) defines price as a consumer judgment related to product/service quality, which in turn creates 

satisfaction or dissatisfaction based on the principle of equity. For William (2008), customer satisfaction and 

trust are influenced by price perception. Thus, price perception can create a feeling of satisfaction or 

dissatisfaction with a company's offerings among consumers (Akbar & Parvez, 2009). 

In other words, Alonso et al., (2018) showed that prices can contribute to customer satisfaction after 

reaching the desired level. When Customers perceive value in what they pay, they are more likely to remain 

loyal and engage in repeat purchases. Indeed, positive perception leads to customer satisfaction. Conversely, if 

the customer has a negative perception, there will be a feeling of dissatisfaction that makes customers hesitant 

to repeat purchases of products/services (Mvele & Djoutsa, 2020). 

 

III. Building A Conceptual Model Of Subscriber Satisfaction In Mobile Telephony 
Fundamental design principles 

According to Oliver (1980), satisfaction is based on expectations and the discrepancy between 

expectations and product/service performance. Satisfaction evaluation is thus based on adaptation-level theory, 

which posits that a stimulus can only be perceived when compared to an existing standard. 

According to the disconfirmation model, satisfaction is achieved by comparing prior expectations with 

the perceived performance of the product/service (Oliver, 1980): 

⚫ Consumer expectations regarding the product/service; 

⚫ During the consumption experience, judgment is based on product/service performance; 

⚫ The result of the comparison between performance and expectations leads to disconfirmation, which can be 

positive, negative, or neutral. 

In other words, a favorable (satisfaction) or unfavorable (dissatisfaction) opinion stems from an 

evaluation process where the consumer compares the actual performance of the product/service after 

consumption with prior expectations. When performance exceeds expectations, satisfaction is felt (Bearden & 
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Teel, 1983). Various studies have explored the link between expectation disconfirmation and contentment. 

Research has shown a significant linear correlation between the two variables (Oliver, 1980; Oliver & Linda, 

1981). Whether the quality of the offered product/service is confirmed or disconfirmed, the level of satisfaction 

or dissatisfaction with the products/services increases. 

We can explain subscriber satisfaction by analyzing Oliver's (1980) expectation disconfirmation 

theory. This approach emphasized the perceived gap between their expectations and actual experiences. For our 

study, we can assess whether subscribers feel their expectations have been met regarding service quality and 

costs. Subscribers of mobile telephony operators are likely to be satisfied if their expectations are met. 

Conversely, if they believe their expectations are not met, they are likely to be dissatisfied. This theory can also 

help operators understand subscriber expectations and improve their service delivery, thereby increasing 

subscriber satisfaction. 

Ajzen and Fishbein (1980) introduced the theory of reasoned action, which suggests that an 

individual’s conscious motivations significantly influence their behavior. According to them, before acting, the 

consumer considers the consequences of these actions and, based on this, decides whether or not to engage in 

the action, hence the theory (theory of reasoned action). The notion of action rather than behavior refers to a 

methodological question concerning the observation of individuals. 

The theory of action applies specifically to behaviors under voluntary control. No obligation is 

imposed to adopt a behavior. However, there will be a lack of control if adopting this approach requires 

opportunities, resources, or skills. Considering these obstacles, Ajzen (1985) integrated a third concept into the 

initial model (Ajzen & Fishbein, 1975) concerning the individual's perception of their (physical and 

psychological) power over future behavior. According to Ajzen (1985), it is possible to predict a behavior 

where the individual has only limited control. It is necessary to evaluate not only their intention but also to 

obtain some estimates of the level of control they believe they can exert over the behavior in question. 

 

Variables related to satisfaction content 

Stanton et al. (1991) define a product/service as a set of characteristics (attributes) intended to satisfy 

customers' explicit needs/wants. Perceived quality is what customers perceive, not what is objectively 

determined by the company. The ideas of perceived quality and customer satisfaction have been addressed in 

several works. Service quality is thus an evaluation of a product/service to satisfy customer needs (Patrick & al., 

1996). Two schools of thought oppose each other regarding the correlation between service quality and 

customer satisfaction. According to Anderson & Fornell (1994), some have argued that service quality plays an 

essential role in customer satisfaction. Meanwhile, according to Nguebang (2023), it can also be considered a 

prerequisite for satisfaction. 

