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Introduction



Business Owners seeking to sustain and grow
customer base, increase their share of customer
wallet, increase profitability and expand business
operations across West Africa
Business Leaders seeking to broadly understand
customer behaviour in the region with a view to
designing, implementing and monitoring business
strategies to increase customer acquisition,
retention and extension
Business Managers/Supervisors seeking to broadly
understand how the execution of their CX impacting
routine activities influence customer perception and
behaviour

Reporting on the current state of customer experience
(CX) in Western Africa is vital in defining the CX
blueprint for the region and the best methodology or
framework for managing CX in the region. 

The State of Customer Experience in West Africa Report
caters to various audiences and addresses
corresponding concerns of:

It is our view that an understanding of the current
customer experience in West Africa will provide context
to how it is managed successfully and profitably in the
region.
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The State of Customer Experience in West
Africa report is a report that contains
region-specific data about who customers
are, what they prefer and how they feel
about their customer service experiences
and overall satisfaction with product or
service providers in English-speaking West
African countries in 2020. 
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We are committed to growing businesses across
West Africa, one customer experience (CX) at a time
by providing CX insights to help businesses make
better customer experience management decisions.

MESSAGE FROM FOUNDER
& GROUP CEO
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There is a lot of reliance on global customer experience data and insights that excludes
Africa-specific insights. The absence of region-specific insights has led to business owners,
business leaders and business managers making wrong CX-impacting decisions or wrongly
adopting CX management methodologies & digital solutions without taking into cognisance
their unique operating environment resulting in less than desired outcomes howbeit efforts
to leverage CX management as a business strategy for increased customer profitability. 

To bridge this gap, we launched this annual research to survey customers and highlight the
current state of CX in English-speaking West African countries for better CX management
decision-making.

We hope that this report will in some way provide insights on how customers feel about their
current experiences causing product or service providers to approach CX management from
a perspective of fixing current customer pain points impacting profitability and evolving into
a state of maturity in customer experience. 

We  launched this annual
research to highlight the

current state of CX in
English-speaking West

African countries for
better CX management

decision-making

"
deBBie akwara

Niche Customer Experience Group

N I C H E  C X  G R O U P  |  S T A T E  O F  C X  I N  W E S T  A F R I C A  R E P O R T  2 0 2 0



Research
Summary



The State of Customer Experience in West Africa
research was conducted to understand the current
state of CX, identify its maturity level and define a
practical roadmap to guide businesses in defining,
developing, implementing and measuring the
outcomes of CX activities leading to CX maturity. 

Research Questions
The research questions deployed in this study were designed to
provide insights into basic information about respondents i.e. location,
age, gender, employment status, the preferred channel of
communication, the reason for choosing and perception of
product/service providers, customer service experience rating,
customer satisfaction with and referral of product/service provider and
recommendations for the Customer's Choice West Africa Award 2020.

Methodology

The research was conducted using the Survey2Connect platform and
contracted to market research companies in Nigeria and Ghana to
deploy the research in English-speaking West African countries i.e.
Gambia, Ghana, Liberia, Nigeria and Sierra Leone.

Number of Respondents
Overall, 385 West Africans responded to the survey spread across
Gambia, Ghana, Liberia, Nigeria and Sierra Leone.
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RESEARCH SUMMARY
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Nigeria
73.5%

Ghana
16.9%

Sierra Leone
4.9%

Liberia
1.6%

Responses Per Country
385 survey responses across English-
speaking West African countries.

Responded using
mobile survey version
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90%

Responded using
tablet survey version

1%

Responded using
desktop survey version

9%

Respondents' Devices
The devices used by the 385 respondents
when they responded to the survey.

Gambia
3.1%

The State of Customer Experience in West Africa 2020
research - a focus on English-speaking countries.
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Major highlights of the State of Customer Experience in
West Africa research in the customer journey - a focus on
six (6) customer journey cycle stages.

BUYAWARE ENGAGE

How did
respondents hear
about the product

or service providers
they patronized?

