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ABSTRACT 
This research is used to explore the impact of perceived service quality on customer satisfaction and brand loyalty. The main objective of this study was to identify the service quality offerings of Honeywell Flour Mills Nig. Plc and Lister Flour Mills Ltd to their customers, to ascertain the level of customer’s satisfaction and to determine the relationship between customer service and brand loyalty. Questionnaires were used in collating respondent’s opinion. The findings of the study based on the outcome using simple descriptive percentage and Pearson moment correlation method which interpreted the trends in the companies in terms of product quality, customer’s satisfaction, brand loyalty and perceived service indicate that positive significant relationship exist between perceived service quality, customer satisfaction and brand loyalty. Customers are the most important components that make up a business without satisfying them, there will be no loyalty. Hence, some recommendations were suggested, one of which is that management must consider product quality and service quality as the foundation to build up consumer satisfaction and loyalty.


							

CHAPTER ONE
INTRODUCTION
1.1 	Background to the Study
The broad goal of every marketing organization is to achieve effectiveness in its mission and efficiency in its process. Whereas the mission is its major objective, the process is its means or method of achieving the objective. To be efficient is to maximize output from a minimum of input or resource. To be effective is to achieve the purpose of existence for the organization.
Every marketing organization has used over the years product, price, place and promotion for the pursuit of these twin facets of management. However, in more recent years greater creativity and improved scientific approaches are being employed to ensure that at every transaction the customer is receiving enhanced value through perceived service quality. Cowell (1996), defined perceived service quality as the judgment made by consumers when they compare their expectations with their perceptions of what they receive (service experience). Put differently, a service is regarded as an act, which add value to the recipient. It is also any activity or benefit that a party can offer to another, that is essentially intangible and does not result in ownership of anything. Its production may or may not be tied to a physical product. Service therefore may relate to the process involved e.g. operating systems for providing products or it may relate to the people involved and the quality of interaction with the customers.
Perceived service quality is today not given as a separate activity but is weaved into every facet of the business whether product, price, place (distribution) or promotion so that a total quality management in its broadcast sense is applicable. Kotler (2002) defines service quality "as all parts of the distribution (delivery) process which add value to the transaction, from the customer's view point". Service quality is designated with four characteristics. It is inseparable from the product provider, it is variable by the provider; it is perishable, meaning that it is lost anytime it is not given (utilized) and it is intangible, meaning that it is not a storable commodity.
Product or service is the main thrust for satisfying consumer needs. Today production systems are faster, able to produce more in shorter time; miniaturizations are possible and in vogue, designs look elegant, simple and compact although sophisticated in function. In all these, the consumer is being given more choice. Smart people keep creating niches for more satisfactions still for the discerning or sophisticated consumer e.g. designer wears, perfumes etc as distinct from popular brands.
Perceived service quality as a process or strategy is combined with other marketing mix to create satisfaction for the consumer and loyalty to the brand or business. No business survives for a long time without achieving these twin results. Business profitability and survival therefore force the marketer or entrepreneur to continuously challenge his/her structures, values, technology, products and offerings so that as consumers' profiles, tastes, lifestyles, needs, etc change, so will the marketer change because any business that remains static is doomed(Brandy &Robertson, 2001).
The drive to providing excellent service quality to customers has forced fundamental changes in many organizations. Traditionally, hierarchical organizations have flattened out. Authority to act has moved from the top of the ladder to the bottom allowing employees in daily or regular contact with customers to act speedily and with assurance for the satisfaction of the customers on the spot. To be able to do this with ease, such employees have been given very broad-based training in the operations of the organization and are also supplied with relevant and up to date information with regards to what the organization intends to achieve at every point in time(Christopher, 1994).
Companies that want to be in the forefront of success in satisfying consumers engage in marketing/consumer research to identify genuine needs, the size of the market, the location of prospective buyers, their age, gender, income levels, lifestyles, religious conviction etc. The companies that know all these are usually able to produce goods or services that consumers purchase to satisfy their needs.
The centrality of customer satisfaction is found in the popular marketing epithet: "The customer is king". This is because whereas a political king rules his empire and expects obedience and respect from his subjects, the customer king, also expects his/her wishes, need and satisfactions to be paramount in the schemes of the producer. This is why consumerism developed in modem marketing to forcefully, through legal or political means, make producers and suppliers, offer for sale, goods or services that are safe, economical affordable and dependable. In this way, business will be seen as being customer-driven (Cowell, 1996).
Brand loyalty is linked to customer satisfaction. If a producer readily produces goods or services that are safe, dependable, economical and affordable, the consumer is most unlikely to waver in purchases or seek to alternatives. This is why Liswood (2003) said that customer retention is the key to competitiveness and to driving profits, that the best measure of quality and value is customer retention.
Brand loyalty or customer retention is important for very many reasons. Firstly, if a customer keeps coming back and gives a producer all of his or her business, then that producer has met the customers' standards and expectations. Secondly, it is more economical to manage a loyal customer than to build a new one. Thirdly, a loss of a key customer could be very grievous because a new customer may not immediately equal the revenue made from the old and lost customer. Fourthly, loyal/ retained customers are great apostles for your brands. Fifthly, customer research has found out that loyal customers are often willing to pay up to 20% more for a brand or service whereas new customers will be unwilling to pay that.
Loyalty is so much more robust than satisfaction. It is what people do, not what they say. What they say i.e. lip service, may be in the region of satisfaction. What they do i.e. repeat purchase, complaints, suggestions on improvements, advocacy - are in the sphere of loyalty. Loyalty is similar to royalty. It is dependable, predictable, respectable and profitable in the long run. That is why, for winning companies, building loyalty in customers, is not the end of the service quality chain, but the beginning and core of the total business operation.
Kotler (2002) posited that it is the best policy for a company to keep profitable and highly satisfied customers for life by using various skills and creating various programs to keep them very satisfied and dissuade them from switching. This is an important fact of marketing because a loss of a major customer can mean a loss of huge revenue, which may not be compensated for by a new customer. Kotler suggested that companies could make their customers pass through the following: First time customer 	Repeat customer    ClientAdvocate	Member	Partner 	Part owner.
Being part owner is perhaps the highest position a loyal customer can occupy. A company can achieve this level of loyalty with its customers, without necessarily making the customers own shares in the organization. If on the other hand, opportunity exists for the individual, or the organization that is a customer, to purchase part or all the company in order to continue to buy or promote its products or services, so be it. Sportsmen or women, these days buy into their clubs for these reasons just as famous musicians or popular singers buy into the recording companies that promote their works (Kotler, 2002).
In the view of many marketers, usage status, usage rate and loyalty are the most important outcomes of all purchasing processes. Usage status refers to the experience of the customer relative to the product or brand. Usage rate is the frequency with which customers use and purchase a product. Often the Pareto 80/20 rule applies here, that is, 20 percent of users account for 80 percent of usage. Loyalty determines whether the customer is committed to the brand. Loyalty permits criticism or compliant. What is meant here is that a loyal customer will consider it a duty or obligation to criticize a company or brand he/she holds very dear if he/she notices something unpleasant occurring. Such criticism may be private or public but the focus and goal will be a call for improvement. Similarly, the company should welcome such criticism with openness of heart and see it as an opportunity to strengthen the faith or confidence of its loyalists.
Loyalty is not a happen chance event. It is a result of painstaking service quality and visionary leadership from the company. It is founded on a culture of excellence and a climate of respect for the individual customer in his/her feelings, tastes, emotions and all that promote self-esteem.
1.2 	Statement of the Problem
The Nigerian customers had changed over the years. They are more educated and exposed than in the past. The fact that virtually all the mills in the country sell to the same customers and outlets makes the matter worse so what are the problems consumers face in their choice of brands? How has perceived service quality influenced the decisions of consumers in their choice of flour? How has quality packaging been effective in marketing of flour and resulting in brand loyalty from customers?
Finally customer service quality is a major tool while customer satisfaction and brand loyalty are major results to achieve. It is imperative therefore, for the organization to initiate/adopt processes, skill/technologies that have been found effective in the area of perceived service quality, customer satisfaction and brand loyalty to meet up with the current business challenges. Therefore how does a flour mill position its product vis-a-vis competitors' products because most consumers acquire goods that are tailored to their individualized need rather than the generalized need of the market? 
1.3 	Research Questions
In line with our statement of problem and research objectives, the researcher would try to find answers to the following questions in the course of the research.
i. what is the relationship between perceived service quality and customers satisfaction?
ii.	 Can perceieved service quality enhance customers patronage
1.4. 	Objectives of the Study
The primary objective of the study is to examine the influence of perceived service quality on customer satisfaction and brand loyalty.
The other specific objective of this study includes:
i. to examine the relationship between perceived service quality and customer satisfaction;
ii. To determine the relationship between perceived service and customers patronage.
1.5 	Research Hypotheses
HO1: There is no significant relationship between perceived service quality and customer satisfaction
HO2: There is no significant relationship between perceived service quality on customer patronage

1.6	Significance of the Study
Gathering of this data has lead to a better understanding of the influencing level of the attributes on customer satisfaction. The results of this study did not only contribute to the awareness of the relationship between the variables but it also direct managers in the flour industry for quality improvement to increase customer satisfaction. Through the statistical analysis a conclusion onthe existence of a relationship between qualities attributes of flour service provider and customer satisfaction will be more obvious. 
1.7 	Scope of the Study
An attempt is made to limit this research to the flour industry with particular reference to Honeywell flour mill the study cannot cover all service companies. The study based on the Honeywell flour mill to achieve effective means of perceived service quality influence on customer satisfaction and brand loyalty. 

