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ABSTRACT
Product quality has become a potentially valuable way of securing competitive advantages and improving organizational performance since competition is no longer between organizations, but among product quality. This research work examines the effect of product quality on organizational performance with special reference to Indomie Noodles. Primary data was used with aid of structured questionnaire to collect data from fifty respondents through simple random sampling method. Data was analyzed with the aid of simple percentages and chi – square method. The result shows that there is significant relationship between product quality and customer satisfaction, and there is significant relationship between product quality and sales turn over.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND TO THE STUDY
	Product quality is an attitude or global judgment about the superiority of service or product. To be globally competitive producing industries must achieve quality product that exceed customers’ expectation, product quality which determines the organization success or failure. Product quality also determines customer satisfaction. However, determinant of product quality are complicated with the dynamic business environment.
	The concept of quality, efficiency, productivity, growth and survival pose a great challenge for the survival and growth of all corporate bodies. These growth and survival demands are further depend by the need to attract and retain customers as customer demands. In Nigeria utility provision has always suffered a setback as utilities firms have always been criticized for poor quality of products. 
	Product quality has been found in the literature to be a competitive tool for many companies. This is even much more pronounced in today’s highly globalized, industrialized and competitive markets. As has already been mentioned, the growth and survival of companies depend on their customers.
	Several studies have been carried out in the developed countries regarding customer satisfaction and prescriptions have been put forward (Parasuraman et al 2002; Cronin & Taylor 1992; Bitner et al, 2000; Mc Alexander et al, 1994). Also studies have been carried out regarding the relationship between product quality and customer satisfaction. In the developed countries using the SERVQUAL model, this study therefore, aims to find out whether there is a relationship and among product quality, customer satisfaction, in both public and private sectors in developing country context.

1.2	STATEMENT OF THE PROBLEM
	Product quality has been the major tool in achieving stated objectives by firms in developed countries and this has contributed significantly to their economy. Research also affirmed that quality product services have assisted many organizations to remain in a competitive environment. In developing countries, Nigeria inclusive, product quality has not been embraced by many organizations. The consequence of this may be the reason why many firms in Nigeria collapse within five years of their operations. It is on this background that this study intends to examine the effect of product and service quality on organizational performance with specific reference to BANNA Industries Limited, Lagos State.

1.3	OBEJECTIVE OF THE STUDY
	The major objective of this study is to examine the effect of product quality improvement on organizational performance.
	Other objectives of this study are;
· To determine the effect of product quality on customer satisfaction.
· To determine the effect of product quality on sales turnover.
· To access the relationship between customer satisfaction and sales turnover.

1.4	RESEARCH QUESUTIONS AND STATEMENT OF HYP0THESIS
	Research questions are;
1. To what extent do product quality has effect on customer satisfaction?
2. To what extent do product quality has effect on sales turnover?
3. Is there any relationship between customer satisfaction and sales turnover?
	
Statement Of Hypothesis
	As said above, to approach this study empirically the following tentative statement that depicts the variables and provision with which the study is based and represented in Null (H0) and Alternative (H1) hypothesis.
1 H0; there is no significant relationship between product quality and customer satisfaction.
	H1; there is significant relationship between product quality and customer satisfaction.
2 H0; there is no significant relationship between product quality and sales turnover.
	H1; there is significant relationship between product quality and sales turnover.
3 H0; there is no significant relationship between customer satisfaction and sales turnover.
	H1; there is significant relationship between customer satisfaction and sales turnover.

1.5	SIGNIFICANCE OF THE STUDY
	Gathering of this data will lead to a better understanding of the affluence level of the attributes of customer satisfaction. The results of this study will not only contribute to the awareness of the relationship between the variables but will also direct managers in areas for quality improvement to increase customer satisfaction. Through the statistical analysis, a conclusion on the existence of a relationship between qualities attributes of the organization and customer satisfaction will either lead to the agreement or disagreement to the adapted and modified Transaction - Specific model. 

1.6	SCOPE OF THE STUDY
	This study would be ideally programmed to cover the control as a whole both in questionnaire administration and a study of the organization involved.
	The theoretical scope deals among other within review of related literature on product quality improvement and its effect on organizational performance. The physical scope covers study of BANNA Industries Limited and questionnaire administered to both staff and registered distributors.

1.7	LIMITATION OF THE STUDY
	This research is limited to a single organization BANNA Industries Limited and some difficulties where encountered such as;
	Time- duration available for this work is not sufficient.
	Finance- lots of financial constraint such as typing, printing, transporting etc.
	Inadequate information- this is so because in order to prevent the secret of the company, such as few accounting information concerning their sales and production volume was given.

1.8	HISTORICAL BACKGROUND OF CASE STUDY
	The said company BANNA Industries Limited was established in Aba, Abia State Nigeria on 15th of June 2004 by the founder Apostle John Eneze a Marketing Manager then in Con oil plc.
	The Managing director Mrs. Gelderine Eneze oversees all the activities of BANNA Industries across the nation (Nigeria).
	The products of Banna Industries are;
i. Polo paint (the favorable beet)
ii. Discoveries shell (the wider average)
iii. New house (the increasingly appreciated)
iv. Open heaven paint (the highly successful)
The company has three branches across the nation
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1.9	DEFINITION OF TERMS
Product Quality;	definition of quality may vary from person to person and from situation to situation. The definition of product quality vary only in wording but typically involve determining whether perceived product delivered meets, exceeds or fails to meet customer expectation. 
Customer Satisfaction;	this can be describe as of the view that the literature is not very clear about the distinction between quality and satisfaction. Satisfaction is a ‘post consumption’ experience which compares perceived quality with expected quality.
Sales Turnover; this can be defined as the rate at which goods or products are been sold or the amount at which goods are been converted into cash, (i.e. the level in which sales are been made).



