



Exploring the Factors and Effects of Students’ Loyalty to Mobile Network Providers in Lagos: An Investigative Study
Abstract

This study explores the relationship between students' mobile network usage for academic purposes and their loyalty to mobile network providers in tertiary institutions in Lagos. Findings reveal that the majority of respondents (62%) are female, aged between 17–22, and actively engage with mobile internet for academic activities. The study highlights students' academic performance correlates with mobile internet access, with 51.4% achieving a Second – Class Upper grade and 15.1% attaining First Class. Parental education plays a crucial role in students' choice of mobile network providers, with higher-educated parents guiding their children's decisions more effectively. The analysis of mobile internet usage shows that 30.2% of students reported high usage for academic purposes, with 23.5% indicating very high usage. Key activities include online lectures (38.4%) and research, emphasizing mobile internet’s role in academic engagement. Regarding loyalty, 42.6% of students’ associate loyalty with retention, while 23.8% believe recommendation plays a role. MTN emerges as the preferred provider (35.1%), while GLO (16.8%) and IpNX Nigeria (2.2%) have lower preference rates, highlighting network coverage and service quality as critical factors. Psychological and environmental variables influence students’ loyalty to mobile networks, with 68% satisfied with network coverage and 65% valuing customer support. Ordinal regression analysis indicates that age, gender, marital status, and mobile network provider impact academic performance and loyalty. These findings underscore the importance of expanding network coverage, improving efficiency, and enhancing customer service to support students' academic success and foster long – term loyalty to mobile network providers in Lagos.
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1. 
Introduction

In an increasingly interconnected world, mobile network providers have become essential players in the lives of students, particularly in bustling urban centers like Lagos, Nigeria. The importance of reliable mobile services for academic engagements, social connectivity and entertainment cannot be overstated (Keelson, 2012). As students are among the largest segments of mobile consumers, their loyalty to specific providers is pivotal for the success of these companies (Ebohaye, et al., 2024; Fayose, et al., 2024). The study intends to explore the determinants that shape students’ loyalty to mobile network providers in Lagos emphasizing the need for a nuanced understanding of this demographic. Quality of service stands out as a primary determinant of customer loyalty (Eshghi, et al., 2007). Research indicates that students tend to favour providers that offer seamless connectivity, high speed internet and minimal downtime (Akinlolu, et al., 2018).
Furthermore, Bello, et al., (2023) opined that pricing strategies significantly affect students’ choices as many students operate plans and promotions can enhance loyalty. Additionally, customer support, including accessibility and responsiveness plays a pivotal role in fostering loyalty, as students often seek immediate assistance for service – related issues (Adekunle and Dimowo, 2023). Network coverage is another crucial factor in a city as vast and diverse as Lagos. Students are likely to remain loyal to providers that deliver robust coverage across various locales, including campuses and residential areas (Dawodu, et al., 2003). Social factors such as peer recommendations and brand reputation further complicate students’ decision processes as loyalty is often influencers by the opinions of friends and influencers (Adeoye et al., 2022). Additionally, the emotional connection to a brand, often termed brand loyalty cannot be overlooked. Students are inclined to prioritize providers that resonate with their identity and aspirations. Companies that engage in effective marketing, particularly through social media and student – centric campaigns, can solidify their brand image and foster loyalty (Bilgin, 2018). Finally, a study by Akinyemi and Adegbuyi (2018) found that students in Lagos prioritize reliable network services, and any disruption in service quality often leads to dissatisfaction and switching behavior. This aligns with the findings of Ojo (2010), who emphasized that consistent service quality is a key driver of loyalty among Nigerian mobile users. Another significant factor is pricing and affordability. Students, often operating on limited budgets, are highly sensitive to pricing strategies. Adepoju and Oyeniyi (2014) revealed that competitive pricing and flexible tariff plans are critical in retaining student customers. Similarly, Ajayi and Olusola (2017) found that students in Lagos are more likely to remain loyal to providers offering affordable data plans and discounted call rates. This suggests that pricing strategies tailored to the financial constraints of students can significantly enhance loyalty. Customer service also plays a pivotal role in shaping loyalty. Effective complaint resolution and responsive customer support are essential for maintaining student loyalty. A study by Eze, et al., (2014) highlighted that students’ value prompt and efficient customer service, as it enhances their overall experience with the provider. This is consistent with the findings of Ukpabi and Karjaluoto (2017), who noted that poor customer service is a major reason for customer churn in the Nigerian telecommunications sector. Brand image and reputation are additional determinants of loyalty. Students are more likely to remain loyal to providers with a strong brand image and positive reputation. According to Akinwale and Adepoju (2019), brand perception significantly influences students’ loyalty, as they associate reputable brands with reliability and quality. This is supported by the work of Kotler and Keller (2016), who argued that brand equity is a critical factor in customer retention. Value – added services such as free data bonuses, social media bundles, and entertainment packages also contribute to student loyalty (Abdullahi, 2018). Dei and Anane – Donkor (2021) found that students in Lagos are attracted to providers offering innovative and value – added services. These services not only enhance user experience but also create a sense of attachment to the provider. Lastly, peer influence and social factors play a role in shaping loyalty. Students are often influenced by the choices of their peers and social circles. Adeleke and Aminu (2016) revealed that students are more likely to switch providers if their friends or classmates recommend an alternative network. By examining the role of academic activities, demographics and the services and offers provided by mobile network providers, this research will provide valuable insights for both theoretical and practical applications. This study will contribute to a deeper understanding of students’ loyalty in the telecommunications industry in Lagos and potentially inform strategies for improving customer retention. 
2. 
Literature Review
The rapid advancement of technology and the pervasive influence of mobile telecommunication have significantly transformed the landscape of education in Nigeria particularly in urban centers like Lagos. Students increasingly rely on mobile network providers for academic activities and research making understanding the determinants of their loyalty to these network providers a critical area of investigation. This study tries to explore and review part literatures and outcome on related research. Adeyemi and Gabriel (2021) argued that a significant correlation exists between network quality and students’ satisfaction. In their study, they emphasize that students prefer network providers with robust network coverage as these are essential for accessing online educational resources without interruptions. They employed regression analysis to establish that perceived network reliability positively influences overall loyalty. 