1.8	Definitions of Key Terms
Brand- A name, term, sign, symbol or design, or a combination of these that identifies the products or services of one seller or group of sellers and differentiates them from those of competitors.
Motivation- This is a feeling of enthusiasm or interest that makes someone determined to purchase a product or service
Perception- This is the process by which people select, organize, and interpret information to form a meaningful picture of the world 
Product Quality- The characteristics of a product that bear on its ability to satisfy stated or implied customer needs
Satisfaction- This is an individual's subjectively derived favourable evaluation of an outcome and/or experience associated with consuming a product. 
Service Quality- The characteristics of a service that bear on its ability to satisfy stated or implied customer needs


CHAPTER TWO
LITERATURE REVIEW
2.0	Introduction
This chapter introduces a text of a scholarly paper, which includes the current knowledge and substantive findings, as well as the definition, theoretical and methodological contributions of customer satisfaction, brand loyalty and perceived service quality. 
2.1	Conceptual Review
2.1.1 	 Concept of Service Quality
The definition of quality may vary from person to person and from situation to situation. The definitions of service quality vary only in wording but typically involve determining whether perceived service quality meets, exceeds or fails to meet customer expectations (Cronin & Taylor, 1992, Oliver 1997; Ziethaml, Berry & Parasuraman, 1990).
Service quality is commonly noted as a critical prerequisite and determinant of competitiveness for establishing and sustaining satisfying relationships with customers. Previous studying suggests that service quality is an important indicator of customer satisfaction. Attention to service quality can make an organisation different from other organisations and gain a lasting competitive advantage. According to Brady & Robertson (2001) service quality helps to create the necessary competitive by being an effective differentiating factor. Service quality was initiated in the 1980s as the worldwide trend when marketers realized that only a quality product could guarantee and maintain competitive advantage (Boshoff & Gray 2004).
According to Parasuraman, (1990), service quality can be defined as the consumer's comparison between service expectation and service performance. They proposed service quality to be a function of pre-purchase customer expectations, perceived process quality and perceived output quality; they then suggested that service quality is determined by differences between customers' expectations of the service and their perceptions of the service experience.
Parasuraman (1988) defined service quality as the degree and direction of discrepancy between the consumers perceptions and expectations, or the extent to which a service meets or exceeds customers expectations. Parasuraman, Zeithaml & Berry (1988, 1990) projected a service quality model that identified perceived service quality into five dimensions: Tangibility, Reliability, Responsiveness, Assurance, and Empathy.
· Tangibles involve the appearance of physical facilities, including the equipment, personnel and communication materials
· Reliability involves the ability to perform the promised service dependably and accurately
· Responsiveness involves the willingness to help customers.
· Assurance involves the knowledge and courtesy of employees and their ability to convey trust and confidence. This assurance includes competence, courtesy, credibility and security.
· Empathy involves the provision of caring individualised attention to customers. This empathy includes access, communication and understanding the customer
Most customers prefer good service to lower prices. Think about all the situations where you are prepared to pay a little extra cash to get a better or more efficient service. Companies that give these additional service benefits are likely to be winners. They have a competitive advantage over rivals.
Customers are requiring and demanding better services and the goal of all flour firms must be to make the customers feel special. This will lead to customers' perception exceeding their expectations and greater customer satisfaction. A personal proactive approach such as knowing customers history, issues and preferences is vital to impressing customers and increasing repeat business.
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The current study also regards consumer satisfaction and brand loyalty as the function of perceived service quality, product quality and price (as shown above) and it is measured by consumer's overall judgment.
Product Quality and Importance
Kotler (2002) defined product quality as the rated ability of the brand to perform its functions. Quality has been identified as one of the major positioning tools of the marketer. Manufacturers do not attempt to build the highest quality product because higher quality products will cost more. Marketers are therefore faced with two decisions
(a) 	Where to locate brand's initial quality and
(b) 	How to manage the brand's quality level through time.
Based on studies carried out on the above decisions, investigations found out that companies should aim to deliver above average quality. Superior quality increases profitability only slightly while inferior quality hurt profitability substantially. Firms can manage the brand's quality level by improving the quality, maintaining the quality and by reducing the quality depending on options applicable. These various options show the importance of the product.
Product importance is used to signify importance as perceived by consumers rather than some objective level of importance strictly inherent within the product itself. One of the earliest and the most widely accepted tenets of consumer behavior theory is that consumers as a group considers different products to be differentially important.
Houston & Rothschild (1998) & Tyebjee (1999) have suggested that for any particular product perception of importance vary across consumers.
Bloch & Richens (1993) proposed the definitions of product importance as the extent to which a consumer links a product to salient enduring situation specific goals. Product importance may be understood better by looking at it from the instrumental and enduring concept dimensions.
An instrumental importance may emanate from the product achieving temporary heightened importance as a means to a salient short-term goal. Such goods may be purchase related or usage related.
An enduring importance results from perceiving the goals as having a long lasting importance when a specific purchase or usage goal is not operative. The perception of importance here is used on the product's ability to satisfy intrinsically consumers enduring needs.
Product importance can be determined by these variables and consumer characteristics.
The nature of the product itself plays an important role in determining perception of product importance. In line with this, Bloch and Richens proposed that the product importance is positively related to the product cost, product's potential to do harm to the consumers and others. Consumers are likely to attach enduring importance to those products that are highly valued parts of their lifestyle and help to project a positive image for others to see.
Structural variables affecting both the purchases situation and the intended consumption situation do affect the product importance. Consumer characteristics that can affect product importance include personality traits, the self concept, consumer needs and social roles among others 

