CHAPTER ONE

1.1 BACDROUND TO  THE STUDY

Every business organization aims is to prosper, increase sales and maximize profit, trying by all means to ensure the occurrences of losses are perfectly controlled. More so, they want to make effective use of available resources most profitably so their aims and objectives will be achieved (profit maximization). 
Many sellers make the mistake they   offer than   to the benefit attained form the product   of customers. They see themselves as products producers and seller rather than provision of solution to the customers needs. 

Means while every consumers intention  is to choose the  right product  and services form reliable producer  that on can  meet their  request and also  provide product and serviced that can effectively maximize their  satisfaction  at a reasonable and affordable  prices . Customer’s satisfaction depends on a products      perceivedperformance in    delivery    value   relative to buyer’s expectations. Consumer which to get the right product of the right quality at the right price, at the right time from the right sources and derive the right maximum satisfaction. They   do emphasize on the contraction of price and quality.  

That is, they want the cheap price and at the same time, the original product and services. 

Consumers can only patronize the producers, and seller’s of the product when the benefit of the goods purchase from them is highly satisfactory and efficient meant for what it is needed. 

They also tell others about their good experiences with the product. With these, seller is able to achieve their profit maximization objective as their sale volume increase tremendously.
1.2 STATEMENT OF THE PROBLEMS OF THE STUDY. 
The premise for the problems or the question of the study which prompted this research topic is expressed in the following questions. 
1. Why does organization wind up shortly after springing up?

2. Why do competitors gain more grounds than the innovation?
3. what are the causes of losses and low profitability even, when much is expected 
4. Why do organizations embark on mass retrenchment programme?

5. Why do organizations flourish more than    others in the same industries?
6. why do some individual prefers an outfit to another : 

7. even when better  quality is offered by  the rejecte outfits the aforementioned  questions gave birth to the study of consumers gave birth  to the  study of consumer
1.3 AIMS AND OBJECTIVES OF THE STUDY

The aims of this study are to evaluate consumer satisfaction as a key to industrial growth and development.

To achieve this aim, therefore the following objective shall be pursued. 

1. To examine why some organization flourish more than the others.
2. To identify the causes of loss and low profitability. 

3. To find the rationale behind organization retrenchment program.
4. To ascertain why organization wind –up shortly after spring up. 

1.4 SIGNIFICANT  OF THE STUDY

The research work is of great significant to the researchers as it helps in winding the researcher’s knowledge via reviewing different literature on the topic. 
The study is also relevant to industries particularly dangote group of company plc Ilorin in assisting to its customers behaviour and discovering area of dissatisfaction for necessary amendment to be made to maintain and increase its customers. 
It is hopeful that the study will add to the knowledge on the study and useful for future researchers who might want to improve from were we stopped as reference. 

Finally the study will enhance the generally appreciation   of consumers satisfaction as a necessary key for industrial growth and development. 
1.5 SCOPE OF THE STUDY

The study x-rays customer’s satisfaction as a key to industrial growth and envelopment with particular reference of Dangote group of company plc Ilorin
Consumer satisfaction: improving quality and access to services and supports in  vulnerable neighborhoods. It was the conscience of the groups that lack of information   often leads to low expectations. They further agreed that the process of obtaining a services and the way it is delivered can have major impact on the user’s experience. The quality relationships and staff were central to positive outcomes. Because  consumer satisfaction is a highly variable   assessment  that individual  makes based on his/her own I information, expectation, direct contact and interaction, and impact it makes sense to involve and  consult  consumers  satisfaction  approaches . The survey covers only the customers of dangote group on company plc Ilorin metropolis. 
1.6
LIMITATION AND CONSTRAINT OF THE STUDY

 The researchers have been limited to dangote group of company plc Ilorin. 