For Akbar & Parvez (2009), service quality is a basic factor in forming customer satisfaction. This 

statement is also supported by Osman (2011), who found that service has a significant effect on consumer 

satisfaction. However, according to Bitner (1990), it is essential to consider the influence of the purchas 

experience on the formation of service quality, as quality prospection cannot be a predictor of satisfaction. 

Perceived quality has a positive impact on customer satisfaction, as demonstrated in previous studies 

on traditional retail (Cronin et al., 2000). Moreover, the same results were obtained in studies on e-commerce 

and online shopping (Béjaoui et al., 2006). 

Additionally, it should be noted that the link between perceived quality and satisfaction is quite 

complex. This leads to confusion regarding the definition of these two factors and the causal direction of their 

relationship. Several studies have attempted to determine the nature of the relationship between perceived 

quality and satisfaction, but without much success (Barbaray & Christian, 2016). 

The work of Woodside et al. (1989) demonstrated that customer satisfaction is influenced by service 

quality. According to these authors, satisfaction plays a mediating role between opinions on service quality and 

purchase intentions. Furthermore, Bitner (1990) emphasizes that this causal relationship in service quality 

evaluation plays a mediating role between satisfaction and subscriber behavior. Research by Cronin and Taylor 

(1992) support the conclusion of Woodside et al. (1989), confirming that consumer satisfaction is influenced by 

service quality. Therefore, based on these findings, we formulate our first hypothesis: 

 

H1: The perceived quality of operators' offerings would significantly influence subscriber satisfaction. 

Mowen & Minor (2002) showed that trust is the set of knowledge consumers possess, as well as all the 

conclusions they draw about objects, attributes, and benefits. Service marketing places greater importance on 

individual attitudes, which refer to consumer trust regarding the quality and reliability of the services provided. 

Moreover, Chen & Huang (2013) showed that if the customer firmly believes that the information obtained is 

accurate, transparent, and reliable, this also contributes to improving their satisfaction. 
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Trust thus represents the cumulative effects over time on customer loyalty (Chiou & Droge, 2006). As 

trust increases, so does customer satisfaction. Then, Mayer and al. (1995) stated that three factors shape a 

person's trust in others: ability, benevolence, and integrity. 

Several studies (Lombat, 2007; Monique, 2016; Nguebang, 2023) support the ideal that customer 

satisfaction plays an essential role in building trust. Edwin et al., (2011) examined B2B financial services in 

South Africa and found that customer satisfaction has a positive and significant influence on trust. Their studies 

on e-commerce customers in Taiwan showed that satisfaction has a strong impact on trust. For Edwin and Coll 

(2011), in their work on clients of financial service industries, they demonstrated that customer satisfaction is a 

powerful indicator of customer trust when the relationship is significantly and positively correlated. 

Other authors explain that if a consumer has a positive view of certain things, this will lead to high 

satisfaction (Ashley & Leonard, 2009). According to Sulsilo et al. (2018), trust plays a positive role in customer 

satisfaction. For Sari & Kustijana (2012), trust has a beneficial and significant effect on customer satisfaction. 

In conclusion, trust and consumer satisfaction mutually influence each other. Following previous 

research and arguments, our study will focus more on the mobile telephony sector, hence the formulation of our 

second hypothesis. 

 

H2: Subscriber trust has a significant influence on subscriber satisfaction in the mobile telephony sector. 

Customer satisfaction is directly influenced by pricing (either positively or negatively) on the prices of 

products/services offered by these companies (Ali & Amin, (2014). The demonstrated that reasonable prices 

and consumer satisfaction are closely linked. Customers may switch to another mobile service provider that 

offers fair prices. This reveals that consumers can be retained longer by offering them fair prices: satisfaction is 

thus caused by price fairness. 

Hsu (2006) proposed that when purchasing a product and service, a customer must spend a certain 

amount. According to Oliver (1997), consumers evaluate price in relation to service quality and this leads to 

satisfaction or dissatisfaction, which is based on the principle of equity. As for Vanhamme (2002); price is a 

priority for consumers when making a purchase decision. 

Ellen & Olivia (2003) found that perceived price is strongly linked to customer behavioral intentions. 

They found that perceived price was largely related to customer satisfaction, the possibility of doing more 

business, and recommending the service provider. Moreover, Cheng et al. (2010) also supported the significant 

effect of perceived price on customer satisfaction in the fast-food industry. 

According to Biboum et al. (2013), price plays a crucial role in customer satisfaction. If prices 

increase, customers switch to other service providers. A positive correlation was observed between price and 

satisfaction (Ali et al., 2014). In the same vein, Ransulangi et al. (2015) emphasize that price has a direct and 

important correlation with customer satisfaction. But cost is closely linked to customer satisfaction (Bigola, 

2018). 

