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The topic of branding has been a frequent subject of discussion within the realm of marketing 
studies. Establishing a brand picture is not only a crucial factor in promoting tangible goods, 
but it also constitutes a primary consideration for service-based entities. Ogungbade, (2015) 
posits that the brand image can exert an influence on the brand switching behaviours of 
customers. According to Lee, Yi, Park, and Yi (2014), the perception or mental image that 
customers hold of a particular brand is believed to be shaped by their emotional or rational 
responses. An increase in brand identity or image can potentially lead to a simultaneous 
improvement in customer loyalty towards the brand (Ibok & Etuk, 2015). According to the 
authors, a favourable brand identity is anticipated to fulfil customer anticipations and confer 
supplementary assistance to customers, ultimately resulting in customer satisfaction and 
deterring brand switching.

Conceptual Clarification

Brand switching behaviour

Customer brand switching behaviour is a situation where customers move from one service 
provider to another, partially or permanently, in search of better service. It has been observed 
over time that accessing a reliable and dependable instrument of data collection for 
researchers that measures the same phenomena repeatedly and produces the same result has 
been a source of concern to researchers. As a result, the objective of this study is to present 
the reliability and validity results of an ongoing study on the mediating effect of customer 
satisfaction on the relationship between marketing mix and brand switching behaviour of 
global systems for mobile communication users in Maiduguri Metropolis, Nigeria. The 
reliability and validity results on the three constructs are of great significance to other 
researchers and students who will adapt questions from the main study for the purposes of 
future research.

Customer Satisfaction
The attainment of customer satisfaction is widely recognised as a fundamental objective for 
virtually all organisations. It is imperative for organisations to possess knowledge regarding 
the factors that precede and follow customer satisfaction (Al-Msallam, 2015). The notion of 
customer contentment holds a significant position in the domain of marketing, as it enables 
marketers to anticipate customer behaviour (Al-Msallam, 2015). Various scholars, including 
Shode, (2017) and Afthanorhan, Awang, Rashid, Foziah, and Ghazali, (2019), have 
conducted research on the various reasons that influence customer satisfaction. These 
reasons include service features, service quality, commitment, service fairness, expected 
value, price, convenience, competitiveness, and customer anticipations. Communication 
and personal benefits have been identified as reasons preceding customer fulfilment 
(Muhammad, Shamsudin, & Hadi, 2016; Oghojafor, Ladipo, Ighomereho, and Odunewu, 
2014). The fundamental components of customer satisfaction are essential service, 
exchange value, service delivery, customer service, and promotion. In addition, Afthanorhan 
et. al. (2019) have identified three factors that precede buyer fulfilment, namely expected 
quality, expected value, and customer anticipations.

LITERATURE REVIEW

Price/Tariff

Service Quality

Sales Promotion

Hidayat, Soesanto, and Mahfudz, (2018) opined that reduced service excellence leads to 
customers transferring service suppliers. They also suggested that a decrease in service 
excellence leads to customer dissatisfaction, which in turn prompts customers to switch 
service providers. Voice calls as a measure of service excellence are largely utilised by 
portable system handlers around the world as they are the main determinant of customer 
substituting behaviour in the mobile telephone sector (Grigoriou, Majumdar, & Lie, 2018; 
Kukreja & Ajagaonkar, 2020). Therefore, the quality of data copying also plays a significant 
role in influencing customer substitution behaviour; customers often copy songs, images, 
and emails, and when data copying is slow, they tend to switch to more efficient service 
providers. Lim, Yeo, Goh, and Koh, (2018) added that reduced answers to service 
disappointment add significantly to customer substituting behaviour. Operative service 
disappointments comprise unwilling replies, inability to perform, and giving undesirable 
replies (Mandal, 2017).