Balogun (2020) revealed that students that experienced frequent service disruptions were less likely to remain loyal to their network providers, this showcased pivotal role of consistent network service. Competitive pricing strategies significantly affect students’ choice of mobile network providers (Omojuwa, 2020). The study by Omojuwa (2020) utilized survey method and factor analysis was used to analyse the variables. The study concluded that affordability emerged as a top priority for students while the study concluded that network providers offering tailored data plans for students can enhance perceived value thereby increasing loyalty.

Customer service quality also plays a vital role in fostering students’ loyalty (Nwadialor, 2019). Nwadialor (2019) concluded that there is a positive relationship between customer service quality and students trust in their mobile service providers. Students who rated customer service highly were more likely to stay loyal indicating that resolving issues quickly and effectively is paramount in retaining customers (Olatokun and Nwonne, 2012). Eme (2021) investigated social dynamics influencing students’ decisions regarding mobile network providers. Eme (2021)’s work utilized social network analysis to highlight how recommendations from fellow students can sway students’ choices thereby overriding market – based evaluations of service quality.
3. 
Methodology

This study uses a philosophical framework based and a postmodern conceptual framework, considering students’ loyalty to mobile network providers for academic purposes to be a construct influenced by certain unexplained factors or components (Borishade, et al., 2021; Ijeh, 2024, Fayose, et al., 2024). The study employed a cross – sectional design approach. The approach was chosen due to its ability to provide a snapshot of data at a specific point in time, which is essential for understanding the dynamic nature of students’ loyalty to mobile network providers in Lagos. Additionally, a mixed – methods survey was utilized to gather both quantitative and qualitative data. The study targeted university students in eight different universities in Lagos who use mobile network providers. The target population is 2000 and consists of students aged 18 – 40 years old currently enrolled for undergraduates and postgraduates’ programmes using mobile network providers for personal or academic needs. Inclusion criteria for the study included full – time and part – time students having a mobile phone and being a customer of mobile network provider in Lagos for at least six months. Exclusion criteria include individuals who do not consent to participate in the study or have an incomplete questionnaire. Structured questionnaires were developed to collect data on key indicators, including demographic information, academic activities and factors influencing students’ loyalty to mobile network providers. Qualitative data collected through open – ended questions were coded and analyzed using a thematic analysis approach and providing a deeper understanding of students’ perceptions and experiences.  
All information obtained from the questionnaires were compiled, coded and analyzed using SPSS 25.0. The variables were analyzed using descriptive statistics and ordinal regression analysis respectively.
Validity and Reliability of Research Instrument

The research instrument was validated for content and construct validity through expert reviews, subject matter experts in telecommunication policies customer and implementation were consulted to ensure the questionnaire addressed the study’s objectives holistically. Their feedback informed revisions to improve clarity, relevance and alignment with the study’s constructs (Nwekeaku and Abimuku, 2019; Adeoye et al., 2022). Reliability was assessed using Cronbach’s Alpha test to determine the internal consistency of the Likert – scale questions in the questionnaire. The computed Cronbach’s Alpha test for key constructs was as follows: Mobile Network Provider Variables: 0.85; Students’ Academic Variables: 0.85; Psychological Variables: 0.99; Environmental Variables: 0.76. Each value exceeded the acceptable threshold of 0.70, confirming the instrument’s reliability for data collection (Parasuraman et al., 1988; Fayose et al., 2024; Ebohaye et al., 2024; Sike et al., 2025).
Model Specification
This study explores the factors and effect of students’ loyalty to mobile network providers on academic activities in Lagos, guided by the key research questions. The dependent variables include academic performances; academic activities etc. independent variables include demographic factors such as age, income level, gender, marital status, study level, students’ status.
The independent variables are presented in Table 1:
Table 1: Descriptions of Independent Variables

	Acronym variables
	Description

	Gender
	Gender of the Respondents

	Age (Age Group)
	Age Group of the Respondents

	MS (Marital Status)
	Marital Status of the Respondents

	OC (Occupation)
	Occupation of the Respondents

	SL (Study Level)
	Study Level of the Respondents

	UT (University Type)
	University Type of Respondents’ Institution

	Location
	Location of the Respondents’ Institution 

	SS (Students Status)
	Status of the Respondents in their respective institutions   

	UA (University Name)
	Name of the Respondents’ University

	F (Faculty)
	Respondents’ Faculty in the University 

	MNP (Mobile Network Provider)
	Mobile Network Provider preferred by the Respondents 

	INC (Income)
	Income Level of the Respondents

	FMPU (Frequency of Mobile Phone)
	Frequency of Mobile Phone Usage by the Respondents

	HELP (Education)
	Highest Educational Qualification of Respondents’ parent


In these equations, the dependent variables are Current Academic Performance of the Respondents and Perceived Students Loyalty etc.
Analysis Technique
The data collected from the cross – sectional survey is analyzed using a combination of ordinal logistic regression, descriptive statistics (frequency and percentages). Ordinal logistic regression is considered because the dependent variables are ordinal such as the current academic grade. The method models the relationship between dependent variables and independent variables, including Perceived Mobile Phone Usage Habits for academic activities and demographic factors. Descriptive statistics summarize demographic trends and highlight key patterns in academic performance and perception of mobile phone usage habits.

