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CHAPTER-ONE
INTRODUCTION
1.1. Background to the Study
Product quality serves as a critical determinant of customer satisfaction across industries, with particular significance in the pharmaceutical sector where efficacy, safety, and reliability directly impact consumer health and trust. In Nigeria’s competitive pharmaceutical market, companies like Tuyil Pharmaceutical Company in Ilorin strive to balance regulatory compliance, product consistency, and customer expectations. Tuyil Pharmaceutical, known for its range of medicinal products, faces the ongoing challenge of maintaining high-quality standards while meeting diverse consumer needs. This study explores the relationship between product quality and customer satisfaction within Tuyil Pharmaceutical, aiming to identify how the company’s product attributes such as effectiveness, safety, packaging, and availability shape customer perceptions and loyalty.
Quality is the degree of excellence at acceptable price and the control of variability at acceptable cost Bron (2017). Quality is the totality features and characteristics of a product or service that bear on its ability to satisfy stated or implied needs Kotler et al., (2002). Perceived quality can be defined as the customer‟s perception of the overall quality or superiority of a product or service in terms of its intended purpose relative to the alternatives Aaker (2020).
Kotler & Armstrong (2024) defined product quality as the ability to demonstrate a product in its function, it includes the overall durability, reliability, accuracy, ease of operation and repair products are also other product attributes. He stated that the customer will favor those products that offer most quality performance and features. Better product quality will maintain our high level of customer satisfaction which encourages customers to make future purchase. Product quality is also one of the elements taken into consideration by customers in deciding to make a purchase Djumarno et al., (2024).
Product quality can play a great role for the company. It builds trust with your customers and trust is the key to business success. Potential sales are lost because a brand fails to make a deeper connection with the buyers. Product quality also fuels word of mouth and social media recommendation. About 92 % of people trust recommendations from friends and family. It also helps to reduce less customer complaints. Marketing strategies have proved again and again that high quality products will obtain more repeat purchase. Product quality also produces a higher return on investment Kotler (2021).
The researcher aimed to examine the quality of the product with a product quality feature. David A Garvin (2024) established a product quality feature which helps to know whether the product is really a quality product, Performance which is the primary operating characteristics of a product.
Feature refers to the secondary product characteristics that supplement the products basic functioning. Reliability reflects the probability of products falling with in specified period of 
time. Conformance is the degree to which a product design and operating characteristics match the pre-established standards. Serviceability refers to the nature of their dealing with service personnel. Aesthetics refers to how a product look feels sound taste or smell of the product. Perceived quality refers to the quality attributed to a product or service based on indirect measures.
Product quality can play a great role also for the customer. It will help the customer attain fulfillment, will reduce the search cost. It will increase the security of the user using the product and other related benefits Kotler (2023).
Customer is an individual or business that purchase companies‟ goods or service. The customer is the end goal of business since it the customer who pays for supply and creates demand Oliver (2024).
Customer satisfaction is persons feeling or pressure or disappointment which resulted from comparing products or service perceived performance or outcome against his /her expectation. It recognizes the difference between customer expectation and customer perception Kotler (2020). If performance meets expectation the customer is satisfied. If performance is below expectation the customer is dissatisfied. If performance exceeds expectations the customer is very satisfied and happy. So, customer satisfaction requires balancing the needs and desire with what is given. Heryanto (2015) stated that to evaluate satisfaction with the product, service or specific companies, and consumers generally refers to a variety of factors or dimensions, Responsiveness of service, speed of transaction availability of service professionalism.
Customer satisfaction has a very strong influence on the competitiveness of the product and, therefore, on the company, so it is also necessary to examine customer satisfaction within the context of competitiveness. “Customer satisfaction with a company‟s products or services is often seen as the key to a company‟s success and long-term competitiveness” Hennig & Klee (2023). Customer satisfaction is also based on customer knowledge, specifically the knowledge from the customer. The knowledge from the customer is about products, suppliers and markets” Aghamirian et al., (2020).
1.2 Statement of the Problem
Tuyil Pharmaceutical Company, a key player in Ilorin’s healthcare sector, faces critical challenges regarding product quality consistency that threaten its market position and customer relationships. Recent informal feedback from customers, frontline staff, and social media platforms reveals recurring concerns about variability in drug efficacy, occasional packaging defects such as compromised seals or labeling inaccuracies, inconsistent product availability leading to substitutions, and perceived inadequacies in shelf-life management for temperature-sensitive items. These issues have generated tangible business risks, including a gradual decline in repeat purchases from established customers, negative word-of-mouth affecting new client acquisition, increased product return rates (notably 5.7% in Q4 2023 per internal audits), and erosion of competitive standing against rivals like Merit Healthcare and Alpha Pharmacy in the Ilorin region.
While extant literature confirms the broad correlation between pharmaceutical product quality and customer satisfaction globally, a significant knowledge gap persists regarding Tuyil’s specific operational context in Kwara State. No empirical investigation has systematically measured how Tuyil’s customers perceive core quality dimensions—efficacy, safety, packaging, and availability—or identified which attributes most critically drive satisfaction or attrition. Furthermore, the impact of quality-related dissatisfaction on customer loyalty within Ilorin’s unique market dynamics remains unexplored. This lack of contextual evidence impedes management’s ability to prioritize quality investments strategically. Consequently, this study addresses these gaps by empirically analyzing the nexus between Tuyil’s product quality and customer satisfaction to furnish actionable solutions for operational improvement.
1.3 Research Questions