Sulsilo et al., (2018) also noted a positive influence of price on customer satisfaction. Because 

consumer satisfaction is the level of feeling a consumer has after comparing what they receive and their 

expectations (Sigmound & Léopold, 2020). By observing that the price of a service meets their expectations and 

is affordable according to their resources, the consumer may be more satisfied and loyal to the company. The 

results of the analyses of the previous literature allow us to formulate our third hypothesis: 

 

H3: The price of operators' offerings would significantly influence subscriber satisfaction in the mobile 

telephony sector. 

The figure no 1 presents the conceptual model of research which highlights the different relationships 

between variables (hypotheses) and the nature of these relationships. 

 

 
Figure no 1: Conceptual research model 

Source : Authors 
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IV. Explanatory Factors And Managerial Implications Of Subscriber Satisfaction With 

Mobile Telephony Operators' Offerings 
Methodology is a crucial step in the construction of scientific work. The methodological approach 

depends on the nature of the research and the objectives set (Thiértart, 2003). 

 

The approach used 

We focus on four keys elements: the selection of the study area, the type of study, measurement tools, 

and data analysis tools. 

The survey focused on customer satisfaction in the mobile telephony sector. Mobile phone operators 

are increasingly paying particular attention to customer relationship management in their marketing strategies, 

which seems to be a wise decision. Indeed, gaining the trust of their customer base in a competitive 

environment is an essential objective for these operators. 

A quantitative study was conducted by distributing a questionnaire to three hundred and twenty-one 

(321) subscribers from urban and rural areas. The selected participants all had a mobile phone. The age group 

ranged from 18 and 70 years. The inclusion of all social strata in our sample was deemed necessary for two 

reasons: on the one hand, the sector under consideration is characterized by products/services that all 

subscribers are familiar with, and on the other hand, satisfaction is a phenomenon that affects all individuals. 

It should be noted that we conducted a preliminary evaluation of the questionnaire on a sample of 

thirty (30) participants selected using the convenience sampling. However, all categories of targets for our study 

were included. 

The measurement scales were selected based on an inventory of measurement tools available in the 

literature. Cronbach's alpha α was used to assess the reliably of the data collected during the pre-test. Through 

the analyses, the scales were simplified so that only the most relevant items were retained in the questionnaire. 

 

V. Study Results 
Presentation of Results 

First, we can identify several key elements, notably that subscribers seek satisfaction through the 

perceived quality of products/services and the price charged. We then studied the antecedents and consequences 

of the explanatory factors of satisfaction. 

During our investigation, we observed that 59.4% of our respondents were women and 40.6% were 

men. This means that in the sample interviewed, women are more sensitive to the offers of mobile telephony 

operators compared to men. 

The distribution of respondents by age group revealed that the majority of respondents (75.2%) were 

under 30 Those over 30 were slightly less represented, making up 24.8% of the sample. 

We also observed that most respondents (247), representing 77.7% had a university level of education. 

The individuals who were a minority (74), or 25.6%, had a secondary level of education. We also note that 

employees, teachers, and executives constitute 30.6% of the sample. However, 69.4% of the individuals were 

students. 

The results of the multiple linear regression allowed us to relate our study variables (factors) and 

customer satisfaction. This analysis is presented in the following table 1: 

 

Table no 1: Summary of multiple linear regression results 

 

This table no 1 shows a correlation between the explanatory variables of the study and the dependent 

variable. We then proceeded with an analysis of the regression test results. 

 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig 

A 
Standard 

error 
Beta 

1 

(Constant term) 

Perceived quality of mobile 

phone operators’ offfers 
 

Subscriber trust 

 
Product/service price 

 

0,128 

0,593 
 

0,232 

 
0,165 

0,509 

0,709 
 

0,082 

 
0,073 

 

0,593 
 

0,232 

 
0,165 

0,000 

7,474 
 

2,819 

 
1,993 

1,000 

0,000 
 

0,000 

 
0,002 

R=0,725   R2= 0,625   R2 ajusté = 0,599   ddl = 7 et 113   F = 17,934   (P=0,000) 

a. Dependent Variable: Subscriber Satisfaction 
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Robustness analysis and econometric model of the study 

The variable representing non-specific factors (the constant term) is positive, i.e., 0.128 with a 

significance level of 1%. According to Fisher’s test results, the current model is significant at the 1% threshold, 

with an F-value of 17.934. All three variables are significant. 