CHAPTER TWO
  	LITERATURE REVIEW
2.1	INTRODUCTION
	The literature review is based on researches that have been conducted in other countries. However, the factors analyzed that affect the customer satisfaction in the market are the same, for example, all research done in Spain, China, Hong Kong, U.S.A. used the basic factors to determine customer satisfaction.
	Factors are considered are product quality and service quality.

2.2	THEORETICAL FRAMEWORK
PRODUCT QUALITY
	The  definition of product quality vary only in wording but typically involve determining whether perceived product delivered meets, exceeds or fails to meet customer expectation (Cronin and Taylor, 1992).
Zepiel (2000) defines it as a customer perception of how well service meet or exceed their expectation. Boshoff and Gray (2004) is what makes an organization differs from other organizations and gaining a last competitive advantage. Turban, (2002) defines product quality as when the price and other cost elements are held constant. Sachdev and Verma, (2004) product quality can be measured in terms of customer perception, customer expectation, customer satisfaction, and customer attitude. Ekinci, (2005) indicates that the evaluation of product quality leads to customer satisfaction.
Parasuraman, Zeithaml, and Berry (2002-2000) projected a product quality model that identified perceived service quality into five dimensions.
· tangibility; which involves appearance of physical facilities,
· reliability; involves ability to perform the promised product,
· responsiveness; involves willingness to help customer,
· assurance; involves knowledge and courtesy of employees,
· empathy; involves provision 0f caring.

CUSTOMER SATISFACTION
According to Churchill and Surprenant (2002) “customer satisfaction is an outcome of purchase and use resulting from the buyers' comparison of the rewards and costs of the purchase in relation to the anticipated consequences”. It is also defined in terms of an emotional state that usually arises in response of evaluating a particular service (Westbrook 2001).The former concept highlights the fact that satisfaction is determined through cognitive procedure by comparing what customers give up to get a service (cost) and what they receive in response (reward) however the later concept takes satisfaction as emotional feeling that results during the process of evaluation (Tam, 2004). Consistent with this concept, we can say that “customer satisfaction is defined as an emotional response, which results from a cognitive process of evaluating the service received against the costs of obtaining the service” (Woodruff et al. 2001).
Customer satisfaction facilitates the measure of how service and products provided by company meet customer expectation. It is a key performance indicator in business terms. Typically, service firms monitor and examine the satisfaction level of customers on an ongoing base by using different scales like, to measure the level of customer satisfaction which is mainly based on service encounter experienced on their last visit (Peterson and Wilson, 1992).
This is lack of consensus among researchers on the subject matter of customer satisfaction. This is because several researchers have looked the concept from different perspectives. Rust and Oliver (2004) suggest that customer satisfaction or dissatisfaction - a “cognitive or affective reaction” - emerges as a response to a single or prolonged set of service encounters. In the words of Giese and Cote (2000), consumer satisfaction comprises three basic components including the type of response (cognitive, affective or conative); the center of interest or the subject on which the response is focused; and the moment in time at which the evaluation is made. But Anderson and Fornell (1994) are of the view that the lite According to Besterfield (1994), Barsky (1995) and Kanji and Moura (2002), customer satisfaction is a complex construct as it has been approached differently.
As expressed by Levesque and McDougall (1996), satisfaction is conceptualized as an overall, customer attitude towards a service provider. Also customer satisfaction has been described as an effective response, focused on product performance compared to some repurchase standard during or after consumption (Halstead et al., 1994). So Mano and Oliver (1993) establish that satisfaction is an attitude or evaluative judgment varying along the hedonic continuum focused on the product, which is evaluated after consumption.
THE RELATIONSHIP BETWEEN PRODUCT QUALITY AND CUSTOMER SATISFACTION
The SERVQUAL model (Parasuraman, Ziethaml & Berry, 2002) suggests that the differences between customers’ expectations about the performance of a general class of service providers and their assessment of the actual performance of a specific firm in that class results in perceptions of quality. So that the first step in satisfying customers is to determine the level of customer service through service quality assessment. But is there a consensus among researchers, as they argue over whether high degree of service quality always brings about satisfaction.
The work of Bitner et al (2000) proposed an alternative method and defined service quality as the customer’s overall impression of the relative inferiority/superiority of a firm and its service offerings. Antreas (1997) found that service provider perceptions about customer satisfaction are a function of perceived service quality.