i. How do customers perceive the quality of Tuyil's pharmaceutical products in terms of efficacy, safety, packaging, and availability?
ii. What is the level of customer satisfaction with Tuyil's products and services?
iii. To what extent do product quality dimensions (efficacy, safety, packaging, availability) influence customer satisfaction?
iv. How can Tuyil Pharmaceutical Company optimize its product quality to improve customer satisfaction?
1.4 Objectives of the study 
This study aims to:
i. Assess customers' perceptions of product quality across key dimensions (efficacy, safety, packaging, availability) at Tuyil Pharma.
ii.  Measure the overall level of customer satisfaction with Tuyil's products in Ilorin.
iii. Analyze the relationship between specific product quality attributes and customer satisfaction.
iv. Propose evidence-based strategies to enhance quality management and customer loyalty.
1.5 Research Hypotheses

Based on Expectancy-Disconfirmation Theory and prior empirical studies, the following hypotheses are proposed:

    H₁: There is a significant positive relationship between product efficacy and customer satisfaction.
    Null (H₀₁): No significant relationship exists between product efficacy and customer satisfaction.

    H₂: There is a significant positive relationship between product safety and customer satisfaction.
    Null (H₀₂): Product safety does not significantly affect customer satisfaction.

    H₃: There is a significant positive relationship between packaging quality and customer satisfaction.
    Null (H₀₃): Packaging quality has no significant effect on customer satisfaction.

    H₄: There is a significant positive relationship between product availability and customer satisfaction.
    Null (H₀₄): Product availability does not significantly influence customer satisfaction.

    H₅: Product quality dimensions collectively significantly predict customer satisfaction.
    Null (H₀₅): Product quality dimensions do not jointly predict customer satisfaction.
1.6 Significance of the Study
The research has great deal of importance for pharmaceutical industries because it provides information about the effect of quality product that the company is providing to its customers from the point of view of customers. It would help them to know whether the company is delivering its customers its promise of quality product and it will provide them insight about the gap between customer’s perception and expectation of service and ways to improve them. The researcher also gives some insight about product quality and customer satisfaction in brewery industry. It also serves as a base for other researchers to undertake further investigation.
1.7 Scope of the Study
The study focused on effects of product quality on customer satisfaction in the case of Tuyil pharmaceutical company It provided a conceptual and theoretical appraisal on the product quality, which effect customer satisfaction in Tuyil pharmaceutical company. The features used as a product quality measures are selected, from this features Reliability, Durability, and Serviceability will we‟re not be used due to the reason that they cannot be related to the product chosen for the study. Tuyil Drug products usually will not fail within a specific time when put in use that rules out reliability feature and due to the reason that drugs products are not perishable so it is difficult to measure the length of products operating life that rules out durability feature, and also beer products cannot be serviced so it will rule out serviceability feature. The study has collected data through questionnaire. Even though there are many pharmaceutical companies exists in Nigeria the researcher focuses on Tuyil pharmaceutical company product. 
1.8 Definition of Term
The following definitions are provided to ensure uniformity and understanding of these terms throughout the study.
Product: a product is anything that can be offered to a market for attention, acquisition, use or consumption. In this case the researcher is talking about the products by Tuyil pharmaceutical industry.
Quality: is the totality of features and characteristics of a product or a service that bear on its ability to satisfy stated or implied need. In this research the researcher is implying about quality features of Tuyil pharmaceutical company
Product Quality: it is the characteristics of a product that relies on its ability to satisfy customers need are expressed or implied. In this paper it’s about Tuyil Pharmacy ability to satisfy the need of the customer.
Customer: Customer is an individual or business that purchase companies‟ goods or service. In this research paper the customer is those who consume drugs and have used Tuyil pharmaceutical company.
Customer Satisfaction: is a person’s feeling or pleasure or disappointment, which resulted from comparing a products perceived performance or outcome against his expectations. In this case it is the person’s opinion after consumption of product.
Tuyil pharmaceutical company: it is one of the pharmaceutical companies across the.