The findings from this case study will be used to present the organization of manufacturing   industries in Nigeria.
The limitation of the study is not an easy filed of human Endeavour, ours is not an explanation, such problems like finance secrecy the size of the establishment and time have all contributed to the narrowed result.

a. Finance: the researchers did not find it easygoing from school  to the case study  centre  every  time , before  they could get the title data and because the researchers where running shorts and funds, the visit could not be intensified. 
b. Size of the establishment: the researchers only covered a Brach of dangote group of company plc Ilorin out of many branches and head office. 
This is due to the fact that the head office is located in Lagos cannot keep visiting, due to lack of adequate, funds 

  c.
 Time: The time allocated for this research work is too short and coupled with other academic work which the researcher’s has to face there by reducing the researcher’s has to face there by reducing the researchers work to minimum. 
CHAPTER TWO
2.1 DEFINITION  OF CONSUMER 

Consumers are people who purchase goods and services manufactured in one
 organization purposely for consumption. These set of people can buy directly from the firm who produced the product or from wholesaler or retailer of the product.

A consumer is the ultimate user of a devices the s satisfaction or the benefit offered. 
2.2
THE ROLE OF CONSUMER IN MARKETING
Consumer plays a vital role in disseminating relevant information to the marketing; the duties of consumer can not be over emphasized in the market. Some of the role of consumers where listed bellow. 

· Consumers enable the marketers to identify the types and natures of a product to be produced. 
· It also enable the marketer who is marketing the product to know the appropriate marketing strategy to be employee in the sale of there product. 
· It also enable the marketing  to determine the price of a product  and the  appropriate  place  where the product  is feet to 

2.2 OVERVIEW  OF CONSUMER SATISFACTION 

Consumer satisfaction depends on a product or services perceived performance in delivery value relative to a buyers expectation of the consumers expectations, the bullets are dissatisfied. If the products performance matches or exceeds the consumers is satisfied that a company’s first task is to create customers. But today. Customers face a vast array of products and brand choices prices and sillier. The big question is that, how do customers make their choices?
The likeable answer to the question is that the consumers make the choices that will give than highest satisfaction. They choose the right product from the right   suppliers that can meet their needs at an agreed period, suppliers with the right price and also with tremendous brands name that   will clearly make the product and supplier of such product to be identified. 
The suppliers create expected value and act on it. Whether or not chosen product meets expected value both satisfaction and repurchase probability that affect the consumer delivery value is the difference that exist between total customer value and total customer cost. 
TCU ( Total  customer value ) : This is the pair  rigors and amounts consumers expect to incure in evaluation, obtaining , using and disposing of  the product or services,  for clearer perception  of the  customer  delivered  value , a model or chart is drawn bellow to assist.
CUSTOMER DELIVERY VALUE

2.3 TOOLS FOR TRACKING AND MEASURING  CUSTOMER SATISFACTION 

Kotler (2000), highlights four methods companies use to track consumer satisfaction. These four methods of tracking and measuring customer satisfaction   are listed bellow for clarity. 

a. complaints and suggestion system 

b. customer satisfaction surveys 

c. ghost chopping 
a. COMPLAINTS AND SUGGESTION SYSTEM 

Some organizations allow or the suggestion and complaints from their customers based on the satisfaction that is expected to be derived from the goods purchased and also on organization these   activities improvement. 


These organizations do have hotlines, website, e- mails or telephone so as to enable their customers to pass any complaint or question to them. They practice this particular activity in order to pass any complaint or question to them. they  practice these particular activity  and immediately   ratify any aspect of it to suite their customers which lead to  profit maximization of the  organization via increase  in sale  as a result of several patronage. 
B. CUSTOMER SATISFACTION SURVEY

This is also one of the tools for taking  the customers satisfaction  which involves the measuring of  consumer satisfaction directly by conducting  periodic survey because it has been seen that less customer  gives complaint  and suggestion  to the  company . Instead of this, they either buy has or switch supplier, that is, end of stop transaction with them. 


However, the periodic  surveys involves  the  sending of questionnaires  or making telephone calls to a random sample of recent consumers  and also solicit buyers on their competitors  performance to have the customers satisfaction data. 