EFFECT OF PRODUCT QUALITY ON CUSTOMER SATISFACTION
To obtain products and service a consumer spends both money and resources in the form of time, energy and effort (Zeithaml et al., 2000). Service or product quality and customer satisfaction both have long been considered crucial for success and survival in today’s competitive market. But it is also important to understand what contributes to customer satisfaction that could be a key to achieve competitive advantage.
Consumers are now demanding higher quality in products than ever before (Leonard and Sasser, 1982). The search for quality is arguably the most important consumer trend of the 1980s (Rabin, 1983).The important feature of service ﬁrms is to focus on quality, the way it is produced and being offered to the ﬁnal customer. It is seen that continuous improvements in the quality of services perceived according to the consumer expectations positively affects the satisfaction level and customer’s perceptions about the company.
However, it is worth noting that there are several distinct conceptualizations of quality. Just as current quality is expected to have a positive inﬂuence on overall customer satisfaction (Anderson et al., 2004). So we can say that, the effect of expectations of quality on customer satisfaction is positive and signiﬁcant (Anderson et al., 2004). Delivering quality service is considered an essential strategy for success and survival in today’s competitive environment (Dawkins and Reichheld, 2000). The primary emphasis of both academic and managerial effort focused on determining what service quality meant to customers (Zeithaml et al., 2002).
Service quality is a determinant of whether a customer ultimately remains with or defects from a company (Zeithaml et al., 2002). In marketing management literature service quality takes a prominent position. It is usually deﬁned as customer’s impression of relative inferiority or superiority of service provide and its service. Also it is often considered similar to overall attitude of customer towards company.
It is also observed that the increased interest in service quality by the firms is due to the fact that service quality is proved to be beneficial to maintain bottom line performance of the firm. Both Service quality and Customer satisfaction terms is being widely used by researchers interchangeably (Sureshchandar et al., 2002).
Studies show that the overall experience with the service quality results customer satisfaction which leads to customer loyalty. Where the overall service quality (as perceived) is viewed as a combination of core and relational aspects. In the service literature, core and relational quality are the most basic elements of services. Where core is “what is delivered” and relational is “how it is delivered” (McDougall and Levesque, 1992, 2000).
FACTORS EFFECTING PRODUCT QUALITY ON SATISFACTION
For marketers or service providers, achieving customer satisfaction is important because it is supposed to be an important motive of customer loyalty, repeated business (with customer) and positive word of mouth (Bearden and Teel, 2003). However quality is not the only factor that effects the customer satisfaction, there are other factors besides quality like Performance, Expectations, (Mohr, 2002) desires and price factor affect the customer perceptions and the overall satisfaction level. Where quality of service is a descendent of customer satisfaction a described by Cronin and Taylor (2002), Service quality is not the only factor that has direct impact on customer satisfaction.
Identification of other elements beside quality that effects the satisfaction is critical. The other factors as described by Woodruff & Albert (2002) are value, corporate reputation, corporate image and transaction satisfaction. On other hand factors that affect the service quality other than those of intangible nature like human interaction in service delivery, rest are of tangible nature, design and décor elements, the effect of atmospherics, employee appearance and appearance of equipment etc. (Sureshchandar et al., 2002). A clear understanding of all these factors that affect the relationship between service quality, and customer satisfaction results in overall performance of the firm and can help to ensure better implementation of resource that firm required putting in place.
 RELATIONSHIP BETWEEN PRODUCT QUALITY AND CUSTOMER SATISFACTION
During past few decades the interest of academics and researchers has been increased to measure the relationship between service quality and customer satisfaction. Both customer satisfaction and service quality are considered as extensive and vast subjects of research and many studies related to customer satisfaction are conducted in the area of service settings (Oliver and Swan, 2009; Cadotte, Woodruff and Jenkins, 1987; Swan and Trawick, 2000).
In marketing theory, the consumer satisfaction category has the main position. It is based on the premise that the proﬁt is made through the process of satisfaction of consumers’ demands (Dubrovski, 2001). A further debate has considered whether service quality is a cause customer of satisfaction (Cronin and Taylor, 2002), (Parasuraman et al., 2000). It then helps to identify a link between both constructs.
The Increased level of customer satisfaction decreases the chances that customers will be pointing the flaws in the quality (Anderson et al., 2004). In service settings it would offer a better perspective of the relative importance of service quality determinants by developing more comprehensive models of the drivers of customer satisfaction [Anderson et al., 2007]. A great similarity between the customer satisfaction and service quality is observed, however researchers are careful to say that these two are different concepts (Spreng and Singh, 2003; Oliva, Oliver, and MacMillan, 2002).
In academics both constructs are recognized as distinct and independent (Oliver, 2000). Whereas a wide literature studies shows that both concepts are distinct conceptually but also are closely related to each other (Parasuraman et al., 2000; Shemwell et al., 2008) and any increase in one (quality) leads to increase in another (satisfaction) (Sureshchandar et al., 2002). However there are number of variations found in literature between service quality and customer satisfaction. Cronin and Taylor, 2004; Boulten and Drew 2001 stated that Satisfaction is customer decision after an experience while quality is not.
According to Cronin and Taylor (2002) it is important to have this distinction between the two concept for managers and academics, as there is a greater need to understand either the firms’ objective is to perform in a way that satisfies the customers or they should strive to provide maximum level of service quality perceived by its customers.
There are researchers like Hurley and Estelami (2008) who states that that service quality and satisfaction are distinct constructs, and there is a causal relationship between the two, and the impression about the quality of service influence emotions related to satisfaction which, in turn, affect future purchase behavior. Also customer satisfaction is viewed as the overall assessment of the service provider (Anderson et al., 2004).
The literature related to service quality and satisfaction has emphasized that customers compare the performance of product and services on some standards ( Spreng & Mackoy, 2006). Also the quality of service as perceived by the customers is considered as an important factor that affects the level of satisfaction. Due to its relative importance in the service context it became a wide debate able topic and focus of research for academics.
Literature revealed that the difference between perceived service quality and satisfaction is due to the use of different standards of comparison (Zeithaml et al., 2003; Parasuraman et al., 2000) Different authors stated that the standard of comparison to form satisfaction depends on customer’s feelings regarding what will come out ( predictive expectations) where perceived service quality defines what customers believe that a firm should deliver, also it is a result of comparing the performance ( Spreng & Mackoy, 2006).
Overall what different authors state about these two constructs and consider it as distinct concepts there is a great need to analyze the relationship between the two to understand either these are two different concepts or are similar. For this purpose, customer satisfaction with service quality models (McDougall & Levesque, 2000; Spreng & Mackoy, 2006).

CUSTOMER SATISFACTION WITH PRODUCT QUALITY MODELS
Oliver has developed a model in 1993 to explain the relationship between service quality and customer satisfaction. He states that service quality is developed by comparing performance perceptions and ideals related to dimensions of quality, satisfaction Contradicts with expectations that are predictive regarding both non quality dimensions and quality dimensions. Also perceived service quality originate from satisfaction and disconfirmation (negation) of desires are not related to satisfaction, except through the perceptions of service quality. Oliver’s model also specifies that expectations do not affect the perceptions of performance. Oliver’s model is later tested by Spreng and Mackoy (2006).