CHAPTER TWO
LITERATURE REVIEW
2.1 CONCEPTUAL CLARIFICATIONS
2.1.1 Concept Briefing
This chapter gives an overview of literature that is related to the research problem presented in the previous chapter. The concept of Product, Product quality, customer satisfaction, relation between product quality and customer satisfaction, and product quality features were introduced in order to give a clear idea about the research area.
2.1.1.1 General concept of Product
Kotler (2000) defined a product as anything that can be offered to a market to satisfy a want or a need. Products include physical goods & service experience, events, people’s places properties, organization, information, and ideas. The customer will judge the offering by three basic elements: product feature and quality, service mix and price appropriateness. As a result marketers must carefully think through the level at which they set each products features benefits and quality. A product is a set of tangible and intangible attributes including all the peripheral factors that may be contribute to consumer’s satisfaction William (1996). These and other scholars agree that Product is the center of all marketing activities, without a product, marketing cannot even be imaged. Good products are the key to market success. They also agree on the point that Product is the engine that pulls the rest of the marketing programs and fills in the needs of society. It represents a bundle of expectations to consumers and society.
2.1.1.2 Definition of Product Quality
In today‟s increasingly competitive business environment product quality is essential for the success of any organization. Product quality is important aspect that affects the competitiveness of business. The challenge in defining product quality is that it is a subjective concept like beauty; everyone has a different definition to the term product quality.
There are many scholars who have defined product quality in different ways. For instance, Dr Juran (2013) defined product quality as products fitness for use and it means to incorporate features that have a capacity to meet consumer needs and want and give customer satisfaction by improving products making them free from any deficiencies or defects.
Kotler (2002, p. 272) defined product quality as the understanding that the products offered by sellers have more selling points that is not owned by competitor‟s product. Gavrin (1987) defined product quality as conformance of terms of costs and price. Waters & Walters (2008) defined
[bookmark: page20]product ability of a product to meet or exceed customers‟ expectations. Crosby (1970) defined product quality as conformance to requirements; this definition implies that organization must establish requirements and specifications. Once these specifications are established the quality goal of various functions of an organization is to comply strictly with them.
As described by Dr Juran giving quality products implies meeting the requirements to customer expectation regularly. Also, Djumarno et al., (2018) defined product quality as the degree and direction of discrepancy between consumer‟s perception and expectation in terms of different but relatively important dimensions of the product quality which can affect their future purchasing behavior. This definition clearly shows that product quality is what customers assess through their expectations and perception of a product experience. Customer‟s perception of product quality results from a comparison of their before-expectation with their actual product experience. 
I. The Transcendent Approach

According to the transcendent approach, quality is synonymous with innate excellence, absolute and universally recognizable you will know it when you see it. The origin of quality as excellence dates back to the Greek philosophers who referred to it as the best, the highest form or the highest idea.
[bookmark: page21]According to this approach, the title „quality‟ should only be attributed to those products and services that achieve the highest standards. But what is to be said of the rest then. Clearly, this approach has some shortcomings. Unlike the Greeks in ancient times philosophizing over the\ concept of quality, practitioners in the world of business seek something much more practical. For them quality should be capable of implementation, delivery and measurement.
II The Product-based Approach
The emphasis in the product-based approach is on quality as a precise and measurable variable. Any differences (in quality) that do occur reflect differences in the quantity of some ingredient or attribute possessed by a product.
This approach leads to a vertical or hierarchical ordering of quality. Products are raised according to the amount of ingredients or attributes that each possesses. However, an unambiguous ranking is possible only if the ingredients/attributes in question are considered preferable by all buyers.
III The User-based Approach
This approach starts from the premise that quality „lies in the eyes of the beholder‟. Consumers have specific wants or needs and those products that best meet their preferences are those that they view as having the highest quality.
The user-based approach focuses exclusively on the customer in the determination of quality. The strength of this approach is that it allows the customer to say in defining quality. However, this strength may also be viewed as a weakness. The reason is that expectations can also be highly varied, and personal, which can be problematic. Furthermore, customers may not be in a position to articulate their expectations due to a lack of knowledge and understanding.
IV The Manufacturing-based Approach
Whilst the user-based approach to quality is rooted in the subjectivity of consumer preferences, the manufacturing-based approach, as the name suggests, focuses on internal matters. It refers to conformance specifications. Products are designed and manufactured according to predetermined specifications. Quality control techniques help to detect deviations from the specification.
In the case of services, the measuring of quality may be more difficult. However, under a process of standardization services are subject to a form of standard operating procedures or models, which helps in the measuring of quality.
V. Value-based Approach
In contrast to quality as absolute, the value-based approach regards quality as relative to price. According to this view, the buyer‟s perception of value represents a mental trade-off between the quality and benefits perceived relative to price paid. Thus, perceived value is the value of perceived benefit over perceived sacrifices.
[bookmark: page22]2.1.1.3 Managing Product Quality
One of the critical tasks of companies is product quality management. It is commonly said that what is not measured is not managed, many organizations are eager to provide good quality product but fall short simply because they do not accurately understand what customers expect from the company. Customers that have a positive experience are much likely to renew polices buy other products and service and recommend to others. Not managing product quality could lead to a disappointed customer, who could easily choose to take their business elsewhere.
2.1.1.4 How to Measure Product Quality
It is very difficult to measure product quality because it‟s a subjective experience. Even if a product performed exactly as intended, a consumer may be dissatisfied for another reason. The most widely used instrument to measure product quality is based on a set of Gavrin (1987) product quality features. The product quality features related to this study are the following
2.1.1.4.1 Performance
Performance refers to the primary operating characteristics of a product. These dimension of product quality combines elements of both the product and user-based approaches. Measurable product attributes are involved, and brands can usually be ranked objectively on at list one dimension of performance.
The connection between performance and quality however is more ambiguous. Whether performance difference is perceived as quality difference normally depends on individual preference. Users typically have a wide range of interests and needs; each is likely to equate quality with high performance in his or her area of immediate interest. The connection between performance and quality is also affected by semantics. Among the words that describe product performance are terms that are frequently associated with quality as well as terms that fail to carry the association.
In these terms the performance of a product would correspond to its objective characteristics while the relation between performance and quality would reflect individual reactions.
2.1.1.4.2 Features
[bookmark: page23]The same approach can be applied to product features; a second dimension of quality is features. Features are the bells and whistle of products those secondary characteristics that supplement the products basic functioning. In many cases the line separating primary product characteristics (performance) from secondary characteristics (features) is difficult to draw. Features like product performance involve objective and involve objective and measurable attributes; their translation into quality differences is equally affected by individual preference. The distinction between the two is the primary one of centrality or degree of importance to the user.
These measures require a product to be in use for some period they are more relevant to durable goods than they are to products and service that are consumed instantly.
2.1.1.4.3 Conformance
A related dimension of quality is conformance or the degree to which a products design and operating characteristics match pre-established standards. Both internal and external elements are involved, within the factory conformance is commonly measured by the incidents of defects: the proportion of all units that fail to meet specification and require rework or repair. In the field data on conformance are often difficult to obtain, and proxies are frequently used. Two common measures are the incidents of service calls for a product and the frequency of repairs under warranty. These measures while suggestive neglect other deviations from standard such as misspelled labels or shoddy construction that do not lead repair. More comprehensive measures of conformance are required if these items are to be counted.
Both reliability and conformance are closely tied to the manufacturing-based approach to quality. Improvements in both measures are normally viewed as translating directly into quality gains because defects and field failures are regarded as undesirable by virtually all consumers. They are therefore relatively objective measures of quality and are less likely to reflect individual preference than are ranking based on performance or feature.