This is also useful in the measurement of willingness to recommend the company and its brand to others. A high positive word of authority care indicates that the goods produced are highly satisfactory to their customers 
C.   GHOST SHPPING 


Person are hired by companies to pose a potential buyers to reports strong and weak points experienced in buying the company’s and competitor’s products. 
These mysteries   shopper can even test   whether  the company’s sale personal handle various situation well Thus a mistier shopper can complain about  a restaurant handle complant.Eguity  managers leave  their  offices from time to  enter company and competitor products, these mystery shopper can handle various situations well . this  a mystery shopper can complain  about a restaurants foods  to test how the  restaurant handles complaints  equity  managers leave  their  offices from time to enter company and competitors sales  situation  where they are unknown and experience  first  there techniques is for  managers to phone their  own company with questions and complaints see how the calls are handle.

2.5
ATTRACTING AND RATINING CUSTOMERS


Many companies in addition to improving chain are intent on developing stronger bonds and loyalty with their ultimate consumers. In the past, many companies took their customers for granted because their customers may not have many alternative source of supply or all suppliers were equally deficient in service or the market was growing so fast that the companywide not very worry about satisfying its consumers. But to  day , things have changetotheother way round  consumers of nowadays a re harder to please, smear, more demanding , less forgiving  and approached by more competitors  with casual or better  offers, the challenge according to Jeffery  Gitomer is not produce, satisfied consumers , severed competitors  can  do this, but to  produce loyal customers. 
2.6 DELIVERY CONTUMER VALUE AND SATISFACTION ON


Given the importance of consumer value and satisfaction what does it take to produce and deliver them? To answer this particular question there is need to discuss the concepts of a value chain and value delivery systems. 
2.6.1 THE VALUE CHAIN 


Michel porter of Harvard 9 1985) proposes the value chain as a tool for identifying ways to create more customer value “ every firm is seen as a collection of activities, which  are performed  to  design , produce, and market  deliver and support  its product. The value chain identification nine strategically relevant activities that create value creating activities consist of five primary activities and four supportive activities. 

The primary  activities represent  the serial  form of bringing materials into the  business  ( in bound logistics), converting  them  into  final  products ( operations ) and shipping out  final  product ( out Bound  Logistics), marketing them (marketing sales)(, and serving them  ( services).

The supportive activities involve the procurement, technology development, human resources management ad firm human resources management and firm infrastructure, all these are handled in certain specialized department for example, other departments may do some procurement, living people. The firm’s infrastructure covers the cost of general management, planning, finance, accounting, legal and government affairs that are born by all the primary and supportive activities. 
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2.7 INDUSTRIAL GROWTH AND ITS CHARACTERISTIC
An industry or market can be analyzed for its attractiveness to a particular company or organization on a number of different characteristic, the list bellow presents some of the same of the more significant market characteristics that   should be considered. 
Current market size.
Projected market growth rate
Number of competition level of fragment action
Intensity of competition 

Technological skills required

Production or operations skills required capital requirement.
Other barriers to entry

Seasonal and cyclical factors 

Industrial profitability and returns social political, regulatory and environmental factors strategic fits with other businesses already owned. 

2.8 COMPUTING THE  COST OF LOST COSTOMERS


It is not enough for the companies in attracting new customers but for the company to keep the available customers via the provision of maximum satisfaction. 


Kotler ( 2000) notes  that too many companies  suffer from high customers shun because  of their willingness of not  giving the  maximum  satisfaction to  the customers but instead aims at their  own objective which is profit maximization. They gain new customers only to lose many of them. It is like constantly adding water   leaking pot or pouring water into a basket.

Kotler (2000) mentioned four steps in trying to reduce the customer defection rate.  Here are the four steps. 


Firstly, the company must define and measure its customer retation rate. For a magazine, the renewal rate is a good measure of retention.  For manufacturing industries it could be on the number of order placed on new customer attracted. 


Secondly, the company must distiquich the causes of consumer attraction and identifies those that can betters managed. 


