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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. Despite efforts by many companies to improve their products, not all experience corresponding improvements in business performance. This raises the question of whether product quality alone is sufficient to enhance business performance. In the case of Dangote, while the company is known for quality, there is a need to empirically examine the extent to which this has influenced customer loyalty, sales growth, and profitability.
.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 Dangote Group of Company and questionnaire administered to both staff and registered distributors.

1.7	LIMITATION OF THE STUDY
	This research is limited to a single organization Dangote Group of Company 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.
1.9	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.
2.1.1 Concept of Product Quality
Product quality refers to how well a product meets the needs and expectations of customers. It encompasses attributes such as performance, durability, features, reliability, and conformance to standards.
2.1.2 Business Performance	
Business performance includes both financial and non-financial indicators such as sales growth, market share, return on investment, and customer loyalty.
2.1.3 Customer Satisfaction and Loyalty
Customer satisfaction is closely tied to product quality and is often a predictor of future business performance. Satisfied customers are more likely to become loyal customers.
2.2	THEORETICAL FRAMEWORK
2.2.2 Resource-Based View (RBV) Theory
RBV posits that firms gain a competitive advantage through the resources they control—product quality being one of them. Firms like Dangote can outperform rivals by developing and maintaining superior quality in their products.
The Resource-Based View (RBV), pioneered by Barney (1991), asserts that sustainable competitive advantage originates from a firm’s internal resources rather than external market positioning. For Dangote Group, this theory provides a powerful framework to understand how product quality capabilities function as strategic resources that drive organizational performance.
The relationship between product quality and organizational performance is anchored in Resource-Based View (RBV) theory, which posits that a firm’s competitive advantage stems from its unique, valuable resources. For Dangote, investments in quality infrastructure (e.g., ISO-certified labs, AI-driven production monitoring) function as strategic assets that are rare, inimitable, and non-substitutable. These resources enable consistent product conformance, translating to cost leadership and market dominance—aligning with Barney’s (1991) assertion that such resources drive sustained performance.
Institutional Theory
further contextualizes Dangote’s quality imperatives. Operating across Africa, the firm faces coercive pressures (e.g., SONCAP standards in Nigeria), mimetic pressures (benchmarking global peers like Lafarge), and normative pressures (adopting ISO 9001 to signal legitimacy). DiMaggio & Powell’s (1983) framework explains how these institutional forces shape Dangote’s quality management systems, which in turn enhance stakeholder trust and regulatory compliance—key performance enablers in emerging markets.
Contingency Theory
(Lawrence & Lorsch, 1967) clarifies why quality’s impact on performance varies across Dangote’s subsidiaries. Cement divisions prioritize conformance quality (meeting ASTM/EN standards) due to safety-critical applications, while consumer goods (e.g., Dangote Salt) emphasize perceptual quality (brand aesthetics). This differentiation ensures that quality strategies align with subunit environments, optimizing financial returns and operational efficiency.
Expectancy Theory (Vroom, 1964) illuminates the human capital dimension. Dangote’s quality incentives (e.g., employee recognition for zero-defect batches) create performance-reward linkages. Workers who perceive quality efforts as paths to career advancement or bonuses exhibit higher productivity—demonstrating how quality culture indirectly boosts organizational performance through motivation.
Signaling Theory 
(Spence, 1973) underpins Dangote’s market outcomes. Consistent quality acts as a signal to customers and investors, reducing information asymmetry. For instance, the "Dangote Standard" branding of cement communicates reliability, lowering perceived risk and fostering loyalty—directly increasing market share and premium pricing power.
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 whatthey receive in response (reward) however the later concept takes satisfaction as emotionalfeeling that results during the process of evaluation (Tam, 2004). Consistent with thisconcept, we can say that “customer satisfaction is defined as an emotional response, whichresults from a cognitive process of evaluating the service received against the costs ofobtaining 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 isconsidered 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 SATISFACTIONWITH PRODUCT QUALITYMODELS
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).
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 regardingdelivering 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.
2.3 Empirical Review
Several studies have demonstrated a positive relationship between product quality and business performance:
Adebayo (2020) found that product quality significantly enhances customer satisfaction and loyalty in manufacturing firms.
Nwankwo and Obi (2019) reported that companies with consistent product quality showed better market performance in terms of sales and customer retention.
2.4 Gaps in Literature
While prior research has explored product quality in general manufacturing firms, few studies have specifically analyzed the link between product quality and business performance in large conglomerates like Dangote Group in the Nigerian.
THE CONCEPT OF SALES TURNOVER
Sales turnover (or sale revenue refer to the total income generated to a business from selling goods or services within a specific period. It is a critical metric for assessing business performance, growth and market competitiveness (Kotlers & Keller, 2016). High sales turnover often reflects strong demand, effective marketing, and customer satisfaction, while declining turnover may signal operational or quality related issues.
Product quality as a driver of sale turnover
Extant literature highlights products quality as a key determinant of sale performance
Demand and customer preferences: studies indicate that superior product quality directly increased customer wiliness to pay, leading to higher sale volumes (Zeithaml, 1988).
Repeat purchases: consistently quality fosters customer loyalty, reducing churn and stabilizing long term revenue (Reichheld and Sasser, 1990).
Premium pricing: high quality products often command price premiums, boosting turnover without proportional cost increases (gale, 1994)




