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INTRODUCTION
The journey of customer experience in the electricity sector begins with
individuals' initial interactions with distribution companies, referred to as

DisCos. As noted by Walter, Edvardsson, and Ostrom (2010), customer

experience includes both direct and indirect interactions customers have

throughout the service process, engaging with the company, its facilities,
employees, and other customers. They emphasize that consumers value
satisfying experiences over the mere acquisition of products. Customer
experience management is defined by three essential components: touchpoints,
moments of truth, and engagement (Francis Buttle, 2009). Buttle (2009) defines
touchpoints as any instance of contact between customers and the company's
services or products, which can include various forms of communication and
interaction, such as direct contact with staff or online engagements.
Touchpoints can include a multitude of channels ranging from websites and

service centers to emails, advertisements, trade shows, and physical retail
environments. For a positive and impactful customer journey, it's vital that
experiences are seamless across all touchpoints. Interactions with a service or
product can take many forms, including face-to-face meetings, phone calls,
written correspondences, online platforms, or social media engagement. Within
these touchpoints, customers experience moments of truth (MOT), defined by
Lofgren, M. (2005) as instances where customers engage with the outcomes of a
company, shaping their perceptions of the organization. These moments occur
during customer interactions at various touchpoints, leading to evaluative
impressions that can be either favorable or unfavorable based on their
experiences. Engagement arises from a blend of emotional and rational
responses, with customers exhibiting strong connections to a brand seen as
highly engaged, whereas those lacking such ties demonstrate low engagement.

Problem Statement

1. Customer experience has negatively impacted the marketing effectiveness of
electricity distribution firms in Nigeria.

2. Gaining insights from customer feedback regarding service quality is crucial
for the success of these distribution companies.

3. Many challenges encountered by electricity distribution firms are rooted in
insufficient power supply and a failure to adapt to the changing demands
and expectations of consumers in the electricity market.

4. There is an increase in complaints against electricity distribution companies,
showcasing issues such as inefficiency, extended outages, unreliable service,
slow fault resolution, billing inconsistencies, overbilling (including incorrect
estimations and meter readings), negligence, and unprofessional behavior
from staff.

5. Electricity distribution companies have not implemented innovative
strategies to tackle the challenges and widening gaps in their service
delivery.
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LITERATURE REVIEW
Customer Experience

The concept of customer experience emerged in the mid-1980s, with its
roots in the exploration of consumption experiences and hedonic consumption
as discussed by Holbrook and Hirschman (1982). This notion gained traction in
marketing literature due to contributions from researchers like Pine and Gilmore
(1998) and Carbone and Haeckel (1994). Expanding on these ideas, Gentile,
Spiller, and Noci (2007) characterize customer experience as a sequence of
interactions between a customer and a product or an organizational aspect that
provokes a response. They highlight that this experience is uniquely personal
and involves multiple engagement levels—rational, sensory, physical, and
emotional — that ultimately shape the overall quality of the customer experience.
Furthermore, these interactions are characterized by their individuality,
dependence on the customer’s perceptions, and active involvement, which in
turn evoke emotions, foster sharing with others, and create lasting memories
(Wang, Tang, Liu, and Xing, 2017).

In general, customer experience encompasses the impressions formed
during interaction points where companies and customers exchange sensory
inputs, information, and emotions. The perceptions created during or after a
customer’s engagement with a company’s offerings —be it products, services, or
employees —are deeply rooted in their physical, emotional, intellectual, or even
spiritual experiences (Robinette, Brand, and Lenz, 2001; Chatzopoulos and
Weber, 2018; Rawat and Mann, 2018). Ogonowski (2019) further explored
customer experience through the lens of customer journey maps, defining these
maps as crucial steps that clarify and enhance aspects of customer journeys. They
help businesses understand their customers' perspectives, facilitating
improvements across various experience elements and providing essential
insights for engaging customers effectively.

Customer experience predominantly manifests in emotional expressions,
signifying mood and feelings, although it does not fully capture the functional
aspects of emotion (Sorensen, 2008). Bagozzi, Gopinath, and Nyer (1999)
described emotion as a mental state shaped by cognitive evaluations,
accompanied by physiological processes, often expressed through physical
gestures, and potentially driving specific actions in response to the emotion,
depending on the individual’s perception.