Third, the company needs to estimate on how much profit it loses when it loses customers. The loses customers. In the case of a individual customer, the e lost profit equal to the consumers’. In the case of an individual customer, the lost profit equal to the consumers life time. value , that  is the present value  of the profit  stream that the company would have  realized if the consumer  had no defected  prematurely. 


According to kotlar (2000), the customer who registered complaints, between 45 and 70 percent will do business again with the organization of their complaints are resolved quickly. Customer who have, complained to an organization and had their complaints satisfactorily ratified tell an average of five (5) people about the good treatment they were given. Today, more and more companies are recognizing the good treatment they were given. Today, more and more companies are recognizing the important of   satisfying and retining current consumers some interesting facts bearing on consumer retention are highlighted bellow.

Acquiring  new customs can cost five times more than the cost involved  in satisfying and r retaining current consumers, it requires  a  great deal of effort to induce satisfied on summers to switch away  from their  current suppliers. 


The average company loses 20% of its customers each user 

A 5% reduction in the consumer defection rate can increase profit by 25% to 80% depending on the industry. 


With our own view to consumer satisfaction, the e satisfaction defied by each consumer strongly rely on he benefits obtained being rendered to them. Consumer can be said  to be satisfied when his/ her purpose of purchasing is highly achieve  and also when what the goods is needed for is highly meant by the goods. 


Before, many Nigerians companies, either those offering services of those with the sales setting the organization which is profit making  and have  little interest  in the other motive  which is highly satisfactory of the  consumer are highly satisfied, that there  can be patronage as wells as gaining of more, consumer  via  the previous consumers that  has been satisfied and perfectly attended  to as been  said to be the king. That is, without the consumers, there can not be anything to be said as company or industry.

As a result of many companies are losing customers due to poor consumer satisfaction. A lot of Nigeria company have now understood the main reason of losing the consumer through research work and tried  to  ratify these problems. 

They observe consumers go for the product that  are highly satisfactory and since there  are many competitors of the same product, every company try to sit up and  to produce the product  that will be best out of the best information  of satisfying consumers in order   to have the high number of  consumers. 

However, there is also some various ways consumers can be retained apart from the primary method of retaining consumers which is the product. The secondary way includes the following.
1. Rending of after sales services

2. provision of  various  discounts

3. provision of credit sales

(1) RENDIDNG  OF AFER SALES SERVICES

In order to impress the consumer in patronizing the company, there may be a form of free delivery of the goods purchased by the consumer to his /her destination especially in a case of a very large quantity of goods being purchased.

(ii) PROVISION OF VARIOUS DISCOUNTS.

A particular percentage education in the total amount of goods purchased is also being made to enable the consumer to have more interest in purchasing from them. 


They do offer some discount which include 

a. Trade discount

b. Cash discount

c. Quantity discount

d. Seasonal discount

(iii) PROVISION OF CREDIT  SALES


The company also gives credit sales to their reliable customers and consumers that have been with them for a very long time in case they have financial problem. Some companies do request the consumer’s guarantor and also some request collateral security, especially in banking industries. 

Fourthly, the company needs to  figure out how much it would cost to reduce the defection  rate of consumers as long as the cost is less than the cost profit the company  should spend  that amount to reduce  the defection. 

2.9 THE NEED IN CONSUMERS SATISFACTION 


Most marketing  theory add practices centered  on the  art of attracting new customers  rather than retaining existing ones, the emphasis  traditionally has been making sales  rather than building relationship , and on preselling and selling rather than caring for the  customers afterward, some companies , however, have always cared passionately about customers, loyalty and r retention is consumer satisfaction. 


The properties of highly satisfied consumers involve the following for further explanation. 

A highly satisfied consumer.
i.
stays loyal and longer 

ii.
Buys more as the company introduces product

iii. Talks favourably about the company and its product 

iv. Pays less  intention  to competing brands and advertising and  also less sensitive to price  

v. Offer  product or service ideal to the company  
vi. Cost less to serve than new customers because transactions are routinized.