2.1.1.4.4 Aesthetics
The final two dimensions of quality are the most subjective. Both aesthetics and perceived quality are closely related to the user-based approaches. Aesthetics is how a product looks, feels sounds, tastes or smells. It is clearly matter of personal judgment and reflection of individual preference, in fact the marketing concept of ideal points. It is also those combinations of product attributes that best match the preference of a specified consumer, and was originally developed to capture just this dimension of quality.
2.1.1.4.5 Perceived Quality
[bookmark: page24]Perceptions of quality can be subjective as assessments of aesthetics, because consumers do not always possess complete information about a product attribute, they must frequently rely on indirect measures when comparing brands. In these circumstances‟ products will be evaluated less on their objective characteristics than on their images advertising, or brand names. These forces even affect scholarly judgments.
Together, the five major dimensions of quality cover a broad range of concepts. Several of the dimensions involve measurable product attributes: other reflect individual, some are objective and timeless, while other shift with changing fashions. Some are inherent characteristics of products, while others are ascribed characteristics.
The delivery of these concepts helps to explain the difference among the five traditional approaches to quality. Each of these approaches focus implicitly on a different dimension of quality: the product-based approach focuses on performance features, and durability; the user-based approach focuses on aesthetics and perceived quality; and the manufacturing-based approach focus on conformance and reliability. Conflicts among the five approaches are inevitable because each defines quality from different point of view. Once the concept unbundled, however each dimension is considered separately, the source of disagreement become clear.
2.1.1.5 Definition of Customer Satisfaction
Customer is an individual or business that purchase companies‟ goods or service. The customer is the end goal of business since it the customer who pays for supply and creates demand Oliver (1991).
As Kotler (2006) defined customer satisfaction as the level of persons felt state resulting from comparing a product‟s perceived performance or outcome in violation to his/her own expectations. So, customer satisfaction could be considered a comparative behavior between inputs beforehand and post obtainments. Customer satisfaction conceptually has been defined as feeling of the post utilization that the consumers experience from their purchase Westbrook and Oliver (1991). Research, also suggested that customer satisfaction is considered to be one of the most important competitive factors for the future, and will be the best indicator of a firm‟s profitability. Westbrook & Oliver (1991) further suggest that customer satisfaction will drive firms to improve their reputation and image, to reduce customer turnover, and to increase attention to customer needs. Such actions will help firms create barriers to switching, and improve business relationships with their customers. Although many businesses are interested in maximizing customer satisfaction it is not because customer satisfaction is the ultimate objective in itself. The underlying motive is that satisfied customer yield greater profits. Companies with more satisfied customers will be more successful and more profitable.
[bookmark: page25]2.2 THEORETICAL REVIEW
2.2.1 Theories of Customer Satisfaction
Consistency theories suggest that when the expectations and the actual product performance do not match the consumer will feel some degree of tension. In order to relieve this tension, the consumer will make adjustments either in expectations or in the perceptions of the product‟s actual performance. Four theoretical approaches have been advanced under the umbrella of consistency theory.
2.2.2 Assimilation Theory
Assimilation theory is based on Festinger‟s (1957) dissonance theory. Dissonance theory posits that consumers make some kind of cognitive comparison between expectations about the product and the perceived product performance. This view of the consumer post-usage evaluation was introduced into the satisfaction literature in the form of assimilation theory.
According to Anderson (1973) consumers seek to avoid dissonance by adjusting perception about a given product to bring it more in line with expectation.
Consumers can also reduce the tension resulting from a discrepancy between expectations and product performance either by distorting expectations so that they coincide with perceived product performance or by raising the level of satisfaction by minimizing the relative importance of the disconfirmation experienced.
2.2.3 Contrast Theory
Contrast theory was first introduced by Hovland, Harvey & Sherif (1987). They define contrast theory as the tendency to magnify the discrepancy between one‟s own attitudes and the attitudes represented by opinion statements. Contrast theory presents an alternative view of the consumer post-usage evaluation process than was presented in assimilation theory in that post-usage evaluations lead to results in opposite predictions for the effects of expectations on satisfaction. While assimilation theory posits that consumers will seek to minimize the discrepancy between expectation and performance, contrast theory holds that a surprise effect occurs leading to the discrepancy being magnified or exaggerated.

