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ABSTRACT
This is a proposal on project topic consumer s satisfactions as a key to industrial growth and development. 
This work is a part of    requirement for the award of higher national diploma (HND) in marketing of kwara state polytechnic, Ilorin kwara state. In this project, the research would comment on consumer   satisfaction as a key to industrial growth and development. This research would visit dangote group of company PLC Ilorin for collection of necessary on the project, and for collection    of necessary on necessary data to be used, the problem to be finding   would be analyzed in the project. The view of many authors the organization itself, manager and the people, involved in the process would also be discussed extensively. Based on the summary of findings and conclusion, the authors reasonable recommendation of how to improve the skill of consumer satisfaction processing in an organization development would be discussed. Chapter one of these projects shows the introduction, statement of of the study, limitation and constraint of the study, significant of the study, historical background of the study, objective of the study scope of the study. Chapter  two  shows the literature review  chapter  three of the project shows the  research  methodology, justification of research  methodology  adopted, and  method  of data collection.

Chapter four of this project   shows the presentation and analysis   of data.  Chapter five shows the summary conclusion recommendation and bibliography. 

Finally, the researchers hope the write up would not only attract attention of various organization in Nigeria, but would also form  an important topic of discussion  among  business education manage is and industrialist . Therefore, the researcher hope to summarize their findings drew conclusion and suggestion, recommendation, which would be put to valuable uses by the cause study organization and other industrial alike.
CHAPTER ONE
INTRODUCTION
1.1 Background 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 perceived performance 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.  Oliver, 1997
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. (Guido, 2001)
1.2 Statements Of The Problem
The premise for the problems or the question of the study which prompted this research topic is expressed in the following questions. 
Why does organization wind up shortly after springing up?

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

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

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
Research Questions

This work was carried out to find out solutions to the under listed questions:

i. What is the relationship between consumer satisfaction and retention?

ii. What are the key drivers of consumer satisfaction?

iii. How effective are retention strategies in maintaining customer loyalty?

iv. What is the overall impact of consumer satisfaction and retention on business performance?
1.4
Objective of the Study
The main objective is to evaluate consumer satisfaction as a key to industrial growth and development and other specific objectives are;
i. Determine the relationship between consumer satisfaction and retention.

ii. To have access to all key drivers of consumer satisfaction
iii. Analysis how effective retention strategies in maintaining customer loyalty.

iv. Examine the overall impact of consumer satisfaction and retention on business performance.
1.5
Research Hypothesis
Hypothesis 1: Higher levels of consumer satisfaction determine the increase of customer retention.

Hypothesis 2: Improved customer service results in higher levels of consumer satisfaction.

Hypothesis 3: Consumer loyalty is positively influenced by both satisfaction and perceived value based on the analysis.

brands or providers than satisfied customers.

1.6 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. 
1.7
Scope of the Study
The study x-rays customer’s satisfaction as a key to industrial growth and development with particular reference of Berger Paints Nigeria PLC 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 Berger Paints Nigeria PLC 

1.8
Definition of Terms
Customer Satisfaction: Customer satisfaction refers to the perception and feelings a customer has towards a product or service. It reflects how well the product or service meets their needs and expectations. Customer satisfaction is typically measured through surveys, feedback, and ratings provided by customers after interacting with the product or service. It is crucial for businesses as it indicates the level of contentment and fulfillment experienced by customers during their engagement with the company.

Customer Retention: Customer retention, on the other hand, focuses on the ability of a company to retain its customers over a specific period. It measures the percentage of customers who continue to use and pay for products or services offered by the company. Customer retention is essential for business sustainability and growth as it signifies customer loyalty, repeat purchases, and prolonged relationships with the brand.

Impact of Customer Satisfaction:

Business Growth: High levels of customer satisfaction can lead to increased customer loyalty, positive word-of-mouth referrals, and repeat business. Satisfied customers are more likely to become brand advocates, attracting new customers and contributing to business growth.