2.10 FORMULATION OF HYPOTHESIS.

Hypothesis statement will provide a logical scientific condition to my statistical estimate. To achieve. These objective stated above the following hypothesis will be tested whether consumer satisfaction is key or not.
HO:  consumer satisfaction does improve in the growth and development of an industry

HI: Consumer satisfactions improve the growth and development of an industry.

HO: consumer satisfaction does increase sale of an industry.

HI; consumer satisfaction increases sales of an industry.

CHAPTER THREE
3.0
RESEARCH METHODOLOGY

The success of any research work is determined by the appropriateness of its methodology. Research methodology in marketing research analysis encompasses a arrange of systematic procedures such as method of data collection, Data presentation and data analysis 

3.1 RESEARCH DESIGN

 
This research is principally designed to identify and examine the options in effective marketing strategies on a consumer satisfaction as a key to industrial growth and development which requires an approach that will ensure consistency and accuracy of the problem. In other to achieve this purpose, researcher has chosen exploratory research method. With this method the research would be able to understand analyse various data gathered in other to obtain a logical conclusion and recommendation, personal interview and  questionnaire where extensive by used.

3.2 POPULATION OF THE STUDY

It will be cumbersome to consider every individual within the distributive population Dangote product in this research. As a result, the need for selective sample of the population becomes ideal. 

However, to satisfy sample of the respondents were taken from the company’s staff 30 and 20 respondent were clustery and randomly drawn to represent the dealer’s customers.

From over1000 number of respondents under consideration in Lagos state. The definition of population is as following. Population is the total number of animal living a geographical location. 

3.3 
DATA COLLECTION METHOD

The sources of data are usually primary and secondary. The primary sources are the organizations and people from whom the fresh data are collected. Secondary sources include textbooks journals, periodicals, and company record. 

(I .e memorandum of Associations, Articles of Association statement of Accounts) and so on. 

The method and technique of data collection used to gather information were personal interview and questionnaires administration.

Personal interview methods are the type of techniques, whereby the interviewer and respondents come into physical contact and answer obtained for questions. The interview techniques of data collection  is directed to a state  purpose  outside the satisfaction deliver in the conversation itself. It deals with a purposeful exchange of meaning and it is this interaction between the interviewer and the respondent that contributed to the success of this study. 

Questionnaire administration is seen as a check list containing question and perceived responses or choice form which a respondent is expected to pick. The questionnaire can be open ended or close ended questionnaire. But in this study, a close ended questionnaire will be used because it enables us to make a cross comparison or analysis of variables. 

3.4 
DATA PRESENTATION AND ANALYSIS TECHNIQUES.

The raw data collected through personal interviews and questionnaire administration will be analyzed with the use of table and simple percentage to make comparison of the data.

The chi- square test is also used to show whether there is any significant differences between the observed and expected frequencies obtained from the distribution. The chi-square statistics this given by this formulae.

X2 =  n∑ CO –E)2


E


X2 = Ch – square


∑ = summation (sigma) 


O = Observed frequencies

The decision rule for this research work is that if computed value of chi- square (X2) tab.

3.5 BRIEF  HISTORY  OF THE CASE STUDY 

Dangote group of company was established in may 1981 as a trading business with an initial focus on cement, the group diversified over time into a conglomerate trading cement, sugar, flour, salt  and fish. By the early 1990s the group had grown into one of the largest trading conglomerates operating in the country. 

In 1999, following the transition to civilian  rule and  after inspirational visit to brazil to study  the emerging manufacturing sector, the group made a strategic decision to   transit from trading business into a fully fledge manufacturing operation. In a country Where import  constitute  the vast  majority of  consumed goods, a  clear gap  existed  for  a manufacturing operation that  could  meet  the basic needs of a vast and fast growing population. 

The group embarked on an ambition construction program, initial focused on the construction of flour mills, a sugar refinery and a pester factory. In 2000 the group acquired the Benue cement company plc from Nigeria government and in 2003 commissioned the obajana cement plat, the largest cement plant sub –Saharan African.