In summary, consumer satisfaction with mobile telephony products/services is explained by 62.5% of 

variance in the model. 

The correlation coefficient R is 0.725, which is interesting since it exceeds the minimum threshold of 

0.5. This shows a strong correlation between the explanatory factors (perceived quality, trust, and price) and 

customer satisfaction. In other words, there is a significant link between these factors. Overall, the strength of 

the regression model is substantial, indicating good explanatory and predictive relevance. 

 

The regression equation between subscriber satisfaction (Y) and its variables (X) is presented as: 

 

SC = 0.128 + 0.593QP + 0.232CNF + 0.165PRX + ɛ 

(7.474)       ( 2.819)            (1.993) 

Where: 

 

⚫ SC: Customer Satisfaction 

⚫ QP: Perceived Quality 

⚫ CNF: Trust 

⚫ PRX: Price 

⚫ (.) t-Student and ɛ: Error term 

 

VI. Discussion Of Results 
Analysis of the relationship between perceived quality of offers and satisfaction of mobile phone 

subscribers 

According to our first research hypothesis, the perceived quality of offers has a significant effect on 

customer satisfaction. The regression coefficient of the explanatory variable (perceived quality) is 0.593, which 

is acceptable and significant at approximately 0.000. Furthermore, this regression coefficient differs 

significantly from zero, as evidenced by the Student's t-test value greater than 2, namely 7.474. These results 

allow us to conclude with a 5% risk of error that the perceived quality of operators' offers significantly 

influences customer satisfaction. Therefore, Hypothesis 1 is validated: The perceived quality of operators' offers 

significantly influences subscriber satisfaction. 

The perception of quality is a key element that has a significant influence on customer satisfaction. 

Previous studies have shown a relationship between perceived quality and satisfaction (Alain & Hymette, 2023; 

Patrick et al,.1996; Chang, 2000; Tchingnabe, 2022; Djipwo et al., 2023). These studies suggest that perceived 

quality plays a crucial role in customer satisfaction, including in the context of mobile phone services in 

Cameroon. 

In essence, the presentation of quality in relation to customer satisfaction highlights the connection 

between customer trust and their satisfaction with mobile phone sector offers. 

 

Analysis of the relationship between trust and satisfaction of mobile phone subscribers 

According to our Table 1, the partial coefficients of the variable « subscriber trust» (0.232) are highly 

significant at the 0.000 level. The Student's t-value is above the minimum threshold of 2 (2.819). Regarding 

customer trust and satisfaction, there is a positive link. In other words, trust plays an important role in customer 

satisfaction. Thus, the higher the degree of trust, the greater the satisfaction. Based on the results obtained, we 

validate Hypothesis H2: Subscriber trust has a significant influence on subscriber satisfaction in the mobile 

phone sector. 

Furthermore, the findings of this study are consistent with numerous previous works. Sirieix & Dubois 

(1999) demonstrated that trust is a key element that links perceived quality and satisfaction. Pradina & 

Kusnilawati (2012) also found that trust plays an important role in customer satisfaction. These studies support 

the idea that trust is a crucial factor in determining customer satisfaction. 

 

Analysis of the effect of price of products/services on subscriber satisfaction 

The explanatory variable price of products/services in the regression model (table 1) has a partial 

coefficient β (0.165) with a positive value of 0.165, which is significant. The Student's t-test value is positive 

and significant (1.993). These findings indicate a positive correlation between the cost of products/services 

offered by mobile phone operators and customer satisfaction. In other words, as the price increases, satisfaction 

also tends to increase. 
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Our third hypothesis, which states that the price of operators' offers significantly influences subscriber 

satisfaction in the mobile phone sector, is validated. The conclusions of this study are consistent with those of 

Bilgies (2016), who emphasizes that prices have a significant effect on customer satisfaction. This implies that, 

according to the respondents, the cost of products/services offered by mobile phone operators has a significant 

influence on subscriber satisfaction. 

According to Ransulangi et al. (2015), consumers do not solely focus on price, but rather prioritize 

other factors such as perceived quality of offers. Monique (2016) also emphasized that perceived quality of 

services, strategies, pricing offers, and customer relationship management have a positive influence on 

subscriber satisfaction in the mobile phone sector. 

 

Verification of hypotheses 

We were able to improve the quality of our model with these variables. The following table 2 

summarizes the results. 

