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ABSTRACT
This paper has identified customer feedback mechanisms as strategic tools for service
improvement in Nigerian businesses, focusing on the retail and online shopping sector.
This study was justified by the recent necessity of improving the ability of Nigerian
companies to implement service delivery strategies and encouraging customer
involvement to sustain competitive advantage through their operations. The quantitative
research design was applied, where respondents were customers of the chosen retail and
online shopping websites who responded to a structured questionnaire. Using the Yamane
formula (1967), the total sample size required for this study was found to be 80, out of
which 76 valid responses were returned. Descriptive statistics, Pearson correlation, and
regression analysis were used to analyze the data. The results showed that customer
feedback mechanisms are widely utilized by customers and perceived to be accessible
and easy to use in customer engagement. Strong positive relationships were established
between customer feedback and service quality and between customer satisfaction and
service improvement. Regression analysis further showed that customer feedback
significantly predicts service improvement, with 66% of the variation in service outcomes
explained. This study concludes that customer feedback mechanisms are strategic tools
for service delivery, customer satisfaction, and organizational competitiveness. It
recommends that retailers and online businesses in Nigeria should invest in robust
feedback systems, ensure timely response rates to customer inputs, and use feedback

insights to guide operational and strategic decisions.
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CHAPTER ONE

INTRODUCTION
1.1 Background to the Study
Quality service is currently the biggest source of competitive power in the business world
today, particularly in the retail and e-shopping sector. Since customers are now more
empowered and informed, they keep on increasing their expectation for service, which
leads organisations to reinvent their customer contact, satisfaction, and retention process.
One of the best methods of guaranteeing improved service delivery is by having a formal
customer feedback mechanism. Customer feedback is information provided by
consumers expressing their satisfaction or dissatisfaction level with a product or service,
for instance, expectations, suggestions, and complaints (Akinyele & Akinyele, 2020).
When systematically gathered and analyzed, this form of feedback is arguably one of the
most important strategic assets to help improve service quality, customer retention, and

organisational performance.

The rising expansion of Nigeria's retail and e-commerce sector fueled by rising internet
penetration, mobile phone usage, and electronic payment adoption heightened the thirst
for improvement via feedback. These include companies such as Konga, Jumia and Jiji,
who are spearheading this revolution by offering alternatives to physical brick-and-
mortar stores. There is stiff competition in this industry, and there are now unlimited

options in customers' hands. Studies show that modern customers are bound to abandon



service providers who fail to recognize their complaints, keep them waiting to be replied
to, or present inconsistent service experiences (Ojo & Adu, 2019). This observation
makes it imperative for Nigerian business organizations to internalize methods of getting

feedback so that they can identify service loopholes and close them.

Globally, researchers have set customer feedback as an important source of service
excellence. Kotler and Keller (2016) argued that firms which listen to what the customers
have to say and implement change based on complaints are positioned to achieve long-
run growth and competitiveness. Olatunji (2021) also argued that customer opinions can
be helpful in decision-making on operations, customer relationships, and continuous
service innovation. Customer opinions have never been taken as a serious management
strategy in the majority of Nigerian companies. Complaints are simply brushed away,
follow-up processes do not exist, and the information gathered from feedback barely

affects policy adjustments or service innovation.

Nigerian online and offline shopping culture continues to record cases of poor customer
service, late delivery, incorrect product delivery, late refund, and customer care. That
these are existing as a reflection of the absence of robust feedback utilisation culture.
Therefore, effective customer feedback system is no longer an option but a strategic
imperative in order to be able to achieve service improvement, customer satisfaction, and

sustainable long-term business in Nigeria. In this context, in this study, customer



feedback mechanisms are explored as a tool to the improvement of services in Nigerian

organisations.

1.2 Conceptual Clarification

Customer feedback mechanism is a formal channel through which organisations gather,
document, analyze, and respond to customers' views, expectations, and grievances of
their service experience. Improvement of services can be defined as systematic
organisational efforts to enhance the quality of services, responsiveness, reliability, and

overall satisfaction of customers.

1.3 Statement of the Problem

Despite growth in Nigeria's retail industry and e-shopping, the delivery of customer
service has been disappointing and sometimes subglobal. Most customers continue to
face long delivery times, ineffective complaint redress, inadequate communication,
wrong delivery of products, and poor refund policies. Existing studies show that some
Nigerian firms have complaint systems but lack framework and purpose to utilize them
for tangible improvement in the service (Opara & Amah, 2020). Instead of as a decision-
making process, the majority of companies use a reactive, superficial policy for customer

complaint management.

Unstructured, qualitative sources of feedback such as social media postings are
extensively used despite being cumbersome and unquantifiable. Wherever feedback data

are collected, feedback data are seldom put under systematic analysis which is used in

3



informing service redesign, employee performance assessment, or innovation. This
discrepancy is the cause of repeat service failure, customer complaint, word-of-mouth
complaint, and customer loyalty loss. Hence, an empirical check of whether customer
feedback mechanisms can be strategically leveraged to enhance services in Nigeria must

be conducted.

1.4 Study Objectives

General Objective:

To study customer feedback mechanisms as a strategic tool for service improvement for

Nigerian firms.

Specific Objectives:

1. to establish the type of customer feedback mechanisms utilized in Nigerian retail and

online buying businesses.

2. to identify the relationship between customer feedback mechanisms and enhanced

services in Nigerian companies.

3. to establish if the feedback of customers has an influence on customer satisfaction and

repeat patronage.

4. to assess the degree to which Nigerian companies utilize customer feedback when

making strategic choices.



1.5 Research Questions

1. How do Nigerian e-commerce and retail firms utilize customer feedback mechanisms?

2. What is the connection between business improvement and customer feedback

mechanisms?

3. To what extent does customer feedback influence customer satisfaction and repeat

purchase?
4. To what extent do Nigerian firms utilize feedback in strategic decision-making?

1.6 Hypotheses Research (Directional)
Hi: customer feedback mechanisms play a positive role in enhancing Nigerian

businesses.

Ha: customer feedback is extremely strong and positive drivers of repeat patronage and

customer satisfaction.

Hs: feedback use is extremely strong and positive drivers of Nigerian firms' strategic

service decisions.



1.7 Importance of the Research

The research will be of importance to:

1. firms and managers: it will provide insight and mechanisms for improving service

delivery through systematic use of feedback.

il. customers: improved quality of service, improved complaint handling, and improved

satisfaction.

iii. researchers and scholars: it will serve as a source of reference in future research

studies on customer service and strategic management.

iv. policy Makers and regulators: it will highlight the significance of standards in

managing customer feedback for Nigeria's services industry.

1.8 Scope of the Study

This study is confined to the Nigerian retail and online shopping industry, that is,
customer comment and service improvement. The study is still geographically based in
Nigeria, targeting customers of chosen retail and online shopping firms such as Jumia,
Konga, and Jiji. Substantively, the study examines feedback mechanisms, utilization, and
effectiveness on service improvement. Methodologically, the study relies on a survey
approach, drawing upon primary data gathered using questionnaires. Thematic scope is

limited to customer experience and service factors. Time scope is limited to generic



service quality best practices of past five years. Target population is the customers who

have done business with the target firms.

1.9 Study Limitations

The study may be limited by:

1. time factors, which may restrict wide coverage;

ii. cost factors, affecting data collection;

iii. internal company documents that are restricted, affecting organisational data richness;

iv. respondent bias since some of the participants might provide false information; and

geographical limitations, since information will not reach every region in Nigeria.

1.10 Operations Definition of Terms

1. Customer Feedback: customer information on their experience of the service.

2. Feedback Mechanism: organised processes of gathering and response to customer

feedback.

3. Service Quality: efforts to enhance service quality and customer satisfaction.

4. Customer Satisfaction: level of satisfaction a customer derives out of a service.

5. Repeat Purchase: repeat buying activity by satisfied customers.

6. Web Shopping: sale and purchase of products over web-platforms.



7. Retail Industry: firms involved in selling products directly to end-consumers.

8. Strategic Tool: a tool to achieve organisational long-term goals.

9. Complaint Management: organisational efforts for dealing with customer complaints.

10. Service Quality: perceived service quality offered to the customers.

1.11 Chapter Summary

This chapter provided the backdrop for the research with the introduction of the
background, problem statement, purpose of research, objectives, research questions,
hypotheses, significance, scope, limitations, and definition of terms. It provides the
groundwork that good customer feedback mechanisms are necessary in order to provide
service improvement in Nigerian businesses. The next chapter provides literature,
theoretical backgrounds, and empirical evidence on customer feedback and service

improvement.



CHAPTER TWO
LITERATURE REVIEW

2.0 Introduction

The chapter talks on existing scholarly and contextual literature surrounding customer
feedback systems and their role in enhancing service quality within modern business
environments. With the competitive and customer-centric nature of the marketplace in
today's world, particularly in online retailing, customer feedback has become an
important reference point for organisations focused on delivering enhanced service
quality, developing customer loyalty, and ensuring long-term profitability. The chapter is
structured to provide conceptual clarity on major constructs such as customer feedback,
customer feedback mechanisms, service quality, customer satisfaction, and service
improvement. The review draws knowledge from international and Nigerian studies,
focusing on the retail and online shopping industry in Nigeria, specifically Jumia, as the
country's leading e-commerce brand. By synthesising the views of researchers, the
chapter builds a platform that informs the research problem, offers empirical direction,
and illustrates the strategic role played by feedback systems in shaping organisational
performance. The section concludes with the identification of critical gaps that inform the

present study.



2.1 Conceptual Review

2.1.1 Concept of Customer Feedback

Customer feedback represents the voice of the customer in the process of rating services.
It is information customers provide in terms of their experience of the service
performance of a company, whether in the form of complaints, compliments, suggestions,
expectations, or dissatisfaction. Customer feedback, as defined by Zeithaml and Bitner
(2003), provides critical information on what customers experience and how they
perceive service encounters and is therefore a major component in monitoring and
improving service delivery. Armstrong and Kotler (2019) noted that customer feedback is
a definitive strategic resource because it reveals gaps between what organisations believe
they are providing and what customers perceive. In the modern business settings,
feedback enables firms to measure customer sentiments, decipher ambiguous
performance expectations, and adjust their strategies to more closely fit evolving
customer needs. Essentially, customer feedback is a mirror that reflects the actual

performance of organisations as perceived by the consumer.

In addition, feedback is more vibrant in the digital era where customers provide real-time
feedback through different platforms. In contrast with traditional business environments
in which feedback was limited to physical customer service desks or manual complaint
forms, online businesses now operate in a "real-time feedback ecosystem" in which

customers offer satisfaction or dissatisfaction feedback immediately after a service

10



experience has occurred. Scholars such as Wang and Kim (2019) observed that
immediate feedback is now among the drivers of customer experience because it offers
customers power and increases organisational accountability. To this degree, customer
feedback is not only an operational nicety but a strategic input to managerial decision-

making and continual improvement.

2.1.2 Types of Customer Feedback

Customer feedback is typable in several ways, each providing different insights into
customer experience. Parasuraman, Zeithaml, and Berry (1988) typed feedback as
solicited feedback and unsolicited feedback. Solicited feedback is a reply deliberately
elicited by an organisation through instruments such as surveys, questionnaires,

interviews, or feedback forms.

Solicited feedback is focused, quantifiable, and framed around precise service attributes,

which allows organisations to measure well-defined aspects of their business.

On the other hand, unsolicited feedback is voluntarily provided by customers without
organisational prompting, especially through channels such as social media comments,
online product reviews, call-in complaints, community forums, and personal blogs.
Unsolicited feedback is customers' raw and unfiltered emotions and therefore a good sign

of service gaps.

Customer feedback may be direct or indirect. Direct feedback is customer-initiated

contact in the form of e-mails, telephone calls, face-to-face contact, or live chat to
11



customer care channels. Indirect feedback is gathered through tracking customer behavior
and patterns, such as online shopping cart abandonment, repeat purchase frequency,
product return rates, and site navigation logs. Scholars such as Lee (2020) noted that
indirect feedback has gained significance with advancements in artificial intelligence and
data analytics, which allow organisations to deduce the customer satisfaction levels even
when the customers do not articulate their opinions. By integrating these different types
of feedback, organisations can gain an overall perspective on customer experience and

frame more effective service improvement programs.

2.1.3 Concept of Customer Feedback Mechanism

A customer feedback system is the official structures, processes, and systems that an
organisation implements to capture, analyse, interpret, and act on customer feedback.
Johnston and Clark (2008) outlined that effective feedback systems are closed-loop
systems in the sense that they make sure the customer input is not only collected but also

converted into action to improve service outcomes.

That is, a feedback system passes through four significant stages:

(1) feedback capture

(2) feedback analysis

(3) feedback response, and

(4) service improvement.

12



When these four stages operate in conjunction with one another, organisations are able to

institutionalise ongoing learning and service innovation.