According to Nagar's (2009) literature, it has been established that customers who engage in 
repeat purchases are the only ones considered to be profitable. The association between a 
patron's allegiance to a particular brand and their recurrent acquisitions is not unequivocal. 
The degree of dedication demonstrated by a consumer is a pivotal factor in ascertaining the 
probability of a subsequent acquisition. Consequently, service providers must develop 
marketing tactics that not only increase customer loyalty but also promote repurchase 
behaviour. One of the primary aims of sales advancement is to encourage repeated 
purchasing patterns and strengthen consumer allegiance. Nijs et al., (2018) opined that sales 
promotions have an influence on various aspects of customer buying behaviour, including 
but not limited to brand choice, purchase timing, quantity, and brand substitution. Sales 
promotion is a marketing strategy that entails providing additional incentives to 
intermediaries in order to expedite or enhance the movement of a service from the service 
provider to the ultimate consumer. This definition concisely outlines the fundamental 
elements of sales marketing. Various sales-promotion tactics, such as offering 
complimentary samples, organising competitions, providing rewards, distributing coupons, 
and implementing pricing incentives, are utilised to provide additional stimuli that 
accelerate sales. The techniques mentioned above are commonly known as value-added 
strategies, which offer brands immediate and tangible supplementary advantages (Du 
Plessis et al., 2010). The primary aim of a sales promotion is to encourage customer buying 
behaviour by fast-tracking the buying or consumption process and offering them an 
inducement to promptly act upon the promotional offer. Commonly, such incentives are 
bound by time limitations, which creates a sense of urgency.

Several studies strongly agree with the opinion that price is the core reason why customers 
change service suppliers (Fontana, Iori, & Nava 2017; Chandal 2017; Sithole & Njaya 2018; 
Kusotera et al. 2018; Lim, Yeo, Goh, & Koh 2018; Grigoriou et al. 2018; Malhotra & Batra 
2019; Dauda & Maiyaki 2019). Likewise, it was determined that price shows a great 
contribution to customer substituting behaviour in the mobile service sector (Shah et al., 
2018). If customers discover that rivals are proposing better charges, they can change and 



Pre-testA pre-test was carried out for face validity, construct validity, and reliability.

Face Validity
A face validity test was carried out because the process of validation is important and is 
presented in this chapter. Consequently, the supervisors and proposal assessors were 
presented with the questionnaire. Some of the items were found to be ambiguous and were 
immediately simplified. Similarly, scholars were consulted to evaluate the validity of the 
questionnaire for the study. The scholars consulted were three lecturers from the Faculty of 
Management Sciences, Departments of Marketing, Business Administration, and Banking 
and Finance, and a lecturer in the Department of Languages and Linguistics of the University 
of Maiduguri (Chi, 2006). Thereafter, the questionnaires were refined and fine-tuned to 
appropriately evaluate all the constructs in the study. As a result, the questionnaires for the 
study were administered to the respondents. Hence, the deficiencies of the questionnaires 
were identified, and crucial corrections were made to make the instruments valid and 
reliable.

Construct Validity
According to Retnawati, (2017), construct reliability (CR) is a measure of the internal 
consistency of the variables that represent the latent construct to be measured. Construct 
reliability is used to measure to what extent variables underlying the constructs serve in 
structural equation modelling (Zinbarg, Revelle, Yovel, & Li, 2005). Construct reliability 
could be estimated after construct validity is proven using confirmatory factor analysis. 
Based on the factor loading analysis of the factor, construct reliability is estimated (Geldhof, 
Preacher, & Zyphur, 2014). Gefen, Straub, and Boudreau, (2000) suggest that construct 
reliability coefficients higher than 0.70 are acceptable. A high coefficient indicates high 
internal consistency. According to Furr and Bacharach, (2003), construct validity refers to 
the extent to which the measurement score reflects the latent construct to be measured. 
Meanwhile, Hair et al. (2019) define construct validity as an approach to making sure that a 
set of variables represents the theoretical latent construct that is being measured. As a result, 
Fornell and Larcker, (1998) and Agarwal, (2013) note that the construct validity of 
confirmatory factor analysis includes two main tests, namely the convergent validity test and 