The group is now one of the largest manufacturing conglomerate in sub Sahara African and pursuing further backward integration alongside an expansion program in existing and new sectors.

CHAPTER FOUR
4.2 DATA PRESENTATION AND ANALYSIS

The data collection in the course of this research work will be presented in table, this will be followed by analysis of data where question from the questionnaire are analyzed square formula. This test is to provide information on the extent to which brand has effect on the marketability of food/cements.   
TABLE 1.RESPONDENT DISTRIBUTION ACCORDINDING TO SEX.

	          SEX DISTIBUTION
	RESPONSE
	PERCENTAGE

	MALE
	150 
	75

	FEMALE
	50 
	25

	TOTAL
	200
	100


Source field survey, 2023.
THIS RESPONSE FROM QUESTIONNAIRE DISTRIBUTION INDICATES that 75% of consumers of food or cement was 150 male. 

TABLE 2.RESPONDED DISTRIBUTION ACCORDING TO AGE.

	AGE DISTRIBUTION 
	RESPONSE
	PERCENTAGE

	25-35 YEARS
	50
	25

	36-45 YEARS
	80
	40

	46-55 YEARS
	40
	20

	ABOVE 55 YEARS
	30
	15

	TOTAL
	200
	100


Source: field survey, 2023. 
From the above the income of respondent as 
N1001 – 2001, 25% were paid to the customer as an income. While N3001 – 4000 20% was also generated by some other customer N5000 was paid to some.

From the distribution of questionnaire and are based on the discussion had with the customer are paying more for their essential commodities and earned. 

TABLE 3. OPINION RESPONDENT ACCORDING TO OCCUPATION

	OCCUPATION 
	RESPONSDE 
	PERCENTAGE

	Civil Servant
	70
	35

	Business Man
	90
	45

	Student
	40
	20

	Total
	200
	100


Source: field survey, 2023.

The occupation distribution table show above indicate that the business men are considered to be the highest number of  purchases  of cement as result of  45%   of total respondent   during  the research f work . It has 35% respondent as a civil servant and 20% as a result  

Table 4: RESPONDENT DISTRIBUTION ACCORDING TO MARITAL STATUS: 

	MARITAL STATUS  
	RESPONDENT 
	PERCENTAGE

	Single 
	70
	35

	Married 
	90
	45

	WIDOW
	40
	20

	Total
	200
	100


Sources: field survey, 2023. 

Table 4:  respondent response to the question 


For the reliability of the study   the questionnaire administration this  way 

TABLE 5: OPINION DISRIBUTION OF THE RESPONDENT ON WHETHERE THEY BY CEMENT OR NOT

	OCCUPATION 
	RESPONSDE 
	PERCENTAGE

	Variable 
	No of response
	Percentage

	Yes
	150
	70

	No
	50
	25

	Total
	200
	100


Source: field survey, 2023.
The table shows that 150 respondent which represent   75% of the total respondent  agree that they do buy cement of any kind while 50% of the respondent do no buy of consumed cement . 


From the table above majority of the market or Nigerian do buy and consume varieties of dangote product. 

Table 6: OPINION DISTRIBUTION OF THE RESPONDENT ON THE REASON IN CONSUMPTION 

	VARIABLE 
	NO OF RESPONSE
	PERCENTAGE

	Satisfying 
	140
	70

	Better quality 
	60
	30

	Total
	200
	100


Source: field survey, 2023.

The table shows that  140, respondent   which represent  70% of the total  respondent  are satisfied with cement  while  60 respondent  are not satisfied with cement  . This implies that majority of the respondent used cement because of the satisfaction they derived from it 

Table 7: OPINION DISTRIBUTIONOF RESPONDENT ON THE INCREASE IN  PRICE  FOR THE PRODUCTION.

	VARIABLE 
	NO OF RESPONSE
	PERCENTAGE

	YES
	40
	70

	NO
	160
	30

	TOTAL
	200
	100


Source: field survey, 2023.

