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ABSTRACT 

Customer satisfaction is a very important factor in organizational profit and positioning for effective competitive 

advantage requires making decisions based on quality inferences from data mining. The aim of this paper is to provide 

competitive advantage inferences based on analyzing customer satisfaction data using the combination of k-means 

clustering and association rule mining technique. Based on the information gotten from the questionnaires administered to 

retrieve customer satisfaction information of mobile network service providers in Nigeria, prediction is done and 

inferences are generated with the help of clusters and association rules. This paper proposes an effective method to extract 

knowledge from questionnaire data which is very useful for improving the competitive advantage of organizations.           

In conclusion, the paper has been able to identify the factors that contribute to customer satisfaction in the Nigeria Mobile 

Network sector. 
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