move on to a service provider proposing inexpensive tariffs (Grigoriou et al., 2018; Lee et al., 
2018; Salhieh, 2019). Shah et al. (2018) and Manzoor et al. (2020) emphasized that pricing 
groupings involve all serious substituting behaviours, such as Internet browsing costs, call 
rate charges, consequences, price pacts, coupons, or promotions, all of which encourage 
customer substitution. Bad charge observations influence significantly customer 
substituting behaviour (Mandal 2017). Grigoriou et al., (2018) and Dauda and Maiyaki, 
(2019) also opined that high call charges and internet browsing charges typically encourage 
customers to change telecommunication service suppliers. The question of addition or 
forfeiture percentage plays a vital role in customer substituting behaviour; if the customers 
feel they are gaining, they can remain with the service supplier, but if they feel they are 
dropping, they can change to a different telecommunications service supplier (Shah et al. 
2018). A slight variation in tariff bundles can incentivize customers to switch service 
providers, as they are constantly seeking cost-effective options and saving money due to the 
volatility of tariffs (Ndebele et al. 2019).

The Marketing Mix Theory, also known as the 4Ps (Product, Price, Place, and Promotion), 
forms the foundation of marketing strategy. It was proposed by E. Jerome McCarthy in 1960, 
this theory posits that a firm's marketing success hinges on its ability to strategically balance 
these four elements to meet consumer needs and preferences. Product element encompasses 
the quality, design, features, brand name, and range of a product. In Maiduguri Metropolis, 
the diversity and quality of products offered significantly influence customer satisfaction. 
Products that meet or exceed consumer expectations are more likely to retain customers and 
reduce brand switching behaviour. Pricing strategies can profoundly impact consumer 
perceptions and purchasing decisions. Competitive pricing that reflects the value and quality 
of the product can enhance customer satisfaction. Conversely, inconsistent or perceived 
unfair pricing can lead to dissatisfaction and increased brand switching. Distribution 
channels and the ease of product availability play a critical role in customer satisfaction. In 
Maiduguri, where infrastructural challenges may affect product accessibility, efficient 
distribution can enhance customer loyalty. Poor distribution, on the other hand, can frustrate 
consumers and prompt them to switch brands. Effective promotional strategies, including 
advertising, sales promotions, and public relations, can attract and retain customers. In a 
competitive market like Maiduguri, engaging and informative promotions can boost 
customer satisfaction by ensuring that consumers are aware of and can appreciate the value 
propositions of products. 

Theoretical Review

the discriminant validity test. Campbell & Fiske (1959) describe that convergent and 
discriminant validity are essential requirements for every instrument's development to 
obtain psychometrically accountable data.

The dynamic interplay between marketing mix elements, customer satisfaction, and brand 
switching behaviour is pivotal in understanding consumer decision-making processes. 
Consequently, the below two prominent theories elucidate these relationships: the 
Marketing Mix Theory and the Expectancy Disconfirmation Theory.

Marketing Mix Theory

Expectancy Disconfirmation Theory (EDT)
The Expectancy Disconfirmation Theory, introduced by Richard L. Oliver in 1980, focuses 
on customer satisfaction as a function of the gap between pre-purchase expectations and 
actual performance. According to EDT, customer satisfaction is determined by the degree to 
which a product or service meets or exceeds expectations. Expectations are formed based on 
past experiences, word-of-mouth, advertising, and individual needs. In Maiduguri, where 

While the Marketing Mix Theory offers a robust framework for crafting marketing 
strategies, it has been criticized for its product-centric approach and lack of emphasis on 
customer engagement and relationship-building. In today's customer-centric market, 
businesses need to go beyond the traditional 4Ps to include additional elements like People, 
Process, and Physical Evidence (extended to 7Ps). This broader perspective ensures a more 
comprehensive approach to meeting customer needs and enhancing satisfaction, thereby 
reducing brand switching tendencies.



consumer access to diverse information sources may vary, expectations can be significantly 
influenced by local marketing efforts and community reputation. Perceived Performance 
refers to the consumer's perception of the actual performance of the product or service. 
Accurate and positive perceptions can lead to higher satisfaction levels. Inconsistent or poor 
performance, however, results in negative disconfirmation, leading to dissatisfaction and 
potential brand switching. Confirmation/Disconfirmation implies that when perceived 
performance matches or exceeds expectations (positive disconfirmation), customer 
satisfaction is achieved. If performance falls short (negative disconfirmation), 
dissatisfaction ensues. This disconfirmation process is crucial in understanding why 
customers switch brands.