From the table above 40 respondents   which represent 20% indicate that they will still buy cement if the price increase while 160% respondent which represent   8% indicate that they will   not buy if the price increases. The table above in implies that many are not satisfied with increase in price of cement.

TABLE 8: OPINION DISTRIBUTION OF RESPONDENT ON CONSUMPTION. 

	 VARIABLE 
	NO OF RESPONSE
	PERCENTAGE

	Spaghetti.
	120
	60

	Semovita
	80
	40

	Total
	200
	100


Source: field survey, 2023.

The above table shows that 120 respondent which represent 60% like. Spaghetti respondent which represent 40% prefer semovita. The able shows that most respondent shows more linking for super getti than semovita. 
TABLE 9 OPINION DISTRIBUTION OF  RESPONDENT ON DANGOTE PRODUCT 

	VARIABLE 
	NO OF RESPONDENT
	PERCENTAGE

	CHEAPER
	90
	45

	BETTER QUALITY 
	70
	35

	TOTAL
	200
	100


Source: field survey, 2023.

The table indicates that 90 respondent answer cheaper, 70% answer better quality while 40 respondent said more accessible which represent 45%, 35% and 20% respectively. The table reveal that Dangote product (cement) is the cheapest product.    

TABLE 10: OPINION DISTRIBUTION OF RESPONDENT ON WHETHER IS A MOTIVATING TACTICS OR NOT.
	VARIABLE
	NO Of respondent
	PERCENTAGE

	YES
	120
	60

	NO
	80
	40

	TOTAL
	200
	100


Source: field survey,2023.

4.3 ANALYSIS OF PROBLEM AND HYPOTHESIS TESTING
Hypothesis testing for this study adopts the chi-square hypothesis techniques which draws the different of a given phenomenon. 

Chi- square is a statement method used by testing the hypothesis to ascertain its validity. The chi-square is computed as follows”

X2 = 
E (OF-FE)2 ÷ OF

Where X2 = chi-square

OF = observe value calculated frequency

E = summation

However, the formula for finding the degree of freedom is EF = (R-1) (C-1)

Where R = number of rows in the contingency

Table C = number of column in the contingency table.

ATTRIBUTES

The level of significance (X) is 50% or 0.05 in this study.


Thus, two hypothesis are put to statistically as follows.

Hypothesis one.

Ho – consumer satisfaction does not improve the corporate image of an organization.

Hi – consumer satisfaction improve the corporate image of an organization.  
4.4 SUMMARY OF FINDING

 
The fundamental aim of consumer satisfaction is to catch the attention of consumer by creating awareness about a particular product being introduce to the market .i.e providing a services to    a consumer and this has to be done in a more effective  and economic    way so that profit will be maximized.

 
Consumer satisfaction is concern with providing the consumer with goods in right time, right place, in the right condition, right

Quality and at an economic cost.

This involves the following activities    Transportation warehouse inventory   management, material handly, packaging and other processing.

          In this world today the increase  in need ,the desire to satisfying  theme ,and the increase  in  specialization , appear to be on  inspirable marketing  problem due to geographical  separation of manufacture and consumer all over the world
CHAPTER FIVE
5.0 SUMMARY OF REPORT, CONCLUSION AND RECOMMENDATIONS

5.1 SUMMARY OF FINDINGS. 

Base on the research conducted on some customer, worker and management of dangote group of company, a lot  of fact were revealed. 

The notable finding were that the store manager has no force hand in operation  until he is giving the other by his manager.

Data receive d also revealed the strength of high patronage of the respondent said because of effective and efficient service and satisfaction derived from the industry’s product. Buying goods of high product in low price is also emphasized on and it was discovered that many customer prefer buying product of standard quality

The quality of the industry product is said to be standard by many customers but at times, there may be mistake

However the [prices of its product are said to be moderate and the company is also efficient in delivery of its products to consumers destination.

Finally, 90 percent of the respondents still intend buying from the company because of the effective and efficient services rendered and high satisfaction being derived from its product a moderate prices project good image of the organization.