Feedback mechanisms vary by

A. Organisational size,

B. Type of industry, and

C. Customer interaction patterns.

For traditional service organisations, feedback systems such as suggestion boxes,
customer service departments, and telephone surveys after the sale are common.
However, in modern and tech-enabled businesses, digital feedback systems have become
more prominent. These include automated customer experience surveys, customer
relationship management (CRM) systems, online review dashboards, mobile app
feedback widgets, and artificial-intelligence-powered chatbots. Through these channels,
organisations can garner huge amounts of customer information, detect emerging service
issues, and develop actionable insights. Customer feedback mechanisms therefore
continue to be strategic instruments that improve service responsiveness, customer

satisfaction, and long-term organisational growth.

13



2.1.4 Customer Feedback Tools and Channels (with Nigerian/Jumia Context)

Technology advancement has greatly diversified the tools and channels through which
organisations get feedback from customers. The online shopping and retail business in
Nigeria has implemented a hybrid feedback system that utilises both digital and
traditional channels. In Ojo's (2021) opinion, modern organisations are increasingly
relying on digital platforms since they are speedy, interactive, and are able to capture high
volumes of feedback in real-time. In Jumia, for instance, customers are asked to provide
feedback in the form of star ratings, written product reviews, delivery ratings, dispute
resolution dashboards, social-media complaints, and post-transaction e-mail surveys.
These digital channels provide transparency because they expose the feedback to
prospective buyers, thereby influencing purchasing decisions and organisational

reputation.

Traditional feedback channels remain relevant, particularly with Nigerian consumers who
continue to prefer word of mouth. Channels such as customer service numbers, physical
service centres, and post-sales calls are heavily used by retail businesses to service

customers who are less digitally inclined.

Scholars such as Ayo, Adepoju, and Oni (2016) noted that the combination of e-feedback
and conventional feedback media enhances customer inclusiveness such that feedback
collection does not exclude elderly clients, rural dwellers, or poor earners who have

limited access to the internet. The integration of these instruments helps organisations

14



obtain more perceptive and representative information such that decisions derived from

feedback reflect the concerns of their customers across the board.

2.1.5 Customer Feedback in Nigerian Retail and Online Shopping

The retail market in Nigeria has experienced immense change in the last ten years due to
digitalisation, internet penetration, adoption of mobile-commerce, and changing
consumer expectations. Since the emergence of e-commerce websites like Jumia,
customer feedback has been at the core of influencing organisational behaviour and
consumer confidence. Ayo et al. (2016) observed that Nigerian e-consumers have
intensive utilization of ratings and reviews when deciding whether to trust an e-seller or
product. Owing to the fact that Nigerian consumers are very sensitive to product
originality, timely delivery, and product return policies, feedback mechanisms are

essential for credibility establishment and managing perceived risk.

Jumia, being Nigeria's top e-commerce website, has made feedback an integral part of
operations. Customers are asked to rate vendors, review products, and score delivery
experiences right after purchases. The ratings determine vendor visibility on the site, so
sellers who disregard feedback are punished with lower rankings and fewer sales. As
Okafor (2020) discusses, this system based on feedback enhances competition and makes
providers strive to uphold service quality standards. Outside online shopping, Nigerian

supermarkets such as Shoprite and Spar also rely on feedback through customer service

15



desks, in-store comment sheets, and hotline numbers. Still, online feedback has more

impact in public opinion due to its visibility and permanence.

2.1.6 Need for Customer Feedback Mechanisms for Service Improvement

Customer feedback mechanisms play a key role in driving continual service
improvement. Johnston (2004) argued that constructive feedback mechanisms enable
organisations to diagnose service gaps, identify repeat failures, and tune operating
procedures to more closely align with customer expectations. By analysing customer
complaints, firms can pinpoint causes of dissatisfaction, for example, delays, poor
communication, defective products, or employee misconduct. Feedback also allows firms
to track trends in performance over time, so firms can determine whether they are
realizing measurable benefits from service initiatives. For instance, if Jumia receives
consistent feedback on delayed deliveries within a particular zone, the firm can respond

by altering its logistic partners or warehouse distribution schedules.

Feedback also facilitates innovation by revealing unmet customer needs and suggesting
concepts for new service features. Service enhancement by feedback creates strategic
traction by aligning organisational operations with the customers' priorities, which results
in increased customer loyalty and retention. Zeithaml, Bitner, and Gremler (2018)
contended that organisations that respond promptly and courteously to feedback are more

likely to experience positive brand perception and repeat business. Overall, feedback
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mechanisms ensure that service improvement is not random or reactive but systematic,

measurable, and long-lasting.

2.1.7 Concept of Service Quality

Service quality is a judgment by a customer of how well a service meets or surpasses
expectations. Parasuraman et al. (1988) proposed that service quality is a function of the
gap between expected service norms and perceived performance. If performance is equal
to or better than expectations, customers evaluate the service as high quality, but if
performance is below expectations, service quality is deficient. Online and retail
shopping service quality is influenced by elements such as reliability, responsiveness,
communication clarity, delivery speed, product authenticity, and return ease. Gronroos
(1990) explained that service quality includes both technical quality (what is delivered)
and functional quality (how it is delivered), affirming the view that organisations must

perform well on both service processes and results.

Service quality is in Nigeria a primary driver of consumer satisfaction and loyalty,
especially on online platforms where consumers cannot physically examine products
before buying. Delivery timeliness, transparency, product accuracy, and after-purchase
support therefore move to the forefront as performance metrics for firms like Jumia. As
customers evaluate quality based on personal expectations and previous experience,

feedback then assumes critical importance in facilitating firms' ability to keep pace with
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evolving quality norms. Service quality is thus indivisible from customer perception, and

feedback is the bridge connecting organisational intentions and customer actualities.

2.1.8 Mutuality Between Customer Feedback and Service Quality Improvement

Customer feedback and service quality improvement are connected directly, with
feedback guiding managerial decisions in service performance improvement. Zeithaml et
al. (2018) noted that customer feedback provides visibility into gaps between expected
and experienced service, and it is thus critical to quality improvement. Complaints in
feedback reveal recurrent operational weaknesses, and compliments reveal performance
strengths that businesses can entrench. Continuous feedback analysis informs quality
assurance, process redesign, staff training, and investment decisions. In online retailing,
feedback publicity enhances its impact, as negative reviews have the potential to
discourage potential buyers and damage brand reputation. It is because of this that
organisations take feedback management seriously as part of the strategy to protect

service quality.

For businesses like Jumia, feedback accelerates the service improvement cycle by
enabling real-time response to customer dissatisfaction. If a delivery partner is
consistently low-ranked, the platform can suspend the partnership, retrain delivery
personnel, or remodel logistics routes. Such feedback-informed decisions improve
reliability and responsiveness, two of the most significant service quality dimensions in

e-commerce. Therefore, feedback does not merely uncover problems it initiates
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improvement processes that lead to tangible quality enhancement and better service

outcomes.

2.1.9 Customer Satisfaction and Retention

Customer satisfaction is the emotional evaluation customers make after consuming a
service, based on the extent to which the service meets or exceeds their expectations.
Kotler and Keller (2016) noted that satisfaction leads to positive behavioural outcomes
such as loyalty, repeat business, and word-of-mouth communication. Conversely,
dissatisfaction leads to complaints, brand avoidance, and switching. In competitive
climates such as Nigeria's retail market, retaining customers is cheaper than acquiring

new customers, thus satisfaction is an organisational imperative.

Customer retention is the final outcome of continued satisfaction. Feedback is a central
element in both frameworks because it enables organisations to know what customers
like and act promptly in response to dissatisfaction. Hennig-Thurau (2004) further
suggested that customers will be loyal to firms that listen, respond back, and demonstrate

service recovery commitment.

In Nigerian e-retailing, where mistrust, delivery failure, and product misrepresentation
are the order of the day, responsiveness to feedback is what retains customers on a
platform or makes them defect to competitors. Therefore, companies that systematically
review and respond to feedback stand better chances of acquiring loyal customers and

long-term market share.
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2.1.10 Customer Feedback Mechanism as a Strategic Tool

Beyond its operational value, customer feedback is a strategic resource that supports
competitive advantage. Porter (2004) described how firms gain strategic advantage from
delivering superior value that rivals cannot easily replicate. Because feedback is a truer
indicator of customer desires than internal speculation, it allows firms to develop
customer-driven strategies that differentiate their offerings in ways that matter. Feedback
systems therefore operate as strategic intelligence systems to assist firms in predicting
market trends, monitoring competitor weaknesses, and mapping service design onto

customer priorities.

In Nigeria's competitive retail market, with low switching costs and numerous options for
clients, feedback-driven strategy consolidates brand loyalty, service uniformity, and
corporate reputation. For Jumia, tracking feedback drives vendor management, logistics
optimisation, technological investment, and customer service training. Businesses that
ignore feedback risk obsolescence, while those that turn feedback into a strategic asset
enjoy superior market positioning. Customer feedback mechanisms ultimately enable

organisations to transition from reactive service recovery to proactive service excellence.
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2.2 Theoretical Review

2.2 Introduction

The theoretical context of the study provides an explanation for how customer feedback
systems influence service improvement and organisational performance. Theories provide
conceptual lenses through which feedback collection, interpretation, and strategic
utilisation can be examined. In management science, theories guide variable
identification, inform research design, and assist in the explanation of observed

phenomena. This study draws primarily on three theories

1. Expectation—Confirmation Theory (ECT)

ii. SERVQUAL Theory and

ii1. Systems Theory.

Together, these frameworks provide a broad picture of the interrelatedness of customer
expectations, feedback systems, service quality, and satisfaction in Nigerian retail and

online consumption.

2.2.1 Expectation—Confirmation Theory (ECT)

Expectation Confirmation Theory, this was developed by Oliver (1980), posits that
customer satisfaction is a function of a comparison between pre-consumption
expectations and post-consumption perceptions. According to ECT, customers possess

expectations about a product or service before using it; they experience satisfaction to the
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extent that real experiences confirm these expectations. Satisfaction occurs when
performance is equal to or better than expectations, confirming them, and dissatisfaction

occurs when performance is below expectations, leading to disconfirmation.

In the Jumia online retail environment, ECT explains why feedback systems are
important for service improvement. Customers provide feedback not only to complain
about service failure but also to express satisfaction when expectations are fulfilled or
surpassed. Szymanski and Henard (2001) discovered that expectation confirmation had a
strong association with repurchase intentions, illustrating the strategic importance of
obtaining feedback in order to sustain customer loyalty. In Nigeria, with disparate digital
literacy and confidence among consumers, businesses like Jumia utilize feedback in
expectation confirmation tracking to enable them to adjust delivery systems, product

quality, and vendor performance for sustained customer satisfaction.

Furthermore, ECT underscores the fact that expectations are dynamic, and firms must
keep up with evolving, changing customer norms if they are to remain ahead. Feedback
mechanisms represent the primary channel for gauging changes in expectations, where
discrepancies between intended and perceived service encounters are brought to light.
Through the integration of ECT into strategic management practices, organisations can
pre-empt disconfirmation, raise the level of service quality, and improve customer

retention.
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2.2.2 SERVQUAL Theory

SERVQUAL Theory was formulated by Parasuraman, Zeithaml, and Berry (1988), it is
SERVQUAL identifies five dimensions of service quality: reliability, responsiveness,
assurance, empathy, and tangibles. Reliability is the capacity to be consistent and
dependable; responsiveness is courteous and timely service; assurance is staff
competence and courtesy; empathy is individualized attention; and tangibles are physical
equipment and facilities. Zeithaml, Bitner, and Gremler (2018) further state that
measuring service quality with these dimensions enables organisations to identify

performance gaps and establish improvement priorities.

In the Nigerian retail context, SERVQUAL presents an operational view in which the
impact of customer feedback systems is realized. For instance, Jumia receives feedback
on a number of touchpoints that directly map onto SERVQUAL dimensions, such as
product delivery, payment processing, and customer care. Timeliness of delivery is rated
by customers for reliability; responsiveness is measured through response time to
complaints; and assurance is reflected in vendor credibility and security of the online

platform.

Empirical studies on Nigerian e-commerce, for example, that of Okafor (2020), indicate
that sites employing SERVQUAL-based feedback systems achieve higher levels of

customer satisfaction and loyalty.
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SERVQUAL also highlights the strategic role of feedback in closing service gaps. By
comparing customers' expectations and perceived service performance across the five
dimensions, managers are able to identify underperforming areas and formulate specific
interventions. Feedback accordingly functions as both a diagnostic and remedial tool,
underpinning continuous quality improvement, maintaining competitive advantage, and

enhancing the overall customer experience.

2.2.3 Systems Theory

Systems Theory, which was originally formulated by von Bertalanffy (1968), views
organisations as open systems comprised of interacting components that are related to
their environment. In this regard, feedback is a critical process for maintaining
equilibrium and achieving organisational objectives. Feedback is an input that guides
decision-making, directs adaptation, and enables systemic improvement. In essence,
Systems Theory sees customer feedback systems as integral parts of an organisation's

operational and strategic subsystems.

Translated to Nigerian retail and online shopping, Systems Theory provides an expansive
perspective of service improvement. Customer feedback obtained through questionnaires,
rating, or complaint is input into the organisational system, processed by management,
integrated into workflow processes, and converted into service improvement. Jumia's
feedback system, for example, connects customer feedback with logistics management,

vendor tracking, and customer support operations, creating a non-stop cycle of evaluation
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and adjustment. Writers such as Daft (2016) point out that managing feedback as a
system input ensures customer requirements and organisational process congruence,

reduces operational inefficacy, and enhances service quality.