EDT provides a valuable lens for understanding customer satisfaction and brand switching 
behaviour. However, it has limitations. The theory predominantly focuses on cognitive 
assessments and does not fully account for emotional responses and other non-cognitive 
factors that influence satisfaction and loyalty. Additionally, it assumes that consumers have 
stable and rational expectations, which may not always be the case, particularly in dynamic 
markets like Maiduguri.

In Maiduguri Metropolis, combining insights from both the Marketing Mix Theory and 
Expectancy Disconfirmation Theory offers a more nuanced understanding of customer 
satisfaction and brand switching behaviour. The Marketing Mix Theory helps identify 
specific areas (product, price, place, promotion) that firms can optimize to enhance 
satisfaction. Meanwhile, EDT emphasizes the importance of meeting or exceeding customer 
expectations through these marketing efforts. Businesses in Maiduguri should leverage the 
4Ps to create strong value propositions while continuously managing consumer expectations 
through reliable and consistent product performance. Additionally, integrating feedback 
mechanisms to gauge customer satisfaction and adjust strategies accordingly can mitigate 
brand switching. By synthesizing these theories, businesses can enhance customer 
satisfaction and loyalty, ultimately reducing the propensity for brand switching.

Empirical Review

Aliyu and Yusuf, (2021) examined the relationship between marketing mix elements and 
customer satisfaction and their impact on brand switching behaviour among consumers in 
Maiduguri Metropolis. The research employed a quantitative research approach using a 
structured questionnaire to collect data from 200 respondents in Maiduguri. The 
questionnaire was designed to measure the components of the marketing mix (product, 
price, place, promotion), customer satisfaction, and brand switching behaviour. The data 
were analysed using descriptive statistics and regression analysis to determine the 
relationships between the variables. The study found that all elements of the marketing mix 
had significant positive relationships with customer satisfaction. Specifically, product 
quality and promotional activities were the most influential factors. Additionally, high levels 
of customer satisfaction were associated with lower tendencies towards brand switching. 
The study concluded that businesses in Maiduguri should focus on improving their 
marketing mix strategies to enhance customer satisfaction, thereby reducing brand 
switching behaviour. Emphasising product quality and effective promotional strategies can 

significantly impact customer retention.

Ibrahim and Abdullahi, (2022) explored how different aspects of the marketing mix 
influence customer satisfaction and subsequent brand switching behaviour in the fast-food 
industry in Maiduguri Metropolis. The researchers conducted a pilot study using a mixed-
methods approach. They distributed surveys to 150 customers from various fast-food outlets 
in Maiduguri and conducted in-depth interviews with 15 managers from these outlets. The 
survey data were analysed using SPSS for quantitative analysis, while thematic analysis was 
employed for the qualitative data from interviews. The quantitative results indicated that 
price and promotion were the most significant marketing mix elements affecting customer 
satisfaction. The qualitative data revealed that managerial perceptions aligned with the 
survey findings, emphasising the role of competitive pricing and attractive promotions in 
maintaining customer loyalty. The study concluded that in the highly competitive fast-food 
sector, maintaining a balanced marketing mix that prioritises competitive pricing and 
promotional offers is crucial for enhancing customer satisfaction and minimising brand 
switching. They recommended continuous market research to stay attuned to customer 
preferences and adjust marketing strategies accordingly.

METHODOLOGY

The study employed a survey research design to accomplish its objective of eliciting 
responses on the independent variable (marketing mix), the dependent variable (customer 
brand switching behaviour), and the mediator variable (customer satisfaction). In the context 
of survey design, it is significant to note that the researcher's influence is limited to the 
selection and implementation of measures, while the study's settings and predictor variables, 
as well as their impact on the outcome variable, remains beyond the researcher's control. 
Sekaran and Bougie, (2010) posit that survey design is a suitable method for data collection 
due to its ability to generate results that can be extrapolated to the entire population, owing to 
the large sample size.