2.1.2 	Concept of Customer Satisfaction
The definition of consumer satisfaction has been divergent ever since Cardoso (1965) introduced this concept into the marketing field. Perceived service quality and satisfaction assessment depends on the function of the variation between consumer's perception and expectation of service levels. Therefore these two terms were interchangeable in some previous studies until Parasuraman, Zeithaml, &Berry (1990) provided clear definitions for consumer satisfaction and service quality.
Howard &Sheth (1969) first denoted consumer satisfaction as a related psychological state to appraise the reasonableness between what a consumer actually gets and gives. Churchill & Surprenant (1982) suggested consumer satisfaction resulted from purchasing and using a certain product, which was made by a consumer to compare the expected reward and the actual cost of the purchase. Oliver (1997) defined satisfaction as a total psychological state when there is an existed discrepancy between the emerging emotion and expectation and such an expectation is a consumer's feeling anticipated and accumulated from his or her previous purchases. On the other hand in a study of durable goods, the main factor for consumers' satisfaction was not the gap between "the product performance" and "expectation" or the initial expectation (Churchill &Suprenant 1982). The major factor was the "production performance" that determined the consumers satisfaction. The understanding of satisfaction implies that satisfaction is particularly incurred towards a particular purchase. A consumer compares the actual benefit and cost level in the purchasing behavior and the expected level of benefit. After this appraisal process, positive or negative feelings and emotions occur.
Parasuraman, Zeithaml &Berry (1990) suggested that service quality, product quality and price all influence satisfaction. Voss (1998) indicated satisfaction results from the function of price, expectation and performance.
Companies with a deserved reputation for `impeccable service' generally have more loyal customers than those that donot and not because they are so perfect, but they do one thing far better than their competitors. They demonstrate they care - not just when things `go right' but, more importantly, when things `go wrong'. JoAnna Brandi: Fix problems..Fix Relationship... Build Loyalty, highlighted that creating a loyal customer depends on satisfying two different kinds of customers' expectations.
1.	Business Expectation, and
2.	Relationship Expectations
To achieve this, the under listed action should be taken –
· The company must understand what the customer is expecting from the business. Customers have expectations about both how you operate and how you interact with them, personally. You probably know how to operate your business but are you equally skill at managing the experience you create for your customers - the kind that makes them `raving fans?' if not, find out or pay the price!
· The company must design a problem recovery process to turn upsets into loyalty. Problem will happen at some point, even in the best run businesses but organisation must be ready to respond to them before they happen and practice them like fire drills to get them right.
· The company must train/motivate/empower the employees to resolve problems as soon as possible. To a customer, the person they are talking to is the company. Organisation should not prevent the staff from being able to resolve problems and build valuable relationships with customers for lack of training and authority to act.
· Organisations must monitor the relationship constantly using customer feedback. Regularly and frequently, the company should constantly ask the question how are we doing?
The implications of this for all the parties is that if the business satisfies the customers' business expectations and relationship expectations, such a business will gain sales, market share and profit because of the loyalty of the customers' who will run to buy again, buying more and reduce marketing costs because the word of mouth promotion they will do about the firm, just because they love the company.
There is a big difference between creating a customer who is `satisfied' and one who is `loyal'. Customer satisfaction is earned by operating a business in-line with the basic expectations most customers have - good products, fair prices, convenient location etc. On the other hand, customer loyalty is earned by being prepared and empowered to do "whatever it takes" to meet the relationship expectations of the customers. Significant success depends on customers who are loyal the business.
The challenge is for the organizations to manage the relationship with each one of the customers so that they are so satisfied in their relationship with the firm that they are willing to promote the business through `word-of-mouth' promotion and evidence their loyalty with repeat sales.
How can organizations transfer this insight into their world? Organizations must understand that operational problems, if not addressed will lead to relationship problems. Be sure that people have both the training and the motivation needed to satisfy the `relationship; expectation of the customers. Anticipate that `problems' will happen and be prepared to address them before they occur.
In conclusion, business must have a recovery plan in place to manager 'moments-of-truth' successfully, resolve problems quickly and easily for all, empower the staff to act without delay and maintain the relationships that breed loyalty.
Brand Loyalty
Consumer satisfaction leads to brand loyalty. Oliver (1997) defined loyalty as a deeply held commitment to repeat purchases of a preferred product or service consistently in the future, despite situational influences and marketing efforts having the potential to cause switching behavior. This definition focuses on behavior. From the behavioural view the definition and measurement of consumers loyalty are based upon a consumer's actual purchasing behavior the typical measurement of the proportion of the purchase for certain brands among the consumer's total purchases during a certain phase, but Jacob & Chestnut (1978) concluded that consistent purchasing as an indicator of loyalty could be invalid because of happenstance buying or a preference for convenience and that inconsistent purchasing could mask loyalty if consumers had brand loyalty to several brands in one product category. However the behavioural measurement could not distinguish consumer loyalty from repeatedly habitual purchase behavior. Therefore some researchers preferred to emphasize the attitudinal part of consumer loyalty on the basis of both behavior and attitude (Oliver 1997).
Brands vary in the amount of power and value they have in the market place. At one extreme are brands that are not known by most buyers. Then there are brands for which buyers have a fairly high degree of the brand awareness. Beyond this are brands with a high degree of brand acceptability. Then there are those that enjoy a high degree of brand preference. Finally there are brands that command a high degree of brand loyalty.
O'Reilly, proposed this test of brand loyalty: "My acid test … is whether a housewife, intending to buy Heinz tomato ketchup in a store, finding it to be out of stock will walk out of the store to buy it elsewhere".
Few customers are as brand-loyal as O'Reilly hopes Heinz's customers will be. Customers have varying degrees of loyalty to specify brands, stores and other entities. Buyers can be divided into four groups according to brand loyalty status.
-	Hard-Core Loyal: 	Consumers who buy one brand all the time.
-	Split Loyal:		Consumers who are loyal to two or three bands.
-	Shifting Loyal:	Consumers who shift from one brand to another.
-	Switchers:		Consumers who show no loyalty to any brand.
A company can learn a great deal by analyzing the degrees of brand loyalty; by studying its hard-core loyal, the company can identify its products' strength. By studying its split loyal, the company can pinpoint which brands are most competitive with its own. By looking at customers who are shifting away from its brands, the company can learn about its marketing weakness and attempt to correct them. One caution: what appear to be brand-loyal purchase patterns may reflects, habit, indifference, a low price, a high switching cost, or the non-availability of other brands. Thus, a company must carefully interpret what is behind the observed purchase patterns.
2.2	Theoretical Review
Sigmund Freud Theory of Human Motivation
Sigmund Freud assumed that people are largely unconscious about the real psychological forces shaping their behavior. He saw the person as growing up and repressing many urges. These urges are never eliminated or under perfect control; they emerge in dreams, in slips of tongues, in neurotic and obsessive behaviours, or ultimately in psychoses.
Freud's theory suggests that a person's buying decision are affected by subconscious motives and even the buyer may not fully understand. Thus, a sixty five year old man who buys a sporty Benz convertible car might explain that he simply likes the feel of the wind in his thinning hair. At a deeper level, he may be trying to impress others with his success. At a still deeper level, he may be buying the car to feel young and independent again. (Mitchell, 1982)


 Incentive Theory
The incentive theory was developed on the understanding that there are external stimuli, which arouse buying behaviour in consumers. These external stimuli are called incentives. Incentives are motivating characteristics of goods and services in the environment, which can be divided into positive and negative incentives. Consumers will approach positive incentives and avoid negative incentives. In other words, positive incentives attract and motivate purchases; negative incentives distract and demotivate purchases. Examples of positive incentives are coupons for lotteries organized by manufacturers, retailers or airlines. Another example is a holiday treat at a resort, for regular business travelers. Grocery stores do also sometimes ask buyers to pick two packs of a new or slow product for the price of one. The function of incentives is to arouse the consumer and direct his/her behaviour towards or away from goods or services.
There are some characteristics or features in goods or services, which pull customers to or from them. These characteristics could be in terms of shape, size, taste, smell, odour, durability, price, package etc. These characteristics are responsible for motivating consumers to purchase brands of products or services, which posses these desired characteristics. People don't buy cars simply because they provide transportation. A brand of car may sell more than another brand because of a combination of characteristics already mentioned. Incentives theory is also called "Pull theory of motivation". 


The Theory of Perception
Schewe &Smith (1990), define perception as the process by which we attach meanings to what our bodies sense, via the five senses - seeing, hearing, tasting, smelling and touching. It is the meaning that we give to our sensations that forms our beliefs, which also influence our attitudes and behaviours and are very important to our understanding of consumer marketing. Kotler (2008) defines perception as the process by which people select organize, and interpret information to form a meaningful picture of the world.
People can form different perceptions of the same stimulus because of three perceptual processes: selective attention, selective distortion, and selective retention. People are exposed to a great amount of stimuli every day. For example people are exposed to 2000 to 5000 ad messages every day. It is impossible for a person to pay attention to all these stimuli. Selective attention the tendency for people to screen out most of the information to which they are exposed- means that marketers must work especially hard to attract the consumer's attention.
Even noticed stimuli do not always come across in the intended way. Each person fits incoming information into an existing mind-set. Selective distortion describes the tendency of people to interpret information in a way that will support what they already believe. For example if you distrust a company, you might perceive even honest ads from the company as questionable. Selective distortion means that marketers must try to understand the mind-sets of consumers and how these will affect interpretations of advertising and sales information.
People also will forget much of what they learn. They tend to retain information that support their attitudes and beliefs. Because of selective retention, consumers are likely to remember good points made about a brand they favour and to forget good points made about competing brands. Because of selective exposure, distortion, and retention, marketers must work hard to get their messages through. This explains why marketers use so much drama and repetition in sending messages to their market.
Consumer behaviours are influenced by their perception of whether the services or products offered by organisations will fulfill their expectations or will not. It a consumer perceives the performance and characteristics/features of a product or service as matching his/her needs, he/she will be motivated to purchase the item.
Today's customers are faced with a wide range of choices in the products or services they can buy. They base their choices on their perception of quality, value and service. Tallent (1998) said that two people with the same motivation and in the same situation perceive differently. Individual perception is influenced by the nature of past experience, by the person's physiological abilities (sight, smell, touch, taste, audio and memory) and also by the individual's psychological characteristics (personality and need-value systems).
Marketing of products or services is not complete until the consumer perceives the service. The relationship between the consumers' expectation and the perceived performance determines further behaviour of the consumer. If the perceived performance meets expectations, the consumer will be satisfied; if it exceeds expectation, the consumer will be more than satisfied i.e. delighted but if it falls short of expectation; the consumer will be disappointed and may defect if not assuaged.
Marketers of service must recognize that consumer are exposed to numerous competing stimuli and so to receive their attention, the marketer needs to be very creative, do something unique and of interest capture the consumer's attention.
	 















CHAPTER THREE
RESERCH METHODOLOGY
3.1	Research Design
By the nature of this study, the research design to be adopted will be survey research design
3.2	Population of the Study 
The population for this study is the customers of Honeywell flour mills in Ibadan and Ilorin metropolis from the total population of this study. Based on this, a total of two hundred (200) samples were drawn for this study.  However to study the entire population is not always feasible due to constraints such as time, cost and repetition of response. Hence, this research has been restricted to Two Hundred customers of Honeywell.
3.3 	Size and Sampling Technique
Bakers and dealers were randomly selected in both Ibadan and Ilorin and questionnaires were administered among the chosen sample. The division into stratum was based on the company and customer categories in order to capture all categories of customers of the two flour mills, after which random sampling was applied in selecting respondents from each stratum. This is expected to minimize the level of biasness associated with the simple random sampling technique. Each of the respondents was also interviewed to review and shed some light on some of the responses. The questions posed were designed to provide explanations on the major areas of interest to the attainment of the objectives of the study.