Every interaction a customer has with a business—from navigating a
website to communicating with customer service and receiving purchased
products or services—affects their perception, ultimately influencing their
likelihood of returning (KPMG, 2013). Thus, fostering a positive customer
experience is crucial for a business's success, as favorable experiences lead to
repeat purchases, positive reviews, and reduced complaints and returns. Benefits
of an exceptional customer experience include heightened customer loyalty,
increased satisfaction, enhanced word-of-mouth marketing, and strong customer
recommendations.

An all-encompassing customer experience throughout the customer
journey creates a new interplay between customer experience and satisfaction,
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forming essential prerequisites for achieving customer satisfaction (Sozer and
Civelek, 2018). In business-to-business contexts, customer experience
significantly influences overall satisfaction (Venkat, 2007). Retail consumers
report higher satisfaction when their experiences align with expectations (Baser,
Cintamur, and Arslan, 2015), and the service context similarly demonstrates a
positive correlation between customer experience and satisfaction (Maklan and
Klaus, 2011).

Oliver (1999) pointed out that exceeding customer expectations with
services can enhance loyalty levels. Therefore, businesses should leverage every
service interaction to provide outstanding service, distinguishing themselves
from competitors. Research by Chong, Kennedy, and Riquier (1997) confirmed
that customer satisfaction and perceived service quality effectively predict
customer loyalty, with satisfaction being the more influential factor. As
emphasized by Chuani (2017), if customer satisfaction fails to translate into
positive financial outcomes, it becomes without merit.

Despite extensive literature on customer experience, empirical validation
and standardized metrics remain underdeveloped. Nonetheless, some
researchers have attempted to delineate its dimensions. For example, Payne,
Storbacka, and Frow (2008) highlighted three vital components: cognition,
emotion, and behavior, all essential for customer learning. They assert that
service providers can enhance customer experience by promoting learning while
considering these elements, although their framework does not fully capture the
influence of social context. Haeckel et al. (2003) also identified three categories of
cues—functional, mechanical, and humanic—that contribute to customer
experience, which can be perceived as multidimensional.

The interactions between companies and customers are pivotal, often
leading to experiences that not only meet but exceed expectations and foster
emotional connections. Key factors influencing this experience encompass
employee conduct, perceived effort, credibility, and competence, all of which
work together. Schmitt (1990, 1999, 2000) categorized five types of experiences:
sensory (sensing), affective (feeling), cognitive (thinking), physical (acting), and
social identity (relating). Sensory experiences engage the senses, affective
experiences trigger emotional responses, cognitive experiences promote
intellectual engagement, action-related experiences involve physical activities,
and relational experiences enhance social connections and belonging.

Klaus and Maklan (2011) highlighted five dimensions of customer
experience in sports and tourism:

1. Hedonic enjoyment, relating to participants' pleasure.

2. Social interaction, fostering a sense of community.

3. Efficiency, concerning service adequacy for core experiences.

4. Surreal feelings, describing dream-like memories associated with activities.
5. Personal growth, which involves skill development and goal achievement.

This review indicates that while a unified consensus on customer
experience dimensions remains elusive within business literature, this analysis
will utilize four dimensions identified by Imran, Ruchi, and Zillur (2015),
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building on Klaus and Maklan (2011): product experience, moments-of-truth,
outcome focus, and peace of mind.
Customer Satisfaction

Customer satisfaction has been defined in various ways by scholars who
regard it as an emotional response to the experiences tied to specific products or
services, retail environments, or broader behavioral patterns, as well as to the
marketplace as a whole (Wadud, 2012). In its most extreme sense, consumer
satisfaction represents the extent to which product performance aligns with
customer expectations, relying on their subjective evaluations, which can
influence preferences and recommendations to others (Oliver and Svan, 1989;
Boohene et al., 2013; Oliver, 1997).

Kotler, Armstrong, and Cunningham (2002) argue that consumer
satisfaction is critical, signifying a successful outcome aimed at fulfilling
customer needs. Moreover, Kotler (2003) posits that customer satisfaction has a
positive effect on retention and long-term loyalty. Research by Patterson,
Johnson, and Spreng (1998) shows a positive correlation between customer
satisfaction and behavioral intentions, consequently supporting repeat purchases
(Kotler, Armstrong, and Cunningham, 2002).

In line with this perspective, LaBarbera and Mazursky (1983) presented
evidence suggesting that satisfaction acts as a mediator between previous
intentions and new intentions, creating a stronger relationship than the direct
impact of prior intentions alone. Similarly, Anderson and Sullivan (2015) found
a positive link between customer satisfaction and repurchase intentions,
suggesting that higher satisfaction levels lead to increased likelihoods of
repurchase.