3. 
Results and Discussions
Table 2: Demographic Characteristics of the Respondents
	Category
	Subcategory
	Frequency
	Percent

	Gender
	Male
	751
	37.6

	
	Female
	1249
	62.5

	Age Group
	0 – 16 
	142
	7.1

	
	17 – 22 
	773
	38.7

	
	23 – 28 
	474
	23.7

	
	29 – 34 
	381
	19.1

	
	35 and Above
	230
	11.5

	Marital Status
	Single
	1415
	70.8

	
	Married
	434
	21.7

	
	Separated
	45
	2.3

	
	Widow
	11
	0.5

	
	Widower
	37
	1.8

	
	Divorced
	58
	2.9

	Income Bracket
	No Income
	296
	14.8

	
	Below N50, 000
	426
	21.3

	
	N50, 000
	516
	25.8

	
	N50, 001 – N100, 000
	439
	22.0

	
	N100, 001 – N200, 000
	206
	10.3

	
	Above N200, 000
	117
	5.9

	Study Level
	Undergraduate 
	1720
	86.0

	
	Postgraduate 
	280
	14.0

	University Type
	State
	897
	44.9

	
	Federal
	505
	25.3

	
	Private
	598
	29.9

	Location Residential
	Main Campus
	1757
	87.8

	
	Off Campus
	243
	12.2

	Students Status
	Full Time 
	1685
	84.3

	
	Part Time
	315
	15.7

	University Name
	Lagos State University, Ojo
	600
	30.0

	
	University of Lagos
	505
	25.3

	
	Lagos State University of Science and Tech.
	295
	14.8

	
	Pan – Atlantic University
	100
	5.0

	
	Caleb University
	148
	7.4

	
	Anchor University
	177
	8.9

	
	Augustine University
	115
	5.8

	
	Eko University of Medicine & Health Sciences
	60
	3.0

	Faculty
	Arts
	171
	8.6

	
	Sciences
	551
	27.6

	
	Education
	222
	11.1

	
	Law
	158
	7.9

	
	Management Sciences
	287
	14.4

	
	Transportation
	99
	5.0

	
	Communication
	225
	11.3

	
	Environmental Studies
	29
	1.5

	
	Engineering
	76
	3.8

	
	Medicine and Health Sciences
	24
	1.2

	
	Agriculture 
	71
	3.6

	
	Social Sciences
	69
	3.5

	
	Clinical Sciences
	18
	0.9

	Occupation 
	No Job
	260
	13.0

	
	Internship 
	810
	40.5

	
	Part Time Job
	744
	37.2

	
	Full Time Job
	186
	9.3

	Parents Highest Qualification
	No Education
	47
	2.4

	
	Basic Education
	268
	13.4

	
	First Degree Holders
	626
	31.3

	
	Second Degree Holders
	670
	33.5

	
	Third Degree Holders
	389
	19.5


Source: Authors’ Computation
The majority of the respondents are female accounting for 62% of the respondents, indicating students familiar with mobile internet network for academic activities in tertiary institutions are female (Fayose et al., 2024). This means majority of students in tertiary institutions in Lagos are female. Majority of the respondents are aged 17 – 22, with minimal representation from (Teenagers) age group 0 – 16 (7.1%), indicating potential challenges in familiarizing with online learning. Distribution of Respondents by Current Academic Grade shows a significant representation of the students used internet access for academic activities which is reflected in their academic performances. Results also reveal that parents with no education (2.4%) may have limited knowledge about mobile network providers and their services which could influence students’ choices (Kotler and Keller, 2016). Parents with second degrees (33.5%) may be more informed about mobile network providers and their services leading to more informed decisions about students’ mobile network choices (Aaker, 1991) while parents with third degrees (19.5%) may be highly informed about mobile network providers and their services which could lead to more discerning preferences about students’ mobile network providers for academic activities (Porter, 1985). Inferences made implies that parents’ educational qualifications can influence students’ choice of mobile network providers for academics, parents with higher educational qualifications may play a significant role in guiding their children’s choices of mobile network providers in Lagos and finally, there is a significant relationship between parents’ highest educational qualifications and perceived students’ choice of mobile network providers for academic activities.
Table 3: Items on Academic Variables on Mobile Network Usage 
	Category
	Subcategory
	Frequency
	Percent

	Current Academic Grade
	Fail
	25
	1.3

	
	Third Class
	45
	2.3

	
	2nd Class Lower
	592
	29.6

	
	2nd Class Upper
	1029
	51.4

	
	First Class
	309
	15.5

	Frequency of Mobile Internet Usage for Academic Purposes
	Low Usage
	25
	1.3

	
	Moderate Usage
	305
	15.3

	
	Frequent Usage
	597
	29.8

	
	High Usage
	603
	30.2

	
	Very High Usage
	470
	23.5

	Types of Academic Activities performed on Mobile Devices
	Online Lectures
	397
	19.9

	
	Online Research
	370
	18.5

	
	Note Taking and Organization
	303
	15.2

	
	Mobile Learning Apps
	195
	9.8

	
	Collaboration and Communication
	192
	9.6

	
	Accessing Digital Libraries
	184
	9.2

	
	Submission of Assignments and Projects
	197
	9.9

	
	Real – Time Information and Updates
	162
	8.1

	Importance of Mobile Network Provider for Academic Success 
	Extremely Not Important
	43
	2.2