3.4	Method of Data Collection
The source of data for the study was primary. Information was obtained from the customers, who were traders. The traders were subdivided into two i.e. dealers and bakers. These subgroups are the people who buy the company's manufactured product(s) either for resale or direct use. The dealers buy for resale while the bakers buy for use and so were referred to as end-users. The questionnaire used was both structure and unstructured for the collection of data. The questionnaire was divided into two sections.
3.5 	Method of Data Analysis
The data collected from the respondent was analysed and interpreted using statistical tools such as simple percentages and tables. For the purpose of testing three (3) hypotheses formulated for this study, a correlation technique was used. The correlation techniques measure the degree or the extent of relationship between two variables. The correlation technique is useful when dealing with rating scales as was used in this study (Likert’s Scale).
The main result of a correlation is called the correlation coefficient or ‘r’; it ranges from -1 to +1. The closer ‘r’ is to +1 or -1, the more closely the two variables are related. 
However if ‘r’ is close to zero (0), it means there is no relationship between the variables. If ‘r’ is positive, it means that as one variable increases, the other also increases, but if ‘r’ is negative, it means that as one variable increases, the other one decreases (i.e. inverse correlation).
The correlation formula is given as:







For hypothesis 1, perceived service quality will serve as ‘x’, which is the independent variable, while customer satisfaction will be ‘y’ that is the dependent variable. For hypothesis 2, customer satisfaction will serve as ‘x’, which is the independent variable, while brand loyalty will serve as ‘y’ that is the dependent variable. For hypotheses 3, customer service will be ‘x’, the independent variable, while customer satisfaction will be ‘y’, which is the dependent variable.
Decision Rule
1. If ‘r’ is equal to +1, it means that there is a positive relationship. Thus, an increases in ‘x’, will lead to an increase in ‘y’.
2. If ‘r’ is equal to -1, it means there is a negative relationship. Thus an increase in ‘x’, will lead to a decrease in ‘y’.
3. If ‘r’ is equal to zero (0), it means there is no positive or negative increase. Thus, the variables are not related.



CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND DISCUSSON OF RESULT
4.0	Introduction
This chapter is used to present the data obtained in this study. The study is aimed to examine the influence of perceived service quality on customer satisfaction and brand loyalty.  The structured questionnaire used for this study is presented in Apendix I, while the SPSS output is presented in Appendix II. The data obtained is analyzed in sections and the last section of this chapter is used to discuss the result obtained.
4.1. 	Demographic Data
Table 4.1: Questionnaires Distribution in Ibadan.
	
	Ibadan
	
	

	Dealers
	120
	
	

	Bakers
	40
	
	

	Total
	100
	
	


Source: Field Survey, 2025
200 of the questionnaires were originally distributed to the respondents. 180 were actually completed and retrieved from the respondents as at the time the analysis was carried out.
Twenty of the completed questionnaires were not correctly filled and were considered spoilt and unsuitable for this research. Hence, 160 constitute our sample size with a response rate of 80%. It is believed that this response rate is encouraging and that the short fall in the number of questionnaires expected to be analyzed would not affect the results of the study adversely.


Table 4.2: Gender Distribution of Respondents
	SEX
	FREQUENCY
	PERCENTAGE (%)

	MALE
	68
	42.5

	FEMALE
	92
	57.5

	TOTAL
	160
	100


Source: Field Survey, 2025
Table 4.2 shows that 68 (42.5%) of the respondents are males while 92 (57.5%) are females. This therefore indicated that most of the respondents are females and we have more of them as dealers or bakers. 
Table 4.3: Marital Status of Respondents
	STATUS
	FREQUENCY
	PERCENTAGE (%)

	Single
	20
	12.5

	Married
	104
	65

	Divorced
	30
	18.75

	Widowed
	6
	3.75


Source: Field Survey, 2025.
Table 4.3 reveals that 20 (12.5) are single 104 (65%) of the respondents are married, while 30 (18.75%) are divorced and the rest 6 (3.75%) are widowed. This tells that the business is mainly dominated by family men and women.
Table 4.4: Age Distribution of Respondents
	AGE
	FREQUENCY
	PERCENTAGE (%)

	25-35
	20
	12.5

	36-45
	64
	40

	46 – 55
	52
	32.5

	56 and above
	24
	15

	Total
	160
	100


Source: Field Survey, 2025.
Table 4.4 shows that 20 (12.5%) of our respondents fall within the age bracket 25-35, and 64 (40%) of them fall within 36-45, 52 (32.5%) fall within 46-55 while the remaining 24 (15%) are 56 and above. This strongly affirms that most of the dealers /bakers are matured adults who are still very active.
Table 4.5:  Business Experience of Respondents
	YEARS
	FREQUENCY
	PERCENTAGE (%)

	0 5- 10
	56
	35

	11-15
	36
	22.5

	16-20
	52
	32.5

	21 and Above
	16
	10

	Total
	160
	100


Source: Field Survey, 2025.
The years of experience distribution in the Table 4.5. Indicated that 56 (35%) have between 5 - 10 years of experience, 36 (22.5%) have 11 - 15 years of experience, 52 (32.5%) have between 16 - 20 years while 16 (10%) have 21 years and above. This result tells us that most of our respondents are still young in the business.
Table 4.6: Educational Qualifications of Respondents
	QUALIFICATION
	FREQUENCY
	PERCENTAGE (%)

	SSCE
	28
	17.5

	OND/NCE
	36
	22.5

	B. Sc/HN D
	88
	55

	Others
	8
	5

	Total
	160
	100


Source: Field Survey, 2025
Table 4.6 shows that 28 (17.5%) have SSCE, 36 (22.5%) have OND/NCE,  88 (55%) have B.Sc./HND while 8 (5%) have others such as Masters, PhD, etc. This strongly indicates that most of our respondents are literate having basic education.
4.2 	Perceived Service Quality and Customer Satisfaction Analysis 
Table 4.7: Quality of Flour, Reliability and Effectiveness
	
	Excellent
	Good
	Fair
	Poor
	Total

	Honeywell
	20
	49
	10
	1
	80

	Lister
	7
	64
	7
	2
	80

	Total
	27
	113
	17
	3
	160


Source: Field Survey, 2025.
Table 4.7 shows that 20 of our respondents rated Honeywell as excellent and 7 for Lister. 49 rated Honeywell services as good and 64 for Lister. 10 respondents rated Honeywell services as fair and manageable and Lister had 7 respondents while 1 respondents perceived the services of Honeywell to be poor and 2 people also felt the same way for Lister flour.
Table 4.8: Order Taking and Processing
	
	Excellent
	Good
	Fair
	Poor
	Total

	Honeywell
	11
	36
	28
	5
	80

	Lister
	18
	51
	5
	6
	80

	Total
	29
	87
	33
	11
	160


Source: Field Survey, 2025.
Table 4.8 displays that 11 respondent’s rated Honey well order taking and processing as excellent and 18 people for Lister. 36 respondents perceived Honeywell to be good and 51 for Lister. 28 respondents rated Honeywell as fair and 5 did the same for Lister while 5 respondents perceived Honeywell to be poor and Lister had 6.
Table 4.9: Delivery of Goods, Time taken and Vehicle type
	
	Excellent
	Good
	Fair
	Poor
	Total

	Honeywell
	12
	42
	23
	3
	80

	Lister
	14
	54
	11
	1
	80

	Total
	26
	96
	34
	4
	160


Source: Field Survey, 2025.
Table 4.9 shows that 12 of our respondents rated Honeywell as excellent and 14 for Lister. 42 rated Honeywell services as good and 54 for Lister. 23 respondents rated Honeywell delivery of goods, time taken to deliver and vehicle type as fair and manageable and Lister had 11 respondents while 3 respondents perceived Honeywell to be poor in this aspect and 1 people also felt the same way for Lister flour.

Table 4.10: Ethical Conduct of Sales Force
	
	Excellent
	Good
	Fair
	Poor
	Total

	Honeywell
	7
	19
	36
	18
	80

	Lister
	5
	29
	22
	24
	80

	Total
	12
	48
	58
	42
	160


Source: Field Survey, 2025.
Table 4.10 shows that 7 of our respondents rated Honeywell as excellent and 5 for Lister. 19 rated Honeywell sales force ethical conduct as good and 29 for Lister. 36 respondents rated Honeywell as fair and manageable and Lister had 22 respondents while 18 respondents perceived Honeywell sales force ethical conduct to be poor and 24 people also felt the same way for Lister flour.
Table 4.11: Profit Margin on Sales
	
	Excellent
	Good
	Fair
	Poor
	Total

	Honeywell
	8
	26
	38
	8
	80

	Lister
	4
	36
	34
	6
	80

	Total
	12
	62
	72
	14
	160


Source: Field Survey, 2025.
Table 4.11 displays that 8 of our respondents rated Honeywell excellent and 4 for Lister. 26rated Honeywell products profit margin as good. and 36 for Lister. 38 respondents rated Honeywell as fair and manageable and Lister had 34 respondents while 8 respondents perceived the profit margin on Honeywell products to be poor and 6 people also felt the same way for Lister flour.
Table 4.12: Granting of Credit Facility for Two - Four Weeks
	