Satisfaction is viewed as a dynamic concept, encompassing both a process
and an end result, in alignment with Day's (1980) assertion that while satisfaction
is broadly understood, its interpretation can vary significantly between
individuals. Despite differing viewpoints from various fields regarding
satisfaction, there is an overall agreement that it typically represents the gap
between expectations and actual experiences.

Customer Experience and Customer Satisfaction in the Nigerian Electricity
Distribution Sector

To address the myriad challenges facing the power sector, the Nigerian
government enacted the Electric Power Sector Reform Act, which became law on
March 11, 2005. This legislation allowed private entities to participate in the
generation, transmission, and distribution of electricity, facilitating the
restructuring and privatization of the electricity market. Furthermore, this Act
established the Nigeria Electricity Regulatory Commission (NERC) to oversee
the sector's reform processes. It also led to the dissolution of the National Electric
Power Authority (NEPA), transitioning to the Power Holding Company of
Nigeria (PHCN), which eventually developed into the current operators in the
sector (Ohajianya et al., 2014).

As noted by Okoye A. E. (2014), key responsibilities for stakeholders in the
Nigeria Electricity Supply Industry (NESI) include:

1. Generating sufficient electricity.
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2. Ensuring effective nationwide transmission.
3. Distributing power to consumers efficiently.
However, electricity distribution services in Nigeria are plagued by
numerous challenges, the most notable being;:
Inadequate generation capacity to meet rising demand.
1. Outdated infrastructure leading to instability and unreliability in power
supply, adversely affecting industrial activities.
2. Dependence on estimated electricity usage instead of accurate metering,
contributing to reluctance to pay and encouraging theft and tampering.
3. Vandalism against electrical infrastructure perpetrated by irresponsible
individuals.
4. Acts of violence against electricity workers by dissatisfied consumers.
Challenges in Nigeria's electricity sector can be broadly divided into
technical issues related to production and supply, and commercial issues
concerning energy consumption measurement and pricing. Consumers typically
recognize shortcomings in generation and distribution as indications of a broader
national decline, leading to frustration over exploitative billing practices linked
to unreliable energy consumption estimates. Given the essential role of electricity
in daily life and its influence on socio-economic activities, this frustration is
significant. As Ise O. Joseph (2014) observed, energy is crucial for production,
with electricity vital for large-scale manufacturing operations. Inconsistent
electricity access disrupts production continuity, while voltage fluctuations can
damage equipment. As a result, investing in improved electricity infrastructure
is essential to enhance both the performance and longevity of physical assets.
To meet customer demands effectively, considering the inelastic nature of
electricity demand, service providers must adapt to emerging customer needs for
sustainable growth (Chuani, 2017). This view aligns with Holliday (1996), who
stressed the electricity sector's susceptibility to regulatory changes and the
potential for customer dissatisfaction, which can result in unpaid bills. Therefore,
differentiating services and fostering strong customer relationships is crucial for
the survival of electricity providers (Chuani, 2017). This assertion is further
substantiated by Mylonakis, Malliaris, and Siomkos (1998), who found that many
service providers prioritize establishing a physical presence in key locations and
offering additional post-sale services to differentiate themselves from
competitors.

METHODOLOGY

The study population comprises customers and managers of the Port
Harcourt Electricity Distribution Company (PHED) located in South-South
Nigeria. This population includes a total of 635,074 individuals. Edo and Delta
states have been excluded from this population due to a report from the Nigeria
Electricity Regulatory Commission (NERC), which did not provide a breakdown
of the customer base for the Benin Electricity Distribution Company by state.
Since Benin Disco serves both Edo and Delta states as well as certain areas in the
South-West, the research focused on Rivers, Bayelsa, Akwa Ibom, and Cross
River states, selected based on critical mass theory (Bingham, 1976; Bouchard,
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1993). This theory posits that urban areas with a higher socio-economic status are
more closely linked and likely to prioritize amenity-based values compared to
those with lower socio-economic status, which tend to focus more on necessities.
Sample Size and Sampling Technique

Using the Krejcie and Morgan (1970) table for guidance, a sample size of
234 was determined for the study. As the research targets four states, Bowley’s
(1926) proportional allocation method was employed:

nl =n(Nh) / N

In this equation, nl represents the proportion, n is the total sample size, Nh
is the population size for each specific area, and N denotes the overall total
population.