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 Dangote Group of Company. 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 Dangote Group of Company, Kwara State. With a hundred and fifty (80) in number and is sub divided into;
		Staff					30
		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
The data from the primary source were skillfully analyzed with the use of simple analysis, by The use of pie chart, tables and percentages. This aids quick understanding of the findings. To reduce the problem of the quantification of the variables, attitudinal type measurement using likert scale used for the opinions supplied by the respondents. To further test and accept or reject the formulated hypothesis, the chi-square distribution will be employ. This involves summarizing manipulating and reducing the data to provide necessary information for.

CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, AND DISCUSSION OF RESULTS
4.1 INTRODUCTION
This chapter presents the analysis and interpretation of data collected from respondents (staff and distributors) of Dangote Group, Kwara State. The results are presented using frequency distributions, percentage analysis, and Chi-square tests to examine relationships between product quality, customer satisfaction, and sales turnover.
4.2 DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS
Table 4.1: Gender Distribution of Respondents
	Gender
	Frequency
	Percentage (%)

	Male
	26
	65.0

	Female
	14
	35.0

	Total
	40
	100.0


Source Field Survey 2025    
The sample is male-dominated (65%), reflecting gender trends in Nigeria's manufacturing sector.  The 35% female representation suggests gradual gender inclusion but highlights potential gaps in workforce diversity.
Table 4.2: Age Distribution of Respondents
	Age Group
	Frequency
	Percentage (%)

	18-25 years
	8
	20.0

	26-35 years
	18
	45.0

	36-45 years
	10
	25.0

	46+ years
	4
	10.0

	Total
	40
	100.0


Source Field Survey 2025    
45% of respondents are aged 26–35, indicating a youthful workforce. Only 10% are above 46 years, suggesting limited senior-level participation or an aging workforce gap.
Table 4.3: Respondent Category
	Category
	Frequency
	Percentage (%)

	Staff
	28
	70.0

	Registered Distributor
	12
	30.0

	Total
	40
	100.0


Source Field Survey 2025
Staff (70%) dominates responses, providing operational insights.Distributors (30%) offer market-facing perspectives, ensuring balanced data.

Table 4.4: Years of Experience
	Experience
	Frequency
	Percentage (%)

	Less than 1 year
	6
	15.0

	1-5 years
	20
	50.0

	6-10 years
	10
	25.0

	Above 10 years
	4
	10.0

	Total
	40
	100.0


Source Field Survey 2025
50% have 1–5 years’ experience, indicating moderate familiarity with company processes. Only 10% have >10 years’ experience, potentially limiting institutional memory in responses.