	
	Not Important
	202
	10.1

	
	Important
	589
	29.5

	
	Very Important
	697
	34.8

	
	Extremely Very Important
	469
	23.5

	Students’ Perceptions of Loyalty Characteristics
	Retention
	852
	42.6

	
	Recommendation
	476
	23.8

	
	Positive Word of Mouth
	270
	13.5

	
	Resistance to Switching
	206
	10.3

	
	Long – Term Commitment
	196
	9.8

	Mobile Phone Usage Habits
	Social Media Usage
	635
	31.8

	
	Gaming
	131
	6.6

	
	Music
	176
	8.8

	
	Video Streaming
	218
	10.9

	
	Browsing and Surfing
	470
	23.5

	
	Taking and Sharing Photos
	370
	18.5

	Mobile Network Provider in Lagos
	MTN
	701
	35.1

	
	GLO
	335
	16.8

	
	Airtel
	294
	14.7

	
	9mobile
	237
	11.9

	
	Ntel Nigeria
	126
	6.3

	
	Smile Nigeria
	94
	4.7

	
	Spectranet Nigeria
	82
	4.1

	
	Swift Networks
	88
	4.4

	
	IpNX Nigeria
	43
	2.2


Source: Authors’ Computation
The data in Table 3 highlighted Academic activities students engaged in while using mobile internet network and the importance of Mobile Network Provider for Academic Success in Lagos. A significant portion (51.4%) of the respondents is academically sound (2nd Class Upper division), 15.1% are in First Class division. This indicates that the students are actually using mobile network for academic activities. Distribution of Frequency of Mobile Internet Usage for Academic Purposes shows that 30.2% of the students recorded high usage of mobile internet for academic purposes, 23.5% of the students believed they recorded a very high usage of mobile internet for academic purposes and finally, only 1.3% recorded low usage of mobile internet for academic purposes, this suggests that mobile internet has become an essential tool for academic purposes among students (Kukulska – Hulme, 2013; Ally, 2009). Meanwhile, Distribution of Mobile Phone Usage Habits for Academic Activities indicated that 38.4% use Mobile Phone – enabled Internet for both Online Lectures and Online Research, 9.9% use Mobile Phone – enabled Internet for Online Submission of Assignment and Projects Submission while 8.1% use Mobile Phone – enabled Internet for Real – Time Information and Updates respectively. This suggests that students are leveraging mobile internet to access educational resources and engage in self – directed learning and also indicated that students use mobile internet to stay informed about academic and campus – related updates (Kukulska – Hulme, 2013; Kuss and Griffiths, 2011 and Ally, 2009).
Furthermore, in the Students’ Perceptions of Loyalty Characteristics section, it reveals that 42.6% believed that retention is a key characteristic of student loyalty, this suggests that students view loyalty as a continuous process and they remain committed to their preferred mobile network provider for academic activities (Hallowell, 1996); 23.8% believed that recommendation is a characteristic of student loyalty to mobile network providers, this indicates that students who are loyal to their mobile network providers are more likely to recommend them to others for academic activities (Zeithaml, et al., 1996; Boulding, et al., 1993).
Finally, in the Students’ Preferred Mobile Network Providers for Academics, it is observed students preferred MTN as their main mobile network provider for academic activities (35.1%), a relatively lesser percentage of students chose GLO as mobile network provider for academic activities (16.8%) while only 2.2% of the respondents preferred IpNX Nigeria as their chosen    mobile network provider for academics. Inference made shows that MTN’s network coverage pricing plan and possibly customer supports are perceived as favourable by students, also GLO’s services are also perceived as satisfactory by a significant proportion of students while IpNX Nigeria may need to improve its services, pricing or marketing strategies to increase its market share among students in Lagos (Kotler and Keller, 2016; Aaker, 1991 and Porter, 1985). 
These findings underscore the urgency to expand network coverage, improve efficiency and address network failure so as to increase students’ academic performance and social inclusion. Mobile network providers in Lagos should strive to develop long – term relationships with students by providing ongoing support, exclusive benefits and opportunities for continued engagement.
Table 4: Items on Psychological Variables on Mobile Network Usage

	Category
	Subcategory
	Frequency
	Percent

	Perceived Quality of Service (I am satisfied with the quality of service provided by my mobile network provider).
	Very poor
	183
	9.2

	
	Poor 
	378
	18.9

	
	Average 
	66
	3.3

	
	Good
	689
	34.4

	
	Excellent
	684
	34.2

	Satisfaction with Mobile Network Provider (I am happy with my decision to choose this mobile network provider).
	Very dissatisfied 
	188
	9.4

	
	Dissatisfied 
	405
	20.3

	
	Neutral 
	74
	3.7

	
	Satisfied
	664
	33.2

	
	Very satisfied 
	669
	33.5

	Trust in Mobile Network Provider (I trust my mobile network provider to provide reliable services).
	Very Untrustworthy 
	189
	9.5

	
	Untrustworthy
	415
	20.8

	
	Neutral
	83
	4.2

	
	Trustworthy
	651
	32.6

	
	Very trustworthy 
	662
	33.1

	Perceived Value of Mobile Network Provider (I feel that the services provided by my mobile network provider are worth the cost)
	Very low value
	154
	7.7

	
	Low value
	326
	16.3

	
	Average value
	209
	10.5

	
	High value
	649
	32.5

	
	Very high value
	663
	33.1

	Loyalty to Mobile Network Provider (I intend to continue using my current mobile network provider)
	Very not loyal
	189
	9.5

	
	Not loyal
	406
	20.3

	
	Neutral 
	85
	4.3

	
	Loyal 
	652
	32.6

	
	Very loyal
	668
	33.4

	Switching Intentions (I am likely to switch to a different mobile network provider in the near future)
	Very likely to switch 
	187
	9.4