The distribution of respondents was as follows: 122 from Rivers State, 26
from Bayelsa State, 54 from Akwa Ibom State, and 32 from Cross River State,
totaling 234 participants. A purposive sampling technique was adopted to ensure
the selection of respondents aligned with the desired characteristics relevant to
the study.

Data Analysis Methodology

The study utilized a primarily quantitative approach. For data analysis,
inferential statistics were performed using Structural Equation Modeling (SEM)
with the aid of AMOS 24.0 software, alongside the Statistical Package for Social
Sciences (SPSS) version 25.0.

RESULTS
Measurement of Socio-Demographic Characteristics

Descriptive statistics were utilized to gather demographic information on
customers, including gender, age, marital status, occupation, employment status,
income bracket, customer status, and highest educational qualification. This data
was essential for characterizing the socio-demographic profile of participants.

A pilot test was conducted to evaluate the measurement instrument,
assessing reliability through Cronbach’s Alpha values. A threshold of 0.7 was
considered the acceptable minimum, as suggested by Nunnally and Bernstein
(1994). The reliability analysis indicated that all scales achieved high internal
consistency, exceeding the recommended minimum of 0.70. Specifically,
Cronbach’s Alpha values for three constructs —customer satisfaction, customer
loyalty, and customer retention —each met or exceeded 0.90. Additionally, three
constructs —peace of mind, moments of truth, and political factors—recorded
Alpha values above 0.80, while the outcome focus and product experience
constructs exceeded 0.70. Overall, these findings indicate that the measurement

instrument is reliable. An overview of the reliability analysis results is presented
in Table 1 below.
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Table 1. Reliability Statistics

SN CONSTRUCT NO.OFITEMS CRONBACH’S ALPHA
1. Peace of Mind (PM) 6 0.845
2 Moment of Truth (MT) 5 0.812
3 Outcome Focus (OF) 5 0.778
4. Product Experience (PE) 5 0.740
5 Customer Satisfaction (CS) 5 0.920

Source: Researcher’s Desk, SPSS 25.0 Outputs 2020

Data Analysis

In this study, bivariate analysis was employed to examine the hypotheses
and assess the relationships between variables, utilizing the structural
component of Structural Equation Modeling (SEM). The subsequent phase of the
data analysis involved multivariate analysis with SEM to evaluate the
moderating impact of external political factors on the variable relationships. The
analysis took into account various parameters, including outliers, non-response
bias, common method bias (CMB), common method variance (CMYV), linearity,
multicollinearity, normality, and homogeneity of variance.
Pilot Study

A preliminary pilot study involving 15 participants was performed to
evaluate the measurement instrument. The internal consistency of the sub-
constructs was analyzed using Cronbach’s Alpha, with a reliability threshold set
at 0.7. All dimensions and metrics exceeded this recommended alpha level, as
outlined by Nunnally and Bernstein (1994).

Table 2. Reliability Statistics of Data
Cronbach's Cronbach's Alpha Based on

Dimensions Alpha Standardized Items N of Items
Peace of Mind .845 .858 6
Moments of Truth .864 872 5
Outcome Focus 773 794 5
Product Experience .846 .852 5
Customer 962 962 5
Satisfaction

Source: SPSS 25.0 Outputs 2020
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Table 3. Normality Statistics

Descriptive Statistics

Minim Maximu Std.Dev
N um m Mean iation Skewness Kurtosis
Std. Std.
Statisti Statisti Statist Erro Statisti Erro
C Statistic Statistic ¢ Statistic ic r C r
Peace of 230 7 30 1810  4.727 139 160 -107  .320
Mind
Moments 230 4 20 12.27  3.160 138 160 -478 320
of Truth
Outcome 230 5 25 1557  3.898 012 160 -211 .320
Focus
Product 230 5 25 15.76  4.243 -021 160 -447 320
Experienc
e
Customer 230 5 25 14.11 4.997 139 160 -503  .320
Satisfacti
on

Source: Research data, 2020

Table 4. Showing Distribution of the Dimensions of Customer Experience

Numb Std. . Chi- Degre frobabll
Facto Mea . .. | Varian square |es of |itylevel
er of Deviati
rs n ce Cronbach freedo
Items on
Alpha m
PM 6 177'4 5462 | 17.47 .845 20.272 ? V1e
MT 5 1%'7 4.697 | 22.066 864 13.085 > 023.
OF 5 14;'6 3.773 | 14.238 773 7.189 > 207
PE 5 1%'4 5316 | 28.257 846 11.744 > 158
CS 5 1?)'8 5.672 | 32171 962 10.950 > 052

Source: Research data, 2020
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Table 5. Descriptive Statistics

Std.
N Mean  Deviation Skewness Kurtosis
Std. Std.