What channels do
customers prefer to

engage when
enquiring about

products or services?

How did customers
buy products or

services from the
providers?
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GET HELP TELL OTHERSBUY AGAIN

How did customers
rate their customer
service experience 
 with the providers

getting help?

What percentage of
customers are still
buying products or
services from the

providers?

What percentage
of customers will

recommend &
have

recommended?

Customers
stated hearing
about products

& services
through
relatable

channels i.e.
word of mouth,
social media &

television at
39.1%, 37.2% and

14.1%
respectively

 (top 3) 

Customers rated
their customer

service experiences
(CSX) on a scale of 1

(lowest) to 5
(highest).

 
The average score

for customers
surveyed across 10
parameters is 1.8

over 5 points which
is a below average

score.
 

Customers rated
businesses the
highest on staff
helpfullness &

courteousness  and
the lowest on how

quickly they
resolved queries

(enquiries, requests
& complaints)

Customers bought
from product or
service providers

via up to 10
channels i.e.

mobile USSD,
email, Facebook,

Twitter, Instagram,
WhatsApp, Live
Chat, in-store,

provider's website
and 3rd party

website.
 

The top 3 channels
through which

customers
purchased
products &

services are:
WhatsApp, mobile
USSD and in-store

at 34%, 28% and
19% respectively

Customers did not
just share their
willingness to
recommend

providers to family
and friends, they

also shared if they
had

recommended the
providers.

 
83% of customers
stated that they
will recommend
the product or

service provider to
family and friends.

 
81.3% of customers
have referred the
product or service
provider to family

and friends
corroborating the
high percentage
of customers that
became aware of

the product or
service via word of

mouth (39.1% -
highest channel
for awareness).

Customers had the
option of engaging
providers through
preferred channel
of communication

i.e. WhatsApp,
telephone & social

media at 53.2%,
26% and 10%

respectively (top 3).
 

Post interacting
with providers,

customers'
decision to buy is

driven by key
considerations i.e.

reliability, price and
customer service at

20.4%, 18.7% and
15.1% respectively

(top 3)

Although
customers rated

product or service
providers below
average on CSX,

94% of customers
are still buying the
product or service
from the provider
after the COVID-19

lockdown.
 

Reasons for
customers' decision

to buy again are
driven by reliability,
customer service &

customer reviews at
35.3%, 18.7% and

15.1% respectively
(top 3).

 
Also significant is

customers choosing
to buy a product or

service again
because there are

no better or limited
alternatives or it is

familiar &
convenient howbeit

a below average
CSX.

94%
The number of customers that are still
patronizing product and service providers
after the 2020 COVID-19 lockdown in West
Africa (English-speaking countries).
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The 
Customers



THE CUSTOMERS
Snapshot of respondents' demographic analysis across the
five (5) countries.
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Gender

Male respondents
48%

Female respondents
52%

Age

Ages 18 to 20
4%

Ages 21 to 30
47%

Employment Status

Business owners
10%

Employed
61%

Ages 31 to 39
34%

Self employed
10%

Student
10%

Unemployed (graduate)
8%

Unemployed (non-graduate)
2%

Ages 40 to 50
14%

Ages 50 and above
1%
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Customers'
Preferences &
Priorities 



0 50 100 150 200 250

Email 

Facebook 

Instagram 

Others 

Telephone 

Twitter 

WhatsApp 
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Their preferred channel of communication
How they heard about the product or service provider of the product/service they
patronized in 2020
Sectors they patronized and names of providers
Factors they considered when buying a product or service
The reason why they chose the product or service provider

Customers shared in the research:

CUSTOMERS' PREFERENCES
& PRIORITIES 

Preferred Channel of Interaction

0 50 100 150

Word of Mouth 

Social Media 

Billboard 

Flyers 

Newspaper 

Radio 

Television 

Source of Customer Awareness

0 25 50 75 100

Banking 

Education 

Healthcare 

Hospitality 

Internet Service Providers (ISPs) 