	
	Likely to switch 
	410
	20.5

	
	Neutral  
	84
	4.2

	
	Unlikely to switch 
	655
	32.8

	
	Very unlikely to switch 
	664
	33.2

	Perceived Ease of Use of Mobile Network Provider (I find it easy to use the services provided by my mobile network provider)
	Very difficult to use 
	216
	10.8

	
	Difficult to use
	408
	20.4

	
	Neutral 
	87
	4.4

	
	Easy to use
	641
	32.1

	
	Very easy to use
	648
	34.8

	Attitude towards Mobile Network Provider (I have a positive attitude towards my mobile network provider)
	Very negative 
	193
	9.7

	
	Negative 
	385
	19.3

	
	Neutral 
	81
	4.1

	
	Positive 
	662
	33.1

	
	Very positive 
	679
	34.0

	Subjective Norms towards Mobile Network Provider (My friends and family think I should use this mobile network provider)
	Strongly disagree
	181
	9.0

	
	Disagree 
	392
	19.6

	
	Neutral 
	80
	4.0

	
	Agree 
	676
	33.8

	
	Strongly agree
	671
	33.6

	Perceived Behavioral Control towards Mobile Network Provider (I have control over my decision to use this mobile network provider)
	Strongly disagree
	248
	12.4

	
	Disagree 
	470
	23.5

	
	Neutral 
	67
	3.4

	
	Agree 
	591
	29.5

	
	Strongly agree
	624
	31.2


Source: Authors’ Computation
The data in Table 4 highlighted Psychological Variables as a comprehensive framework for determining students’ loyalty to mobile network providers in Lagos. Inference on perceived quality of service implied that Students generally perceive the quality of service provided by mobile network providers as high or good quality (Kumar et al., 2017). This suggests that students are satisfied with the network coverage, speed and reliability (Kim et al., 2018). In the satisfaction with mobile network providers section, students are moderately satisfied with their mobile network providers (Anderson and Sullivan, 1993). We concluded that while students are generally happy with their mobile network providers, there is room for improvement. This collaborated finding by Fornell et al., (1996). In the distribution of trust in mobile network providers section, students have a moderate level of trust in their mobile network providers (Morgan and Hunt, 1994). This implies that students are cautious in their dealings with network providers and may be influenced by factors like customer service and reliability (Ganesan, 1994). Also, in the distribution of perceived value of mobile network providers section, students perceive the value offered by mobile network providers as moderate (Zeithaml, 1988). Inference indicates that students believe they are getting a fair deal from their network providers but may be open to exploring other options (Parasuraman and Grewal, 2000). In the distribution of loyalty to mobile network providers section, students exhibit a moderate level of loyalty to their mobile network providers (Oliver, 1999). Inference suggests that while students are generally committed to their network providers, they may be influenced by factors like pricing, coverage and customer service. This supported argument by Dick and Basu, (1994). Meanwhile, in the switching intentions section, a significant minority of students (29%) intend to switch mobile network providers (Keaveney, 1995). Inference suggests that network providers need to focus on retaining customers and addressing concerns around pricing, coverage and customer service (Ganesh et al., 2000). Furthermore, in the distribution of perceived ease of use of mobile network providers section students generally find it easy to use their mobile network providers’ services (Davis, 1989). This indicates that providers are doing a good job of making their services user – friendly and accessible (Venkatesh and Davis, 2000). Finally, in the attitude towards mobile network providers and perceived behavioral control towards mobile network providers sections, students generally have a positive attitude towards their mobile network providers (Fishbein and Ajzen, 1975). Students also have a moderate level of control over their dealings with mobile network providers (Ajzen, 1991). Inference suggest that network providers are doing a good job of building brand awareness and loyalty among students (Kotler and Keller, 2009), also students feel they have some agency in their relationships with the network providers but may be influenced by factors like pricing and coverage (Taylor and Todd, 1995). These findings suggest that students in Lagos have a generally positive perception of mobile network providers but there is room for improvement in areas like customer service, pricing and coverage. Network providers that focus on building trust, loyalty and positive attitudes among students are likely to retain customers and attract new ones.
Table 5: Items on Environmental Variables on Mobile Network Usage
	Category
	Subcategory
	Frequency
	Percent

	Availability of Mobile Network Provider’s Services
	Very Unavailable
	178
	8.9

	
	Unavailable
	357
	17.8

	
	Neutral 
	62
	3.1

	
	Available 
	716
	35.8

	
	Very available 
	687
	34.4

	Quality of Mobile Network Coverage
	Very poor
	183
	9.2

	
	Poor 
	378
	18.9

	
	Average 
	66
	3.3

	
	Good
	689
	34.4

	
	Excellent
	684
	34.2

	Accessibility of Mobile Network Provider’s Customer Support
	Very difficult to access
	155
	7.8

	
	Difficult to access
	330
	16.5

	
	Neutral
	205
	10.3

	
	Easy to access
	648
	32.4

	
	Very easy to access 
	662
	33.1

	Environmental Awareness of Mobile Network Provider
	Very unaware
	163
	8.2

	
	Unaware
	336
	16.8

	
	Neutral 
	203
	10.2

	
	Aware 
	641
	32.1

	
	Very aware 
	657
	32.9

	Perceived Impact of Mobile Network Provider on the Environment 
	Very negative
	191
	9.6

	
	Negative 
	386
	19.3

	
	Neutral 
	74
	3.7

	
	Positive 
	680
	34.0

	
	Very positive 
	669
	33.5

	Availability of Mobile Network Provider’s Eco-Friendly Services
	Very Unavailable
	183
	9.2