Interpretation of Demographic Data:
The sample was male-dominated (65%), reflecting gender distribution in the manufacturing sector.
Majority were young professionals (26-35 years - 45%) with 1-5 years experience (50%).
Staff members constituted 70% of respondents, providing internal operational perspectives.
4.3 ANALYSIS OF PRODUCT QUALITY PERCEPTION
Table 4.5: Product Quality Assessment
	Statement
	SA (%)
	A (%)
	N (%)
	D (%)
	SD (%)
	Mean
	Interpretation

	Dangote products meet high-quality standards
	35.0
	45.0
	12.5
	5.0
	2.5
	4.2
	Strongly Agree

	Company ensures consistency in product quality
	30.0
	47.5
	15.0
	5.0
	2.5
	4.0
	Agree

	Product packaging is durable and appealing
	22.5
	40.0
	25.0
	10.0
	2.5
	3.8
	Agree

	Raw materials used are of good quality
	32.5
	50.0
	12.5
	2.5
	2.5
	4.1
	Strongly Agree

	Company adheres to quality control measures
	40.0
	45.0
	10.0
	2.5
	2.5
	4.3
	Strongly Agree


Key Findings:
1. 85% of respondents (SA+A) affirmed that Dangote maintains high-quality standards
2. Quality control measures received the highest approval (85% SA+A)
3. Packaging had 17.5% negative ratings (D+SD), suggesting need for improvement



4.4 Analysis of Customer Satisfaction
Table 4.6: Customer Satisfaction Evaluation
	Statement
	SA (%)
	A (%)
	N (%)
	D (%)
	SD (%)
	Mean
	Interpretation

	Customers are satisfied with product quality
	30.0
	47.5
	15.0
	5.0
	2.5
	4.0
	Agree

	Company responds effectively to complaints
	20.0
	42.5
	22.5
	12.5
	2.5
	3.7
	Agree

	Product prices are fair relative to quality
	27.5
	45.0
	20.0
	5.0
	2.5
	3.9
	Agree

	Customers are loyal to Dangote products
	35.0
	45.0
	12.5
	5.0
	2.5
	4.1
	Strongly Agree

	Company meets customer expectations
	25.0
	42.5
	22.5
	7.5
	2.5
	3.8
	Agree


Key Findings:
82.5% (SA+A) confirmed customer loyalty to Dangote products
Complaint resolution had 15% negative ratings (D+SD), indicating service gaps
72.5% (SA+A) agreed on price fairness relative to quality

4.5 Analysis of Sales Performance
Table 4.7: Sales Turnover Assessment
	Statement
	SA (%)
	A (%)
	N (%)
	D (%)
	SD (%)
	Mean
	Interpretation

	High product quality improves sales
	45.0
	42.5
	7.5
	2.5
	2.5
	4.4
	Strongly Agree

	Customer satisfaction boosts repeat purchases
	37.5
	45.0
	12.5
	2.5
	2.5
	4.2
	Strongly Agree

	Market share has grown due to quality
	32.5
	45.0
	15.0
	5.0
	2.5
	4.0
	Agree

	Distributors find it easy to sell products
	27.5
	45.0
	20.0
	5.0
	2.5
	3.9
	Agree

	Product quality enhances profitability
	42.5
	45.0
	7.5
	2.5
	2.5
	4.3
	Strongly Agree


Key Findings:
1. 87.5% (SA+A) linked product quality to sales improvement
2. 82.5% (SA+A) confirmed customer satisfaction drives repeat purchases
3. Distributor ease of sales had 7.5% negative ratings, suggesting minor challenges
4.6 Hypothesis Testing
Table 4.8: Chi-Square Test Results
	Hypothesis
	χ² Value
	df
	p-value
	Decision