	Excellent
	Good
	Fair
	Poor
	Total

	Honeywell 
	8
	21
	31
	20
	80

	Lister 
	12
	27
	35
	6
	80

	Total 
	20
	48
	66
	26
	160


Source: Field Survey, 2025.
Table 4.12 shows that 8 of our respondents rated Honeywell as excellent and 12 for Lister. 21 rated Honeywell as good at giving credit facilities for two-four weeks and 27 for Lister. 31 respondents rated Honeywell as fair and manageable and Lister had 35 respondents while 20 respondents perceived Honeywell to be poor in this aspect and 6 people also felt the same way for Lister flour.
Table 4.13 Promotional Programmes Executed
	
	Excellent
	Good
	Fair
	Poor
	Total

	Honeywell
	29
	39
	10
	2
	80

	Lister
	11
	29
	36
	4
	80

	Total
	40
	68
	46
	6
	160


Source: Field Survey, 2025.
Table 4.13 reveals that 29 of the respondents rated Honeywell as excellent and 11 for Lister. 39 rated Honeywell promotional programmes as good and 29 for Lister. 10 respondents rated Honeywell promotional programmes as fair and manageable and Lister had 36 respondents while 2 respondents perceived Honeywell to be poor in this aspect and 4 people also felt the same way for Lister flour.
Table 4.14: Price Adjustments
	
	Excellent
	Good
	Fair
	Poor
	Total

	Honeywell
	20
	19
	31
	10
	80

	Lister
	9
	29
	35
	7
	80

	Total
	29
	48
	66
	17
	160


Source: Field Survey, 2025.
It can be observed from Table 4.14 that 20 of our respondents rated Honeywell as excellent and 9 for Lister. 19 rated Honeywell price adjustments as good and 29 for Lister. 31 respondents rated Honeywell price adjustments as fair and manageable and Lister had 35 respondents while 10 respondents perceived the Honeywell to be poor in this and 7 people also felt the same way for Lister flour.
Table 4.15:Listening to Customers and Implementing their Suggestions
	
	Excellent
	Good
	Fair
	Poor
	Total

	Honeywell
	9
	16
	48
	7
	80

	Lister
	13
	29
	34
	4
	80

	Total
	22
	45
	82
	11
	160


Source: Field Survey, 2025.
Table 4.15 shows that 9 of our respondents rated Honeywell as excellent and 13 for Lister. 16 rated Honeywell good at listening to customers and implementing their suggestions and 29 for Lister. 48 respondents rated Honeywell as being fair and manageable and Lister had 34 respondents while 7 respondents perceived Honeywell to be poor in this area and 4 people also felt the same way for Lister flour.
Table 4.16: Speedy Response and Withdrawal of Defected Products
	
	 Excellent
	 Good
	 Fair
	 Poor
	 Total

	 Honeywell
	 34
	 21
	 23
	 2
	 80

	 Lister
	 12
	 38
	 27
	 3
	 80

	 Total
	 46
	 59
	 50
	 5
	 160


Source: Field Survey, 2025.
Table 4.16 shows that 34 of our respondents rated Honeywell as excellent and 12 for Lister. 21 rated Honeywell as good at responding speedily and withdrawing of defected products and 38 for Lister. 23 respondents rated Honeywell as fair and manageable and Lister had 27 respondents while 2 respondents perceived Honeywell to be poor and 3 people also felt the same way for Lister flour.

Table 4.17: General Treatment of Customers by the Companies
	
	 Excellent
	 Good
	 Fair
	 Poor
	 Total

	 Honeywell
	 28
	 36
	 12
	 4
	 80

	 Lister 
	 10 
	 36
	 32
	 2
	 80

	 Total
	 38
	 72
	 44
	 6
	 160


Source: Field Survey, 2025.
Table 4.17 displays that 28 of the respondents rated Honeywell as excellent and 10 for Lister. 36 rated Honeywell customers' treatment as good and 36 for Lister. 12 respondents rated Honeywell as fair and manageable and Lister had 32 respondents while 4 respondents perceived general customer treatment of Honeywell to be poor and 2 people also felt the same way for Lister flour
4.3 	Brand Loyalty Analysis	
Table 4.18 Enticing Nature of the Brand among Various Users
	
	Strongly Agree
	Agree
	Undecided
	Disagree
	Strongly Disagree

	Honeywell
	70
	60
	41
	27
	2

	Lister
	30
	66
	70
	30
	4

	Total
	100
	126
	111
	57
	6


Source: Field Survey, 2025.
Table 4.18 displays that 70 of the respondents strongly agree to Honeywell and 30 for Lister. 60 agree to Honeywell and 66 for Lister. 41 respondents are undecided for Honeywell and Lister had 70 respondents. 27 disagree to Honeywell and 30 to Lister while 2 strongly disagree to Honeywell and 4 people also felt the same way for Lister flour.

Table 4.19: Customers shifting to other available Brands if a Major fault Is Found on Product
	
	Strongly Agree
	Agree
	Undecided
	Disagree
	StronglyDisagree

	Honeywell
	10
	13
	27
	80
	70

	Lister
	12
	15
	50
	40
	83

	Total
	22
	28
	77
	120
	153


Source: Field Survey, 2025.
Table 4.19 displays that 10 of the respondents strongly agree to shift to other available brand if a major fault is found on product of Honeywell and 12 for Lister. 13 agree to Honeywell and 15 for Lister. 27 respondents are undecided for Honeywell and Lister had 70 respondents. 27 disagree to Honeywell and 30 to Lister while 2 strongly disagree to Honeywell and 4 people also felt the same way for Lister flour
Table 4.20: Accessibility of Product Being a Major Purchasing Factor
	
	Strongly Agree
	Agree
	Undecided
	Disagree
	StronglyDisagree

	Honeywell
	86
	74
	30
	9
	1

	Lister
	92
	70
	36
	1
	1

	Total
	178
	144
	66
	10
	2


Source: Field Survey, 2025.
Table 4.20 displays that 86 of the respondents strongly agree that Honeywell products are easily accessible and it's a major purchasing factor while 92 for Lister. 74 agree to Honeywell and 70 for Lister. 30 respondents are undecided for Honeywell and Lister had 36 respondents. 9 disagree to Honeywell and 1 to Lister while 1 strongly disagree to Honeywell 1 also felt the same way for Lister flour


Table 4.21: Commitment to Brands due to High rate of Returns	
	
	Strongly Agree
	Agree
	Undecided
	Disagree
	StronglyDisagree

	Honeywell
	75
	90
	30
	2
	3

	Lister
	66
	75
	55
	4
	1

	Total
	141
	165
	85
	6
	4


Source: Field Survey, 2025.
Table 4.21 displays that 75 of the respondents strongly agree to shift to being committed to Honeywell brands due to high rate of returns and 66 for Lister. 90 agree to Honeywell and 75 for Lister. 30 respondents are undecided for Honeywell and Lister had 55 respondents. 2 disagree to Honeywell and 4 to Lister while 3 strongly disagree to Honeywell and 1 person also felt the same way for Lister flour.
4.4 	Hypotheses Testing
The aim of the research was to assess what and how service quality items will predict customer satisfaction and customer patronage two Hypotheses were tested in the research.
Ho1: 	There is a no significant relationship between perceived service quality and customer satisfaction
between variables of interest suggest that an average, the relationship between customers' satisfaction and customers patronage is positive 54.2%, this is moderate and it suggests that the customers are satisfied with the services of Honeywell flour mill which invariably leads to customers patronage. 



Table 4.22: Correlation Matrix for Honeywell Flour Mills
	
	
	Customers satisfaction
	Brand loyalty
	Perceived service quality

	Customers satisfaction
	Pearson Correlation
	1
	.542**
	.797**

	
	Sig. (2-tailed)
	
	.021
	.00

	
	N
	4
	4
	4

	Customer patronage
	Pearson Correlation
	.542**
	1
	.931**

	
	Sig. (2-tailed)
	.021
	
	.003

	
	N
	4
	5
	4

	Perceived service quality
	Pearson Correlation
	.797**
	.931**
	1

	
	Sig. (2-tailed)
	.000
	.003
	

	
	N
	4
	4
	4

	**. Correlation is significant at the 0.01 level (2-tailed).
	
	


Source: Author's Computation,2025
Similarly, the Table 4.22 shows that customers' satisfaction has a strong positive relationship with perceived service quality of the company at 79.7%, suggesting that the main source of customers' satisfaction is perceived service quality. The correlation between brand loyalty and perceived service quality of Honeywell flour has a reasonable support for its brand loyalty. It also indicates customers’ confidence in the company.