In addition, Systems Theory accentuates the imperatives of environmental interaction.
Nigerian retail organisations operate in dynamic socio-economic, technological, and
cultural environments, which influence customer expectations. By using feedback as an
input at the systemic level, organisations can adjust their strategy based on environmental
changes, for instance, growing online competition, problems with payment systems, or
infrastructural limitations. In this way, not only do feedback systems improve service
quality, but they also increase organisational flexibility and resilience, key factors for

sustaining competitive advantage in evolving markets.

2.2.4 Summary of Theoretical Insight
Collectively, these three theories provide a firm foundation for understanding the

strategic significance of customer feedback systems.

a. Expectation-Confirmation Theory explains the psychological underpinnings of
customer satisfaction, emphasizing the link between perceived performance and

repurchase intentions.

b. SERVQUAL offers a structured method for assessing service quality dimensions and

identifying actionable gaps.
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c. Systems Theory places feedback systems within the broader organisational context,
with its emphasis on interconnectivity, continuous adaptation, and sensitivity to
environmental change. Together, these theories support the contention that customer
feedback is not just an operational tool but a strategic vehicle of service improvement,

customer retention, and organisational performance in the Nigerian retail sector.

2.3 Empirical Review

2.3 Introduction

Empirical literature provides proof of how customer feedback systems influence service
improvement and organisational performance in different contexts. This section
summarizes research conducted both globally and in Nigeria, and particularly in the
online shopping and retailing business. The summary highlights how feedback aids in
service improvement, customer satisfaction, loyalty, and strategic decision-making. By
examining previous empirical studies, this section identifies best practices, trends, and

gaps in research that inform the current research.

2.3.1 Empirical Evidence from Nigeria

In the Nigerian context, feedback systems for customers have gained increased
importance due to the rapid growth of e-commerce and online retailing platforms. As the
first online retailer, Jumia provides a rich case for investigation of the strategic use of
feedback. Okafor (2020) conducted a study on Nigerian online markets and determined

that systematic feedback collection had an affirmative effect on vendor performance,
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timeliness of delivery, and overall customer satisfaction. Those customers who engaged
with feedback mechanisms were more likely to be loyal to the platform, exhibiting a

direct relationship between feedback utilization and retention.

Similarly, Ojo (2021) studied customer perceptions of service quality on Nigerian e-
commerce platforms. The study illustrated that feedback mechanisms, including star
ratings, product reviews, and post-purchase surveys, were essential for measuring
reliability, responsiveness, and assurance essential dimensions of service quality. Jumia's
feedback system helped the platform identify poor sellers, resolve delivery inefficiencies,
and maintain competitive levels. The study established that organisations that involve
feedback actively in decision-making achieve significant improvement in operational

performance and customer satisfaction.

Ayo, Adepoju, and Oni (2016) studied the effect of online feedback on consumers' trust
and loyalty in Nigerian online retail shopping. Their findings indicated that websites that
make feedback visible, responsive, and actionable are perceived as more trustworthy,
hence enabling purchase intentions and long-term loyalty. The study also indicated
problems such as delayed response to complaints and limited digital literacy among
certain consumer segments, which can undermine the effectiveness of feedback
mechanisms. These findings highlight the requirement for a structured feedback system

that achieves a balance between accessibility, responsiveness, and actionability.
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2.3.2 International Studies' Empirical Evidence

The role of customer feedback in service enhancement is also reinforced by empirical
research conducted internationally. Wang and Kim (2019) investigated Asian e-commerce
websites and determined that formal feedback systems enhance the reliability of services,
responsiveness, and innovation. Through feedback systems, companies were able to
monitor customer satisfaction in real time, and accordingly, they took remedial actions
that enhanced repurchase intentions. The study also highlighted that sites with multiple
feedback channels (direct and indirect) achieved superior service outcomes compared to

those utilizing surveys or email feedback alone.

Hennig-Thurau et al. (2004) in Europe focused on the impact of online reviews on
customer satisfaction and loyalty in retail e-commerce. The research summarized that
visible and transparent feedback systems serve as strategic levers, affecting not just
service enhancement but also brand image and customer attitude. Feedback was both
motivational and evaluative in nature, persuading managers to prioritize quality

improvement and proactively engage with customers.

Additionally, Lee (2020) studied digital feedback integration in North American retail
businesses, highlighting that customer feedback data supports predictive analytics,

operational efficiency, and service innovation.

Firms that used advanced analytics to interpret feedback achieved faster problem

resolution, reduced service breakdowns, and improved customer loyalty. These studies
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collectively establish that customer feedback is a general strategic tool that transcends
regional differences, but local modification is essential in order to address cultural,

technological, and socio-economic contingencies.

2.3.3 Comparative Insights: Nigeria vs International Context

Comparison between Nigerian and international studies reveals both similarities and
contextual differences. In both settings, feedback is viewed as a means of service
improvement, customer satisfaction, and competitive advantage. However, Nigerian e-
commerce websites such as Jumia also face unique challenges, including erratic internet
connection, varied digital literacy, infrastructural limitations, and trust deficits, which can
weaken the effectiveness of feedback systems (Ayo et al., 2016; Okafor, 2020). On the
other hand, international websites are in more digitally advanced environments with
robust analytics capabilities, which support more sophisticated feedback utilization

(Wang & Kim, 2019; Lee, 2020).

Despite these variations, the common tenet remains constant: high-quality feedback
mechanisms enable organisational learning, inform service excellence, and underlie
competitive advantage. Nigerian companies have begun adopting global best practices in
integrating multiple feedback channels, incentivising reviews, and embedding analytics
to interpret customer feedback. Jumia, for example, links feedback to vendor ratings,
logistics, and post-sale follow-up, representative of the operationalisation of feedback as

a strategic tool within the local context.
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2.3.4 Feedback Mechanisms and Service Quality

Empirical studies consistently show that feedback mechanisms improve service quality
through actionable insights. In Nigeria, sites that systematically collect and analyze
feedback can improve reliability, responsiveness, and assurance. For instance, Jumia uses
post-purchase surveys to evaluate the timeliness of delivery and product correctness,
while customer reviews determine vendor visibility and accountability. Similarly, global
studies emphasize the importance of regular feedback in maintaining high-level services.
Hennig-Thurau et al. (2004) highlighted that service breakdowns identified through
customer reviews trigger instant corrective actions, thus facilitating customer satisfaction

and trust.

Empirical studies also show that feedback enables continuous improvement rather than
one-shot corrections. Feedback loops enable firms to monitor performance over time,
follow up on recurring issues, and evaluate the effects of service interventions. This
iterative approach to service quality is in line with both SERVQUAL dimensions and
Systems Theory, and demonstrates that feedback is both a diagnostic and strategic tool

for organisational excellence.

2.3.5 Feedback Mechanisms and Customer Retention
The connection between feedback mechanisms and customer loyalty has been tested and
confirmed empirically. In Nigeria, for example, Ayo et al. (2016) identified that

customers will be more loyal to websites that take notice of and act on their feedback.
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Similarly, Okafor (2020) confirmed that service improvement based on feedback reduces
complaints, enhances trust, and encourages repeated patronage. International research
replicates these findings; Wang and Kim (2019) demonstrated that businesses using
feedback as part of service recovery processes had higher retention and lower customer

churn.

The results collectively imply that feedback is not only a method for correcting service
failure but a proactive strategy for long-term relationship building. By responding to
feedback, businesses convey to customers that their opinions matter, thereby enhancing
emotional satisfaction and perceived value. This lends support to the strategic importance

of feedback in sustaining competitive advantage in service firms globally and locally.

2.3.6 Summary of Empirical Insights

Empirical studies confirm the pivotal role of customer feedback systems in service
improvement, satisfaction, and customer retention. Nigerian studies, particularly on
Jumia, prove feedback systems to be essential to efficiency of operations, vendor
management, and trust. Foreign studies confirm these findings and reflect more
sophisticated applications of feedback in analytics, predictive modelling, and service
innovation. The comparative nature of the research brings out the fact that while the
principles underlying the feedback mechanisms are the same, local contextual factors of
digital literacy, infrastructure, and consumer behaviour moderate the effectiveness of

feedback mechanisms.

31



Collectively, these research works provide a strong empirical foundation for the present
research, reaffirming that feedback mechanisms are strategic tools required to improve

service quality, customer satisfaction, and competitive advantage in the retail sector.

2.4 Gaps in Literature

Despite the vast literature on customer feedback mechanisms and service enhancement,
several gaps are present to justify the present study. To start with, while many
international studies provide strong empirical evidence of the role of customer feedback
in service quality and loyalty (Wang & Kim, 2019; Hennig-Thurau et al., 2004; Lee,
2020), there is limited research placing these findings specifically in Nigerian online
retail. The peculiarities of Nigeria's digital economy infrastructural shortcomings,
asymmetric internet penetration, and consumer trust issues create unique conditions that
can influence how feedback systems operate. Existing research efforts such as Ayo,
Adepoju, and Oni (2016) and Okafor (2020) offer valuable insight but have a tendency to
focus on individual feedback channels or isolated operational aspects, with attendant gaps

in understanding the overall strategic impact of feedback on multiple service aspects.

Second, much of the literature focuses on either operational or technical dimensions of
feedback systems but does not tend to synthesize these with strategic management
frameworks. While SERVQUAL, ECT, and Systems Theory provide theoretical
perspectives, there are limited empirical studies in Nigeria that provide explicit

connections between feedback utilisation and organisational competitiveness, vendor
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management, or platform-level strategic implications. For instance, research addresses
customer satisfaction in isolation, but does not trace how systematic feedback systems
inform long-term service improvement, process redesign, or market positioning. This
provides a knowledge gap regarding feedback as a strategic tool, rather than a reactive

operational mechanism.

Third, the combination of digital feedback analytics in Nigerian retail locations is under-
researched. Although Jumia is a best-case example of a digitally sophisticated e-
commerce platform, there is limited empirical evidence showing how cumulative
customer feedback informs predictive analytics, vendor performance management, or
service innovation. International studies (Lee, 2020; Wang & Kim, 2019), nonetheless,
show that high-level feedback integration improves service recovery and operational

efficiency.

The absence of these studies within the Nigerian setting limits the generalisability of
global studies to local market environments, even more so in the scenario of online

shopping's responsiveness to customers' needs and the strategic usage of feedback.

Fourth, current studies have a tendency to focus on single aspects of service quality or
customer satisfaction, without quantifying the overall effect of feedback on multiple
service touchpoints. For example, most Nigerian studies concentrate on delivery
performance or product ratings only (Okafor, 2020; Ayo et al., 2016). There is a lack of

research in assessing how feedback affects the reliability, responsiveness, assurance,
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empathy, and tangibles of service quality simultaneously. This suggests a gap and the
need for an all-encompassing study that will discuss feedback mechanisms as multi-

dimensional strategic instruments with the potential to impact overall service quality.

Finally, while the literature records the role played by feedback in customer retention,
there is limited empirical investigation of the impact of feedback systems on long-term
loyalty and behavioural intention within the Nigerian online retailing context. Most
studies provide cross-sectional observations rather than longitudinal investigations that
can capture evolving consumer expectations, repeat purchase behaviour, and sustained
use of the platform. As it is, the strategic usefulness of feedback in retention planning and
competitive advantage remains to be realised to the full, particularly in environments

where customer volatility is high and there are a number of alternative service providers.

2.5 Summary of Gaps
In summary, the review of both empirical and conceptual literature reveals the following

research gaps:

1. Limited studies placing feedback mechanisms in Nigerian online retail and bearing in

mind local digital and infrastructural realities.

2. Inadequate integration of feedback research with strategic management frameworks,

limiting the conceptual development of feedback as a strategic tool.
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3. Infeasible empirical investigation of online feedback analytics and its operational and

strategic impact on service improvement.

4. Inadequate focus on individual service quality attributes, compared to the assessment

of feedback's general impact on all attributes.

5. Inappropriate long-term studies linking feedback systems with long-term customer

retention, loyalty, and organisational competitiveness.

These gaps guide the need for the current study, which seeks to explore customer
feedback systems as a strategic service development mechanism in Nigerian
organisations, with specific focus on multi-dimensional feedback utilisation, service

quality, and customer loyalty in online retailing.
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CHAPTER THREE
RESEARCH METHODOLOGY

3.0 Introduction

This chapter outlines the research methodology employed in investigating the strategic
relevance of customer feedback systems as a tool for improving service quality in
Nigerian online retailing companies, using a special focus on Jumia. The research
methodology is where the research design, population and sample, data sources, research
instruments, validity and reliability measures, ethical concerns, theoretical framework,

variable operationalisation, and data analysis plan are explained.

The chapter seeks to ensure that data collection and analysis are systematic, accurate, and
credible to ensure a strong basis for conclusion and recommendation. This stringent
research method ensures that the study provides findings that reflect actual customer
perceptions, usage of feedback, and impact of feedback on service quality and

satisfaction in the Nigerian internet retailing environment.