Reduced Churn Rates: Improved customer satisfaction can help in reducing churn rates. When customers are satisfied with a product or service, they are less likely to switch to competitors or discontinue using the product, leading to higher retention rates.

Enhanced Brand Reputation: Positive customer satisfaction results in an enhanced brand reputation. Satisfied customers are more likely to leave positive reviews, recommend the brand to others, and create a favorable image in the market, which can attract new customers.

Impact of Customer Retention:

Increased Revenue: Customer retention leads to increased revenue streams as loyal customers make repeat purchases over time. Retained customers tend to spend more than new customers, contributing significantly to the company’s bottom line.

Cost Savings: Acquiring new customers is more expensive than retaining existing ones. By focusing on customer retention strategies, companies can save on marketing costs associated with acquiring new customers and instead invest in building strong relationships with current customers.

Stability and Predictability: Higher customer retention rates provide stability and predictability to a business’s revenue stream. Loyal customers provide a consistent source of income, reducing fluctuations in sales and ensuring steady growth over time.

CHAPTER TWO
LITERATURE REVIEW
2.1 Introduction
2.1.1 Conceptual Framework for the Research 
Satisfaction is an "overall customer attitude towards a service provider" (Levesque and McDougall, 2020, p. 14), or an emotional reaction to the difference between what customers anticipate and what they receive (Zineldin, 2022), regarding the fulfillment of some need, goal or desire (Oliver, 2023). A similar definition is provided by Gerpott et al. (2020) who propose that satisfaction is based on a customer's estimated experience of  the extent to which a provider's services fulfill his or her expectations.  Customer satisfaction brings many benefits. Satisfied customers are  less price sensitive, buy additional products, are less influenced by  competitors and stay loyal longer (Zineldin, 2024). Although customer satisfaction is important, it is not equally important to the company. There are many customers whose satisfaction is less important, such as those a company cannot serve or who are unprofitable; on the other hand, there are customers whose satisfaction is crucial to a company's survival, and the goal should always be to satisfy those customers (Bhote, 2021).  Ovenden (2022) argues that organisations must be aware of how well  or badly its customers are treated. Customers rarely complain, and when someone does, it might be too late to retain that customer. One important component in the concept of satisfaction is complaint management. Nyer (2020) has investigated the relation between consumer complaints and consumer satisfaction. The author found that encouraging consumers to complain increased their satisfaction, and this was especially the case for the most dissatisfied customers. Research has also found that the more intensely a customer complains the greater the increases in satisfaction. Johnston (2021) claims that complaint management not only results in customer satisfaction, but also leads to operational improvement and 

improved financial performance. Research conducted by Athanassopoulos (2000) indicates that product innovations, staff service, price, convenience and business profile are all determinants of customer satisfaction. Bejou et al. (2022) propose 

that customer satisfaction can be enhanced through relationships, provided they are developed and managed to the customer's satisfaction. Satisfaction increases customer retention, and customer retention depends on the substance of the relationship between parties (Eriksson and Löfmarck Vaghult, 2024). Spreng et al. (2021) examine the importance of service recovery in determining overall satisfaction, arguing that a company is more likely to retain a customer by encouraging complaints and then address them, than by assuming that the customer is satisfied. Satisfied and properly served customers are more likely to return to an organisation than are dissatisfied customers who could choose simply to go elsewhere (Ovenden, 2022). Consumers, even though satisfied, may suddenly decide to switch service providers. A satisfied customer may or may not intend to return to a company, which is the reason satisfaction does not necessarily lead to retention. Customer satisfaction can even increase in a company while retention levels remain unchanged (Lowenstein, 2023). Not all retained customers are satisfied; they may stay with a provider only because of lack of alternatives (Eriksson and Löfmarck Vaghult, 2025). Reichheld and  Aspinall (2020) also argue that satisfaction does not necessarily lead to 

repurchase or retention. Hallowell (2023) argues that customer satisfaction on its own cannot produce lifetime customers even though satisfaction can result in retention. Stauss et al. (2022) indicate that satisfaction is merely a step towards the goal of customer retention, and that retention effects increase with the 

degree of satisfaction. Retention can be defined as "a commitment to continue to do business or exchange with a particular company on an ongoing basis" 

(Zineldin, 2000, p. 28). A more elaborated definition is to define retention as  the customers' liking, identification, commitment, trust, willingness to recommend, and repurchase intentions, with the first four being emotional- cognitive retention constructs, and the last two being behavioral intentions (Stauss et al., 2021). 