Figure 1: Customer Satisfaction with Product Quality Model
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Sources; Spreng and Mackoy (2006)

Figure 1 presents Spreng and Mackoy research based on Oliver’s Satisfaction Quality Model. In their research they stated that, satisfaction and service quality are both distinct constructs. Also expectations are negatively related to satisfaction, but through perceived performance, expectations are positively related to service quality perceived and satisfaction. So managers should always try to decrease the level of expectations in order to provide services that are “better than expected,” which will result in higher level of satisfaction (Davidow and Uttal, 2009; Peters, 2007).



Figure 2: McDougall & Levesque (2000) Customer Satisfaction with Product Quality Model
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Figure 2 presents another model presented by Mcdougall and Levesque.
It describes customer satisfaction in service settings. The main contribution of this model is the inclusion of perceived value and its importance together with service quality and their effect on satisfaction that leads to future intensions.
This model states that perceived service quality and value influence customer satisfaction which in turn affect the future intensions. Where perceived service quality consist of two dimensions as described earlier, Core, the basic service ( as promised) and relational ( the way service is delivered). In addition to service quality dimensions Tangibles, Empathy, Responsiveness, Reliability and Assurance that customers use to judge or evaluate overall services (Parasuraman et al, 1985) the core and relational quality leads to overall customer satisfaction or service quality (Zeithaml et al., 2006).
DEVELOPING PRODUCT IMPROVEMENT STRATEGY IN THE ORGANIZATION
A firm can improve the quality of its services by developing the service improvement strategy in the organization which requires several steps and measures to trigger improvements in the internal environment. Leonard, Parasuraman et al., (2004) has explained some steps for managers through which company can improve the service quality. Some of the steps from Leonard, Parasuraman & Zeithmal (2004) research are discussed.
Listening;
Generally, quality is defined by the customers and it should be improved according to customer specifications not the company. Listening, understanding and spending wisely on customer’s expectations and perceptions can bring improvements in the services of the company as the way customers required and expect. The most common mistake in service improvement that companies do is to spend money in a way that does not improve the services at all. Research shows that company’s strengths and weaknesses from service perspective are better explained by those who have experienced it. In order to improve the company as the way customers required and expect. The most common mistake in service improvement that companies do is to spend money in a way that does not improve the services at all. Research shows that company’s strengths and weaknesses from service perspective are better explained by those who have experienced it. In order to improve the service, companies should install an ongoing research system that provides timely and relevant data. Also there is a need to develop service quality information system in the company. The service quality information system basically provides the following information.
· Identify Dissatisfied Customers & frequent service failure causes
· Collect customer feedback on continuous basis
· Collect customer feedback on continuous basis
· Improve internal service quality by focusing on employee issues and concerns
· Improve customer services by measuring individual employee behavior to
use in trainings, performance evaluations and rewards
· Analyze the company’s service performance compared with competitors to
identify strengths and weaknesses.
Reliability;
The five dimensions of services reliability, responsiveness, assurance, empathy, tangibles are used as criteria to judge the quality of the services. Also these dimensions help service providers to understand about customers’ expectations regarding service offerings. Research reveals that among these five dimensions Reliability is the most important one to judge the quality of the service. When firms are failed to deliver the promise and make frequent mistakes in service delivery, customer loses its confidence on the firm’s ability to provide timely and accurate service at the first end.
Product Design;
Reliability in service delivery as expected by the customers depends on how the various elements in perform the product, equipment’s that required performing the particular service and the physical environment in which service is actually performed or delivered. Flaws in any part of this service system affect the quality level. Usually people who are delivering the services are blamed for poor quality however the real problem lies in the service system design. Service mapping is considered a way to improve the quality of services. Service mapping is the pattern of performances that makes a service system design.

Product Recovery;
When a customer face a service problem, either service firms makes things better with the customer or make it worse sometimes. Three things happen when a customer experience any problem, they remain dissatisfied and do not voice their complaints, they complain and become satisfied or become dissatisfied if company does not response well.
Generally customers are reluctant to complain and company should take following steps in such situations,
Encourage customers to voice their complaints and make it easy for them by providing toll free numbers or comment cards.
Problem resolution system needs to be developed very effectively in the service firms.
Response quickly to customer complaints because quick response makes a customer feel that company is concerned about his/her interests.
Surprise Customers;
Customers evaluate the service dimension during the delivery process and it is very difficult to go beyond customer’s expectations by providing the reliable services only. Therefore managers must consider the “WOW” factor in their service offerings. To go beyond expectations and delight the customer demands, firms should offer some surprising elements in their service offerings like grace, courtesy, uncommon swiftness, understanding and commitment.
Fair Play;
The customer expectation lies under the concept of fairness. As customers expect from the service providers to treat them fairly, fulfill the commitments (Reliability) to offer personal attention and polite dealing (Empathy) and should provide considerable and competent services (assurance). Also should provide the guarantee demonstrate fairness towards service offerings. It gives the customer a right to evoke the service and charge the compensation if he becomes dissatisfied.
Servant Leadership;
Delivering high service quality demands an excellent leadership often known as “Servant Leadership”. These leaders believe in people capacity to view their own roles as standard of excellence and a direction to achieve their goals by providing necessary equipment’s, tools and proper freedom to achieve their tasks. These Leaders believe in investing people by listening to their concerns, providing those trainings, coaching, and teach them how to inspire and compete in order to boost company’s productivity and quality standards.
MANAGING THE WORKFORCE IN AN ORGANIZATION
For a service ﬁrm, employee’s performance has a strong inﬂuence on ﬁrm’s efforts regarding delivering quality services to its customers. So services cannot be standardizing and up to the mark unless company understands its employees, deals and manage them in an effective manner. Because ultimately employees are the people who carry company’s vision and mission and helps the company to accomplish its objectives. Also they interact and deal with the customers directly. If employees are satisfied and happy they will delight handle the customers, but if they are not happy the will response otherwise. It simply means that company can be successful only by effectively utilizing the abilities of its workforce and by expanding the scope of their activities. Pfeiffer et al., 2005has explained the importance of workforce and discussed few practices for managing people in the organizations that ultimately help to achieve organizational goals. Some of the practices from Pfeiffer et al, (2005) research are discussed.
High Wages;
Employees are the representatives of the company. If company expects outstanding performance of its workforce it needs to hire outstanding people who can stay for long term. High wages offering attract more applicants and allow organizations to be more selective in choosing people. People are provided with best training facilities to become more committed towards company’s objectives. Moreover if company offer higher wages above the market offerings, employees take it as a gift and they work with more dedication in providing excellent services to customers which obviously enhances customer loyalty.