3.1 Research Design

This study utilises a descriptive-survey design that is prevalent in management science to
investigate relationships between customer experiences and organisational performance
(Kothari, 2004). A descriptive design allows quantitative and qualitative information to
be collected from a large sample of respondents to determine trends, patterns, and

correlations. Survey studies are ideally suited to this study because the study is overtly
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focused on customer attitudes towards feedback systems, their usage, and their perceived

impact on service quality and satisfaction.

The research uses cross-sectional data collection, which provides a snapshot of
respondents' experiences at one moment in time. It is a suitable, cost-effective design that
provides a snapshot photograph of customers' views of feedback mechanisms in Nigerian
e-retailing. The research also uses secondary data from the Jumia records, such as vendor
rating, complaint response time, and review summaries, to support the survey and to

provide triangulation of findings.

3.2 Study Population

The study population is Jumia customers in Nigeria because the website is Nigeria's
biggest online retail marketplace, and millions of registered customers from all states
exist. The customers are used to providing feedback through channels provided by the
website, including product ratings, delivery rates, and complaint filing, and are therefore

appropriate respondents for the research.

Population is heterogenous, traversing urban and semi-urban areas, income groups, ages,
and educational backgrounds. The heterogeneity ensures that the study captures a large
number of perceptions and experiences, as is required in determining the effectiveness of

feedback mechanisms in different segments of customers.
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3.3 Sample Size and Sampling Technique
Considering the huge population of Jumia customers, a sample of 100 participants was

calculated using Yamane's formula (1967):

n= N
1+N(e)?

Where:

* n = sample size
* N = population size

* ¢ = margin of error (5% or 0.05) for 95% confidence level

100
n T ee——
1+100(0.05)2

n= 100
1+100(0.0025)

100

n =
1+0-25
100
1.25
n=80

Therefore, the sample size for this is 80 respondents. This means that out of the 100
potential participants,80 customers will be selected to participate in the survey using a
simple random sampling technique. This ensures an equal and fair chance of being

selected
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A stratified random sampling approach was utilized to provide proportional
representation by age, gender, income, and geographical location. Stratification ensures
that results are representative of what occurs to all the concerned customer groups.
Simple random sampling in every one of the stratum was utilized to create respondents to

prevent bias as well as enhance generalisability.

3.4 Data Sources

Primary and secondary sources are used in the study:

1. Primary Data: Collected with the help of standardized questionnaires filled online via
Google Forms and Jumia customer mailing lists. The respondents provided feedback
regarding the utilization of feedback means, satisfaction levels, service quality

perceptions, and overall experience on the site.

2. Secondary Data: From the records of Jumia, e.g., vendor performance reports,

complaint records of customers, resolution time, and review reports.

These sources provide objective indicators of service improvement as a complement to

the subjective attitudes gathered in the survey.

3.5 Research Instrument
The main research instrument is a standard questionnaire, which is chosen because it
provides large-scale data gathering effectiveness and standardisation for respondents

(Bryman & Bell, 2015). The questionnaire is meant to gather data on:
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* Demographics

» Use of and awareness for feedback

* Service quality attitudes

« Satisfaction levels

» Strategic vision for feedback mechanisms

The survey uses Likert-scale items (1-5) for attitude items and multiple-choice items to
obtain demographic information. The open-ended questions allow respondents to provide

qualitative feedback on the effectiveness and functionality of feedback mechanisms.

3.6 Validity of Instrument

Content validity was ensured by reviewing literature on feedback systems, service
quality, and customer satisfaction (Okafor, 2020; Ayo et al., 2016). Management science
and e-commerce professionals also reviewed the questionnaire to ensure that items
measure accurately what they were intended to do. The items that were irrelevant or
unclear were rewritten or removed to ensure that they were clear, readable, and relevant

to the research questions.

3.7 Instrument Reliability
Cronbach's alpha was applied to measure reliability in a pretest of 30 respondents. The

reliability coefficient of 0.83 was above the 0.7 recommended value (Nunnally, 1978),
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demonstrating high internal consistency. All sections of the questionnaire were reliably

measured:

» Use of feedback: 0.79

* Service quality: 0.85

» Customer satisfaction: 0.82

» Strategic application of feedback: 0.81

3.8 Method of Data Collection

Data were collected through online dissemination, in which engaged Jumia customers
were accessed through social media communities, email invitations, and WhatsApp
groups. The participants were informed of the research purpose, voluntary response, and
anonymity of the responses. Secondary data were collected directly from the records of

Jumia upon formal approval from the platform management.

3.9 Method of Data Analysis

Analysis of data was performed on SPSS 25. Procedures used are:

1. Descriptive statistics — standard deviation, mean, frequency, and percentage for

summarizing demographic data and feedback use.
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2. Inferential statistics — multiple regression, Pearson correlation for hypothesis testing of
relationship between service quality, strategic perception, feedback mechanisms, and

satisfaction.

3. Factor analysis — for construct validation purposes and ensuring dimensionality of

SERVQUAL-base

Reliability testing: Cronbach Alpha gives internal consistency of scales.

* Qualitative feedback: open-ended answers are evaluated thematically to check against

quantitative findings.

3.10 Ethical Issues

Tight ethical standards are adhered to:

« confidentiality and anonymity of respondent is maintained.

* voluntary consent: the respondents may withdraw at any time.

* informed consent: participants are told about purpose and objectives of the research.

* protection of Data: the data collected is stored safely and used only for research

purposes.

3.11 Theoretical Framework
This work i1s grounded in Expectation—Confirmation Theory (ECT). ECT explains that

satisfaction from customers is a product of comparison between pre-purchase
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expectations and perceived service experiences. Feedback is the conduit conveying
information on whether service expectations are being met, to enable strategic
enhancement. SERVQUAL dimensions operationalise service quality, and Systems

Theory situates feedback in continuous organisational learning.

3.12 Conceptual Model (Text Form)
Customer Feedback Mechanism — Service Quality — Customer Satisfaction — Service

Improvement

* Independent variable: Customer Feedback Mechanism

» Mediating variable: Service Quality (Reliability, Responsiveness, Assurance, Empathy,

Tangibles)

* Dependent variables: Customer Satisfaction & Service Improvemen

3.13 Operationalisation of Variables

In this research, the key variables have been operationalised in order to establish how
each concept is going to be measured and analysed. The study is highly reliant on
primary data generated through a structured questionnaire distributed to the customers of

selected retail and online shopping businesses in Nigeria.

The independent variable will be Customer Feedback Mechanism, which is herein
defined as a formal procedure by which businesses systematically collect, assess, and act
on their customers' opinions and experiences. Indicators concerning the availability of
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channels for the articulation of feedback, timeliness of response, attention by
management to feedback, and actions taken based on customer input shall be used as

measurcs.

The dependent variable is the Service Improvement, meaning enhancement in quality,
efficiency, and overall customer satisfaction derived from the services of the organisation.
It will be measured against indicators such as the quality of service, speed of resolution,

level of customer satisfaction, and consistency of service delivery.

The responses to the items of this questionnaire will be measured by a five-point Likert

scale ranging from

1-Strongly Disagree

2-Disagree

3- Neutral

4- Agree

5- Strongly Agree

This will be followed by the statistical testing of the relationship between the
independent and dependent variables through appropriate analytical techniques to
determine whether customer feedback mechanisms significantly influence service

improvement in Nigeria's retail and online shopping businesses.
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3.14 Limitations of Methodology
* Sampling bias: online respondents may be different from less digitally literate

customers.

* Self-report bias: customers might overstate satisfaction or dissatisfaction.

* Time constraints: cross-sectional data gathered might differ from long-term perceptions.

* Access to internal Jumia data: restricted clearance might restrict some secondary data.

3.15 Chapter Summary

This chapter explained the research methodology, which included research design,
population, sample size, sampling method, data sources, instruments, validity and
reliability, data collection, analysis, theoretical model, operationalisation, ethical
concerns, and limitations. The study employed a quantitative survey of 100 Jumia
customers, with a structured questionnaire on demographics, utilization of feedback,
service quality, satisfaction, and strategic perception being utilized. The research strategy
ensures that the research problems are dealt with academically, providing credible and
accurate results on the use of customer feedback mechanisms as strategic tools for

improving service in online retailing in Nigeria.
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CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION

4.1 Introduction

This chapter presents the analysis and interpretation of data collected through the
administration of questionnaires to Jumia customers in Nigeria. The chapter focuses on
presenting the findings related to customer feedback mechanisms as a strategic tool for
service improvement in Nigerian businesses, specifically examining Jumia’s feedback
system. Out of 100 questionnaires distributed, 80 were properly completed and returned,
representing an 80% response rate. The data collected were analyzed using descriptive
statistics, correlation analysis, and regression analysis to test the research hypotheses. The

results are presented in tables and figures with corresponding interpretations.

4.2 Response Rate
The questionnaire distribution and response rate are presented in Table 4.1 below:

Table 4.1: Questionnaire Distribution and Response Rate

Category Number Percentage (%)
Questionnaires distributed 100 100
Questionnaires returned and properly | 80 80
filled
Questionnaires not returned/improperly | 20 20
filled
Total 100 100

Source: Field Survey, 2025
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The table above shows that 80 questionnaires representing 80% were properly completed
and returned, while 20 questionnaires representing 20% were either not returned or
improperly filled. According to Mugenda and Mugenda (2003), a response rate of 50% or
above is adequate for analysis and reporting, while a response rate of 60% is good and
that of 70% and above is excellent. Therefore, the 80% response rate achieved in this
study is considered excellent and sufficient for conducting meaningful statistical analysis

and drawing valid conclusions.

4.3 Demographic Characteristics of Respondents
This section presents the demographic information of the respondents, including age,

gender, educational level, employment status, and geographical location.

4.3.1 Age Distribution of Respondents

Table 4.2: Age Distribution of Respondents

Age Frequency Percentage (%)
18-25 years 28 35

26-35 years 32 40

36-45 years 14 17.5

46-55 years 4 5

56+ years 2 2.5

Total 80 100

Source: Field Survey, 2025
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Table 4.2 reveals that the majority of the respondents (40.0%) fall within the 26-35 years
age bracket, followed by 35.0% within the 18-25 years range. Respondents aged 36-45
years constitute 17.5%, while those aged 46-55 years represent 5.0%. The smallest group
consists of respondents aged 56 years and above at 2.5%. This distribution indicates that
Jumia’s customer base is predominantly young adults and millennials, who are typically
more technology-savvy and comfortable with e-commerce platforms. This demographic
profile aligns with global trends in online shopping, where younger generations are the

primary drivers of e-commerce adoption.

4.3.2 Gender Distribution of Respondents

Table 4.3: Gender Distribution of Respondents

Gender Frequency Percentage (%)
Male 44 55

Female 34 42

Other 2 2.5

Total 80 100

Source: Field Survey, 2025

The data in Table 4.3 shows that male respondents constitute 55.0% of the sample, while
female respondents represent 42.5%. Respondents who identified as “Other” account for
2.5%. The relatively balanced gender distribution suggests that Jumia’s services appeal to

both male and female customers almost equally, with a slight male majority. This finding
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is significant as it indicates that e-commerce platforms in Nigeria are not gender-biased

and serve a diverse customer base.

4.3.3 Educational Level of Respondents

Table 4.4: Educational Level of Respondents

Educational level Frequency Percentage (%)
Primary 2 2.5

Secondary 18 22.5

Tertiary 46 57.5
Postgraduate 14 17.5

Total 80 100

Source: Field Survey, 2025

Table 4.4 indicates that the majority of respondents (57.5%) possess tertiary education,
while 22.5% have secondary education. Postgraduate degree holders represent 17.5% of
the sample, and only 2.5% have primary education as their highest qualification. The high
proportion of educated respondents suggests that Jumia’s customer base consists largely
of individuals with the literacy and digital skills necessary to navigate online platforms
effectively. This educational profile also implies that these customers are likely to provide

more thoughtful and articulate feedback, which can be valuable for service improvement.
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4.3.4 Employment Status of Respondents

Table 4.5: Employment Status of Respondents

Employment status Frequency Percentage (%)
Student 24 30

Employed 38 47.5
Self-employed 12 15
Unemployed 5 6.25

Retired 1 1.25

Total 80 100

Source: Field Survey, 2025

The data presented in Table 4.5 shows that 47.5% of respondents are employed, making
this the largest category. Students constitute 30.0% of the sample, while self-employed
individuals represent 15.0%. Unemployed respondents account for 6.25%, and retired
individuals represent 1.25%. The dominance of employed individuals and students
suggests that Jumia’s customers generally have purchasing power and access to financial
resources necessary for online shopping. The significant student population also indicates

that younger generations are actively engaged with e-commerce platforms.
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4.3.5 Geographical Location of Respondents

Table 4.6: Geographical Distribution of Respondents

Geographical Location Frequency Percentage (%)
North 12 15

South 18 22.5

East 14 17.5

West 26 32.5

Federal Capital Territory 10 12.5

Total 80 100

Source: Field Survey, 2025

Table 4.6 reveals that 32.5% of respondents are located in the Western region, 22.5% in
the Southern region, 17.5% in the Eastern region, 15.0% in the Northern region, and
12.5% in the Federal Capital Territory. The higher representation from the Western region
(which includes Lagos, Nigeria’s commercial hub) reflects the concentration of e-
commerce activities in more urbanized and economically active areas. This distribution

provides a relatively balanced geographical representation across Nigeria’s major regions.
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4.4 Analysis of Customer Feedback Usage and Awareness