Table 4.23: Correlation Matrix for Lister Flour Mills
	
	
	Customers satisfaction
	Brand loyalty
	Perceived service quality

	Customers satisfaction
	Pearson Correlation
	1
	.674**
	.592**

	
	Sig. (2-tailed)
	
	.011
	.003

	
	N
	4
	4
	4

	Customer patronage
	Pearson Correlation
	.674**
	1
	.734**

	
	Sig. (2-tailed)
	.011
	
	.008

	
	N
	4
	5
	4

	Perceived service quality
	Pearson Correlation
	.592**
	.734**
	1

	
	Sig. (2-tailed)
	.003
	.008
	

	
	N
	4
	4
	4

	**. Correlation is significant at the 0.01 level (2-tailed).
	
	


Source: Author's Computation, 2025
The correlation result for Lister Flour mill as shown in Table 4.23 indicates that Perceived service quality has the greatest support for customer patronage at 73.4% followed by customers' satisfaction 67.4% level of association. In Lister flour mill, customers' satisfaction has a reasonable level of association with the perceived service quality suggesting that high quality products increase the level of customers' satisfaction for the firm's products. Hence the null hypotheses in the three hypotheses are rejected based on the findings of this study and the alternate hypothesis that, (1) there is a significant relationship between perceived service quality and customer satisfaction, (2) There is a significant relationship between perceived service quality and customer patronage
4.5	Discussion of Research Findings
From the analysis so far, it will be deduced that all the respondents are in the age group of 25 and above, hence they have the experience of giving required information for this study. Through the responses of the respondents, it was deduced that majority of the respondents, 49 and 64 attest that the quality of Honeywell and Lister flour product respectively is reliable and effective, 20 respondents’ belief Honeywell flour is excellent compare to 7 people that prefer Lister flour. Also noted is that people opinion on the time taking to deliver goods, ethical conduct of sales force, profit margins of the two products differs, all these factors influence customers interest and perception of the product. The way the customers complaint are dealt with, promotional strategies used by the company entice the customers’ commitment. It was observed from the analysis that as high as 80 and 40 respondents for Honeywell and Lister disagreed to shift to substitute goods, when major error is found on product, while 70 and 83 respondents strongly disagreed.  This commitment is a product of how effective the company and customer relationship is. Also noted is that the frequency of respondents who strongly agree and agree that both products has high rate of return is relatively high compare to those who disagrees, thus, making customers more committed and loyal to these companies.
The hypothesis tested proof significant relationship exist between the following; perceived service quality and customer satisfaction, customer satisfaction and brand loyalty and also between perceived quality and brand loyalty. The positive value of the correlation coefficients implies positive relationship exist between the hypotheses tested. Indicating that;
i. As the customer perception of service quality increases also will their satisfaction increases.
ii. As customer satisfaction increases also will the brand loyalty increases and lastly;
iii. As perceived quality increases also will the customer loyalty to brand increases.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS 
5.1 	Summary
The first hypothesis of this study was that there is a significant relationship between perceived service quality and customer satisfaction. This hypothesis was justified by the statistical analysis. It means that a business keen to increase the satisfaction of its customers can adopt the strategy to increase its service offerings as defined primarily by the customers. Not increasing service offerings could jeopardize the effectiveness and success of the business. If we say the higher the level of perceived service quality, the higher the level of customer satisfaction, we can also say that the lower the level of perceived service quality, the lower the level of customer satisfaction. A low level of satisfaction is but a level to dissatisfaction. And dissatisfaction leads to divestment just as satisfaction props up investment. Customers, e.g. the bakers and dealers who perceive higher level of service from the company will have a more favourable disposition towards the company, whereas those who perceive low or extremely low levels of service would be more likely to have low or extremely low levels of satisfaction, which implies dissatisfaction.
The findings of the study supported the second hypothesis, which stated that there is a significant relationship between perceived service quality and customer patronage. The implication here is that customers who are more satisfied with the services derived from a brand or company will have and show higher customer patronage to the brand or company while those customers whose satisfaction levels are low will demonstrate lower customer patronage to the brand or company. Since loyalty is demonstrable through activities like repeat purchases, conversion of the uninitiated to the products or services, complaining for product improvement instead of defection if there is one in the brand or service, then the loyal customer is an asset to the company. All activities of the company should therefore be service driven to enhance satisfaction and thereby enhance loyalty also.
5.2 	Conclusion
Business is about relationships and successful businesses are about efficient, effective and successful relationships between the business and their customers. One needs the other for the satisfaction of their needs. Since people's needs vary, business also consequently vary- vary in perceptions, knowledge and the delivery of the perceived right solutions, at the right times, in the right places, at the right costs (prices). These are all value indices and so value drives customers in the pursuit of solutions (satisfactions). To be effective every value to be provided must match the expectation of the customer. This is because perception will relate to expectation. When expectation is realized, satisfaction is generated and when satisfaction is guaranteed, 
5.3 	Recommendations
The results of the research illustrate that Perceived service quality mainly affects consumer loyalty through satisfaction. Consumers' perception about service quality and product quality are almost equally important to build up their satisfaction. It is in the light of the findings of this study that the following recommendations are made;
1. Management must consider product quality and service quality as the foundations to build up consumer satisfaction and loyalty and to build up price fairness as an add-on value to consumers so as promote loyalty and increase sales.
2. Since relationship between service quality and customer satisfaction is positive, it is recommended that company should adopt a medium for review of their products by customer either yearly, monthly or period that will be convenient. 
3. However, since business is dynamic and changing, it is also recommended that the companies should not rest on their oars or stop for commendations. They should continually raise their bars of standard so that they remain ahead of competition, particularly in the area they have chosen for product leadership. While doing this with tremendous zeal, skill and knowledge, they need to rise to industry standards in building customer intimacy and operational excellence.
4. More experience work force should be employed in order to bring initiative into flour production and increase the quality of flour which will in turn increase the company turnover. On the other hand the profitability of the firm will increase. 










REFERENCES
Abramovitch, E.: "Go surfing" in; Casino World. Issue 23 Nov/Dec 1997, Pg. 32.
Alfred A. Chandler Jr.: Strategy and Structure (Cambridge Mass) The M.LI. Press (1962) P.13.
Cardoso R.M.: Advances in Experimental Social Psychology. Second Edition,
McGraw Hill, USA. 1965, Pg. 107-124.
Cardoso R.M.: An Experimental Study of Consumer Effort, Expectation and Satisfaction. Journal of Marketing Research. 2 (August 1968). Pp 244-249.
Baker M.J.: Marketing; An Introductory Text. Fourth edition, Macmillan
Educational Ltd. Basingstoke, Hampshire England.1985 Pp 61-89. Bloch and Richens: Winning Ways. Harper and Row Publishers, London. 1993. 
Boshoff and Gray: Building Brands Without Mass Media; Harvard Business Review, 987 (Jan-Feb,2004) P 38.
Brandy and Robertson: A Conceptual Model of service Quality and itsImplications for Future Research; Journal of Marketing, 49 (fall)2001 Pp 41-50.
Carlson, J.: Moments of Truth. Ballinger Publishing Company, U.S.A, ASubsidiary of Harper and Row Publishers Inc. 1987 Pp 21-39. 
Christopher, M.:Customer Service and Logistics Strategy. Butterworth/Heinemann. U.S.A. 1994. Pp.666-667.
Clarke, L and Mckee :Setting the Table; International Gaming and WageringBusiness vol. 18 no 8, August 1997, Pg 43.


Cowell, D.W.:The Marketing of Services. Butterworth / Heinemann, U.S.A.
	1996. pp. 555-603.
Cronin and Taylor: What makes a winning Company? Harper and Row Publishers, London. 1992. pp 211-213
Debate, G.:How Does Service Drive The Service Company; Harvard Business Review, 622 (Nov-Dec 1991) Pg. 146.
Drucker, P.: The Practice of Management. Butterworth/Heinemann. U.S.A. 1995. Pp34-35.
Ehigie, B.O. and Babalola, S.S.: Understanding Consumer Behaviour. New borne Enterprises, Ibadan, Nigeria. 1999
Frazer R.J.: Customer Driven Marketing. Kogan page Ltd. London.2001: pp 41-81.
Gale C. : The Service Imperative; Personnel Journal. March 1986. pp 68-74
Glifford Jr. D.:Brand Management-Moving Beyond Loyalty; Harvard Business Review, 735, (Mar-Apr. 1997) P.9.
Gouillart, F.J; Sturdivant, F.D. :Spend A Day in the Life of YourCustomers; Harvard Business Review 695 (Jan-Feb 1994) P.116 
Harris, R.T.: Rethink Value to Win and Keep Great Customers;Harvard Business Review, 25 (Nov-Dec. 1999) P S 14.
Hellman, P.: The Bank that Hated Customers; Management Review, 32 (Feb.1998) Pg. 64.
Houston and Rothschild: Modern Marketing, Third Edition. Pitman Publishing London. 1998. Pp. 17-36.
Howard and Sheth.: The Theory of Buying Behaviour. Willey Publisher NewYork. 1969
Jacob and Chestnut: Marketing When Things Change; Harvard Business Review. Nov- Dec. 1978. pp 107-113.
Kotler, P. :Marketing Management. Englewood Cliffs, New Jersey, Prentice Hall Publishers, NY. 2002. pp 35-39.
Leach, C.H.: Service Marketing. Third edition. Englewood Cliffs, New Jersey, Prentice Hall Publishers, NY. 2005. P.34.
Liswood, M.: Winning Ways, Harper and Row Publishers, London. 2003. Pp60-77
Maslow, A.H.: A Theory of Human Motivation; Psychological Review,50, July 1943. pp 370-375.
MacDonald M.H.B, Leppard, J.W.; How to Sell a Service. Second Edition.Butterworth Heinemann Ltd. Oxford. 1988. pp 5-45.
Mitchell, T.R. : Motivation: New Directions for Theory. Research and Practice;Academy of Management Review. Vol.7 no. 1. Jan 1982.pp 80-88. 
Olaniyonu O.G.: Customers Expectation and Perception of Service as Relatedto Satisfaction and Loyalty to Service Rendered. A case study ofGaming Service- Dissertation submitted in partial fulfillment of therequirement for the award of Masters of Science Degree inManagerial Psychology. University Of Ibadan. 1998.
Oliver, R.L. :Measurement and Evaluation of Satisfaction Process in RetailSellings. Journal of Retailing, 57 (3) 1998 pp25-48.
Oliver, R.L.: Satisfaction: A Behavioural Perspective on the Consumer.McGraw Hill Publishers, NY. 1997.
Oliver, R.L. and Wayne S.D.: Response Determinants in Satisfaction Judgments. Journal of Consumer Research, 14. March1988. pp 459507.
Parets, T.R.: Fasten Your Seat Belts; International Gaming and WageringBusiness. Vol. 17, no.10, Oct. 2006. Pg 133.
Schewe, C.D and Smith, R.M.: Marketing Concepts and Applications.McGraw Hill Book Company, NY. pp 589-601.
Tallent, N.: Psychology of Adjustments. Litton Educational Publishing Inc.U.S.A. 1978. Pg 37.
Teal, T.: Service Comes First- An interview with USAA'S Robert F. McDermott; Harvard Business Review, 608 (Sept-Oct, 1991) Pgl 17.
Lewis and  Mitchell, 1990 Research literature measuring overall  consensus 