	H1: Product quality affects customer satisfaction
	12.56
	4
	0.001
	Supported

	H2: Customer satisfaction influences sales turnover
	10.34
	4
	0.005
	Supported

	H3: Product quality impacts sales turnover
	14.78
	4
	0.000
	Supported


Interpretation:
All hypotheses were statistically significant (p<0.05), confirming:
Product quality significantly enhances customer satisfaction (χ²=12.56)
Customer satisfaction strongly affects sales turnover (χ²=10.34)
Product quality directly improves sales performance (χ²=14.78)

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 RECOMMENDATIONS
5.1 Summary of Findings
The study examined the relationship between product quality, customer satisfaction and sales turnover at Dangote Group, Kwara State. Through survey research involving 40 respondents comprising staff (70%) and registered distributors (30%), several key findings emerged from the data analysis.
First, regarding product quality perception, the majority of respondents (85%) strongly agreed or agreed that Dangote products meet high quality standards, with particular emphasis on the company's quality control measures which received the highest mean score of 4.3. However, product packaging was identified as an area needing improvement, scoring a mean of 3.8 with 17.5% of respondents expressing dissatisfaction.
Second, in terms of customer satisfaction, the study revealed strong customer loyalty with 82.5% of respondents affirming that customers are loyal to Dangote products. However, complaint resolution emerged as the weakest area with a mean score of 3.7, indicating that the company's response to customer complaints needs enhancement.
Third, concerning sales performance, an overwhelming majority (87.5%) of respondents strongly agreed or agreed that high product quality improves sales turnover. The study also found that customer satisfaction significantly influences repeat purchases, scoring a mean of 4.2. While distributors generally found it easy to sell Dangote products, about 7.5% reported some challenges.
Finally, all three research hypotheses were confirmed through chi-square tests at p<0.05 significance level, establishing statistically significant relationships between product quality and customer satisfaction (χ²=12.56), customer satisfaction and sales turnover (χ²=10.34), and product quality and sales turnover (χ²=14.78).
5.2 Conclusion
Based on the research findings, this study concludes that product quality is a fundamental determinant of organizational performance at Dangote Group, Kwara State. The strong positive relationships established between product quality, customer satisfaction and sales turnover corroborate established theories in quality management and marketing, particularly Deming's (1986) quality-profit chain theory and Kotler and Keller's (2016) customer equity model.
The study confirms that Dangote Group has maintained strong quality standards which have translated to high customer loyalty and satisfactory sales performance. However, the findings also reveal specific areas requiring attention, particularly in product packaging and complaint resolution systems. The challenges reported by some distributors also suggest opportunities for improving distributor support mechanisms.
These conclusions highlight the importance of continuous quality improvement in sustaining competitive advantage in the manufacturing sector. They also demonstrate how quality management directly impacts both customer perceptions and financial performance, providing empirical evidence from the Nigerian context.
5.3 RECOMMENDATIONS
To enhance organizational performance through improved product quality management, the following recommendations are proposed:
First, the company should invest in upgrading its product packaging. Given that packaging received the lowest satisfaction scores among quality dimensions, improvements in durability and aesthetic appeal could enhance overall product perception. This could involve consumer research to identify specific packaging preferences and pilot testing of new packaging designs.
Second, Dangote Group should strengthen its customer complaint resolution system. The establishment of a dedicated customer service unit with trained personnel and standardized response protocols would help address the current gaps. Implementation of digital platforms for complaint logging and tracking could improve efficiency and response times.
Third, the company should enhance its distributor support programs. This could include regular training sessions on product knowledge and sales techniques, as well as the development of incentive schemes to motivate distributor performance. Improved communication channels between the company and its distributors would also help address operational challenges.
Fourth, management should institutionalize a continuous quality monitoring system. While current quality control measures are rated highly, regular quality audits and customer feedback mechanisms would help maintain standards and identify improvement opportunities early. This could be complemented with employee quality training programs.
Finally, the company should leverage its strong brand loyalty for market expansion. The high customer loyalty scores present opportunities for introducing new products or expanding into new geographical markets. Strategic marketing campaigns could further strengthen the brand's market position.
These recommendations, if implemented, would help Dangote Group consolidate its quality advantages, address current weaknesses, and ultimately enhance its organizational performance. Future research could build on this study by examining quality-performance relationships in other sectors or through longitudinal analysis.
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QUESTIONNAIRE
Title:The Effect of Product Quality on Organizational Performance (A Study of Dangote Group of Company, Kwara State)
Section A: Demographic Information(Please tick [✓] where applicable)
1. Gender:
· Male
· Female
2. Age:
· 18-25 years
· 26-35 years
· 36-45 years
· 46 years and above
3. Category:
· Staff
· Registered Distributor
4. Years of Experience with Dangote Group:
· Less than 1 year
· 1-5 years
· 6-10 years
· Above 10 years
Section B: Product Quality Perception *(Scale: 1 = Strongly Disagree, 5 = Strongly Agree)*
	Statement
	1
	2
	3
	4
	5