Retail 

Telecommunications 

Most Patronized Sectors 

0 100 200 300

Price 

Customer Service 

Reliability 

Proximity 

Return & Refund Policy 

Brand Name 

Product/Service Packaging 

Reputation (Customer Reviews) 

Product/Service FamiliarityFamiliarity  

Others 

Factors Considered
Sectors that respondents patronized the most What respondents considered when buying 

How respondents prefer to communicate (channels) How respondents heard about providers
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Customer
Experience
Ratings



Overall Rating - BELOW AVERAGE (POOR)01 Customers rate their customer service experience across
10 parameters, 1.8 out of 5 points.
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Availability of multiple and convenient interaction channels (e.g. phone, email, social
media, etc)
How quickly product or service providers responded to queries (requests, complaints
and/or enquiries)
How quickly product or service providers resolved queries (requests, complaints
and/or enquiries)
Availability of the product or service needed
Availability of multiple payment options 
Helpfulness of staff
Courteousness of staff
The willingness of staff to go an extra mile
Knowledge and skill sets of staff
Engagement/Communication from product or service provider after a purchase

Respondents rated their customer service experiences (CSX) in 2020 with product or
service providers across 10 CSX parameters. The parameters are:

1.

2.

3.

4.
5.
6.
7.
8.
9.

10.

Overall Rating - HIGHEST SCORES02 Customers rate the helpfulness & courteousness of staff
the highest at 1.98 and 1.98 out of 5 points respectively.

Overall Rating - LOWEST SCORE03 Customers rate how quickly product/service providers
resolve enquiries, requests or complaints the least at 1.58
out of 5 points.

CUSTOMER EXPERIENCE
RATINGS
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0 0.5 1 1.5 2

Availability of multiple & convenient interaction channels 

Requests, complaints & enquiries response time 

Requests, complaints & enquiries resolution time 

Availability of product/service requested 

Availability of multiple payment options 

Helpfulness of staff 

Courteousness of staff 

Willingness of staff to go the extra mile 

Knowledge and skill of staff 

Engagement/Communication from provider after the sale 
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How respondents rate their customer service experience on a scale of 1 (lowest
score) to 5 (highest score)

How respondents rated their customer service experience.

Helpfulness of staff
11%

Courteousness of staff
11%

Availability of multiple & convenient interaction channels
10.2%

Availability of product/service requested
10.2%

Requests, complaints & enquiries response time
10.1%

Willingness of staff to go the extra mile
9.8%

Knowledge and skill of staff
9.3%

Requests, complaints & enquiries resolution time
8.8%

N I C H E  C X  G R O U P  |  S T A T E  O F  C X  I N  W E S T  A F R I C A  R E P O R T  2 0 2 0



Customer Service Experience Score

How would you rate your customer service experience
with the product or service provider in 2020?

1.8/5 points (POOR)

So-so

Perfect!

Not sure

Poor

Good



Telecoms Retail Hospitality Banking ISPs

2.5 

2 

1.5 

1 

0.5 

0 

Looking across customer service experience
in the top 5 patronized sectors

While the overall customer service experience (CSX) rating is poor, the chart below
shows the CSX rating per sector with a focus on the top 5 sectors highlighting the
highest rating at 2.3 out of 5 points to the banking and hospitality sectors and the
lowest rating at 1.3 out of 5 points to the retail sector  (in-store, supermarkets & e-
commerce).

Telecoms Retail Hospitality Banking ISPs

3 

2 

1 

0 

Customer service experience ranking across all parameters and top 5 sectors.
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I N T E R A C T I O N
C H A N N E L S

R E S P O N S E
T I M E

R E S O L U T I O N
T I M E

P R O D U C T
A V A I L A B I L I T Y

P A Y M E N T
C H A N N E L S

H E L P F U L
S T A F F

C O U R T E O U S
S T A F F

W I L L I N G
S T A F F

S T A F F  S K I L L  &
K N O W L E D G E

A F T E R  S A L E
E N G A G E M E N T
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Overall customer
satisfaction score