5.2 CONCLUSION

This write up has without any doubt presented the true picture of consumer satisfaction as a key to industrial growth and development having as the case study. Dangote group of company plc Ilorin. It is therefore an assertion to improve and satisfy consumers. It must put in place some element which have been mentioned in the recommendation

Also, the recruitment of qualified and experienced staff added to diversification of policy and flexibility of strategies are also viable tools profitability.

In conclusion therefore, the researcher has been able to study the impact of satisfied consumers on the growth and development of Dangote group  company pls Ilorin.

5.3 RECOMMENDATIONS

On the basis of this finding, the following suggestion recommended for consideration by the management of Dangote group of company plc Ilorin.

 
In view of the fact that consumers satisfaction leads to business growth and expansion, hence the management of Dangote group of company plc ilorin should endeavour not only to satisfy but delight customers

 
However, the management should place emphasis on the following values.

· Product value

· Service value

· Personnel value

· Image value

However, these are the’4’ secret of success via consumer  satisfaction 

(A) product:- looks at improving quality in store, product arrangement placement, notification and information.

(B) Service value:- improving on the quality of service via quick satisfaction service (qss) customers attention, information and general concern for all customers, irrespective of status or caliber.

(C) Personal value:- improving the welfare of personnel, job, security, liberty to perform well and acquire still without hindrance

(D) Image value:- improving companies image via the employement of marketing promo- tools of advertisement, personnel selling, sale promotion and publicity, which should be geased towards disseminating relevant information and 
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APPENDIX A

Department of marketing,

Institution of finance and management, 


Kwara state polytechnic, Ilorin.
Dear Sir,

CONSUMER SATISFACTION :- A KEY TO INDUSTRIAL GROWTH AND DEVELOPMENT (A CASE STUDY DANGOTE GROUP OF COMPANY PLC. ILORIN)


I am a student of Kwara state polytechnic who is conducing a research on the topic mentioned above.

This study is to serve as part of the requirement for the award of higher national diploma(HND) in marketing by Kwara state polytechnic Ilorin.


You are sincere and truthful completion of the attached questionnaire will enable us to gather the necessary fact for the research work. We assure you that all information supplied shall be used strictly for academic purpose and it shall be accorded the due confidentially.

Thanks you sir, in anticipation of your co- operation.






Yours faithfully.

APPENDIX B

QUESTIONAIRE ON CONSUMER SATISFACTION AS A KEY TO INDUSTRIAL GROWTH AND DEVELOPMENT


Kindly complete this questionnaire by ticking the appropriate box and write in space provided.

SECTION A

Name: 

Occupation:

Sex: male (      )    female (       ) 

Age (ì) Bellow    25 years. (ìì) 25-35 years    (ììì) 36-45.   (ìv) 46 and above

SECTION B

(5) 
How long have you been buying from the industry.

(ì) 1-3 years (    )   (ìì) 4-6 years (    )  (ììì) 6-9 years 
(    )  (ìv) 10 years and above (      )

(6) 
Do you prefer buying for low price to quality product?;


Yes (      )           no (          )

(7) How do you consider the quality of the industry’s product?

(ì) Standard (      )  (ìì) sub- standard (         ) (ììì) no ideal

(8) How do you see the prices of the products.

(ì) Costly (         ) (ìì) moderate (           ) (ììì) cheap (        ) (ìv) no ideal (          )

(9) Is there replacement in case of any damage of cement during delivery?
(ì) Yes (         ) (ìì) no (         )

(10) If your answer to question 5 above is yes how often is it?

(ì) Always (         ) (ìì) at time (          )

(11) Is there any delivery service for cement bought.

(ì) Yes (         ) (ìì) no (          )

(12) How effective is the delivery if your answer to 11 above is yes?

(ì) Very effective (         ) (ìì) partially effective (      ) (ììì) ineffective (        )

Total value





Total customer value





Product value





Services value





Personnel value





Image value





Monetary cost





Time cost





Energy cost





Psychic value





SERVICE
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