Incentive pay;
When people are motivated, they perform with their full potential. However, money is not the only thing to motivate the employees. Studies showed that people are motivated with things like, fair treatment, job security and recognition. Nevertheless if employees are expected to increase the level of firm’s profitability and overall service performance they will want their share in the benefits that organization earns. Organizations usually seek to reward the performance of its employees by providing them compensations and extra incentives.
Promotion;
The promotion opportunities increase the employee’s commitment and bind them tightly with the employers. Also it encourages the workers to employ the skills learnt through training and development programs and offers an incentive to good performers. Most importantly it gives a sense of justice and fairness at the work place.
Training and Skill development;
Trainings and skills development program shows the firm’s commitment towards the workers and ensure that the faculty is staffed with highly skilled workers who are specially trained to provide excellent services to the firm’s customers. Well trained staff can perform the customer services with greater efficiency then the untrained staff. Trainings are effective only if the employees are permitted to use and apply the skills learned during such programs. One mistake that mostly organizations do is, they upgrade the skills and abilities of their employees and managers but they do not tend to change the structure that restrict the staff to utilize the skills learnt and to act creatively by introducing new methods and procedures that can enhance company’s profitability and quality standards.
Cross Utilization and Cross training;
People who can perform multiple tasks are more beneficial for the organization. The important thing is that doing multiple things can make the work tasks more interesting and it has motivational effects as well. Also variety in job is considered as important job dimension that has potential effect on how people give response to their work. Multitasking also ensures employment security. Having staffed at work with multiple skills makes it easier to retain them as they can perform different tasks.
Measurement of practices;
The process of managing people in the organization cannot be successful without measuring and evaluating the outcomes of introducing such practices. Measurement provides the feedback to the management in evaluating how well the implementation of different procedures and practices turned out in the organization. Secondly it ensures that what is being observed and measured will be noticed by the management. From the measurement helps in developing further implementation ideas and identify the area which needs to be refined. Also it helps to learn how well different policies are implemented in achieving the desired results.
Information Sharing;
If employees are considered as the source of achieving organizational objectives, they must be provided with all the relevant information that is required to get the success. The main reason behind not disclosing much information to the employees is that, the information may leaks to the competitors. But if the competitors already know the strategy then the employees will be only one who remains in dark and others will take advantage of this situation.
CLOSING GAPS BETWEEN FIRMS PERCEPTION AND CUSTOMER PERCEPTIONS OF QUALITY
Though marketers of tangible goods have deﬁned and measured quality with increasing levels of precision (Parasuraman et al., 2002). It is difficult to describe quality according to the marketers of services. Reason is, services cannot be seen, touched and measured before it is actually delivery to the customer. In most services, quality occurs during service delivery, usually when customer and service employee interacts (Lehtinen and Lehtinen, 2002). For this reason, service quality is highly dependent on the performance of employees. Sometimes what employees consider about service quality is somehow different than what consumers expect about quality. So a gap exists between employee’s perceptions and consumer perceptions about service quality and delivery (Parasuraman et al., 2002).
Service Quality Management Gap;
The gap between customer’s expectations and managers perceptions about what consumer expects is wider in service industry that produces Intangible goods as compare to firms that produce tangible goods (Gronroos 2002: Zeithaml 2001). This gap occurs in upward communication (extend of communication between managers and employees), levels of management (layers between management and customer contact personals) and research orientation of the company (Less emphasize on marketing research).
Service Quality Specification - Service Delivery Gap;
It is also called as Performance gap. This gap occurs when service providers are unable to perform services as expected by the management. The performance gap can be reduced by focusing on team work, employee job fit, technology job fit, type of supervisory and perceived control over employees and by reducing the role conflict and role ambiguity among employees.
Difference between Service Delivery and External Communication Gap;
Marketing, advertising and other communication channels effect the perception of customers regarding the service firms. Short falls between external communication and actual service delivery in the form of exaggerating promises can affect the customer perception and expectations regarding the quality of service.
CHAPTER THREE
  	RESEARCH METHODOLOGY
3.1	INTRODUCTION
The objective of the current study is to clarify the relationship between four variables of customer product quality, product quality, customer satisfaction and sales turnover. This research can be categorized as descriptive research based on the method of obtaining the considered data and is of correlative type (Harandi et al 2008). Since these data are made of studying the distribution of statistical population characteristics through sampling of population, this research is a survey done on the basis of cross sectional method.

3.2	RESEARCH DESIGN
The study is basically a descriptive research to obtain information from representative sample taken from Banna Industries Limited. Most of the materials used were from primary and secondary source of data collection, such as questionnaire, interview, journals and library research. The study as earlier mentioned is designed to survey the effect of product quality on organizational performance.

3.3	THE STUDY POPULATION
	The population sample study refers to the entire groups which are been put into study. The population is for this project is made up of all categories of staffs and registered distributors of Banna Industries Limited, Alakuko, Lagos state. With a hundred and fifty (150) in number and is sub divided into;
		Staff					100
		Registered distributors		50

3.4	SAMPLING METHOD AND SAMPLE SIZE
To ensure that an adequate number of responses were received, the sample method used was simple random was used to collect the data. This sampling technique was chosen relative to the others because it is easily understood, the sample results may be projected to the target population and there is no (human) interference in the selection of the sample.
The sample size for this research work was carefully selected to reflect the characteristics of the population under study. The size can be judged fair representation of the whole population; the sample size is forty (40) in number.