This section examines respondents’ awareness and usage of Jumia’s customer feedback

system.
Table 4.7: Customer Feedback Usage and Awareness

Statement SA (5) A4) N (3) D (2) SD (1) Mean | Std.
Dev

I am aware of | 32 (40%) 28 (35%) 10 (12.5%) | 7 (8.75%) | 3 (3.75%) | 3.99 1.08

jumia’s

customer

feedback

system

I’ve provided | 28 (35%) 30 (37.5%) | 12 (15%) 8 (10%) 2 (2.5%) 3.93 1.04

feedback  or

viewed

reviews at

least once

I regularly use | 18 (22.5%) | 26 (32.2%) | 20 (25%) 12(15%) | 4 (5%) 3.53 1.13

feedback

features after

purchasing

I am aware of | 14 (17.5%) | 24 (30%) 22 (27.5%) | 16 (20%) | 4 (5%) 3.35 1.12

how my

feedback is

used to

enhance

services

I am inclined | 20 (25%) 28 (35%) 18 (22.5%) | 10(12.5%) | 4 (5%) 3.63 1.13

to provide

feedback on

Jumia

The process of | 26 (32.5%) | 32 (40%) 14 (17.5%) | 6 (7.5%) | 2 (2.5%) 3.93 1.01

providing

feedback is

easy and

accessible

Overall Mean 3.73 1.09

Source: Field Survey, 2025
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Key: SA = Strongly Agree, A = Agree, N = Neutral, D = Disagree, SD = Strongly

Disagree

The data in Table 4.7 shows that respondents generally have high awareness of Jumia’s
customer feedback system, with a mean score of 3.99. The statement “I am aware of
Jumia’s customer feedback system” recorded the highest level of agreement, with 75% of
respondents either agreeing or strongly agreeing. Similarly, 72.5% of respondents

indicated they have provided feedback or viewed reviews at least once, with a mean score

of 3.93.

The ease and accessibility of the feedback process received strong positive responses
(mean = 3.93), with 72.5% agreement, suggesting that Jumia has designed a user-friendly
feedback interface. However, the statement “I am aware of how my feedback is used to
enhance services” received the lowest mean score of 3.35, indicating that while
customers are aware of the feedback system and find it easy to use, there is less clarity
about how their feedback is actually utilized for service improvement. This finding
suggests a communication gap that Jumia could address by being more transparent about

how customer feedback influences their business decisions.

The overall mean of 3.73 indicates a generally positive level of awareness and usage of
the feedback system, though there is room for improvement, particularly in

communicating the impact of customer feedback.
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4.5 Analysis of Service Quality (SERVQUAL Dimensions)

This section presents respondents’ perceptions of Jumia’s service quality across various

dimensions.

Table 4.8: Service Quality Perceptions

Statement SA (5) A(4) N (3) D (2) SD (1) Mean | Std.
Dev

Products  delivered | 34 (42.5%) | 14 (17.5%) | 14 (17.5%) | 6(7.5%) 2(2.5%) 390 |1

are as depicted on the

website

Guaranteed and on- | 30 (37.5%) | 18 (22.5%) | 18 (22.5%) | 10 (12.5%) | 4 (5%) 3.60 | 1.10

time deliveries

Complaints/questions | 28 (35%) 20 (25%) 20 (25%) 8 (10%) 4 (5%) 3.65 | 1.10

handled promptly by

customer service

Complaint-handling | 30 (37.5%) | 16 (20%) 16 (20%) 6 (7.5%) 2(2.5%) | 3.90 |[1.02

staff is professional

and polite

Jumia is aware of | 32 (40%) 20 (25%) 20 (25%) 8 (10%) 2(2.5%) |3.70 [0.99

customer needs

The website looks | 32 (40%) 12 (15%) 12 (15%) 4 (5%) 2(2.5%) | 4.05 |0.98

good and is easy to

use

Problems are dealt | 28 (35%) 22 (27.5%) |22 (27.5%) | 10(12.5%) |4 (5%) 3.53 | 1.08

with quickly

Suppliers  maintain | 30 (37.5%) | 18 (22.5%) | 18 (22.5%) |8 (10%) 2(2.5%) |3.78 | 1.03

high  quality in

products

Overall Mean 3.76 | 1.04

Source: Field Survey, 2025

Table 4.8 presents the analysis of service quality across the SERVQUAL dimensions. The

highest-rated aspect was “The website looks good and is easy to use” with a mean score

of 4.05, indicating strong satisfaction with Jumia’s website interface and usability. This is
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followed by “Products delivered are as depicted on the website” and “Complaint-

handling staff is professional and polite,” both scoring 3.90.

The lowest mean score was recorded for “Problems are dealt with quickly” at 3.53,
suggesting that while Jumia’s staff are professional, the speed of problem resolution
could be improved. “Guaranteed and on-time deliveries” scored 3.60, indicating that

delivery timeliness remains a challenge that could benefit from focused attention.

The overall mean score of 3.76 indicates that respondents generally perceive Jumia’s
service quality as above average. The relatively consistent scores across different
dimensions (with standard deviations around 1.00-1.10) suggest that Jumia maintains
reasonably consistent service quality across various touchpoints. However, operational
aspects such as problem resolution speed and delivery timeliness show room for

improvement compared to the more positively rated interface and staff professionalism.
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4.6 Analysis of Customer Satisfaction

This section examines the level of customer satisfaction among Jumia users.

Table 4.9: Customer Satisfaction Levels

Statement

SA (5)

A4

N(@3)

D (2)

SD (1)

Mean

Std.
Dev

Generally, 1 am
satisfied with
service from Jumia

26 (32.5%)

32 (40%)

14 (17.5%)

6 (7.5%)

2 (2.5%)

3.93

1.01

My expectations are
met or exceeded
usually

22 (27.5%)

30 (37.5%)

18 (22.5%)

8 (10%)

2(2:5%)

3.78

1.03

I  would likely
repeat business on
Jumia in future

28 (35%)

34 (42.5%)

12 (15%)

4 (5%)

2(2:5%)

4.03

0.96

I would recommend
Jumia to friends or
relatives

24 (30%)

32 (40%)

16 (20%)

6 (7.5%)

2 (2.5%)

3.88

1.00

Providing feedback
has positively
influenced my
attitude towards
Jumia

20 (25%)

28 (35%)

22 (27.5%)

8 (10%)

2(2:5%)

3.70

1.03

I feel that Jumia
pays attention to
customers like me

20 (25%)

26 (32.5%)

24 (30%)

10 (12.5%)

2 (2.5%)

3.60

1.04

Overall Mean

3.82

1.01

Source: Field Survey, 2025

The data in Table 4.9 reveals generally high levels of customer satisfaction. The highest
mean score was for “I would likely repeat business on Jumia in future” at 4.03, with

77.5% of respondents expressing agreement. This strong intention to continue using the

platform is a positive indicator of customer loyalty and satisfaction.
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General satisfaction with Jumia’s service scored 3.93, with 72.5% of respondents
expressing satisfaction. Similarly, 70% of respondents indicated they would recommend

Jumia to others (mean = 3.88), demonstrating positive word-of-mouth potential.

The lowest scores were recorded for “I feel that Jumia pays attention to customers like
me” (mean = 3.60) and “Providing feedback has positively influenced my attitude
towards Jumia” (mean = 3.70). These findings suggest that while customers are generally
satisfied, there is a perception gap regarding how much the company values individual

customer input and acts upon feedback received.

The overall mean satisfaction score of 3.82 indicates that Jumia’s customers are generally
satisfied with the service, though the company could enhance perceptions of customer-

centricity and feedback responsiveness to further improve satisfaction levels.

4.7 Perception of Feedback Mechanism as Strategic Tool

This section presents respondents’ perceptions of customer feedback mechanisms as
strategic tools for service improvement.

Table 4.10: Perception of Feedback Mechanism as Strategic Tool

Statement Yes | % No | %

Feedback systems help Jumia to enhance service 68 |85 |12 |15

Responsiveness of the platform to feedback inspires repeat | 64 |80 | 16 |20
repurchasing

Feedback systems enhance trust in services from Jumai 66 |82.5|14 | 17.5

Feedback is extremely impactful in my commitment to the | 58 | 72.5|22 |27.5
platform

I believe customer feedback has a role in informing strategic | 62 | 77.5 | 18 | 22.5
decisions at Jumia

Feedback systems help enhance overall service quality 70 | 87.5]|10 | 12.5

Source: Field Survey, 2025
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Table 4.10 reveals overwhelmingly positive perceptions of feedback mechanisms as
strategic tools. The highest agreement (87.5%) was for “Feedback systems help enhance
overall service quality,” indicating strong belief in the value of feedback systems for
quality improvement. Similarly, 85% of respondents believe feedback systems help Jumia

enhance services.

The data shows that 82.5% of respondents believe feedback systems enhance trust in
Jumia’s services, while 80% agree that platform responsiveness to feedback inspires
repeat purchasing. These findings underscore the strategic importance of not just

collecting feedback but also demonstrating responsiveness to it.

The relatively lower agreement (72.5%) for “Feedback is extremely impactful in my
commitment to the platform” suggests that while customers recognize the general value
of feedback systems, they may not feel their individual feedback has significant impact
on their personal loyalty. Nonetheless, 77.5% believe customer feedback plays a role in

informing strategic decisions at Jumia.

Overall, these findings strongly support the proposition that customers perceive feedback
mechanisms as valuable strategic tools for service improvement, with most respondents
recognizing the connection between effective feedback systems and service quality, trust,

and purchase behavior.
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4.8 Test of Research Hypotheses
This section presents the statistical tests conducted to examine the relationships

hypothesized in the study.

4.8.1 Hypothesis One
Hoi: There is no significant relationship between customer feedback mechanisms and

service quality in Nigerian e-commerce businesses.

Hii: There is a significant relationship between customer feedback mechanisms and

service quality in Nigerian e-commerce businesses.

Table 4.11: Correlation between Customer Feedback Mechanisms and Service

Quality

Variables N |M | Std. I- p- Decision

Dev value | value

Customer Feedback Usage & |80 |3.73|1.09 0.652 | 0.000 | Reject

Awareness Hy

Service Quality 80 | 3.76 | 1.04

Source: Field Survey, 2025

The correlation analysis in Table 4.11 shows a strong positive correlation (r = 0.652, p <
0.05) between customer feedback mechanisms and service quality. The p-value of 0.000

is less than the significance level of 0.05, indicating that the relationship is statistically
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significant. Therefore, the null hypothesis is rejected, and we conclude that there is a
significant positive relationship between customer feedback mechanisms and service
quality in Nigerian e-commerce businesses. This finding implies that as customers
become more aware of and engaged with feedback mechanisms, their perception of
service quality improves, or conversely, that better service quality encourages more

feedback engagement.

4.8.2 Hypothesis Two
Ho2: Customer feedback mechanisms do not significantly influence customer satisfaction

in Nigerian e-commerce platforms.

Hi2: Customer feedback mechanisms significantly influence customer satisfaction in

Nigerian e-commerce platforms.

Table 4.12: Regression Analysis - Customer Feedback Mechanisms and Customer

Satisfaction

Model R R? Adjusted R* | Std. Error
1 0.698 0.287 0.481 0.728
ANOVA

Model Sum of Squares | df | Mean Square | F Sig
Regression | 39.124 1 [39.124 73.826 | 0.000
Residual | 41.326 78 1 0.530

Total 80.450 79
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Coefficients

Variable B Std. Error | Beta |t Sig.
(Constant) 0.952 | 0.286 3.329 | 0.001
Customer Feedback Mechanisms | 0.769 | 0.090 0.698 | 8.592 | 0.000

Source: Field Survey, 2025

The regression analysis presented in Table 4.12 reveals that customer feedback
mechanisms significantly influence customer satisfaction. The R-squared value of 0.487
indicates that 48.7% of the variance in customer satisfaction can be explained by

customer feedback mechanisms. The F-statistic of 73.826 with a p-value of 0.000 (p <

0.05) confirms that the regression model is statistically significant.

The coefticient for customer feedback mechanisms is 0.769 (p = 0.000), which is positive
and statistically significant. This means that for every one-unit increase in customer
feedback mechanism effectiveness, customer satisfaction increases by 0.769 units.
Therefore, the null hypothesis is rejected, and we conclude that customer feedback

mechanisms significantly and positively influence customer satisfaction in Nigerian e-

commerce platforms.
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4.8.3 Hypothesis Three
Hos: The strategic application of customer feedback does not significantly impact service

improvement in Nigerian businesses.

His: The strategic application of customer feedback significantly impacts service

improvement in Nigerian businesses.