Population of the Study
The population of the study comprises all the users of Global System for Mobile 
Communications within Maiduguri Metropolis, which are customers of MTN, GLO, 
AIRTEL, and 9MOBILE. The following are the total registered customers of 
telecommunication service providers in Maiduguri Metropolis: MTN 638,010, six hundred 
and thirty-eight thousand and ten; Airtel 422000, four hundred and twenty-two thousand; 
GLO 289001, two hundred and eighty-nine thousand; and 9Mobile 236372, two hundred 
and thirty-six thousand, three hundred and seventy-two. Therefore, the total subscribers of 
the licensed service providers within Maiduguri Metropolis are 1,585,383 one million five 
hundred and eighty-five thousand three hundred and eighty-three subscribers (NCC 2023). 
A preliminary investigation was carried out to assess the instrument's reliability and validity, 
providing the researcher with initial insights into the fundamental characteristics of the 
broader population. According to George and Gordon, (2010) and Sekaran, (2003), a 
minimum of thirty representative members from the population of concern is recommended 
for a pilot study when the objective is an initial investigation or scale improvement. 
Malhotra, (2008) and Johanson and Brooks, (2010) advocated for a sample size of 15 to 30 



participants, while Dilman (2007) suggested a significantly larger sample size. Emphasising 
the significance of carrying out a pilot study before the commencement of data gathering is 
imperative. Risto and Erriki, (2004) emphasised the necessity of conducting a pilot study to 
mitigate any potential issues with the instrument prior to data collection. In order to ensure 
the appropriateness of a questionnaire, it is recommended to carry out a pilot study by 
administering and evaluating the questionnaire on a limited subset of the target population. 
Furthermore, conducting a pilot study will facilitate the researcher in making the necessary 
modifications. Thus, the study employed a sample of sixty participants (60) drawn from the 
overall population of the study for the purpose of conducting a pilot study.

n = sample size 
Where: 

1 = constant 

However, for the purpose of a pilot study, sixty respondents were selected, as suggested by 
Malhotra, (2008) and Johanson and Brooks, (2010), who advocated for a sample size of 15 to 
30 participants, while Dilman, (2007) suggested a significantly larger sample size. 
Emphasising the significance of carrying out a pilot study before the commencement of data 
gathering is imperative. The convenience sampling technique was used to select customers 
within Maiduguri Metropolis to elicit responses from the customers of the four licensed 
telecommunication service providers.

Sample Size and Sampling Technique

Methods of Data Collection and Analysis

Data for the study were primarily sourced from the total customers of MTN, GLO, AIRTEL, 
and 9MOBILE within Maiduguri Metropolis in order to get first-hand information about the 
population using a structured questionnaire. The variables on which the primary data were 
collected are: marketing mix (independent variable), customer satisfaction (mediator 

Therefore;

N = population 

Four hundred 400 samples were obtained using the Taro Yamane formula from the total 
population of all the customers of the four telecommunication service providers within 
Maiduguri Metropolis. In order to handle the non-response rate, there is a need to add fifteen 
percent of the total sample size (Aminu 2015; Sekeran 2003); this simply implies that 60 will 
be added to make up a total of 460.

2e = level of significance (0.05)

According to Table 1, Figure 1 and Figure 2, the reliability test results are crucial in assessing 
the internal consistency of the measurement scales used for each variable. Cronbach's Alpha 
values above 0.7 are generally considered acceptable, indicating that the items within each 
variable measure the same underlying construct reliably. In this case, all variables except 
Brand Switching Behaviour have acceptable Cronbach's Alpha values, suggesting that the 
items within these variables reliably measure the intended constructs. Composite reliability 
values above 0.7 indicate that the latent variables are adequately measured by their 
indicators. Again, all variables except Brand Switching Behaviour meet this criterion, 
further supporting the reliability of the measurement scales used in the study. The 
relationship between the marketing mix elements (Price, Sales Promotion, and Service 
  

Reliability Test

variable), and brand switching behaviour (dependent variable). Data obtained from the 
customers of the four telecommunication service providers was inputted into the statistical 
package for social sciences (SPSS) to obtain the bootstrapping results of Cronbach's alpha 
and composite reliability, which are the essential measures of the internal consistency of the 
instrument for data collection.