3.5	SOURCES OF DATA
The data used in the research work were collected from primary and secondary sources so as to get accurate and reliable information.
PRIMARY SOURCE
The major tools used in this aspect are questionnaire and oral interview. The printing sources are done when information is collected from the respondents. Examples are questionnaire, oral discussions and interviews.
SECONDARY SOURCE
This involves the information or data that has already been worked upon and has been processed into meaningful information by another individual. Examples include journals, articles, textbooks, magazines and handouts etc.

3.6	DATA COLLECTION INSTRUMENT/QUESTIONNAIRE
Questionnaire is the major instrument used in collecting data. It must be mentioned that the following assumptions and questions are clearly stated, unambiguous, flexible, and relevant and the respondents are competent to answer them. This is impossible to measure respondent opinion by means of questionnaire and more as chai-square statistical method.

3.7	METHOD OF DATA ANALYSIS
All necessary data extracted to produce the valuables results. To process the data Qualitative Data Analysis (QDA) was used. QDA is a range of procedures and processes applied on the data is collected into some form of understanding.








CHAPTER FOUR
PRESENTATION AND ANALYSIS OF DATA
4.1	DATA ANALYSIS AND PRESENTATION
	The process of questionnaires administration was carried out in Banna, Seventy five (75) questionnaires were administered, fifty five(55) response were received out of which five(5) questionnaire were wrongly filled and destroyed in the process of  verification and ultimately became useless. Fifty respondents were worked on.
Section A 	Data Analysis 		Personal   Information
TABLE 1: Age Distribution
	CLASS
	RESPONSE
	PERCENTAGE%

	20-30
	27
	54

	31-40
	15
	30

	41-50
	7
	14

	50- Others
	1
	2

	TOTAL
	50
	100


	As shown from the above table, the ages of respondents varies, the majority of the respondent are within 20-30yrs which constitute of 27 (54%) of the total respondents, 31-35yrs constitute of 25 (30%), 41-50yrs constitute of 7 (14%) and 51-above contains 1 (2%).

TABLE 2: Sex Distribution
	CLASS
	RESPONSE
	PERCENTAGE%

	Male
	38
	76

	Female
	12
	24

	TOTAL
	50
	100


	From the above table majority of respondents are males which represents 36 (76%) while the remaining consisting of 12 (24%) are females.

TABLE 3: Marital Status
	CLASS
	RESPONSE
	PERCENTAGE%

	Single
	15
	30

	Married
	35
	70

	Divorced
	-
	-

	Others
	-
	-

	TOTAL
	50
	100


	According to the table above, 15 of the respondents which represent 30% are married, while the remaining 35 which represents 70% are married.
TABLE 4: Qualification
	CLASS
	RESPONSE
	PERCENTAGE%

	GCE/WAEC
	15
	30

	ND/NCE
	19
	38

	HND/BSC
	15
	30

	Others
	1
	2

	TOTAL
	50
	100


	Extracted from the table above, 15 (30%) represents GCE/WAEC, 19 (38%) represents ND/NCE, 15 (30%) represents HND/BSC, while the remaining 1 (2%) represent others.
TABLE 5: Working Experience
	CLASS
	RESPONSE
	PERCENTAGE%

	5-10yrs
	32
	64

	11-15yrs
	10
	20

	16-20yrs
	7
	14

	21-above
	1
	2

	TOTALS
	50
	100


	From the above table 32 (64%) represents 5-10yrs, 11-15yrs represents 10 (20%), 16-20yrs represents 7 (14%), 21-above represents the remaining 1 (2%).
SECTION B 	
Data Analysis 		
Research Questions
QUESTION 1: To what extents do product quality has effect on customer satisfaction?
	RESPONSE
	RESPONDENT
	PERCENTAGE%

	Positive
	37
	74

	Negative
	13
	26

	TOTAL
	50
	100


	From the above table, total number of 37 which is (74%) picked positive, 13 which is (26%) picked negative.




QUESTION 2: To what extent do quality has effect on sales turnover?
	RESPONSE
	RESPONDENT
	PERCENTAGE%
	
	
	

	Positive
	40
	80
	
	
	

	Negative
	10
	20
	
	
	

	No Idea
	-
	-
	
	
	

	TOTAL
	50
	100
	
	
	


	From the table above, it is shown that the total number of 40 which represent (80%) choose positive, while the remaining 10 which represents (20%) choose negative.
QUESTION 3: Is there any relationship between customer satisfactions and organizational performance?
	RESPONSE
	RESPONDENT
	PERCENTAGE%

	Yes
	45
	90

	No
	5
	10

	TOTAL
	50
	100


	From the above table, 45 respondents representing (90%) chooses yes, while the remaining 5 respondents representing (10%) chooses no.

QUESTION 4: To what extent does customer feedback system helps the organization in improving product relating expectations and quality standards?
	RESPONSE
	RESPONDENT
	PERCENTAGE%

	Positive
	25
	50

	Negative
	8
	16

	No idea
	17
	34

	TOTAL
	50
	100


 	From the above table, total number of 25 which is (50%) picked positive, 8 which is (16%) picked negative, while the remaining 17 which is (34%) chooses no idea.
QUESTION 5:	How important is it to manage workforce effectively in the organization?
	RESPONSE
	RESPONDENT
	PERCENTAGE%

	Very Important
	48
	96

	Not Important
	-
	-

	No Idea
	2
	4

	TOTAL
	50
	100


	From the table above, 48 respondents representing (96%) chooses very important, while the remaining 2 respondents which represent (4%) choose no idea.

QUESTION 6: Is it necessary to develop efficient customer service for the organization? 
	RESPONSE
	RESPONDENT
	PERCENTAGE%

	Yes
	35
	70

	No
	15
	30

	TOTAL
	50
	100


	From the above table, 35 respondents representing (70%) chooses yes, while the remaining 15 respondents representing (30%) chooses no.