Table 4.13: Correlation between Strategic Application of Feedback and Service

Quality

Variables N | Mean | r-value | p-value | Decision

Strategic Application of feedback | 80 | 80.83% | 0.711 | 0.000 | Reject H,,

Service Quality 80 | 3.76

Source: Field Survey, 2025

Table 4.13 shows a strong positive correlation (r = 0.711, p < 0.05) between the strategic
application of customer feedback and service quality. With an average of 80.83% of
respondents recognizing the strategic value of feedback mechanisms across the six
dimensions measured, and a p-value of 0.000, the relationship is highly significant. The
null hypothesis is therefore rejected, confirming that the strategic application of customer
feedback significantly impacts service improvement in Nigerian businesses. This strong
correlation suggests that when feedback is used strategically-not just collected but
actively incorporated into decision-making processes it leads to measurable

improvements in service quality.
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4.9 Summary of Findings

Based on the data analysis presented in this chapter, the following key findings emerged.

Demographic Findings: the study found that Jumia’s customer base is predominantly
young (75% under 35 years), educated (75% with tertiary education or higher), and
employed or studying (77.5%). The customer base shows reasonable gender balance
(55% male, 42.5% female) and geographical spread across Nigeria, with concentration in

the Western region.

Customer Feedback Usage and Awareness: the majority of customers (75%) are aware
of Jumia’s feedback system and find it easy to use. However, only 47.5% clearly
understand how their feedback is utilized for service enhancement, indicating a

transparency gap.

Service Quality Perceptions: customers rated Jumia’s service quality positively overall
(mean = 3.76), with particularly high scores for website usability and staff
professionalism. Areas needing improvement include problem resolution speed and

delivery timeliness.

Customer Satisfaction: overall customer satisfaction is high (mean = 3.82), with strong
purchase intention (77.5% likely to repeat business) and recommendation willingness
(70%). However, customers feel less strongly that Jumia pays attention to individual

customer input.
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Strategic Value of Feedback: an overwhelming majority (87.5%) believe feedback
systems enhance service quality, and 85% believe they help Jumia improve services. This

indicates strong customer recognition of the strategic value of feedback mechanisms.

Hypothesis Testing Results:

all three null hypotheses were rejected, confirming that:

(1) there is a significant positive relationship between customer feedback mechanisms

and service quality (r = 0.652);

(2) customer feedback mechanisms significantly influence customer satisfaction,

explaining 48.7% of its variance; and

(3) strategic application of feedback significantly impacts service improvement (r =

0.711).

These findings demonstrate that customer feedback mechanisms serve as effective
strategic tools for service improvement in Nigerian e-commerce businesses, with

measurable impacts on both service quality and customer satisfaction.
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CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

This chapter provides the summary of the entire study, conclusions drawn from the
findings, and recommendations based on outcomes from the research. The study
investigated customer feedback mechanisms as a strategic tool of service improvement in
Nigerian businesses, with Jumia as a case study. The chapter is structured to include a
summary of the study, summary of findings, conclusion, recommendations, contributions

to knowledge, suggestions for further studies, and limitations of the study.

5.2 Overall Summary of Findings

This study examined the role of customer feedback mechanisms as strategic tools for
service improvement in Nigerian e-commerce businesses. The research was motivated by
growing interest in customer-centricity in business operations and by the need for
Nigerian businesses to leverage feedback systems in ways that would strategically help
them enhance service delivery and maintain competitive advantage in the digital

economy.

Chapter one set the background by establishing the problem statement, objectives,
research questions, hypotheses, significance, scope, and limitations of the study. It
indicated that as much as customer feedback mechanisms are widely integrated into

business functions globally, an examination of their strategic application within Nigerian
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e-commerce businesses and its effects on improving service quality and customer

satisfaction is limited.

Chapter Two was a critical review of the literature on customer feedback systems, service
quality, and customer satisfaction. The review covered conceptual frameworks,
theoretical underpinnings comprising the SERVQUAL model, Service-Profit Chain,
Customer Feedback Loop Theory, and empirical studies on feedback mechanisms across
different contexts. From the literature review, there were significant gaps in research: a
limited number of studies that focused on the context of online retailing in Nigeria, poor
integration of studies on feedback into strategic management frameworks, and a lack of
long-term studies linking feedback systems with customer retention and competitiveness

of organizations.

Chapter Three presented the methodology of the research. The research design adopted
for this study is a descriptive survey using a quantitative approach. The population
concerned in this research includes all Jumia customers in Nigeria, and, based on this
population, a sample size was determined as 80 respondents using Taro Yamane’s
formula from an initial distribution of 100 questionnaires. Stratified random sampling
techniques were employed to make the sample representative based on age, gender,
income, and geographical location. Data were collected by means of a structured
questionnaire on such aspects as demographics, customer feedback usage and awareness,

service quality based on SERVQUAL dimensions, customer satisfaction, and perception
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of feedback mechanisms as strategic tools. The instrument was validated for content
validity by experts. Reliability was confirmed through a pilot test that resulted in
Cronbach’s alpha values ranging from 0.79 to 0.85 in different sections. Data analysis
entails descriptions of the data, Pearson correlation, and regression analysis all using

SPSS.

Chapter Four presented the data analysis, interpretation, and hypothesis testing. The
demographic analysis revealed that Jumia’s customer base is predominantly young (75%
under 35 years), educated (75% with tertiary education or higher), employed or studying
(77.5%), with reasonable gender balance and geographical spread. The findings showed
high awareness of Jumia’s feedback system (75%) and positive perceptions of service
quality (mean = 3.76) and customer satisfaction (mean = 3.82). Statistical tests confirmed
significant relationships between customer feedback mechanisms and service quality (r =
0.652, p < 0.05), significant influence of feedback mechanisms on customer satisfaction
(R?=0.487, p <0.05), and significant impact of strategic feedback application on service

improvement (r = 0.711, p <0.05).
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5.3 Summary of Findings

Based on the data analysis presented in Chapter Four, the following findings emerged:

5.3.1 Demographic Characteristics
1. Most of the active consumers of Jumia fall within the age bracket of 26-35 years,
totaling 40%, and 18-25 years, totaling 35%, which signifies that the platform appeals

chiefly to millennial and Generation Z consumers.

2. The male customers make up 55% of the sample, while females represent 42.5%; this

shows a fair gender balance, though with slight male predominance.

3. The customer base is highly educated: 57.5% have tertiary education and 17.5%
postgraduate qualifications, which means that Jumia appeals to educated and digitally

literate consumers.

4. Employed individuals constitute 47.5% of the customers, followed by students with
30%, an indication that customers using the platform are those with purchasing power

and financial capability.

5. The geographical distribution indicates a concentration in the Western region, at
32.5%, based on the commercial and economic pre-eminence of Lagos in Nigeria's e-

commerce space.
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5.3.2 Use and awareness of customer feedback
1. The proportion of customers aware of Jumia's customer feedback mechanisms is high,
at about 75%, showing that communication about the availability of feedback

mechanisms is well executed.

2. About 72.5% have either provided feedback or viewed reviews at least once, meaning

they have actively engaged with the feedback system.

3. Ease and access of the feedback process came out positive, on average, at 3.93, while

72.5% agreed, hence the ease of interface design.

4. Only 47.5% of the customers clearly understand how their feedback is being used to
enhance services, which indicates a big transparency gap in communicating the impacts

of the feedback.

5. The overall mean of 3.73 for feedback usage and awareness indicates generally

positive engagement but with room for improvement in feedback impact communication.

5.3.3 Service Quality Perceptions
1. Website usability and aesthetics received the highest rating (mean = 4.05), indicating

strong satisfaction with the digital interface and user experience design of Jumia.

2. Product accuracy, with a mean of 3.90, as well as staff professionalism, also rated at a
mean of 3.90, showed consistency from online product representation to actual deliveries
and quality customer service interactions.
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3. Problem resolution speed scored the lowest, with a mean of 3.53, indicating that
though staff are professional, efficiency in addressing customer issues needs further

development.

4. Delivery timeliness, with a mean of 3.60, is the other challenge area, reflecting that

logistics and fulfillment operations should be improved.

5. An overall service quality mean of 3.76 reflects above-average performance, with

specific areas targeted for improvement.

5.3.4 Customer Satisfaction Levels
The respondents reported a high level of general satisfaction with the service provided by
Jumia, with a mean of 3.93 and 72.5% expressing satisfaction, which shows overall

successful service delivery.

2. Intention to purchase is very high, with a mean of 4.03 and 77.5% likely to do repeat

business, showing customer loyalty and confidence in the platform.

3. Willingness to recommend has a high mean value of 3.88, with 70% willing to

recommend Jumia to others, indicating positive word-of-mouth potential.

4. Customers feel that Jumia pays less attention to the input of each customer, with a
mean of 3.60, which indicates a need for more personalized customer relationship

management.
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5. The effect of feedback provision on customer attitudes received a rating of moderate
(mean = 3.70), indicating that customers don't strongly perceive that their feedback

influences their relationship with the platform.

6. Generally, the mean of customer satisfaction is 3.82; this is above average. It illustrates

how Jumia meets customer expectations in most service areas.

5.3.5 Perception of Feedback Mechanisms as Strategic Tools
1. As many as 87. 5% of the total respondents perceive that feedback systems contribute
to an improvement in the overall quality of service, which confirms the recognition of the

strategic value of feedback by customers.

2. Similarly, 85% believe feedback systems help Jumia enhance services, showing strong

customer confidence in the utility of feedback mechanisms.

3. Feedback systems to enhance trust were pointed to by 82.5% of the participants,

showing the importance of feedback in building trust among customers.

4. For 80% of customers, responsiveness by the platform to feedback is inspiring repeat

purchasing, and directly connects feedback management with customer loyalty.

5. About 77.5% believe customer feedback informs strategic decisions at Jumia, though
this is the lowest among positive responses and suggests some skepticism about strategic

integration.
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6. The high level of positive responses across all items (ranging from 72.5% to 87.5%)
reflects the strong belief in the strategic importance of the feedback mechanisms among

customers.

5.3.6 Hypothesis Testing Results

1. Hypothesis One revealed a significant positive association between customer feedback
mechanisms and service quality, as confirmed by the correlation coefficient r = 0.652 and
p < 0.05; hence, good feedback systems associate with improved service quality

perceptions.

2. Hypothesis Two- Customer feedback mechanisms significantly influence customer
satisfaction. The R? was 0.487, F = 73.826 and p < 0.05, indicating that 48.7% of
variance in satisfaction is explained by customer feedback mechanisms. The coefficient

was positive, at 0.769.

3. Hypothesis Three was that the strategic application of customer feedback significantly
influences service improvement. This turned out with the strongest correlation among the

tested ones: r=0.711, p <0.05.

4. All three hypotheses were supported, hence providing empirical evidence that
customer feedback mechanisms work effectively as strategic tools in service

improvement within e-commerce businesses in Nigeria.
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5.4 Conclusion
From these findings, some key conclusions can be made about the intention of this study
on customer feedback mechanisms as strategic tools for Nigerian service improvement,

especially in e-commerce businesses.

First, customer feedback mechanisms are indeed strategic assets for Nigerian e-
commerce businesses. This study has established that feedback systems are not simply
operational tools for managing complaints but are strategic tools that have a major impact
on service quality, customer satisfaction, and business performance. Strong correlations
between feedback mechanisms and service quality (r = 0.652) and service improvement
(r = 0.711) confirm that well-designed and well-implemented feedback systems form the

backbone of strategic management in the digital economy.

Second, the customers of Nigerian e-commerce are very conscious of and engage with
mechanisms of feedback, which goes against assumptions that people have low digital
literacy or engagement. Customers of Jumia demonstrate readiness to contribute by
providing feedback to improve services, with 75% awareness of and 72.5% active
participation in feedback activities. This finding is particularly striking given Nigeria's
status as a developing economy and suggests that digital transformation in customer

service has secured significant traction among urban, educated Nigerian consumers.

Third, this study affirms that effective feedback mechanisms significantly add to

customer satisfaction. With 48.7% variance in customer satisfaction explained by the
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feedback system, those organizations that invest in strong feedback infrastructure will see
measurable returns in customer contentment and loyalty. The high purchase intention of
satisfied customers, at 77.5% likelihood of repeating business, further underlines the

business case for strategic feedback management.

Fourth, perceptions of service quality are multidimensional in nature, and feedback

mechanisms may have a varying impact on different dimensions of quality.

While Jumia performs excellently in digital interface design and staff professionalism,
operational aspects such as problem resolution speed and delivery timeliness need
attention. This result emphasizes that feedback mechanisms should be complemented by
the operational capabilities to address identified service gaps, reinforcing the fact that

collecting feedback is of little use without action in response.

Fifth, there is a significant transparency gap from the collection of feedback to the
communication of utilized feedback. While customers have been most active in providing
feedback and believe it has strategic value, only 47.5% clearly understand how their
feedback influences service improvements. This gap represents an opportunity that has
been missed in deepening customer engagement and loyalty. Organizations are not only
required to collect and act upon feedback but also to close the feedback loop by
communicating to customers how their inputs have driven changes and thereby

reinforcing customer participation.
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Sixth, it assures that customers value feedback mechanisms for their strategic importance.
The overwhelming consensus (80% to 87.5% across dimensions) of the enhancement of
service quality, building trust, and influencing repeat purchasing shows that customers
view feedback not as perfunctory activities but as meaningful contributions to service
development. This customer recognition of feedback's strategic role creates a conducive

environment for businesses to leverage feedback systems for competitive advantage.