Retaining old customers also costs less than acquiring new ones. The company knows the customers and what they want, and the initial costs of attracting the customers have already been expended (Davidow and Uttal, 2020). Old customers also pay less attention to competing brands and advertising, are less price sensitive and create favourable word-of-mouth (Desai and Mahajan, 2023). Customer retention also brings benefits such as employee retention and satisfaction, better service, lower costs (Reichheld, 2019), lower price sensitivity, positive word-of-mouth, higher market share, higher efficiency and higher productivity (Zineldin, 2000). Customers not wanted by the company, i.e. those who are unprofitable or whose needs cannot be met by the company, should, 

however, not be retained (Reichheld, 1996). Potter-Brotman (1994) describes how service affects retention, and brings up the value of teaching all employees to be service providers, with the ability to enhance relationships with customers rather than endanger them. The author suggests that companies must concentrate on hearing customers' unique voices in order to find out what kind of service they 

consider to be exceptional. Customers could defect at a rate of 10-30 per cent per year (Reichheld, 1996). A decrease of only 5 per cent in customer defection can 

increase profits up to 95 per cent, depending on the industry. In banks, the increase is usually 85 per cent (Reichheld, 1996), and Reichheld and Kenny (1990) argue that this is because of longevity effects. Another advantage is that while customer acquisition strategies are easily copied by competitors, retention strategies are not. Stauss et al. (2001) studied the retention effects produced by 

customer clubs. Their results reveal that customers who are satisfied with the customer club are likely to be more satisfied with the relationship with the service provider, which, in turn, affects customer retention. The authors describe customer retention as the goal of customer clubs. In addition, Appiah-Adu (1999) finds that the most critical element in retaining customers is the company's customer philosophy, implying that companies ought to strive for complete satisfaction rather than just satisfaction among its customers.  Desai and Mahajan (1998) look at the concepts of acquiring, developing and retaining customers from a cognitive and affective  perspective. They provide examples of how cognition and affects are used to increase retention, and use frequent-flyer programs as an example of an effective way of building loyalty. The authors suggest that in order to retain customers, companies must continually develop their products and services so as to meet the evolving needs of customers. Their research also assumes that retained customers are in fact satisfied, and not retained  simply because of habit, indifference or inertia. Included in retention strategies is the development of new products and services to meet and  satisfy the evolving needs of the customers; thus satisfaction is a  component of retention. Research shows that satisfaction does not necessarily lead to retention. 

2.1.2 Purpose of Customer Satisfaction

Customer satisfaction serves as a leading indicator of consumer purchase intentions and loyalty. It not only reflects current market perceptions but also influences future purchasing behavior. Studies have shown that highly satisfied customers are more likely to make repeat purchases and recommend the brand to others, highlighting the significance of customer satisfaction in driving business growth and success.

2.1.3 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 

2.1.4 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 satisfaction and retention are indeed closely intertwined. Customer satisfaction refers to how happy customers are with a company’s product or service, while customer retention focuses on how likely those customers are to continue doing business with the company over time.

When customers are satisfied, they tend to stay loyal to the brand, make repeat purchases, and even pay higher prices for a positive experience. This loyalty leads to improved customer retention as satisfied customers are more likely to keep coming back.