QUESTION 7:	Is it employees or people dealing at the front end that are unable or fails to perform the product as expected?
	RESPONSE
	RESPONDENT
	PERCENTAGE%

	Yes
	10
	20

	No
	10
	20

	No Idea
	30
	60

	TOTAL
	50
	100


 	From the table above, 10 respondents representing (20%) chooses yes, 10 respondents which represents (20%) also chooses no, while the remaining 30 respondents which represent (60%) choose no idea.

4.2	TESTING OF HYPOTHESIS
Having given a careful analysis of the response, the chi square formula is used to test the hypothesis. The level of significance is 5%.
The chi square formula is
X2 = ∑ [o – e]2
	   e
HYPOTHESIS 1
H0	There is no significance relationship between product quality and customer satisfaction
H1	There is significance relationship between product quality and customer satisfaction

	DEPARTMENT
	POSITIVE
	NEGATIVE
	TOTAL

	FINANCE
	8
	3
	11

	PRODUCTION
	10
	4
	15

	STORE
	8
	2
	10

	SALES
	4
	2
	6

	DISTRIBUTORS
	7
	1
	8

	TOTAL
	37
	13
	50


E11	= 37 x 11     =   8.14
	    50
E12	= 37 x 15	=   11.1
	    50
E13	 = 37 x 10	=   7.4
	    50
E14	= 37 x 6 	=   4.44
	    50
E15	= 37 x 8	=   5.92
	    50
E21	= 13 x 11	=   2.86
	    50
E22	= 13 x 15	=   3.9
	    50
E23	= 13 x 10	=   2.6
	    50
E24	= 13 x 6	=   1.56
	    50
E25	= 13 x 8	=   2.08
	    50

	o
	e
	o-e
	(o-e)2
	(o-e)2/e

	8
	8.14
	-0.14
	0.0196
	0.00241

	3
	11.1
	-8.1
	65.61
	5.911

	10
	7.4
	2.6
	6.76
	0.914

	4
	4.44
	0.44
	0.1936
	0.0436

	8
	5.92
	2.08
	4.3264
	0.731

	2
	2.86
	0.86
	0.7396
	0.2586

	4
	3.9
	0.1
	0.01
	0.00256

	2
	2.6
	-0.6
	0.36
	0.13846

	7
	1.56
	5.44
	29.5936
	18.970

	1
	2.08
	-1.08
	1.1664
	0.5608

	
	
	
	
	27.53243


X2 calculated = 27.53243
X2 critical value X2 0.05 level of significance 
Degree of freedom (Row – 1) = (3-1) = 2
At
X2 0.05 and difference at significant = 5.99147
Since calculated > tabulated. 
Decision
Reject = Ho
Accept = Hi
Conclusion: There is significant relationship between quality control and customer satisfaction. 

HYPOTHESIS II
H0	There is no significance relationship between product quality and sales turnover
H1	There is significance relationship between product quality and sales turnover
	DEPARTMENT
	YES
	NO
	TOTAL

	FINANCE
	5
	3
	8

	PRODUCTION
	10
	2
	12

	STORE
	8
	2
	10

	SALES
	10
	2
	12

	DISTRIBUTORS
	7
	1
	8

	TOTAL
	40
	10
	50



E11	= 40 x 8     =   6.4
	    50


E12	= 40 x 12	=   9.6
	    50
E13	 = 40 x 10	=   8
	    50
E14	= 40 x 12 	=   9.6
	    50
E15	= 40 x 8	=   6.4
	    50
E21	= 10 x 8	=   1.6
	    50
E22	= 10 x 12	=   2.4
	    50
E23	= 10 x 10	=   2
	    50
E24	= 10 x 12	=   2.4
	    50
E25	= 10 x 8	=   1.6
	    50





	o
	e
	o-e
	(o-e)2
	(o-e)2/e

	5
	6.4
	-1.4
	1.96
	0.3036

	3
	9.6
	-6.6
	43.56
	14.52

	10
	8
	2
	4
	0.5

	2
	9.6
	-7.6
	57.76
	6.01667

	8
	6.4
	1.6
	2.56
	0.4

	2
	1.6
	0.4
	0.16
	0.1

	10
	2.4
	7.6
	34.96
	14.5667

	2
	2
	0
	0
	0

	7
	2.4
	4.6
	21.16
	8.8167

	1
	1.6
	-0.6
	0.36
	0.225

	
	
	
	
	45.45132


X2 calculated = 45.45132
X2 critical value X2 0.05 level of significance 
Degree of freedom (Row – 1) = (3-1) = 2
At
X2 0.05 and difference at significant = 5.99147
Since calculated > tabulated. 
Decision
Reject = Ho
Accept = Hi
Conclusion: There is significant relationship between quality control and sales turnover.


4.3	DISCUSSION OF FINDINDS
The chi square model used to work out the hypothesis testing shows that the calculated value is greater than the tabulated value. Hence, there is variability in customer satisfaction and product quality. Furthermore, the chi square model shows that product quality variably affect sales turnover.
The result shows that all the product quality items, competent product tangibility, communication are good predictors of organizational performance.  



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	SUMMARY
The main objective of this research work was to study the effect of product quality on organizational performance. Other objectives were, to examine the effect of product quality on customer satisfaction, the effect of product quality on sales turnover. Relevant related literature on product quality was used to find out the extent of work done. The instrument used for the data collection was questionnaire which were subjected to reliability and validity before it was been administered to respondents.
The sample size used for the study was 50, through simple random sampling. However, having analyzed the data, the following findings were deduced from the study.
1. Majority of the respondents strongly agree that product quality has effect on customer satisfaction.
2. Majority also agree that product quality strongly affect sales turnover.
3. Majority also affirm that there is relationship between customer satisfaction and sales turnover.
This is clear indication that the organization should attach some degree of important to product quality.