Seventh, the adoption of e-commerce and engagement in reviews are influenced by
demographic factors. The population strata comprising young, educated, and employed
customers is predominant, indicating that e-commerce penetration in Nigeria is
concentrated within certain demographic segments. This finding has implications for
inclusion and market expansion strategies, where it would be indicated that e-commerce
businesses must have strategies for reaching the older, less educated, and rural population

to ensure wider market penetration.

Eighth, this study confirms that well-known service quality frameworks and theories of
customer satisfaction are applicable in the Nigerian environment. The successful
application of these models confirms that while contextual factors matter, some
fundamental principles of service quality and customer satisfaction transcend cultural and
economic boundaries; it follows, then, that Nigerian businesses can confidently adopt and

adapt global best practices in feedback management and service quality improvement.
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Finally, the study established that for customer feedback mechanisms to effectively serve
as strategic tools, their application needs to be situated within an organization's strategy,
rather than an isolated, operational function. The strong positive correlation between
strategic feedback application and service improvement, r = 0.711, would seem to suggest
that it is when feedback is subjected to systematic analysis, integrated into decision-
making processes, and used to set or inform strategic priorities that it has its greatest

impact on organizational performance.

This study therefore provides strong empirical validation that customer feedback
mechanisms are indeed strategic tools for service improvement in businesses, especially
e-commerce ones, in Nigeria. However, to realize this fully requires deliberate effort in
system design, operational integration, transparency in feedback utilization, and
continuous communication with customers as to how their feedback shapes service

evolution.

5.5 Recommendations
Based on the findings and conclusions of this study, the following recommendations are

put forward for e-commerce businesses, policymakers, and researchers:

5.5.1 Advice to E-commerce Companies

1. Improve Feedback Utilization Transparency

E-commerce platforms should develop systematic mechanisms for communicating to

customers how their feedback has been utilized. This could include:
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* Regular publication of "You Said, We Did" updates showing specific changes

implemented based on customer feedback

* Personalized notifications to customers when their particular feedback has led to

improvement.

» Dashboards highlighting aggregate feedback trends along with corresponding

company actions

* Quarterly reports highlighting major service improvements driven by customer

input.

This recommendation is a response to the finding that only 47.5% of customers
understand how their feedback is used, and therefore it represents a significant
opportunity for deepening engagement and reinforcing the wvalue of customer

participation.

2. Focus on operational improvements to solve problems.

As problem resolution speed had the lowest rating in service quality, with a mean of 3.53,

businesses should:

* Implement Al-driven chatbots to provide an instant response for frequently arising

problems.
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* Implement tiered support systems where complex problems have clear pathways

for escalation

Set and clearly communicate the resolution time targets for different categories of

1ssues.

* Empower frontline staff with more authority to resolve issues without escalation

* Build extensive knowledge bases that are available to customers and support staff

alike

* Closely monitor resolution metrics and tie them to performance management

systems

3. Improve Logistics and Delivery Performance

With delivery timeliness receiving modest ratings, the mean being 3.60, companies

should:

* Invest in logistics infrastructure comprising strategically located warehouses and

fulfillment centers

* Establish relationships with a variety of dependable logistics providers to ensure

redundancy

* Implement real-time tracking systems that provide accurate estimates of delivery

times.
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* Create contingency plans to quickly address delivery failures

» Same-day or next-day delivery options for premium customers in major cities

» Regularly analyze delivery performance data to identify and address systemic

bottlenecks

4. Implement Advanced Feedback Analytics

To achieve maximum strategic value from feedback, businesses should:

* Deploy text analytics and natural language processing tools to analyse unstructured

feedback at scale

* Develop sentiment analysis capabilities to track customer emotion trends over
time

* Development of predictive models for early warnings on degradation of service
quality

* Combine feedback data with operational metrics to measure the business impact
of service issues

e Establish cross-functional feedback review teams to convert insights into
actionable strategies.

e Competitive intelligence can be built by monitoring trends in competitor feedback

and benchmarking performance.
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5. Personalize Customer Feedback Experiences

Finding: Customers don't strongly feel that Jumia pays attention to individual inputs; the

mean is 3.60. Businesses should, therefore, take the following actions:

* Develop customized feedback request timing based on the individual stages of

customer journeys

* Create or tailor your forms of feedback around specific products or services

purchased.

» Implement personal account managers for high-value customers who provide

regular feedback

* Feedback Incentive Programs: Design programs to reward -constructive

contributions.

* Request feedback by using customer name and referring to specific transactions

* Individually follow up with customers reporting problems to confirm resolution

6. Expand Demographic Reach

With such a high concentration of customers among young, well-educated city-dwellers,

businesses should:

* Develop simplified interfaces and mobile-first experiences for less technically

savvy users
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* Develop support for multilingualism in key Nigerian languages besides English

* Create physical pickup points in underserved areas to help bridge the gap for last-

mile delivery.

* Build financial inclusion partnerships to empower customers without access to

traditional banking

» Targeted education campaigns on e-commerce benefits and safety for older

demographics

* Design products and services that cater specifically to underrepresented market

segments.

7. Close the Feedback Loop Systematically

To reinforce the relationship between providing feedback and customer relationships,

businesses should:

* Respond to all feedback in less than 24 hours

* Provide specific timelines regarding when customers can expect action or

resolution.

* Implement "feedback impact scores" showing customers how their contributions

compare.
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* Establish customer advisory panels representative of active feedback providers ¢
Quarterly virtual town halls featuring leadership to discuss feedback trends and

company responses

* Develop case studies highlighting major improvements caused by specific

customer suggestions

8. Incorporate Feedback into Strategic Planning

With a strong correlation between strategic feedback application and service

improvement, that is, r = 0.711, business ventures should:

* Include customer feedback metrics in executive dashboards and board reports

» Make feedback review a regular item on the agenda of strategic planning sessions.

* Tie executive compensation partially to customer feedback satisfaction scores

* Form feedback analytics teams that report directly to senior leadership

* Conduct annual strategic reviews where feedback trends inform business priorities

* Create innovation pipelines to systematically turn customer suggestions into new

features or services
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5.5.2 Recommendations for Policymakers and Regulatory Bodies

9. Develop e-commerce consumer protection frameworks

The regulatory bodies, such as the Consumer Protection Council and the Federal

Competition and Consumer Protection Commission, therefore, need to:

» Establish requirements regarding mandatory feedback mechanisms for e-

commerce platforms

* Create standards for response times to customer complaints and feedback

* Develop certification programs for e-commerce platforms meeting service quality

standards

* Impose sanctions on companies that do not maintain proper customer service

systems

* Provide accessible means for consumers to escalate unresolved disputes related to

€-commerce.

* Publish annual reports on e-commerce service quality trends, based on consumer

feedback data
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10. Invest in digital infrastructure development.

Government should:

» Accelerate broadband penetration in under-served areas to enable wider e-

commerce access.

» Offer incentives for logistics companies investing in last-mile delivery

infrastructure

* Develop innovation hubs and incubators that support e-commerce

entrepreneurship

* Public-private partnership for addressing critical infrastructure gaps at e-

commerce concerns

* Create national digitization literacy programs that can increase the pool of

potential e-commerce clients.

* Creation of secure digital payment infrastructure to facilitate online transactions

11. Support Industry Standards Development

Industry associations and regulatory bodies should work together to:

Development of Nigerian e-commerce service quality standards in line with international

best practices

* Design certification programs for feedback management systems
84



* Create benchmarking frameworks that enable performance comparisons between

platforms.

* Develop industry-wide customer satisfaction indices for e-commerce sectors

» Establish forums for sharing best practices related to customer feedback

management

» Support research initiatives on e-commerce trends and consumer behaviors in

Nigeria

5.5.3 Recommendations for Further Research

12. Conduct Longitudinal Studies

Longitudinal studies on the following aspects should be undertaken by researchers:

Long-term effects of feedback systems on the retention and lifetime value of customers

* Evolution of customer feedback behavior and expectations over time

» Long-term impact of improvements in certain services on customer loyalty

* Long-term business performance outcomes associated with effective feedback

management

* Generational shifts in feedback provision patterns and preferences
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13. Explore Sector-Specific Applications Future studies need to focus on the mechanisms

of feedback in

* Other e-commerce subsectors: fashion, electronics, groceries, and so forth, where

sector-specific trends can be investigated.

* Traditional retail environments for comparison of online and offline feedback

dynamics

* Service sectors other than retail (banking, telecommunications, hospitality)

Business-to-business contexts provide radically different feedback dynamics.

* Small and medium enterprises that may have minimal resources for sophisticated

feedback mechanisms

14. Cultural and Regional Differences

Researchers should investigate.

* Cultural elements of feedback provision and service quality expectations in

Nigeria

* Variations in the use of feedback across states and zones in Nigeria

» Comparative studies between Nigerian e-commerce and other African markets

Cross-cultural differences in feedback mechanisms between developing and

developed economies
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* Indigenous feedback practices that could inform more culturally appropriate

system designs

15. Explore New Technologies

Further research is needed to investigate.

» Feedback analysis and response using applications of artificial intelligence and

machine learning

* Integration of social media feedback into structured feedback systems

* Mobile-first feedback mechanisms optimized for smartphone users

Video and voice feedback modalities beyond the traditional text-based systems

Blockchain applications to enable transparent and verifiable feedback systems.

5.6 Contributions to Knowledge
This study contributes to both theoretical and practical improvements of customer

feedback mechanisms in several ways:

5.6.1 Theoretical Contributions

1. Empirical Validation in Nigerian Context

This study provides empirical validation of customer feedback theories and service
quality frameworks in a Nigerian e-commerce context, hence addressing a significant gap

in literature. Most existing studies have focused on developed economies, leaving
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questions as to the applicability of these frameworks within African markets. This
research confirms that SERVQUAL dimensions, customer satisfaction theories, and

feedback loop concepts apply in Nigeria while highlighting contextual nuances.

2. Integration of Strategic Management Perspective

It further advances the theoretical understanding by framing feedback mechanisms as
strategic management tools rather than just an operational function of customer service.
The study demonstrates strong correlations between strategic feedback application and
service improvement, at r = 0.711, thus establishing feedback systems as legitimate
components of strategic management frameworks and contributing to strategic

management literature.

3. Multidimensional Feedback Impact Model

The study contributes to a comprehensive model that can demonstrate how feedback
mechanisms are simultaneously affecting multiple organizational outcomes: service
quality, customer satisfaction, trust, loyalty, and repeat purchase. This multidimensional
perspective enriches understanding of feedback systems’ complex organizational impacts

beyond singular outcome measures typically examined in isolation.

4. Transparency Gap Conceptualization

The identification and conceptualization of the “feedback utilization transparency gap,”
where customers provide feedback but do not understand how it is used, is a novel
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theoretical contribution. This concept of a gap can thus be useful in informing future
research on feedback loop closure and communication effectiveness in customer

relationship management.

5.6.2 Methodological Contributions

5. Validated Measurement Instrument

The study has provided a validated and reliable measurement instrument-Cronbach's
alpha 0.79 - 0.85-designed to assess feedback mechanisms, service quality, and customer
satisfaction in e-commerce in Nigeria and thus can be adopted by future researchers who

may wish to study similar phenomena in similar contexts.

6. Integrated Analytical Approach

This study shows an efficient integrated analytical approach involving descriptive
statistics, correlation analysis, and regression analysis in order to comprehensively
analyze the impacts of feedback mechanisms. This methodological framework therefore

acts as a guide for similar research studies in other sectors or contexts.

5.6.3 Practical Contributions

7. Evidence-Based Management Framework

The study provides e-commerce managers with evidence-based insights into the design,
implementation, and optimization of a customer feedback system. The specific findings
on which service quality dimensions require attention and which feedback practices are
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associated with satisfaction provide actionable intelligence for management decision-

making.

8. Benchmark Data for Nigerian E-commerce

The paper develops benchmark data on customer awareness, satisfaction, and service
quality perceptions in Nigerian e-commerce, thus providing reference points for assessing

the performance of the industry and competitive analysis.

9. Strategic Roadmap for Service Improvement

The identified relationships between the feedback mechanisms and various outcome
variables give a strategic roadmap showing how investments in the feedback systems
translate into business results, thereby helping to justify resource allocations to customer

feedback infrastructure.

5.6.4 Policy Contributions

10. Evidence of Regulatory Development

The study provides empirical evidence that can inform policy development with respect
to consumer protection, e-commerce standards, and customer service requirements in the
digital economy of Nigeria. These findings support the case for regulatory frameworks

that would enforce minimum customer feedback and service quality standards.
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5.7 Limitations of the Study
Despite the valuable insights generated, there are a number of limitations to be

considered in this study:

1. Territorial Scope

The study focused on only Jumia customers in Nigeria; therefore, the generalization of
findings to other e-commerce platforms, to other African countries, or to other business
sectors was limited. The findings may also not be fully representative on smaller and
specialized e-commerce platforms or in markets with different developmental

characteristics.

2. Cross-Sectional Design

The study used a cross-sectional design that captured data at one point in time. It cannot,
therefore, determine causality or track changes in the mechanisms of feedback, service
quality, and satisfaction over time. Longitudinal studies would thus yield richer insights

into temporal dynamics and causal relationships.