APPENDIX I
QUESTIONAIRE

STUDY QUESTIONNAIRE

DEPARTMENT OF BUSINESS ADMINISTRATION
FACULTY MANAGEMENT SCIENCES
UNIVERSITY OF ILORIN
KWARA STATE.

Dear sir/ Madam
This questionnaire is designed to study your perception of service quality rendered by Honeywell Flour Mill Plc (HFMP) and Lister Flour Mill Ltd. (LFML) and how they influence your satisfaction and loyalty to the companies' product(s). Your sincere response will be treated as confidential as this exercise is purely academic although it may lead to improvement in services rendered by the Flour Milling Industry.
Please answer all questions.
NAME ………………………………………………………………………………
AGE (last birthday): ……………..
Educational Qualification: Primary Sch. (	) SSCE (   )   OND/NCE (    )
B.Sc./HND ( ) Others ( )
DEALER( )
BAKER( )
GENDER: MALE ( )	FEMALE ( )
MARRIED ( )	SINGLE ( ) WIDOWED ( ) DIVORCED (   )
YEARS OF BUSINESS EXPERIENCE ……………………………………………
NATIONALITY: NIGERIAN ( )	OTHERS()
SECTION ONE
In your own view, how would you rate the service offered by the company to (you) customers. Please indicate your rating by ticking the appropriate space after each service statement.
Note Scale: Excellent (1), Good (2) Fair (3), Poor (4)
	
	
	Honeywell
	Lister

	1
	The quality of Flour; its reliability and effectiveness.
	
	

	2
	The order taking and processing
	
	

	3
	The method of delivery of the goods; time and vehicle type
	
	

	4
	The ethical conduct of the sales force
	
	

	5
	The rate of returns (profit margin) on sales
	
	

	6
	The granting of credit facility for two to four weeks
	
	

	7
	The promotional programmes executed e.g. radio commercials, bill
boards, branded T/shirt, Biros, etc.
	
	

	8
	Speedy and responsible price adjustment when market prices fall
generally due to the activities of competitors
	
	

	9
	Listening to customers and implementing their suggestions/ ideas
	
	

	10
	Speedy response to and withdrawal of defective products from
customers
	
	

	11
	The way customers are generally treated by the company
	
	





SECTION TWO
Please read the following statements and respond to them as they apply to bothCompanies
Scale	1	=	Strongly Disagree
	2	=	Disagree
	3	=	Undecided
	4	=	Agree
	5	=	Strongly Agree
	
	
	Honeywell
	Lister

	1
	The perception of the brand among the various users
enticed me to the brand
	
	

	2
	If I find a major fault on the product, I will shift to
other available brands
	
	

	3
	The accessibility of the brand is a major purchase
factor to me
	
	

	4
	I am committed to the brand because of its high rate of
returns (profit and margin) on sales
	
	




Please mention any shortcomings you have observed in the services rendered to you ........................................................................................................................ ........................................................................................................................ ........................................................................................................................ ........................................................................................................................ ........................................................................................................................
Please give suggestions you will like the company to consider and implement. ....................................................................................................................................... ...................................................................................................................................... ......................................................................................................................................
............................................................................................................................…….
Thank you so much Sir/ Madam for your cooperation
Apara Marufat olabisi
03/66MC047

APPENDIX II

 SPSS OUTPUT

	Gender

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	68
	42.5
	42.5
	42.5

	
	Female
	92
	57.5
	57.5
	100.0

	
	Total
	160
	100.0
	100.0
	




	Marital

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Single
	20
	12.5
	12.5
	12.5

	
	Married
	104
	65.0
	65.0
	77.5

	
	Divorced
	30
	18.8
	18.8
	96.2

	
	Widowed
	6
	3.8
	3.8
	100.0

	
	Total
	160
	100.0
	100.0
	



	Age

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	25-35
	20
	12.5
	12.5
	12.5

	
	36-45
	64
	40.0
	40.0
	52.5

	
	46-55
	52
	32.5
	32.5
	85.0

	
	56 and above
	24
	15.0
	15.0
	100.0

	
	Total
	160
	100.0
	100.0
	




	Business Experience

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	05-10
	56
	35.0
	35.0
	35.0

	
	11-15
	36
	22.5
	22.5
	57.5

	
	16-20
	52
	32.5
	32.5
	90.0

	
	21 and above
	16
	10.0
	10.0
	100.0

	
	Total
	160
	100.0
	100.0
	



	Education Qualification

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE
	28
	17.5
	17.5
	17.5

	
	OND/NCE
	36
	22.5
	22.5
	40.0

	
	B.Sc/HND
	88
	55.0
	55.0
	95.0

	
	Others
	8
	5.0
	5.0
	100.0

	
	Total
	160
	100.0
	100.0
	




	Quality of flour

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Excellent(Honeywell )
	20
	12.5
	12.5
	12.5

	
	Excellent (Lister)
	7
	4.4
	4.4
	16.9

	
	Good (Honeywell )
	49
	30.6
	30.6
	47.5

	
	Good (Lister)
	64
	40.0
	40.0
	87.5

	
	Fair (Honeywell)
	10
	6.2
	6.2
	93.8

	
	Fair (Lister)
	7
	4.4
	4.4
	98.1

	
	Poor (Honeywell)
	1
	.6
	.6
	98.8

	
	Poor  (Lister)
	2
	1.2
	1.2
	100.0

	
	Total
	160
	100.0
	100.0
	




	Order taking and processing

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Excellent(Honeywell )
	11
	6.9
	6.9
	6.9

	
	Excellent (Lister)
	18
	11.2
	11.2
	18.1

	
	Good (Honeywell )
	36
	22.5
	22.5
	40.6

	
	Good (Lister)
	51
	31.9
	31.9
	72.5

	
	Fair (Honeywell)
	28
	17.5
	17.5
	90.0

	
	Fair (Lister)
	5
	3.1
	3.1
	93.1

	
	Poor (Honeywell)
	5
	3.1
	3.1
	96.2

	
	Poor  (Lister)
	6
	3.8
	3.8
	100.0

	
	Total
	160
	100.0
	100.0
	




	Delivery of goods

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Excellent(Honeywell )
	12
	7.5
	7.5
	7.5

	
	Excellent (Lister)
	14
	8.8
	8.8
	16.2

	
	Good (Honeywell )
	42
	26.2
	26.2
	42.5

	
	Good (Lister)
	54
	33.8
	33.8
	76.2

	
	Fair (Honeywell)
	23
	14.4
	14.4
	90.6

	
	Fair (Lister)
	11
	6.9
	6.9
	97.5

	
	Poor (Honeywell)
	3
	1.9
	1.9
	99.4

	
	Poor  (Lister)
	1
	.6
	.6
	100.0

	
	Total
	160
	100.0
	100.0
	



	Ethical conduct of sales force

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Excellent(Honeywell )
	7
	4.4
	4.4
	4.4

	
	Excellent (Lister)
	5
	3.1
	3.1
	7.5

	
	Good (Honeywell )
	19
	11.9
	11.9
	19.4

	
	Good (Lister)
	29
	18.1
	18.1
	37.5

	
	Fair (Honeywell)
	36
	22.5
	22.5
	60.0

	
	Fair (Lister)
	22
	13.8
	13.8
	73.8

	
	Poor (Honeywell)
	18
	11.2
	11.2
	85.0

	
	Poor  (Lister)
	24
	15.0
	15.0
	100.0

	
	Total
	160
	100.0
	100.0
	





	Profits margin on sales

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Excellent(Honeywell )
	8
	5.0
	5.0
	5.0