DATA ANALYSIS AND DISCUSSION OF FINDINGS

Table 1.0: Reliability Test Results

In addition to validity, reliability is also required for a scale. Brown (2015) refers to 
reliability as the consistency of the measurement results. Robert, (2006) states that a reliable 
instrument could maintain the consistency of the measurement results within a certain range. 
The degree of consistency is determined by the reliability coefficient. Margono, (2015) 
suggests that an instrument is reliable if it can measure the same phenomenon repeatedly, yet 
it yields relatively consistent results. This study reported two types of reliability, namely 
constructs and composite reliability. Internal consistency reliability involves the degree to 
which indicators of measurement scales evaluate the same construct (Hair et al., 2012). 
Though the common metric for evaluating the reliability of instruments is Cronbach's alpha, 
composite reliability is commonly used for analyses involving PLS-SEM as it provides a 
less biased reliability estimate (Hair et al., 2014). Hence, Hair et al., (2019) recommended a 
minimum threshold of 0.70 or 0.60 in the case of exploratory research for both composite 
reliability and Cronbach's alpha.









































strategic marketing planning into an entrepreneur's operations in a sufcient and efcient 
manner can boost company performance (Ejrami, Salehi & Ahmadian, 2016). As a result, it 
is essential to investigate how strategic marketing planning is used as a tool and how it affects 
the success of entrepreneurial businesses in Nigeria. The study concentrated on Osun State's 
Osogbo Metropolis's entrepreneurial enterprises.Although SMEs comprise the highest 
percentage of companies and contribute to economic development and job creation in 
Nigeria, SME owners constantly face the challenge of sustaining their businesses beyond 5 
years of operation (Gumel, 2019). Unsuccessful marketing strategies of SMEs result in the 
high failure rate of businesses (İşkurak & Dikmen, 2021). Because of how quickly things 
change, it is challenging to extrapolate previous data and trends to create accurate 
predictions about the future. These modications might be little or big. The key difculty for 
entrepreneurs is successfully managing the uncertainties that arise in business settings while 
still achieving the required levels of performance. The extent of the changes is not what 
counts most. As a result, this serves as the starting point for strategic marketing planning in 
all entrepreneurial ventures, which is the problem that motivates this study. This study 
examine strategic marketing planning as a tactical instrument to improve the success of 
entrepreneurial businesses in Osun State, Nigeria. The study intends to test whether:































Socialization, Employee Productivity, Psychological Well-being, Cultural Values 















Chiu, L. (2019). Cultural values and well-being: A systematic review. Journal of Cross-

Cultural Psychology, 50(6), 851-873. DOI: 10.1177/0022022119831049

Eze, N., & Okafor, C. (2019). The impact of socialization processes on organizational 

commitment in the Nigerian pharmaceutical sector. African Journal of Business 

Management, 13(6), 189-200.

Cohen, S. (2020). Social relationships and mortality risk. Journal of Personality and Social 

Psychology, 119(2), 351-373. DOI: 10.1037/pspp0000231

Berry, C. M. (2020). The impact of social support on mental health. Journal of Behavioral 

and Cognitive Psychotherapy, 11(2), 123-134. DOI: 10.1016/j.jbcp.2020.02.003

Lyubomirsky, S. (2019). Positive psychology and well-being. Journal of Positive 

Psychology, 14(5), 462-474. DOI: 10.1080/17439760.2019.1571153

Hofstede, G. (2019). Dimensionality of cultural values. Journal of Cross-Cultural 

Psychology, 50(6), 807-823. DOI: 10.1177/0022022119831048

Gelfand, M. J. (2019). Cultural tightness-looseness and well-being. Journal of Cross-

Cultural Psychology, 50(6), 824-838. DOI: 10.1177/0022022119831050

REFERENCES

A a t b s  ( 2 0 2 3 ) .  P s y c h o l o g i c a l  w e l l b e i n g .  R e t r i e v e d  f r o m  

h t t p s : / / a a t b s . c o m / b l o g / p o s t / w h a t -

ispsychologicalwellbeing#:~:text=Psychosocial%20well%2Dbeing%20refers%  

20to,sens %20of%20purpose%20in%20life. Assessed on July 1, 2024.