Statistic Statistic Statistic Statistic Error Statistic Error
Peace of Mind 230 18.10 4.727 139 .160 -.107 320
Moments of 230 12.27 3.160 138 .160 -478 320
Truth
Outcome Focus 230 15.57 3.898 012 .160 =211 320
Product 230 15.76 4.243 -.021 .160 -.447 320
Experience
Valid N 230
(listwise)

Source: SPSS Data Result, 2020

Correlations

The correlations among the variables —Peace of Mind, Moments of Truth,
Outcome Focus, Product Experience, Customer Satisfaction, Customer Loyalty,
Customer Retention, and Political Factors —are detailed in the table below. The
correlation coefficients, calculated using Pearson’s product-moment correlation,
demonstrate that all constructs are significant at the 0.01 level (2-tailed). The
highest bivariate correlation observed is 0.76, which exists between customer
satisfaction and outcome focus, while the lowest correlation is 0.34, found
between peace of mind and product experience. Since no correlation exceeded

0.85, multicollinearity was not a concer.

Table 6: Correlations

Peace
of Moments Outcome Product Customer
Mind  of Truth Focus Experience Satisfaction
Peace of Pearson 1 717" 673" 338" 687
Mind Correlation
Sig. (2-tailed) .000 .000 .000 .000
N 230 230 230 230 230
Moments Pearson 717 1 736" 4107 684
of Truth Correlation
Sig. (2-tailed) .000 .000 .000 .000
N 230 230 230 230 230
Outcome Pearson 673" .736™ 1 380 758"
Focus Correlation
Sig. (2-tailed) .000 .000 .000 .000
N 230 230 230 230 230
Product Pearson 338 410" .380* 1 381"
Experience Correlation
Sig. (2-tailed) .000 .000 .000 .000
N 230 230 230 230 230
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Customer Pearson 687" .684™ .758™ 381 1
Satisfaction Correlation

Sig. (2-tailed) .000 .000 .000 .000

N 230 230 230 230 230
Structural Model Results

Utilizing an a priori parameter specification, a one-factor model was
established with the following indicators: CS1: I have a very positive opinion of
PHED; CS2: I feel comfortable visiting the PHED office for the services I seek;
CS3: I am generally satisfied with PHED and the services offered; CS4: I believe
PHED delivers the best possible results for my needs; CS5: I find that PHED
adequately addresses my issues. Each indicator was rated on a scale from 1 to 5,
where higher scores indicate greater levels of customer satisfaction. The variance-
covariance matrix for the population was analyzed using AMOS 24.0, employing
a maximum likelihood estimation approach (factor loadings and error variances
are detailed in Table 8). The model fit was assessed through various indices,
including the root mean square error of approximation (RMSEA), comparative
tit index (CFI), Tucker-Lewis index (TLI), the probability of close fit (PCLOSE),
and the normed fit index (NFI).
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Figure 1. Structural Model (Linking the Hypotheses)

The second-order measurement model was established with an
overidentification of one hundred and eighty-four degrees of freedom (184 df).
Following the guidelines from Hu and Bentler (1999), a suitable model fit was
determined using criteria such as RMSEA (< 0.6), CFI (= 0.95), TLI (= 0.95),
PCLOSE (= 0.5), and NFI (= 0.95). Additionally, according to Hair (2006), the
following indices were recommended for indicating an acceptable fit: GFI (>
0.90), NFI (> 0.90), PNFI (> 0.60), RMSR (< 0.10), CFI (> 0.90), AGFI (> 0.80), and
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RMSEA (< 0.08). A variety of indices were employed, as they offer distinct
insights into model fit, including absolute fit, corrections for parsimony, and
comparative fit.
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Figure 2. Second-Order Measurement Model of Customer Experience

Utilizing these indices collectively allows for a more cautious and
dependable assessment of model solutions. As noted by Byrne (2006), parameter
estimates and standardized factor loadings should ideally exceed 0.5 and
preferably surpass 0.7; meanwhile, according to Brown (2010), factor loadings
that are completely standardized and reach 0.4 or higher are typically considered
to indicate a “salient” factor loading.