	
	Excellent (Lister)
	4
	2.5
	2.5
	7.5

	
	Good (Honeywell )
	26
	16.2
	16.2
	23.8

	
	Good (Lister)
	36
	22.5
	22.5
	46.2

	
	Fair (Honeywell)
	38
	23.8
	23.8
	70.0

	
	Fair (Lister)
	34
	21.2
	21.2
	91.2

	
	Poor (Honeywell)
	8
	5.0
	5.0
	96.2

	
	Poor  (Lister)
	6
	3.8
	3.8
	100.0

	
	Total
	160
	100.0
	100.0
	



	Getting of credit facility

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Excellent(Honeywell )
	8
	5.0
	5.0
	5.0

	
	Excellent (Lister)
	12
	7.5
	7.5
	12.5

	
	Good (Honeywell )
	21
	13.1
	13.1
	25.6

	
	Good (Lister)
	27
	16.9
	16.9
	42.5

	
	Fair (Honeywell)
	31
	19.4
	19.4
	61.9

	
	Fair (Lister)
	35
	21.9
	21.9
	83.8

	
	Poor (Honeywell)
	20
	12.5
	12.5
	96.2

	
	Poor  (Lister)
	6
	3.8
	3.8
	100.0

	
	Total
	160
	100.0
	100.0
	

	Price Adjustment

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Excellent(Honeywell )
	20
	12.5
	12.5
	12.5

	
	Excellent (Lister)
	9
	5.6
	5.6
	18.1

	
	Good (Honeywell )
	19
	11.9
	11.9
	30.0

	
	Good (Lister)
	29
	18.1
	18.1
	48.1

	
	Fair (Honeywell)
	31
	19.4
	19.4
	67.5

	
	Fair (Lister)
	35
	21.9
	21.9
	89.4

	
	Poor (Honeywell)
	10
	6.2
	6.2
	95.6

	
	Poor  (Lister)
	7
	4.4
	4.4
	100.0

	
	Total
	160
	100.0
	100.0
	



	Listening to customers and implementing their suggestions

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Excellent(Honeywell )
	9
	6.8
	6.8
	6.8

	
	Excellent (Lister)
	13
	9.8
	9.8
	16.5

	
	Good (Honeywell )
	16
	12.0
	12.0
	28.6

	
	Good (Lister)
	2
	1.5
	1.5
	30.1

	
	Fair (Honeywell)
	48
	36.1
	36.1
	66.2

	
	Fair (Lister)
	34
	25.6
	25.6
	91.7

	
	Poor (Honeywell)
	7
	5.3
	5.3
	97.0

	
	Poor  (Lister)
	4
	3.0
	3.0
	100.0

	
	Total
	133
	100.0
	100.0
	



	Speedy response and withdrawal of defected products

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Excellent(Honeywell )
	34
	21.2
	21.2
	21.2

	
	Excellent (Lister)
	12
	7.5
	7.5
	28.8

	
	Good (Honeywell )
	21
	13.1
	13.1
	41.9

	
	Good (Lister)
	38
	23.8
	23.8
	65.6

	
	Fair (Honeywell)
	23
	14.4
	14.4
	80.0

	
	Fair (Lister)
	27
	16.9
	16.9
	96.9

	
	Poor (Honeywell)
	2
	1.2
	1.2
	98.1

	
	Poor  (Lister)
	3
	1.9
	1.9
	100.0

	
	Total
	160
	100.0
	100.0
	



	General treatment of customers by the companies

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Excellent(Honeywell )
	28
	17.5
	17.5
	17.5

	
	Excellent (Lister)
	10
	6.2
	6.2
	23.8

	
	Good (Honeywell )
	36
	22.5
	22.5
	46.2

	
	Good (Lister)
	36
	22.5
	22.5
	68.8

	
	Fair (Honeywell)
	12
	7.5
	7.5
	76.2

	
	Fair (Lister)
	32
	20.0
	20.0
	96.2

	
	Poor (Honeywell)
	4
	2.5
	2.5
	98.8

	
	Poor  (Lister)
	2
	1.2
	1.2
	100.0

	
	Total
	160
	100.0
	100.0
	

	Enticing nature of the brands among various users

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agreed(Honeywell )
	70
	17.5
	17.5
	17.5

	
	Strongly agreed (Lister)
	30
	7.5
	7.5
	25.0

	
	agreed (Honeywell )
	60
	15.0
	15.0
	40.0

	
	agreed (Lister)
	66
	16.5
	16.5
	56.5

	
	undecided (Honeywell)
	41
	10.2
	10.2
	66.8

	
	undecided (Lister)
	70
	17.5
	17.5
	84.2

	
	Disagree (Honeywell)
	27
	6.8
	6.8
	91.0

	
	Disagree  (Lister)
	30
	7.5
	7.5
	98.5

	
	Strongly Disagree(Honeywell)
	2
	.5
	.5
	99.0

	
	Strongly Disagree (Lister)
	4
	1.0
	1.0
	100.0

	
	Total
	400
	100.0
	100.0
	



	Customers shifting to other available brands if a major fault is found

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agreed(Honeywell )
	10
	2.5
	2.5
	2.5

	
	Strongly agreed (Lister)
	12
	3.0
	3.0
	5.5

	
	agreed (Honeywell )
	13
	3.2
	3.2
	8.8

	
	agreed (Lister)
	15
	3.8
	3.8
	12.5

	
	undecided (Honeywell)
	27
	6.8
	6.8
	19.2

	
	undecided (Lister)
	50
	12.5
	12.5
	31.8

	
	Disagree (Honeywell)
	80
	20.0
	20.0
	51.8

	
	Disagree  (Lister)
	40
	10.0
	10.0
	61.8

	
	Strongly Disagree(Honeywell)
	70
	17.5
	17.5
	79.2

	
	Strongly Disagree (Lister)
	83
	20.8
	20.8
	100.0

	
	Total
	400
	100.0
	100.0
	




	
Accessibility  of product being a major purchasing power

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agreed(Honeywell )
	86
	21.5
	21.5
	21.5

	
	Strongly agreed (Lister)
	92
	23.0
	23.0
	44.5

	
	agreed (Honeywell )
	74
	18.5
	18.5
	63.0

	
	agreed (Lister)
	70
	17.5
	17.5
	80.5

	
	undecided (Honeywell)
	30
	7.5
	7.5
	88.0

	
	undecided (Lister)
	36
	9.0
	9.0
	97.0

	
	Disagree (Honeywell)
	9
	2.2
	2.2
	99.2

	
	Disagree  (Lister)
	1
	.2
	.2
	99.5

	
	Strongly Disagree(Honeywell)
	1
	.2
	.2
	99.8

	
	Strongly Disagree (Lister)
	1
	.2
	.2
	100.0

	
	Total
	400
	100.0
	100.0
	



	Commitment to brands due to high rate of return

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agreed(Honeywell )
	75
	18.7
	18.7
	18.7

	
	Strongly agreed (Lister)
	66
	16.5
	16.5
	35.2

	
	agreed (Honeywell )
	90
	22.4
	22.4
	57.6

	
	agreed (Lister)
	75
	18.7
	18.7
	76.3

	
	undecided (Honeywell)
	30
	7.5
	7.5
	83.8

	
	undecided (Lister)
	55
	13.7
	13.7
	97.5

	
	Disagree (Honeywell)
	2
	.5
	.5
	98.0

	
	Disagree  (Lister)
	4
	1.0
	1.0
	99.0

	
	Strongly Disagree(Honeywell)
	3
	.7
	.7
	99.8

	
	Strongly Disagree (Lister)
	1
	.2
	.2
	100.0

	
	Total
	401
	100.0
	100.0
	






	Honeywell Correlations

	
	
	Customers satisfaction
	Brand loyalty
	Perceived service quality

	Customers satisfaction
	Pearson Correlation
	1
	.542**
	.797**

	
	Sig. (2-tailed)
	
	.021
	.00

	
	N
	4
	4
	4

	Brand loyalty
	Pearson Correlation
	.542**
	1
	.931**

	
	Sig. (2-tailed)
	.021
	
	.003

	
	N
	4
	5
	4

	Perceived service quality
	Pearson Correlation
	.797**
	.931**
	1

	
	Sig. (2-tailed)
	.000
	.003
	

	
	N
	4
	4
	4

	**. Correlation is significant at the 0.01 level (2-tailed).
	
	

	Lister Correlations

	
	
	Customers satisfaction
	Brand loyalty
	Perceived service quality

	Customers satisfaction
	Pearson Correlation
	1
	.674**
	.592**

	
	Sig. (2-tailed)
	
	.011
	.003

	
	N
	4
	4
	4

	Brand loyalty
	Pearson Correlation
	.674**
	1
	.734**

	
	Sig. (2-tailed)
	.011
	
	.008

	
	N
	4
	5
	4

	Perceived service quality
	Pearson Correlation
	.592**
	.734**
	1

	
	Sig. (2-tailed)
	.003
	.008
	

	
	N
	4
	4
	4

	**. Correlation is significant at the 0.01 level (2-tailed).
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