3. Sample Size and Composition

While a sample size of 80 is statistically sufficient, generalizability could further be
enhanced with a larger sample size, and it would allow for more complex analytical

methods, such as structural equation modeling. Another limiting factor is that the sample
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leans toward the young, educated urban users, which underrepresents older, rural, or less

educated e-commerce users.

4. Self-Report Bias

The study depended solely on self-reported data from questionnaires, which may be
affected by social desirability biases, recall biases, or response biases. The respondents
may give socially desirable answers rather than true responses, especially to those

questions concerning their own behavior and attitudes.

5. Single Industry Focus

This focus on e-commerce alone restricts the study's applicability to other service
industries, such as banking, telecommunications, hospitality, or health services, which

could show very different feedback dynamics and dimensions of service quality.

6. Quantitative Limitation

The purely quantitative approach, which is appropriate for the research objectives, limits
deeper understanding of the nuances, contexts, and processes underlying the statistical
relationships identified. Qualitative data through interviews or focus groups could have
enriched understanding of why certain relationships exist and how they operate in

practice.
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7. Organizational Perspective Absence

The study focused on the mechanisms of feedback solely from the customer perspective
and did not include the organizational point of view. Understanding how Jumia actually
collects, analyzes, and uses feedback would complete the picture of feedback system

effectiveness.

8. Technology and Infrastructure Variables

Although the moderating effect of technological infrastructure, internet accessibility, and
digital literacy may influence the effectiveness of feedback mechanisms, this study did
not extensively look into these factors in developing economies' e-commerce

experiences.

9. Competitive Context

The study did not analyze competitive dynamics or how customers' experiences across
alternative platforms shape their feedback behavior and satisfaction with Jumia. Richer

insights would be derived from comparative studies across multiple platforms.

10. Economic Context Data collection happened in a certain period of the economic era
in Nigeria. Economic conditions, exchange rates, and inflation might impact customers'
expectations and satisfaction levels. However, these factors have not been extensively

controlled in this study.
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Despite these limitations, the study provides valuable insights into customer feedback
mechanisms as strategic tools for service improvement in Nigerian businesses and

establishes a foundation for future research addressing these limitations.

5.8 Suggestions for Further Studies
Based on the findings of this study and its limitations, the following areas have been

suggested for future research:

1. Longitudinal Investigation

Also, future studies should expend more energy in conducting longitudinal studies
tracking the same customers over extended periods of time, such as 2-3 years, in order to
study how feedback mechanisms, service quality perceptions, and satisfaction change

over time, and to establish more definitive causal relationships.

2. Comparative Multi-Platform Studies

The research will also compare the mechanism of feedback, service quality, and customer
satisfaction between or across several e-commerce websites like Jumia, Konga, Jiji, etc.,
highlighting the best practices in the industry, the competitive differentiators, and relative

strengths and weaknesses of each website.

3. Mixed-Methods Approaches

Future studies should use mixed-methods designs, combining quantitative surveys with

qualitative interviews, focus groups, or case studies to provide a richer and more nuanced
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understanding of the effectiveness of feedback mechanisms and the experience of

customers.

4. Organizational Perspective Research

Complementary research from the organizational side, addressing how companies collect,
analyze, prioritize, and act upon feedback, would provide comprehensive understanding

of feedback systems.

5. Technology-Centered Investigations

Research into specific technological innovations in feedback management, such as Al-
powered sentiment analysis, the efficacy of chatbots, mobile feedback interfaces, and
integration with social media, would shed light on the effectiveness of emerging feedback

technologies.

6. Cross-Cultural Comparative Studies

Comparative research studying feedback mechanisms across multiple African countries,
or between African and other developing/developed markets, would provide insights into

cultural influences on feedback behavior and system effectiveness.
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7. Sectoral Investigations

Replication research in such areas of service sectors banking, telecommunications,
healthcare, hospitality would test whether the findings generalize across industries or if

they indeed have sector-specific patterns.

8. Demographic Deep-Dives

In-depth studies on the specifics of underrepresented demographics-older consumers,
rural populations, and less educated users-would yield valuable insights into expanding e-

commerce inclusion and designing feedback systems accessible to diverse populations.

9. Financial Impact Studies

Research that quantifies the financial returns on investment in feedback systems, which
links spending on feedback with revenue growth, profitability, customer lifetime value,

and market share, would create a stronger business case for feedback infrastructure.

10. Regulatory and Policy Research

Studies that look into optimal regulatory frameworks to protect e-commerce customers,
standards for feedback systems, and dispute resolution would provide wvaluable
information on policy development to promote sustainable e-commerce growth in Nigeria

and Africa.
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11. Applied Behavioural Economics

Research into the principles of behavioural economics that would explain why customers
give feedback, how different incentive structures affect the quality and quantity of
feedback, and how cognitive biases influence the provision of feedback itself would

inform system design.

12. Real-Time Feedback Systems

Investigations into real-time, in-app feedback mechanisms triggered at optimal customer
journey moments compared to post-transaction surveys would yield more effective

feedback collection approaches.

13. Negative Feedback Management A focused research on response timing, tone,
compensation strategies that show how businesses should respond to negative feedback
and how these responses influence customer retention and satisfaction will provide

practical management guidance.

14. Feedback and Innovation

Therefore, studies that investigate how customer feedback particularly drives product and
service innovation, rather than improvement of existing offerings, would reveal feedback

systems' role in strategic innovation processes.
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15. Privacy and Trust Research

The study of how customers balance their concerns about privacy with providing
feedback, and of how data use policies influence feedback engagement, would better

inform ethical design in feedback systems.

5.9 Chapter Summary

This chapter, therefore, presented the summary, conclusions, and recommendations based
on the research findings regarding customer feedback mechanisms as strategic tools for
service improvement in Nigerian businesses. The study has confirmed that the feedback
mechanisms have a significant effect on service quality and customer satisfaction and that
customers acknowledge their strategic utility. However, there are gaps in the translucency
of the utilization of feedback and in operational service delivery facets like problem

resolution and timeliness in delivery.

The paper contributes significantly to knowledge by validating feedback and service
quality frameworks in the Nigerian context, conceptualizing feedback mechanisms as
strategic management tools, and providing empirical evidence for their business impact.
Specific recommendations were given for e-commerce businesses on transparency,
operational improvement, analytics, and personalization; for policymakers on consumer
protection and infrastructure; and for researchers on the direction of future studies-

longitudinal, comparative, and mixed-methods studies.
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The following are the limitations that have been acknowledged: geographical scope,
cross-sectional design, sample composition, and an exclusive quantitative approach that
provides context for the interpretation of findings and directions for future research. In
sum, the study yields strong evidence that customer feedback mechanisms are indeed
strategic assets for service improvement in e-commerce enterprises in Nigeria, with

practical implications for management, policy, and further scholarly inquiry.
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APPENDICES

APPENDIX A: RESEARCH QUESTIONNAIRE

CUSTOMER FEEDBACK MECHANISMS AS A STRATEGIC TOOL FOR

SERVICE IMPROVEMENT IN NIGERIAN BUSINESSES: A STUDY OF JUMIA

Dear Respondent,

I am a student conducting research on “Customer Feedback Mechanisms as a Strategic
Tool for Service Improvement in Nigerian Businesses” using Jumia as a case study. This
questionnaire is designed to gather information for academic purposes only. Your

responses will be treated with strict confidentiality and used solely for this research.

Please answer all questions honestly by ticking (v/) the appropriate box or filling in the

required information. There are no right or wrong answers.
Thank you for your cooperation.

SECTION A: DEMOGRAPHIC INFORMATION

1. Age:

o [ 18-25 years
* [126-35 years
» [136-45 years
* [] 46-55 years

* [ 56 years and above
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2. Gender:

L] Male

* [] Female

* [ Other

3. Highest level of education:
* [ Primary

* L] Secondary

o [] Tertiary

* [] Postgraduate

4. Employment status:

* [ Student

 [J Employed

* [] Self-employed

* L] Unemployed

* [] Retired

5. Geographical location:
* L] North

* LI South

L] East

* L] West

* [ Federal Capital Territory
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SECTION B: CUSTOMER FEEDBACK USAGE & AWARENESS

Instructions: Please indicate your level of agreement with the following statements using
the scale below:

1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree

No. | Statement 112]13]4]5
6 I am aware of Jumia's customer feedback system
7 I have provided feedback or viewed reviews on Jumia at least
once
8 I regularly use the feedback features after purchasing something

9 I am aware of how my feedback is used to enhance services

10 | I am inclined to provide feedback on Jumia

11 | The process of providing feedback is easy and accessible

SECTION C: SERVICE QUALITY (SERVQUAL DIMENSIONS)

Instructions: Please indicate your level of agreement with the following statements about
Jumia’s service quality using the scale below:

1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree

No. | Statement 11213415

12 | Products delivered are as depicted on the website

13 | Deliveries are guaranteed and on-time

14 | Complaints or questions are handled by customer service
promptly

15 | Complaint handling staff is professional ad polite

16 | website looks good and is easy to use

17 | The website looks good and is easy to use

18 | Problems are dealt with quickly

19 | Suppliers maintain high quality in products
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SECTION D: CUSTOMER SATISFACTION

Instructions: Please indicate your level of agreement with the following statements about
your satisfaction with Jumia using the scale below:

1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree

No. | Statement 11213

20 | Generally speaking, I am satisfied with the service I receive from Jumia

21 | My expectations are met or exceeded usually

22 | I would like to repeat business on Jumia in future purchases

23 | I would recommend Jumia to friends or relatives

24 | Providing feedback has positively influenced my attitude towards Jumia

25 | I feel that Jumia pays attention to customers like me

SECTION E: PERCEPTION OF FEEDBACK MECHANISM AS STRATEGIC
TOOL

Instructions: Check (") all that apply to you:

No. | Statement Yes | No

26 | Feedback systems help Jumia to enhance services

27 | Responsiveness of the platform to feedback inspires repeat purchasing

28 | Feedback systems enhance trust in services from Jumia

29 | Feedback is extremely impactful in my commitment to the platform

30 | I believe customer feedback has a role in informing strategic decision

31 | Feedback systems helps enhance overall service quality

Thank you for taking the time to complete this questionnaire. Your contribution to this
research is greatly appreciated!
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APPENDIX B: RELIABILITY TEST RESULTS

Cronbach’s Alpha Reliability Coefficients

Table B.1: Reliability Statistics for Research Instrument

Section Number of | Cronbach’s | Interpretation
Items Alpha

Section B:  Customer | 6 0.79 Good

Feedback  Usage &

Awareness

Section C: Service Quality | 8 0.85 Very Good

(SERVQUAL)

Section D:  Customer | 6 0.82 Good

satisfaction

Section  E:  Strategic | 6 0.81 Good

Application of Feedback

Overall Instrument 26 0.83 Good

Note: Cronbach’s Alpha values above 0.70 are generally considered acceptable for

research purposes (Nunnally, 1978).
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APPENDIX C: SAMPLE SIZE DETERMINATION CALCULATION
Taro Yamane’s Formula Application

The sample size for this study was determined using Taro Yamane’s formula for finite

populations:

Formula: n= TiNe?

Where:

* n = sample size

* N = population size (estimated at 100 accessible Jumia customers)
* ¢ = margin of error (0.05 for 95% confidence level)

Calculation:

100
n I e———
1+100(0.05)2

n— 100
1+100(0.0025)

100
n =
1+0-25
100
1.25
n=80

111



Therefore, the sample size for this study is 80 respondents.

This means that out of the 100 potential participants, 80 customers were selected to
participate in the survey using a simple random sampling technique. This ensures an
equal and fair chance of being selected representative of what occurs to all the concerned

customer groups. Simple random sampling was used to ensure generalizability.
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APPENDIX D: DATA ANALYSIS OUTPUT SUMMARY

D.1 Descriptive Statistics Summary

Table D.1: Overall Mean Scores by Section

Variable N | Mean | Std. Minimum | Maximum
Deviation

Customer Feedback Usage & |80]3.73 |1.09 1.00 5.00

Awareness

Service Quality (SERVQUAL) 80 |3.76 | 1.04 1.00 5.00

Customer Satisfaction 8013.82 |1.01 1.00 5.00

D.2 Correlation Analysis Results

Table D.2: Pearson Correlation Matrix

Feedback Service Customer
Mechanisms Quality Satisfaction
Feedback 1.000 0.652 0.698
Mechanisms
Service Quality 0.652 1.000 0.743
Customer Satisfaction | 0.698 0.743 1.000

Correlation is significant at the 0.01 level (2-tailed)
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D.3 Regression Analysis Output

Table D.3: Model Summary

Feedback Mechanisms Predicting Customer Satisfaction

Model | R R Square | Adjusted R Squared | Std. Error of the Estimate F Sig
1 0.698 | 0.487 0.481 0.728 73.826 | 0.000

Predictors: (Constant), Customer Feedback Mechanisms

Dependent Variable: Customer Satisfaction

Table D.4: Coefficients
Model Unstandardized Coefficients | Std. Standardized t Sig.

(B) Error Coefficients (Beta)

(Constant) 0.952 0.286 3.329 | 0.001
Customer 0.769 0.090 0.698 8.592 | 0.000
Feedback
Mechanisms
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