According to the contrast theory, any discrepancy of experience from expectations will be exaggerated in the direction of discrepancy. If the firm raises expectations in his advertising, and then a customer‟s experience is only slightly less than that promised, the product/service would be rejected as totally un-satisfactory. Conversely, under-promising in advertising and over-delivering will cause positive disconfirmation also to be exaggerated.
[bookmark: page26]2.2.4 Assimilation-Contrast Theory
Assimilation-contrast theory was introduced by Anderson (1973) in the context of post-exposure product performance based on Sherif & Hovlands (1961) discussion of assimilation and contrast effect. Assimilation-contrast theory suggests that if performance is within a customer‟s latitude (range) of acceptance, even though it may fall short of expectation, the discrepancy will be disregarded – assimilation will operate and the performance will be deemed as acceptable. If performance falls within the latitude of rejection, contrast will prevail and the difference will be exaggerated, the produce/service deemed unacceptable.
Assimilation-Contrast theory suggests that if performance is within a customer‟s latitude (range) of acceptance, even though it may fall short of expectation the discrepancy will be disregarded – assimilation will operate and the performance will be deemed as acceptable. If performance falls within the latitude of rejection (no matter how close to expectation), contrast will prevail and the difference will be exaggerated, the product deemed unacceptable.
2.2.5 Negativity Theory
This theory developed by Smith & Aronson (1963) suggests that any discrepancy of performance from expectations will disrupt the individual, producing „negative energy‟.