In examining the goodness-of-fit indices for the second-order measurement
model of entrepreneurial orientation, the assessments suggested a moderate fit
for the data (chi-square (184 df) = 866.61, RMSEA = 0.125, CFI = 0.67, NFI = 0.61,
TLI = 0.63, and PCLOSE = 0.00). However, the significance of the p-value (p <
0.000) demonstrated an acceptable fit, as the model was deemed over-identified
with one hundred and eighty-four degrees of freedom. Further analysis of the
modification indices indicated that introducing covariance between the error
terms for peace of mind, moments of truth, outcome focus, and product
experience enhanced the model fit. Following this adjustment, the results showed
significant improvement in the second-order measurement model fit (chi-square
(184 df) = 866.61, RMSEA = 0.021, CFI = 0.97, NFI = 0.95, TLI = 0.97, and PCLOSE
= (0.55). The factor loading estimates indicated strong associations between the
four sub-constructs and the latent factor of customer experience, signifying their
statistical relevance. These findings align with the notion that these sub-scales are
dependable representations of the latent construct of customer experience.

DISCUSSION

The mean distribution for customer experience reflects summaries of its
sub-constructs: Peace of Mind (18.10), Moments of Truth (12.27), Outcome Focus
(15.57), and Product Experience (15.76). The results suggest that all four
constructs exhibit moderate yet significant mean values, indicating that PHED is
effective in generating new services and delivery patterns, potentially due to
management changes within the organization. The summaries of these constructs
provide essential insights into assessing customer experience distribution,
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revealing it as a vital aspect for PHED. The evidence from the distribution data
indicates that customer experience is perceived as a strong characteristic of
PHED and is deemed crucial for achieving marketing performance objectives.

The first specific objective aimed to evaluate the connection between peace
of mind and customer satisfaction. This was expressed through a research
question under Ho:1. The results indicate a strong, positive, and significant
correlation between these variables (with 3 > 0.5, t > 1.96, and p < 0.05), leading
to the rejection of the null hypothesis. Thus, we conclude there exists a notable
positive relationship between peace of mind and customer satisfaction in
electricity distribution companies throughout South-South Nigeria. This finding
is consistent with the conclusions of Felix, Laetitia, and Eyk (2016), who affirmed
that peace of mind is linked to overall experience quality and customer
satisfaction.

The second specific objective explored the relationship between moments
of truth and customer satisfaction. Analysis results failed to support the
hypothesis. However, findings indicated a strong positive correlation between
moments of truth and customer satisfaction in electricity distribution companies
within South-South Nigeria.

The third specific objective involved examining the link between outcome
focus and customer satisfaction. Results demonstrated a strong positive and
significant association (with p > 0.5, t > 1.96, and p < 0.05), suggesting that
enhanced outcome focus correlates with increased customer satisfaction. This
aligns with findings by Klaus and Maklan (2012), who showed that outcome
focus as a dimension of customer experience quality positively impacts customer
satisfaction. The fourth specific objective assessed the relationship between
product experience and customer satisfaction, revealing a robust positive
correlation (with p > 0.5, t > 1.96, and p < 0.05). This finding highlights the
significant link between product attributes and customer satisfaction within the
context of electricity distribution companies in South-South Nigeria, reinforcing
the Service Quality Theory proposed by Buttle (1996), which asserts that
consumer expectations primarily shape their overall service experience.

CONCLUSIONS

Based on the observed data and empirical findings, this study concludes
that customer experience plays a critical role in enhancing marketing
performance. It establishes that aspects such as peace of mind, moments of truth,
outcome focus, and product experience are essential in fostering customer
satisfaction among electricity distribution companies in South-South Nigeria.
These results further support the assertion that customer experience is integral to
maintaining customer satisfaction

RECOMMENDATIONS

Considering the study's findings regarding the relationship between
customer experience and customer satisfaction within electricity distribution
companies in South-South Nigeria, the following recommendations are made:
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1. Management of electricity distribution companies should address existing
challenges and deficiencies in the industry to promote peace of mind among
consumers, thereby enhancing customer satisfaction.

2. Flexibility in adapting to customer needs is crucial for electricity distribution
companies to effectively manage moments of truth and cultivate customer
loyalty.

3. Simplifying the process of obtaining electricity can increase consumer
preference for electricity supply over alternative power sources, which will
contribute to higher customer retention rates.
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