	
	Unavailable
	376
	18.8

	
	Neutral 
	64
	3.2

	
	Available 
	690
	34.5

	
	Very available 
	687
	34.4

	Quality of Mobile Network Provider’s Environmental Initiatives
	Very poor
	203
	10.2

	
	Poor 
	405
	20.3

	
	Average 
	69
	3.5

	
	Good
	664
	33.2

	
	Excellent
	659
	33.0

	Mobile Network Provider’s Compliance with Environmental Regulations
	Very Incompliant
	182
	9.1

	
	Incompliant
	376
	18.8

	
	Neutral 
	66
	3.3

	
	Compliant 
	690
	34.5

	
	Very compliant 
	686
	34.3

	Perceived Environmental Responsibility of Mobile Network Provider
	Very irresponsible 
	181
	9.0

	
	Irresponsible 
	372
	18.6

	
	Neutral 
	64
	3.2

	
	Responsible 
	697
	34.8

	
	Very responsible 
	686
	34.3

	Mobile Network Provider’s Environmental Sustainability Practices
	Very unsustainable 
	156
	7.8

	
	Unsustainable
	334
	16.7

	
	Neutral 
	202
	10.1

	
	Sustainable 
	651
	32.6

	
	Very sustainable 
	657
	32.9


Source: Authors’ Computation
The data in Table 5 highlighted Perceived Environmental Variables as a comprehensive framework for determining students’ loyalty to mobile network providers in Lagos. Insight on Availability of Mobile Network Provider’s Services indicates that 70% of the students in Lagos tertiary institutions have access to mobile network provider’s services which is a significant factor in determining their loyalty (Kotler and Keller, 2016). In the distribution of Quality of Mobile Network Coverage section, it is observed that 68% of the students are satisfied with the quality of mobile network coverage which can influence their loyalty to the network provider (Zeithaml et al., 1996). In the distribution of Accessibility of Mobile Network Provider’s Customer Support section, it reveals that 65% of the students find it easy to access customer support which is crucial in building trust and loyalty (Hallowell, 1996).

Also, in the Environmental Awareness of Mobile Network Providers section, 65% of the students are aware of the environmental impact of mobile network providers which can influence their loyalty to eco – friendly providers (Peattie and Crane, 2005). In the distribution of Perceived Positive Impact of Mobile Network Providers on Environment section, it indicates that 67% of the students perceive mobile network providers as having a positive impact on the environment which can enhance their loyalty (Mohr et al., 2001). In the distribution of Availability of Mobile Network Provider's Eco – friendly Services section, it is suggested that 68% of the students have access to eco – friendly services that can influence their loyalty to providers that offer such services (Leonidou and Leonidou, 2011).

Furthermore, in the distribution of Quality of Mobile Network Provider's Environmental Initiatives section, the result indicates that 66% of the students are satisfied with the quality of environmental initiatives, which can enhance their loyalty to network providers that prioritize environmental sustainability (Dixon and Clifford, 2007). Also, in the distribution of Mobile Network Provider's Compliance with Environmental Regulations section, we observed that 68% of the students perceive mobile network providers as complying with environmental regulations, which can influence their loyalty to responsible network providers (Delmas and Blass, 2010).

In the distribution of Perceived Environmental Responsibility of Mobile Network Providers section, it reveals that 69% of the students perceive mobile network providers as being environmentally responsible which can enhance their loyalty to network providers that prioritize environmental sustainability (Ramsey and McCord, 2005). Finally, in the distribution of Mobile Network Provider's Environmental Sustainability Practices section, it is concluded that 64% of the students are aware of mobile network providers' environmental sustainability practices which can influence their loyalty to providers that prioritize environmental sustainability (Salo, 2008). 

These findings suggest that the selected environmental variables provided a comprehensive framework for determining students' loyalty to mobile network providers in Lagos for academic purposes. The framework highlights the importance of environmental awareness, eco – friendly services and environmental sustainability practices in influencing students' loyalty to mobile network providers in Lagos tertiary educational institutions.
Test of Hypothesis

This subsection discusses findings of the ordinal regression analysis conducted in the study which explores factors and effects of some selected independent variables on Current Academic Performance of the Respondents (CAP) and Perceived Students Loyalty (SL).  The significance levels of the regression parameters were examined and decisions regarding their influences of these variables are revealed.
Table 6: Ordinal Regression Analysis (Model Fitting Information)
	 Model Fitting Information

	Model
	-2 Log Likelihood
	Chi-Square
	df
	Sig.

	Intercept Only
	4447.561
	
	
	

	Final
	4411.779
	35.782
	10
	.000

	Link function: Logit.


Since the model is significant, it shows there is a significant improvement in fit as compared to the null model. This further means the model is showing good fit.
Table 7: Ordinal Regression Analysis (Goodness of Fit)
	Goodness-of-Fit

	
	Chi-Square
	df
	Sig.

	Pearson
	8405.989
	4070
	.000

	Deviance
	4369.911
	4070
	.001

	Link function: Logit.


The Goodness of fit statistic indicates a poor fit since the p – value is significant. This means there are significant differences in the observed data and fitted (assumed) model.
Table 8: Ordinal Regression Analysis (Pseudo R - Square)
	Pseudo R-Square

	Cox and Snell
	.018

	Nagelkerke
	.020

	McFadden
	.008

	Link function: Logit.