Negative theory has its foundations in the disconfirmation process. Negative theory states that when expectations are strongly held, consumers will respond negatively to any disconfirmation. Accordingly, dissatisfaction will occur if perceived performance is less than expectations or if perceived performance exceeds expectations. This theory developed by Smith & Aronson (1963) suggests that any discrepancy of performance from expectations will disrupt the individual, producing “negative energy.” Affective feelings toward a product or service will be inversely related to the magnitude of the discrepancy.
2.3 EMPIRICAL REVIEW
Olise Moses Chigbat (2018), Effects of product quality on customer satisfaction case o Anambra state manufacturing companies. This research tried to examine the effects of product quality on customer satisfaction in Anambra state manufacturing companies. Based on these
the researchers founded that the quality of a product has significant impact  on  the  customer  satisfaction  &  these  in  turn  lead  to  high performance of manufacturing companies. Based on these researchers
recommended that apart from the product quality there is a need for the customer to put into consideration. Other influencing factors that might affect satisfaction like customer service and price.
Ling chen Hoe November 23 2018, The effect of product quality on customer satisfaction in the case of Malaysian engineering industry. The  research  study  tried  to  study  the  factor  that  affects  customer satisfaction based on product quality features in the engineering industry in Malaysia.  Its result show that result that serviceability & perceived
quality has impact on customer satisfaction. It results also indicates that performance, feature, reliability has influence on satisfaction but not significant.
Michela Andria Kubeakova,  Sueltkova (2017), The effect of product quality on customer satisfaction in case of big Slovak dairy milsy. This research tried to study the impact of product quality on customer satisfaction on milsy diary. The result shows there is  a dependency between satisfaction with products & related service of the company. The analysis also showed product quality is a guarantee of satisfaction
& are more satisfied than dissatisfied. Only few respondents consider product  quality  as  partially  satisfied  &  are  more  dissatisfied  than
satisfied. It concluded that respondents from whom the brand missy is guarantee of quality & are satisfied. This research will also try to found if  the  customer  is  satisfied  by  the  quality  products  offered  by  the company.
Albert V.Cruz (2015), Relationship between product quality and customer satisfaction in the U.S automobile industry. The  purpose  of  this  study  was  to  examine  the  relationship  among product quality & customer satisfaction in the U.S automobile industry. The  result  shows  significant  statistical  relationship  between  product quality and customer satisfaction. Building high quality cars leads to fewer  injuries  and  death  associated  with  vehicular  accidents  thus promoting positive social change for both U.S automobile buyer and seller.
Albert V.Cruz (2015), Relationship between product quality and customer satisfaction in the U.S automobile industry. The  purpose  of  this  study  was  to  examine  the  relationship  among product quality & customer satisfaction in the U.S automobile industry. The  result  shows  significant  statistical  relationship  between  product quality and customer satisfaction. Building high quality cars leads to fewer  injuries  and  death  associated  with  vehicular  accidents  thus promoting positive social change for both U.S automobile buyer and seller.
Daniel Kitaw & Fasika Bete (2003) Quality management efforts and problems in Ethiopian manufacturing industries. This research tried to  study  the  quality  management  efforts  and problems in Ethiopian manufacturing industries. Because of the poor management commitment in quality, most enterprises don't have their own business culture to support total employees‟ involvement in quality improvement. Thus, the quality vision, mission objective statement and relative measures are not clear or do not exist. When quality conflicts with quantity, quantity is  above  quality and  short-term  interest  will override long term interest. In many manufacturing companies in Ethiopia, because they don't have systematic  quality  training  program,  people  in  quality  and  other departments  are  not  familiar  with  quality  tools  and  thus  quality improvement cannot be achieved in a systematic way.
Berhanu Beshah and Daniel Tilahun (2014), Quality management practice in Ethiopia. This  paper  tried  to  study  was  to  examine  quality  management  in Ethiopia   the analysis in all criteria of EQA shows the performance of  Ethiopian industries is low. Policy and strategy are the least visible in the practiced criteria. This indicates that policy and strategy the most problematic area among all the criteria. Quality management practice in Ethiopia was found to be low in all tents including leadership, policy and strategy, resource management, process management and customer satisfaction, business performance and impact on the society.
Olga Madodo (2015), Factors affecting beer customer satisfaction in the breweries industry case of east African breweries limited in Kenya. The  availability  of  quality  products  helps  an  organization  build  a reputation that yields customer loyalty and satisfaction. The availability of  a  product,  and  how  it  is  promoted,  packaged,  and  advertised influences customer‟s satisfaction. Consumers are always in a constant search  of  products  to  satisfy  their  present  or  future  desires,  the availability of a product at the time when the consumer wants it leads to satisfaction. The researcher added that beer producers who are keen in designing their adverts that play to customers tastes and preferences, increases chances for sales volume, out of which, if products are quality, customer satisfaction ensues. The brand does not imply the physical characteristics of the product; it however does imply a combination of crucial factors, which corresponds to the customer‟s overall evaluation of the company.
CHAPTER THREE
METHODOLOGY
3.1 INTRODUCTION
This chapter on research methodology took a look at the research design, population, sampling size and sampling technique, Method of data collection, Instrument used for data collection, Techniques for data analysis and model specification.
3.2 RESEARCH DESIGN
Research design refers to the overall strategy utilized to answer research question. The study will adopt the quantitative research design is considered a quasi-experimental type of study, which means that participants are not randomly assigned, but rather grouped together based upon specific characteristics or traits they share quantitative research design research focuses on how actions that have already occurred can predict certain causes.
3.3 POPULATION OF STUDY	
The population of study comprised of the top management and staff of Tuyil pharmaceutical their total population is 100.
Sample size
The sample size for this study is 80; ten questionnaires (80) was prepared for the target population in the study area.
Sampling Technique
The researcher will adopts probability technique, Questionnaire was the main instrument used in this study. According to the oxford leaner's dictionary (seventh edition), “a questionnaire is a written list of questions that are answered by a number of people so that information can be collected from the answers." This document asks same questions of individuals in a sample. Thus, a questionnaire is a technique of data collection where different people are asked to respond to the same set of questions in a predetermined order. It includes structured interviews as well as those in which the questions are answered without an interviewer present.
3.4 SAMPLE SIZE DETERMINATION SAMPLE TECHNIQUES 
Sampling is essential for obtaining representative data without surveying the entire population (Kotler, 2004). Since the exact number of Tuyil Pharmaceutical customers in Ilorin is unknown, the following formula by C.R. Kothari (2004) was used to determine the minimum sample size:
n=Z2×s2d2n=d2Z2×s2​
Where:
· nn = Minimum sample size
· ZZ = Standard normal distribution value (1.96 for 95% confidence level)
· ss = Population standard deviation (0.5, commonly used)
· dd = Acceptable margin of error (0.05)
The researcher distributed 100 questionnaires, with samples drawn proportionally from the three selected branch in Ilorin.
3.5 METHOD OF DATA COLLECTION 
Both primary and secondary data were utilized:
· Primary data: Collected via a self-administered questionnaire adapted from Gavrin (1987), focusing on product quality dimensions. A 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree) was used to measure customer perceptions.
· Questionnaire advantages: Standardized responses, objectivity, and efficiency in gathering large-scale data (John, 2011).


3.6 INSTRUMENT FOR DATA COLLECTION
Self-completed structured questionnaire will be used to elicit information from the respondents.Respondents will ask to indicate their extent of agreement or disagreement with the statement in the questionnaire on a 4-point Likert scale, ranging from strongly disagree (1) to strongly agree(4).
3.7 METHOD DATA ANALYSIS
The data from the primary source were skillfully analyze 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
INTERPRETATION
4.1 Data Presentation
The main objective of this paper is to investigate the effect of product quality on customer satisfaction in case of Tuyil drug. In this chapter, the data obtained in the study are analyzed, presented, interpreted and discussed. The chapter starts by providing the demographic and personal information of respondents. The descriptive and inferential statistics are presented then after.
A total of 80 questionnaires were distributed to the respondent’s medication customers using non probability (Purposive sampling) techniques. This sampling technique is selected because it enables the researcher to draw representative data by selecting samples from the population based on the researcher judgment that are conveniently available and thinks it will meet the specific purpose of the study. Also, the researcher used this technique in order to gather the data quickly. Even though there are some risks in adopting a purposive sampling like it is prone to researcher bias due to the fact that researchers are making subjective or generalized assumptions when choosing participants. 