Adamu, I., Garba, H., & Mohammed, S. (2020). The role of socialization in enhancing 

employees' skills and competencies in the Nigerian pharmaceutical industry. 

Journal of Workplace Learning, 32(4), 289-305.

Adebayo, T., & Adekunle, M. (2021). Comprehensive onboarding programs and their 

impact on new employee productivity: A case study of Fidson Healthcare Plc. 

Journal of Organizational Development, 12(3), 45-58.

Adler, A. (2020). The importance of social connections for mental health. Journal of 

Psychology and Theology, 48(1), 34-44. DOI: 10.1177/0091647120913179

Akinbode, G. A., & Afolabi, O. A. (2014). Effective socialization programs in the Nigerian 

pharmaceutical industry: Enhancing employees' understanding of organizational 

norms and values. Journal of Business and Management, 10(2), 112-125.

Albrecht, S. L. (2019). The role of cultural values in shaping well-being. Journal of 

Happiness Studies, 20(5), 1427-1443. DOI: 10.1007/s10902-018-0034-5

Amabile, T. M. (2019). Creativity and the role of social context. Journal of Applied 

Psychology, 104(5), 631-644. DOI: 10.1037/apl0000364

Okechukwu, O., & Nnadi, C. (2018). Barriers to effective socialization programs in Nigerian 

pharmaceutical companies. Human Resource Management Journal, 23(1), 77-89.

Okoro, E., & Emecheta, B. (2017). The inuence of socialization on job satisfaction among 

employees in pharmaceutical companies in Lagos, Nigeria. Journal of Occupational 

and Organizational Psychology, 15(5), 345-360.

S t u d y s m a r t e r  ( 2 0 2 3 ) .  C u l t u r a l  v a l u e s .  R e t r i e v e d  f r o m 

https://www.studysmarter.co.uk/explanations/business-studies/organizational-

behavior/cultural-values/ st. Assessed on July 1 , 2024.

O'Connor, B. P. (2020). Social support and mental health. Journal of Behavioral and 

Cognitive Psychotherapy, 11(2), 135-146. DOI: 10.1016/j.jbcp.2020.02.004


































































































	Page 1
	Page 2
	Page 3
	Page 4
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9
	Page 10
	Page 11
	Page 12
	Page 13
	Page 14
	Page 15
	Page 16
	Page 17
	Page 18
	Page 19
	Page 20
	Page 21
	Page 22
	Page 23
	Page 24
	Page 25
	Page 26
	Page 27
	Page 28
	Page 29
	Page 30
	Page 31
	Page 32
	Page 33
	Page 34
	Page 35
	Page 36
	Page 37
	Page 38
	Page 39
	Page 40
	Page 41
	Page 42
	Page 43
	Page 44
	Page 45
	Page 46
	Page 47
	Page 48
	Page 49
	Page 50
	Page 51
	Page 52
	Page 53
	Page 54
	Page 55
	Page 56
	Page 57
	Page 58
	Page 59
	Page 60
	Page 61
	Page 62
	Page 63
	Page 64
	Page 65
	Page 66
	Page 67
	Page 68
	Page 69
	Page 70
	Page 71
	Page 72
	Page 73
	Page 74
	Page 75
	Page 76
	Page 77
	Page 78
	Page 79
	Page 80
	Page 81
	Page 82
	Page 83
	Page 84
	Page 85
	Page 86
	Page 87
	Page 88
	Page 89
	Page 90
	Page 91
	Page 92
	Page 93
	Page 94
	Page 95
	Page 96
	Page 97
	Page 98
	Page 99
	Page 100
	Page 101
	Page 102
	Page 103
	Page 104
	Page 105
	Page 106
	Page 107
	Page 108
	Page 109
	Page 110