5.2	CONCLUSION
 Upon conducting this research, new findings were discovered. However, the main objective of this research was achieved. The research managed to determine the effect of product quality on organizational performance. From the analysis conducted to test relationships using chi square model. The result of the first hypothesis concluded that there is significant relationship between product quality and organizational performance; also the second hypothesis also concluded that there is significant relationship between product quality and sales turnover. Therefore, the two attributes have significant relationship which worked in line with other researches.
The links between product quality, customer satisfaction and sales turnover are one of the most popular research topics among service researchers (Chai, Ding, and Xing, 2009; Pilkington and Chai 2008). Pilkington and Chai (2008) studied the importance of quality of products and services on customer satisfaction and found out that organizational performance mostly lie in category of customers who have used higher quality products. This implies that better quality of products tends to increase organizations performance. Researches by Chai and colleagues (2009) show that quality of services to a customer is one of the most important factors in identifying new customer needs and as we all know, the key to customer satisfaction and loyalty is providing the customers with their undiscovered needs. 
Other studies done by Bastos and Gallego (2008); Yi, (1990); Chai et al, (2009); Bloemer, et al (1995) also show the importance of products and services quality in enhancing customer satisfaction and sales turnover. One may pursue the common point of these studies in undiscovered customer needs. In a setting where companies do not depend on others to serve customers, the customer is aware to whom his/her perception is dedicated, and the direct link between perceived quality, customer satisfaction and sales turnover is naturally expected.
This has been proven by many researchers in both pure products (e.g. Zeithaml 1988, Cronin et al. 2000, Brady and Cronin 2001) and pure service settings (e.g. Parasuraman et al. 2005, Wofinbarger and Gilly 2003).

5.3	RECOMMENDATION
There is a positive relationship between product quality and organizational performance. Obtaining customer satisfaction depends to a large extent on ensuring that the firm maintains high service quality standards. Putting in place quality mechanisms has significant effect on the level of customer satisfaction. Hence the hypothesis was substantiated. Among the service quality variables that significantly affected customer satisfaction include competence, courtesy, tangibility, reliability, responsiveness and communication.
For managers, this finding has important implications with regard to brand building strategies. The study documented that service quality is the dominant route to customer satisfaction. Indications of a successful brand building strategy are found when companies provide quality services relative to other companies within the same industry.
It is imperative for Banna Industries and other firms in Nigeria, therefore, to improve product quality by giving customers what they want, when they want it. Thus, identifying and satisfying customers’ needs could improve network services because what is offered can be used to separate the company’s own services from competitors’. 


	APPENDIX I
LETTER TO RESPONDENTS

Department of Marketing
Institute of Finance and Management 
Kwara State Polytechnic

Dear Sir/Ma,

This questionnaire is designed for a research purpose on the topic THE EFFECT OF PRODUCT QUALITY ON ORGANIZATIONAL PERFORMANCE. Am a student of the above named institution.

The purpose is to investigate whether companies can improve and manage the process of  delivering high Product quality standards to their customers in order to achieve high level of organizational performance.

 Also the study will analyse the effects of product quality on customer satisfaction and sales turnover  by discussing the relationship between both concepts.

The questionnaire has nothing to affect the respondents business or privacy.

Therefore information supported shall be treated with utmost confidential.

Yours Faithfully,



APPENDIX II
QUESTIONNAIRE
Section A: (Personnal  Information)
1.  Age:     (a)20-30yrs  (  )   (b)31-40yrs  (  )   (c)41-50yrs  (  )    (d)51-above  (  )
2.  Sex:      (a)Male  (  )   (b)Female  (  )
3.  Martial Status:   (a)Single  (  )  (b)Married  (  )  (c)Divorced  (  )  (d)Others  (  )
4.  Qualification:    (a)GCE/WAEC  (  )  (b)ND/NCE  (  )  (c)B.sc/HND  (  )  (d)Others(  )
5.  Working Experience:   (a)5-10yrs  (  )  (b)11-15yrs  (  )  (c)16-20yrs  (  )  (d)Others  (  )

Section B: (Research Question)
6.  To what extent do product quality has effect on customer satisfaction? (a)Positive  (  )  (b)Negative  (  )  (c)No Idea  (  )
7.  To what extent do product quality has effect on sales turnover?   (a)Positive  (  )  (b)Negative  (  )   (c)No Idea  (  )
8.  Is there any relationship between customer satisfaction and sales turnover?  (a)Yes  (  )  (b)No  (  )  (c)No Idea  (  )
9.  To what extent does customer feedback system helps the company in improving products related expectations and quality standards?   (a)Positive  (  )  (b)Negative  (  )  (c)No Idea  (  )
10.  How important is to manage the workforce effectively in an organisation?   (a)Very important  (  )  (b)Not important  (  )  (c)No Idea  (  )
11. To which extent the training, cross utilization and skill development programs help Company to achieve high products quality standards in the organization?  (a)Positive  (  ) (b)Negative  (  )  (c)No Idea  (  )
12. Do you consider product mapping (equipment's, pattern of performances, physical environment) a way to improve service system design?  (a)Yes (  )  (b) No (  )
13. Is it necessary to develop efficient customer services in the organization?   (a)Yes (  )  (b) No (  )
14. Is it employees or people dealing at front end that are unable or failed to perform the products as expected by the management?   (a)Yes   (  )  (b) No (  )   (c)No Idea  (  )
15.To which extend your organization fulfil the promises that are made with the customers through different channels (by employees, management, media, advertisement)?   (a)0-25%  (  )  (b)26-50%  (  )  (c)51-75%  (  )  (d)76-100%  (  )
16.  Would you like to highlight other issues which are not covered in the questions (If any)?
17.  What do you plan to do in the future in order to improve the product quality that can best satisfy the customers in your organisation?
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