Table 4.1: Demographic Characteristics of Respondents
	Demographic Factor
	Categories
	Percentage (%)

	Gender
	Male
	58

	
	Female
	42

	Age Group
	Below 30
	32

	
	30-45
	45

	
	Above 45
	23

	Education Level
	Bachelor's+
	65

	
	Diploma/Certificate
	25

	
	Secondary
	10


Source field survey 2025:
The demographic profile reveals a balanced gender representation with slightly more male respondents (58%). The majority of participants (45%) fall within the 30-45 age bracket, representing the core working-age population most likely to make healthcare decisions. Notably, 65% of respondents hold at least a bachelor's degree, indicating a predominantly educated sample capable of critically evaluating pharmaceutical products. This educational distribution enhances the reliability of the quality assessments provided.
Table 4.2: Customer Perceptions of Product Quality Attributes
	Quality Dimension
	Positive Rating (%)
	Neutral (%)
	Negative Rating (%)

	Product Efficacy
	72
	18
	10

	Product Safety
	68
	17
	15

	Packaging Quality
	60
	15
	25

	Product Availability
	55
	15
	30


Source field survey 2025:
Efficacy receives the highest positive rating (72%), confirming that Tuyil's products are generally perceived as medically effective. However, the 10% negative rating suggests room for improvement in certain therapeutic categories. Safety perceptions are strong but show slightly more concern (15% negative) than efficacy. Packaging emerges as the most polarizing factor, with a significant 25% expressing dissatisfaction - likely regarding information clarity or protective features. Availability shows the weakest performance, with 30% reporting negative experiences, indicating supply chain issues that may be driving customers to competitors.
Table 4.3: Customer Satisfaction Indicators
	Satisfaction Metric
	Satisfied/Very Satisfied (%)
	Neutral (%)
	Dissatisfied (%)

	Overall Satisfaction
	65
	20
	15

	Repurchase Intention
	70
	22
	8

	Recommendation Likelihood
	68
	20
	12


Source field survey 2025:
While a solid majority (65%) express overall satisfaction, the 15% dissatisfaction rate represents a significant portion that could impact market share. The higher repurchase intention (70%) compared to overall satisfaction suggests some customers may continue buying despite reservations, possibly due to limited alternatives. The 68% recommendation rate indicates good word-of-mouth potential, but the 12% who wouldn't recommend the products could hinder growth in this reputation-sensitive industry.


Table 4.4: Correlation Analysis of Product Quality and Satisfaction
	Quality Dimension
	Correlation Coefficient (r)
	Significance Level (p)
	Hypothesis Support

	Product Efficacy
	0.62
	p < 0.05
	Supported

	Product Safety
	0.58
	p < 0.05
	Supported

	Packaging Quality
	0.42
	p < 0.05
	Supported

	Product Availability
	0.68
	p < 0.01
	Strongly Supported


Source field survey 2025:
All quality dimensions show statistically significant relationships with satisfaction, but with varying strengths. The very strong availability correlation (r=0.68) suggests stock reliability may be more important than traditionally assumed in pharma - customers appear highly sensitive to product access. Efficacy's strong correlation (r=0.62) confirms its role as a fundamental satisfaction driver. The moderate packaging correlation (r=0.42) implies that while important, its impact is secondary to therapeutic performance and availability.
Table 4.5: Comparative Analysis of Findings with Previous Studies
	Quality Dimension
	Current Study Findings
	Previous Studies Consensus

	Product Efficacy
	Strong positive impact (r=0.62)
	Consistently strongest driver

	Product Safety
	Significant impact (r=0.58)
	Important but secondary to efficacy

	Packaging Quality
	Moderate impact (r=0.42)
	Varies by market segment

	Availability
	Strongest local impact (r=0.68)
	Typically less emphasized in developed markets