CSAT Score

How customers rated their overall experience with product/service providers
patronized in 2020
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0 50 100 150 200

Very satisfied 

Satisfied 

Not Sure 

Dissatisfied 

Very Dissatisfied 

Overall Customer Satisfaction

92%
Overall customer
dissatisfaction score

DSAT Score

3%

Overall number of promoters 

Promoters (Yes, I will recommend)

How likely respondents are to referring the product or service provider to family and friends

Likelihood To Recommend

83%

Overall number of passives

Passives (Maybe, I will recommend)

14%

Overall number of detractors

Detractors (No, I will not recommend)

3%
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Drivers of customer retention i.e. reasons why customers are buying again from
product or service providers.
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Customer Retention Insights
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Reliability
35.3%

Customer-Service
32.5%

Customer-Reviews
11.9%

Quality
9.5%Familiarity

5.2%



Customer
Experience
Outcomes



CONTINUED buying
94%

STOPPED buying
6%
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CUSTOMER EXPERIENCE
OUTCOMES

Continued Buying

Customers that have continued or
stopped buying from product/service
providers in 2021. 

What customers have done after patronizing product or
service providers in 2020.

Recommended
81.3%

Not Recommended
18.7%

Has Recommended

Respondents that have or have not
recommended product or service provider
to family and friends. 

Would Recommend Provider For The COVID-19 Customers' Choice
West Africa Award

0 100 200 300 400

Yes 

No 
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CX West Africa
Insights



Should businesses in English-speaking West African countries focus on
catching up with global trends or take baby steps stemming from points
of interaction management (customer service, sales or user experiences)
allowing for progressive and sustainable growth towards CX maturity? 

Customer experience is all about how a
customer feels after interacting with a
business or using its product or service.

WHERE ARE WE NOW?
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The State of CX in West Africa
Report 2020 begs the question 

Is West Africa ready
for customer
experience?



The answer is the latter. 

Do customer satisfaction scores & customer retention rates reflect how customers
feel 100%? 
Are we monitoring customer interactions across sales, customer service and user
experience appropriately?
Is our idea of CX transactional? 
What happens when there are new options that expose customers to better
experiences?
If there is a below-average interaction experience,  on what foundation are we
laying CX in West Africa?
Are we focused on the wrong things and putting the cart before the horse?

Food For Thought
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Most times it’s out of habit. In the area

where I live, there aren’t a lot of options.

Generally in Sierra Leone, customer
service is very poor but few businesses are
doing exceptionally especially those in the
private sector. I thought you should know.

Because I needed their service, I had no

option but to put up with them in other

to meet my own need.

Businesses in West Africa
should take baby steps
stemming from points of
interaction management
(customer service, sales or
user experiences) allowing
for progressive and
sustainable growth towards
CX maturity.

Responses from the survey indicate that while customers are satisfied with their
overall experience (popular CX metric), comments suggest other factors that impact
retention and perception which is disconnected from business CX efforts.

Some comments
from customers



Aware Engage Buy Get Help Buy Again Tell Others

5 

4 

3 

2 

1 

0 

Businesses in 2021/22, should focus on the
basics i.e. defining & institutionalizing
customer-aware business operations.

Focusing on global CX trends, digital adoption and management
frameworks as a strategy is putting the cart before the horse. 

Going back to the basics should be the focus.
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Comments from satisfied customers and customers who have recommended
products and/or service providers suggest that there is generally a poor customer-
aware and service culture in West Africa thus the low CSX rating. If this continues

howbeit great marketing and sale efforts, customers would highly likely churn when
a better experience becomes available.

Do businesses in West Africa want to be tolerated by
customers or do they want to be the first and only choice
because of how amazing they make customers feel?

THE CURRENT
STATE OF CX IN
WEST AFRICA
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Cycle Stage Not WorkingWorking

AWARE High WoM
Likely reduced
marketing spend due
to high WoM
Social media and TV
spend yielded results
as awareness channels

N/A

Poor customer
service
experience rating

Poor customer
service
experience rating

ENGAGE

BUY

Availability of
multiple channels
Availability of staff 
Availability of
information on
customer conversion
drivers

Availability of
multiple payment
options or channels
Access to product
after purchase
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What is working and not working?