	5. Dangote products meet high-quality standards.
	☐
	☐
	☐
	☐
	☐

	6. The company ensures consistency in product quality.
	☐
	☐
	☐
	☐
	☐

	7. Product packaging is durable and appealing.
	☐
	☐
	☐
	☐
	☐

	8. Raw materials used in production are of good quality.
	☐
	☐
	☐
	☐
	☐

	9. The company adheres to quality control measures.
	☐
	☐
	☐
	☐
	☐


Section C: Customer Satisfaction *(Scale: 1 = Strongly Disagree, 5 = Strongly Agree)*
	Statement
	1
	2
	3
	4
	5

	10. Customers are satisfied with Dangote’s product quality.
	☐
	☐
	☐
	☐
	☐

	11. The company responds effectively to customer complaints.
	☐
	☐
	☐
	☐
	☐

	12. Product prices are fair relative to quality.
	☐
	☐
	☐
	☐
	☐

	13. Customers are loyal to Dangote products.
	☐
	☐
	☐
	☐
	☐

	14. The company meets customer expectations consistently.
	☐
	☐
	☐
	☐
	☐


Section D: Sales Turnover & Performance *(Scale: 1 = Strongly Disagree, 5 = Strongly Agree)*
	Statement
	1
	2
	3
	4
	5

	15. High product quality improves sales turnover.
	☐
	☐
	☐
	☐
	☐

	16. Customer satisfaction boosts repeat purchases.
	☐
	☐
	☐
	☐
	☐

	17. The company’s market share has grown due to quality products.
	☐
	☐
	☐
	☐
	☐

	18. Distributors find it easy to sell Dangote products.
	☐
	☐
	☐
	☐
	☐

	19. Product quality enhances the company’s profitability.
	☐
	☐
	☐
	☐
	☐





i

 

 

THE INFLUENCE OF PRODUCT QUALITY ON 

BUSINESS PERFORMANCE

 

(A 

CASE STUDY OF DANGOTE GROUP OF COMPANY 

PLC, ILORIN KWARA 

STATE)

 

 

JEGEDE DEBORAH TOLULOPE

 

ND/23/

BAM

/FT/

0008

 

 

SUBMITTED TO THE

 

DEPARTMENT OF 

BUSINESS ADMINISTRATION AND 

MANAGEMENT,

 

INSTITUTE OF FIN

ANCE AND 

MANAGEMENT STUDIES (IFMS) KWARA STATE 

POLYTECHNIC, ILORIN, KWARA STATE

 

 

IN PARTIAL FULFILLMENT OF THE REQUIREMENT FOR 

THE AWARD OF NATIONAL DIPLOMA (ND) IN 

BUSINESS ADMINISTRATION AND MANAGEMENT

 

 

MAY

 

2025

 

 

 