Source field survey 2025:
The findings generally align with global research, particularly regarding efficacy's primacy. However, the exceptional importance of availability (r=0.68) differs from developed market studies, likely reflecting Nigeria's unique pharmaceutical distribution challenges. The safety results (r=0.58) are stronger than some international studies, possibly indicating heightened consumer sensitivity in emerging markets. Packaging's moderate impact aligns with literature suggesting its importance varies by cultural context and product type. These comparisons highlight how local market conditions can reshape universal quality-satisfaction relationships.
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CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 Summary of Findings
This study examined the relationship between product quality and customer satisfaction at Tuyil Pharmaceutical Company, Ilorin, through empirical investigation of four key quality dimensions: efficacy, safety, packaging, and availability. The research employed a quantitative survey methodology with 220 respondents representing various customer segments. Key findings revealed that while Tuyil's products generally perform well on core therapeutic attributes, significant opportunities exist for improvement in supply chain management and product presentation.
The demographic analysis established that respondents were sufficiently qualified to evaluate pharmaceutical products, with 65% holding at least a bachelor's degree. Product efficacy received the highest satisfaction rating (72%), followed by safety (68%), while packaging (60%) and availability (55%) showed relatively lower satisfaction levels. Statistical analysis demonstrated significant positive correlations between all quality dimensions and customer satisfaction, with product availability showing the strongest relationship (r=0.68, p<0.01).
5.2 Conclusion
This study concludes that product quality significantly influences customer satisfaction at Tuyil Pharmaceutical Company, with each quality dimension contributing differently to overall satisfaction. The findings confirm that while medicinal efficacy remains the fundamental driver of satisfaction in pharmaceutical products, supply chain reliability has emerged as an equally critical factor in the Nigerian context. The research provides empirical evidence that meeting basic therapeutic expectations is necessary but insufficient for achieving optimal customer satisfaction - consistent product availability and adequate packaging presentation are equally vital components of quality perception.
The stronger-than-expected correlation between availability and satisfaction suggests that in emerging markets like Nigeria, logistical factors may outweigh some traditional quality considerations due to infrastructure challenges. Furthermore, the study reveals that even relatively strong performance on core product attributes (average 65% satisfaction) still leaves substantial room for improvement, particularly in addressing the needs of more educated, younger consumers who demonstrated higher quality expectations.
5.3 Recommendations
Based on the research findings, the following strategic recommendations are proposed for Tuyil Pharmaceutical Company:
1. Supply Chain Optimization
· Implement advanced inventory management systems to reduce stock-outs
· Develop strategic partnerships with reliable distributors
· Establish a real-time monitoring system for product availability across retail points
2. Packaging Enhancements
· Redesign packaging to improve durability and information clarity
· Incorporate user-friendly features for elderly patients
· Conduct customer-focused testing of new packaging prototypes
3. Quality Assurance Strengthening
· Enhance post-market surveillance for adverse effects
· Implement more rigorous batch testing protocols
· Develop a transparent quality reporting system for healthcare providers
4. Customer Engagement Initiatives
· Create educational programs about proper medication use
· Establish a responsive customer feedback mechanism
· Develop loyalty programs for consistent purchasers
5. Market Segmentation Strategy
· Tailor communication approaches for different education levels
· Develop age-specific product information materials
· Create targeted programs for healthcare professional customers
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APPENDIX
QUESTIONNAIRE
Dear respondent. The researcher is an undergraduate student of Business Administration Student, institute of finance and management studies, Kwara State Polytechnic, Ilorin in partial fulfillment of the Requirements for the Award of Higher national Diploma (HND) This questionnaire seeks to collect data on the topic:  
Effect of Products Quality on Customer Satisfaction, A Case Study of Tuyil Pharmaceutical Company  
Your candid opinion on the subject matter will be most welcome. Be assured of the confidentiality and anonymity for all the response you will provide. I count on your cooperation.  
Thanks.
Yours faithfully

Alabere Hamidat



QUESTIONNAIRE
Effect of Product Quality on Customer Satisfaction: A Case Study of Tuyil Pharmaceutical Company, Ilorin
Section A: Demographic Information
(Please tick (✓) the appropriate option or fill in where necessary.)
1. Gender:
(a)  Male (       )   (b) Female (       )    (c) Other (       )
2. Age:
(a) 18–30 years (       ) (b) 31–45 years (       ) (c) 46–60 years (       ) (d) Above 60 years (       )
3. Occupation:
(a)  Healthcare Professional (       ) (b) Business Owner (       ) (c) Civil Servant (       ) (d) Student
(e) Other (Specify) _________________________
4. How long have you been using Tuyil Pharmaceutical products?
(a) Less than 1 year (       ) (b) 1–3 years (       ) (c) 4–6 years (       ) More than 6 years (       )

Section B: 
5. Tuyil Pharmaceutical products meet my expectations in terms of effectiveness.
(a) Agree (       ) (b) Strongly Agree (       ) (c) Disagree (       ) Strongly Disagree
6. The products consistently deliver the promised health benefits.
(a) Agree (       ) (b) Strongly Agree (       ) (c) Disagree (       ) Strongly Disagree
7. I trust Tuyil Pharmaceutical products for treating my health conditions.
(a) Agree (       ) (b) Strongly Agree (       ) (c) Disagree (       ) Strongly Disagree

8. The packaging of Tuyil products is attractive and functional.
(a) Agree (       ) (b) Strongly Agree (       ) (c) Disagree (       ) Strongly Disagree
9. Tuyil offers additional benefits (e.g., discounts, loyalty programs) that enhance satisfaction.
(a) Agree (       ) (b) Strongly Agree (       ) (c) Disagree (       ) Strongly Disagree
10. Tuyil Pharmaceutical products comply with safety and quality standards.
(a) Agree (       ) (b) Strongly Agree (       ) (c) Disagree (       ) Strongly Disagree
11. I have never experienced adverse effects from using Tuyil products.
(a) Agree (       ) (b) Strongly Agree (       ) (c) Disagree (       ) Strongly Disagree
12. The company’s product descriptions match the actual product performance.
(a) Agree (       ) (b) Strongly Agree (       ) (c) Disagree (       ) Strongly Disagree
13. The physical appearance (color, shape, design) of Tuyil products is appealing.
(a) Agree (       ) (b) Strongly Agree (       ) (c) Disagree (       ) Strongly Disagree
14.Tuyil Pharmaceutical has a strong and reputable brand image.
(a) Agree (       ) (b) Strongly Agree (       ) (c) Disagree (       ) Strongly Disagree
15. The taste/smell (if applicable) of Tuyil products is pleasant.
(a) Agree (       ) (b) Strongly Agree (       ) (c) Disagree (       ) Strongly Disagree
1.6. I consider Tuyil Pharmaceutical products to be of high quality.
(a) Agree (       ) (b) Strongly Agree (       ) (c) Disagree (       ) Strongly Disagree
17. The price of Tuyil products is reasonable for the quality offered.
(a) Agree (       ) (b) Strongly Agree (       ) (c) Disagree (       ) Strongly Disagree
18. I would recommend Tuyil products to others.
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