Opportunities

Leverage high WoM to
increase number of leads
by making marketing
messages tell real
customer stories and
successes

Improve customer
relationship management
to increase conversion

Improve sales and user
experience to support
value proposition and
build anticipation

Poor customer
service
experience rating

GET HELP Availability of
multiple contact
channels
Availability of staff
Courteous and
helpful staff

Improve customer service
and user experience so
customers feel important,
appreciated and triggered
to buy again for the
preferred reasons.
Equip staff with
knowledge, skills, tools,
processes & enablers to
resolve quickly & go the
extra mile

Stickiness with
provider driven
majorly by
convenience,
familiarity & limited
or no alternatives

BUY AGAIN Seamless repeat
purchase
Convenient 
Familiar
High repurchase rate

Improve customer
relationship
management for
increased lifetime value
Improve customer
service and user
experience for increased
stickiness

N/ATELL OTHERS High WoM
High repeat
purchase

N/A
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Overall, there are opportunities for growth in CX maturity and customer profitability
in the region if businesses focus on customer relationship management (sales and
customer service experiences) and user experience management (applicable to
mobile channels). 



Conclusion



Customer experience as a business strategy
(outcome-driven), needs the foundation of a sound
customer aware and committed culture to thrive.

Boost Resolution time
Knowledge & skill of the staff
After-sale engagement & communication 
Willingness to go the extra mile
Response time

What are the painpoints in the customer journey in West Africa?
Boost them starting with the bottom 5 CSX parameters.

Overall, CX in West Africa (English-speaking countries) is at its NOVICE stage as the
research indicates that while basic channels of customer interaction and relevant
people, processes and systems exist, there is generally a reactive approach to CX
because there are huge lapses in customer service and sales experience which is
the foundation on which CX should be built on. This is also the reason why a clear
CX strategy is generally lacking because businesses prioritize being reactive to
being proactive.

In 2021/22, organizations in English-speaking West African countries need to go
back to the basics which means defining and instilling a culture that prioritizes
customers through clearly defined standards. While organizations may claim to
have these standards, it is important to consider if they are realistic (take into
cognizance customer behaviour in the region), practical, adaptable, monitored,
audited and used as a framework in the selection, adoption and maintenance of
people, systems and processes to deliver great customer experiences. 
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CONCLUSION

Standardize
Have a customer service or CX standard. Articulate your promise
to customers, create systems & processes to help fulfil the
promise and monitor compliance while allowing innovation and
for use of initiative
Prioritize customer relationship management digital solutions to
support staff to give better customer service experiences 

What can be done to sustain efforts to boost and improve customer
experience in West Africa?

Use real customer stories for better connection and increased
conversion
Tell customers the perks of choosing you and sell how amazing
their after-sale experience will be and keep your promise

What are the gain points in the customer journey in West Africa?
Improve them to increase positive customer stickiness and lifetime
value Improve
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Researchers: Ituen George Ituen; Acting Head, CX Insights &
Intelligence (Niche Customer Experience Group), Firmus
Advisory and CFS West Africa 
Report Authors: deBBie akwara; Founder & Group CEO, Niche
Customer Experience Group
Research Data Analyst: Efe Ogundowole; Country Manager,
Niche Customer Experience Group, Ghana
Research Co-Sponsor: Survey2Connect

Responsible for this research and coordination.

We thank you for reading this report and we will be
delighted to engage on how businesses in West
Africa can leverage these insights & more to increase
profitability
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This report was made possible due to the
contributions of an exceptional team of
professionals at Niche Customer
Experience Group and market research
vendors who worked tirelessly on the
project mentioned within. 

CONTACT
Niche Customer Experience Group
Nigeria: +234 809 944 2880
Ghana: +233 242 975 430

Website: www.nichecx.com
Email: hello@nichecx.com
Social media: @nichecx
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