 

Table no 2: Verification of hypotheses 

 
 

After analyzing the results presented in the previous table, it is clear that all formulated hypotheses are 

confirmed. 

 

Framework of analysis 

The study's context is one of the main challenges of this work. By focusing on a specific context, the 

selection of three Cameroonian cities (Garoua, Douala, and Buea) for our analysis limits its external validity. 

External validity implies that the results of this study would be nearly similar from one context to another, 

meaning the ability to generate generalizable results. We did not have the necessary time to examine the 

moderating roles of the factors mentioned in subscriber satisfaction. The study was conducted in the field of 

mobile telephony. Therefore, further studies are recommended to explore various marketing domains. The three 

factors were examined as predictors of subscriber satisfaction in this study. Consequently, it would be wise to 

include other factors such as corporate image, customer relationships, and innovation to broaden the 

implications. 

 

Statistical tool analysis 

Thanks to the analysis tool used, it is possible to determine the validity of the measures used and thus 

internal validity. Sometimes, to test a causal model, it is necessary to perform different measurements using 

structural equation modeling. This requires the use of programs like Lisrel, Amos, EQS, Sepath, or PLS, which 

are the most useful (Evrad et al. 2003). However, we encountered an issue with the availability of these 

software programs and only had access to SPSS, SAS, and Sphinx. Ultimately, we opted for SPSS, which 

limited us to using bivariate measures that demonstrate the existence of a link between satisfaction and its 

explanatory factors. 

 

VII. Managerial Implications And Future Research Directions 
Managerial implications 

From a managerial perspective, this research enables mobile phone operators to better understand 

subscriber behavior towards their offers, thereby meeting their expectations and satisfying their needs. The 

study helps managers identify key elements that could impact subscriber satisfaction, serving as a competitive 

advantage. By implementing customer satisfaction measurement systems, improving complaint management 

processes, or developing innovative loyalty programs, mobile phone companies can differentiate themselves 

from competitors. 

According to our study's findings, the independent variables were ranked based on their importance as 

factors influencing customer satisfaction. Perceived service quality (β = 0.000) is recommended to mobile 

phone operators, followed by trust (β = 0.000), and finally, product/service price (β = 0.002). This ranking 

highlights the crucial role that employees in the mobile phone sector play in customer satisfaction by improving 

the quality of offers. 
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To achieve this, it is necessary to improve the efficiency and effectiveness of the offers to attract 

subscribers and retain them. The operator must deploy efforts to improve the level of reliability and speed of its 

services; recruit friendly and competent staff who inspire trust to improve the quality of customer service; 

recruit staff who are always ready and available to resolve subscriber issues and who can inform subscribers 

about the different offers of the operator and respond to their complaints; understand expectations to take 

effective measures to reduce the gap between expectations and recovery performance; it is essential to regularly 

listen to customers to understand their needs and the difficulties they may encounter. 

In other words, customer satisfaction depends on several potential factors such as perceived quality, 

trust, price, and many others. It is essential for mobile phone operators to ensure the effectiveness of their staff, 

understand subscriber expectations to reduce their complaints. Moreover, expected quality and perceived 

quality are not the same. 

 

Future research perspectives 

The results mentioned above suggest that satisfaction is a vast and interesting research area, providing 

opportunities for various research avenues. However, this work offers other perspectives on subscriber 

satisfaction. Another study could identify unique contextual factors specific to the country, such as network 

quality in certain areas, mobile internet access, age, and income level of subscribers, to highlight aspects often 

overlooked in more general studies on subscriber satisfaction in this sector. Focusing on the national level and 

subsequently conducting a comparative study with other countries on an international level could be beneficial. 

It is also possible to conduct further research highlighting the elements that explain consumer dissatisfaction 

with the offers proposed by mobile phone operators. 

 

VIII. Conclusion 
This article has enabled us to identify the factors that influence subscriber satisfaction in the mobile 

telecommunications industry in Cameroon. The literature review highlighted that the three variables are 

multidimensional concepts and that analyzing each data point in marketing requires input from other disciplines 

(psychology, sociology, and economics). Our empirical study revealed that the factors explaining satisfaction, 

personal characteristics of subscribers, and operator characteristics played a crucial role in understanding 

subscriber satisfaction in mobile telephony. The sociodemographic characteristics of subscribers are also linked 

to satisfaction with product/service offers, except for age, which has no effect on satisfaction in the mobile 

telephony sector. 
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