There is 8% improvement in the prediction of outcome based on the predictors in comparison to the null model using McFadden Test. 
Table 9: Ordinal Regression Analysis of the effect of selected independent variables on Current Academic Performance
	Variables
	Estimate
	Std. Error
	t-statistic
	df
	Sig. (p-value)
	95% C.I.
	Exp(B)

	Age
	0.093
	0.051
	3.339
	1
	0.058
	(-0.007, 0.193)
	1.098

	University
	-0.014
	0.032
	0.178
	1
	0.673
	(-0.076, 0.049)
	0.986

	Gender
	0.152
	0.088
	2.944
	1
	0.086
	(-0.022, 0.325)
	1.164

	Marital Status
	-0.154
	0.052
	8.897
	1
	0.003
	(-0.256, -0.053)
	0.857

	Institution Type
	0.038
	0.093
	0.171
	1
	0.679
	(-0.143, 0.220)
	1.039

	Occupation
	-0.073
	0.067
	1.178
	1
	0.278
	(-0.205, 0.059)
	0.930

	Income Level
	-0.029
	0.039
	0.544
	1
	0.461
	(-0.104, 0.047)
	0.971

	Student Status
	-0.187
	0.120
	2.406
	1
	0.121
	(-0.423, 0.049)
	0.829

	Parents Qualification
	0.126
	0.045
	7.835
	1
	0.005
	(0.038, 0.214)
	1.134

	Mobile Network Provider
	0.065
	0.019
	10.985
	1
	0.001
	(0.103, 0.026)
	0.937


Outcome variable: current academic performance

Source: Authors’ Computation
Results from ordinal regression analysis in Table 9 show some factors influencing current academic performance of students in tertiary institutions in Lagos. The estimate for Age indicates that for every one – unit increase in Age, the log odds of being in a higher academic grade category increase by 0.093. The p – value is marginally significant suggesting that Age may be a significant predictor of academic grade (Field, 2013). The odds ratios indicate for every one unit increase in Age, the odds of being in a higher academic grade category increase by approximately 9.8% (Exp(B) = 1.098) (Hosmer et al., 2013). 
Similarly, the estimate for University Name is not a significant predictor of academic grade (estimate = -0.014). The p – value is insignificant, it implies that University Name does not have a significant impact on academic grade (Tabachnick and Fidell, 2013). The odds ratios indicate the odds of being in a higher academic grade category are approximately 1.4% lower for students from different universities. 

The estimate for Gender shows that being female (compared to male) is associated with higher log odds of being in a higher academic grade category. The p – value is insignificant implying that Gender may not be a significant predictor of academic grade in this study. This is contrary to Field (2013) findings. The Exp(B) indicates that being a female increases the odds of being in a higher academic grade category by approximately 16.4% (Hosmer, et al., 2013).
The estimate for Marital Status indicates that being married (compared to single) is associated with a lower log odd of being in a higher academic grade category. The p – value is significant suggesting that Marital Status is a significant predictor of academic grade in this study (Tabachnick and Fidell, 2013). The Exp(B) indicates that being a married decreases the odds of being in a higher academic grade category by approximately 14.3%.
The estimate for Institution Type shows 0.038 which indicates that attending a private university (compared to Federal or State) is associated with a slightly higher log odds of being in a higher academic grade category. However, p – value of 0.679 is not significant, this suggests that institution type is not a significant predictor of academic grade. The Exp(B) indicates that being in a private university increases the odds of being in a higher academic grade category by approximately 3.9%.
Furthermore, the estimate for Occupation of the Students shows -0.073 which indicates that having a part – time job (compared to not working or full – time job) is associated with a slightly lower log odds of being in a higher academic grade category. However, the p – value of 0.278 is not significant suggesting that Occupation of the students is not a significant predictor of students’ academic grade. The Exp(B) = 0.930 indicates that having a part – time job as a student decreases the odds of being in a higher academic grade category by approximately 7.0% (Shadish et al., 2002).
In addition, the estimate for Income Level of the Students shows – 0.029 which indicates having a higher income level is associated with a slightly lower log odds of being in a higher academic grade category. The p – value of 0.461 is insignificant implying that income level of the students is not a significant predictor of academic grade. The Exp(B) = 0.971 indicates that having higher source of income as a student slightly decreases the odds of being in a higher academic grade category by approximately 2.9% (Creswell, 2014).

Finally, estimate of 0.065 inferred that Mobile Network Provider has a significant positive effect on the current academic grade of students in Lagos. P – value of 0.001 is highly significant suggesting that Mobile Network Provider is a significant predictor of academic grade (Field, 2013). The Exp(B) value of 0.937 indicates that for every one – unit increase in the Mobile Network Provider (i.e. switching from one provider to another), the odds of being in a higher academic grade category decrease by approximately 6.3% (Hosmer, et al., 2013). These observations and findings emphasize the need for students in Lagos to pick any university of their choices since University Type is not a significant predictor of academic grade. Students are advised to complete their studies before getting married with married students having lower chance of having higher grade in their academics. Students who use a particular mobile network provider may have lower academic grades compared to those who use other mobile network providers. Universities in Lagos should consider mobile network provider used by students when designing academic programmes and support services (Tinto, 1993). Mobile Network Providers should investigate underlying reasons that may cause negative effects on some academic grades and explore ways to implore their services to suite and support students’ academic success.
Table 10: Ordinal Regression Analysis of the effect of selected independent variables on Perceived Students’ Loyalty
	Variables
	Estimate
	Std. Error
	t-statistic
	df
	Sig. (p-value)
	95% C.I.
	Exp(B)

	Gender
	-0.181
	0.085
	4.537
	1
	0.033
	(-0.347, 0.014)
	0.834

	Marital Status
	0.027
	0.050
	0.295
	1
	0.587
	(-0.071, 0.125)
	1.027

	Age Group
	0.051
	0.047
	1.152
	1
	0.283
	(-0.042, 0.144)
	1.052

	Parents Qualification
	0.087
	0.043
	4.100
	1
	0.043
	(0.003, 0.170)
	1.091

	Income Level
	0.005
	0.031
	0.028
	1
	0.866
	(-0.055, 0.066)
	1.005

	Institution Type
	-0.067
	0.051
	1.731
	1
	0.188
	(-0.168, 0.033)
	0.935


Outcome variable: Perceived Students Loyalty to Mobile Network Provider
Source: Authors’ Computation
Results from ordinal regression analysis in Table 10 show some factors influencing Perceived Students Loyalty to Mobile Network Provider in tertiary institutions in Lagos. The estimate of (– 0.181) for Gender suggests that being male (compared to female) is associated with a lower log odd of being in a higher loyalty category. The p – value (0.033) is significant suggesting that Gender is a significant predictor of loyalty (Field, 2013). The odds ratios (Exp(B)) value of 0.834 implies that being male decreases the odds of being in a higher loyalty category by approximately 16.6% (Hosmer, et al., 2013). The estimate (0.027) for Marital Status indicates that being married (compared to other categories) is associated with slightly higher log odd of being in a higher loyalty category. The p – value (0.587) is insignificant which means that marital status is not a significant predictor of loyalty. The (Exp(B)) value of 1.027 implies that being married increases the odds of being in a higher loyalty category by approximately 2.7% (Hosmer, et al., 2013). Meanwhile, the estimate (0.051) for Age Group implies that being in an older age group is associated with slightly higher log odds of being in a higher loyalty category. The p – value (0.283) is not significant suggesting that Age Group is not significant predictor of loyalty. The (Exp(B)) value of 1.052 implies that being in an older age group increases the odds of being in a higher loyalty category by approximately 5.2% (Field, 2013). Also, the estimate (0.051) for Parent Highest Qualifications reveals that a parent with higher qualifications is associated with higher log odds of being in a higher loyalty category. The p – value (0.0.43) is significant implying that Parent Highest Qualifications is significant predictor of loyalty. The (Exp(B) = 1.052) suggests that having a parent with higher educational qualifications increases the odds of being in a higher loyalty category by approximately 9.1% (Pampel, 2000). Furthermore, the estimate (0.005) for Income Level reveals that having a higher income level is associated with very slightly higher log odds of being in a higher loyalty category. The p – value (0.866) is insignificant implying that income level is not a significant predictor of loyalty. The (Exp(B) = 1.005) indicates that having a higher income level increases the odds of being in a higher loyalty category by approximately 0.5% (Long, 1997). Finally, the estimate (–0.067) for University Type indicates that attending a private university (compared to State or Federal) is associated with slightly lower log odds of being in a higher loyalty category. The p – value (0.188) is insignificant meaning that university type is not a significant predictor of loyalty. The (Exp(B)) value of 0.935 implies that attending private university decreases the odds of being in a higher loyalty category by approximately 6.5% (Agresti, 2002). These investigations emphasize the need for mobile network providers in Lagos to consider demographic characteristics of students when designing marketing campaigns and loyalty programs. Universities should consider impact of parental education on students’ loyalty to mobile network providers and explore ways to support students from diverse backgrounds (Pampel, 2000). 
4.         Summary
The study highlights students' heavy reliance on mobile internet for academics, with most achieving high academic performance. MTN is the preferred provider, while GLO and IpNX lag. Loyalty is linked to retention and recommendations. Findings stress the need for better network coverage, efficiency, and student-focused engagement to enhance academic success. Providers must improve coverage, efficiency, and engagement to enhance students' academic success and social inclusion. Students in Lagos perceive mobile network providers positively, with moderate satisfaction, trust, and loyalty. While services are user-friendly, factors like pricing, coverage, and customer service influence switching intentions (29%). Providers must enhance trust, loyalty, and value to retain students and attract new customers through better service and engagement. Students' loyalty to mobile network providers in Lagos is influenced by service availability, network coverage, customer support, and environmental sustainability. High awareness (65-70%) of eco – friendly initiatives enhance trust. Providers prioritizing accessibility, compliance, and sustainability practices can strengthen student loyalty for academic purposes in tertiary institutions. The model is significant, indicating a good fit and a significant improvement compared to the null model. McFadden Test shows an 8% improvement in outcome prediction using predictors compared to the null model.

Age and marital status significantly impact academic performance, with older and single students performing better. University type, gender, occupation, and income level are not significant predictors. Mobile network providers influence grades, with switching linked to lower performance. Universities and network providers should optimize services to support student academic success. Gender and parental education significantly influence student loyalty to mobile network providers, with males being less loyal and higher parental education increasing loyalty. Age, marital status, income, and university type are not significant predictors. Network providers should tailor loyalty programs based on demographics, while universities should support diverse student backgrounds.
5. 
Conclusion
This study highlights the crucial role of mobile network providers in students' academic performance and loyalty. While most students rely on mobile internet for their studies, factors like pricing, coverage, and customer service influence their satisfaction and switching intentions. MTN remains the preferred provider, while GLO and IpNX lag in preference. Network providers significantly impact academic performance, with switching linked to lower grades. Environmental sustainability and service availability enhance student loyalty. Gender and parental education are key loyalty predictors, while university type, age, and income are less significant. To retain students, providers must enhance trust, coverage, and engagement strategies.
6.         Recommendations
Mobile network providers should enhance coverage, efficiency, and student-focused engagement to support academic success. Improving customer service and pricing strategies can reduce switching rates. Universities should integrate mobile network considerations into academic support services. Network Providers should leverage demographic insights to design effective loyalty programs and prioritize sustainability initiatives to strengthen student trust and long – term retention.
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