The relationship between customer satisfaction and retention is crucial for businesses. Satisfied customers not only spend more but also act as advocates for the brand, referring friends and family and sharing positive experiences online. This word-of-mouth marketing further enhances customer retention by attracting new customers who are more likely to stay due to the positive reputation established by existing satisfied customers.

In essence, customer satisfaction acts as a predictor of customer retention. The better the customer feels about their interactions with a company, the more likely they are to remain loyal and continue doing business with that company.

Improving both customer satisfaction and retention is essential for long-term success in any industry. By focusing on enhancing customer experiences, meeting expectations, providing excellent service, and building strong relationships with customers, businesses can create a cycle of satisfaction that leads to increased retention rates and ultimately boosts profitability.

CUSTOMER DELIVERY VALUE

THEORETICAL FRAMEWORK 

A number of theoretical approaches have been utilized to explain the relationship between disconfirmation and satisfaction. Many theories have been used to understand the process through which customers form satisfaction judgments. The theories can be broadly classified under three groups: Expectancy disconfirmation, Equity, and Attribution. Still again there are a number of theories surrounding the satisfaction and service paradigm. The expectancy disconfirmation theory suggests that consumers form satisfaction judgments by evaluating actual product/service. Four psychological theories were identified by Anderson that can be used to explain the impact of expectancy or satisfaction: Assimilation, Contrast, Generalized Negativity, and Assimilation-Contrast.  Some of the theories are discussed in this chapter. The heart of the satisfaction process is the comparison of what was expected with the product or service’s performance –this process has traditionally been described as the ‘confirmation / disconfirmation’ process. First, customers would form expectations prior to purchasing a product or service. Second, consumption of or experience with the product or service produces a level of perceived quality that is influenced by expectations. If perceived performance is only slightly less than expected performance, assimilation will occur, perceived performance will be adjusted upward to equal expectations. If perceived performance lags expectations substantially, contrast will occur, and the shortfall in the perceived performance will be exaggerated. The Satisfaction Function Performance exceeds expectations, satisfaction increases, but at a decreasing rate. As perceived performance falls short of expectations, the disconfirmation is more. Satisfaction can be determined by subjective (e.g. customer needs, emotions) and objective factors (e.g. product and service features). Applying to the hospitality industry, there have been numerous studies that examine attributes that travelers may find important regarding customer satisfaction. Service quality and customer satisfaction are distinct concepts, although they are closely related. 

VARIOUS THEORIES OF CUSTOMER SATISFACTION 

Consistency theories suggest that when the expectations and the actual product performances 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: (1) Assimilation theory; (2) Contrast theory; (3) Assimilation-Contrast theory; and (4) Negativity theory. 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 perceptions about a given product to bring it more in line with expectations. 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. 

Contrast Theory 

Contrast theory was first introduced by Hovland, Harvey and Sherif 

(1987). Dawes et al (1972) 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. Negativity Theory This theory developed by Carlsmith and 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 Carlsmith and 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. 

Disconfirmation Theory 

Disconfirmation theory argues that ‘satisfaction is related to the size 

and direction of the disconfirmation experience that occurs as a result of 

comparing service performance against expectations’. Szymanski and 

Henard found in the meta-analysis that the disconfirmation paradigm is the 

best predictor of customer satisfaction. Ekinci et al (2004) cites Oliver’s 

updated definition on the disconfirmation theory, which states “Satisfaction 

is the guest’s fulfillment response. It is a judgment that a product or service  feature, or the product or service itself, provided (or is providing) a  pleasurable level of consumption-related fulfillment, including levels of  under-or over-fulfillment”.  Disconfirmation Theory Model  

Cognitive Dissonance Theory –Criticism 

Although cognitive dissonance is a well-established construct in consumer behaviour research, applications are relatively scarce in current marketing research projects. The reasons are: First, dissonance is often as merely a transitory phenomenon. Second, problems of measurement as well as difficulties in administering data collection often get in the way of empirically addressing cognitive dissonance. 
Adaptation-level Theory 

Adaptation-level theory is another theory, which is consistent with  expectation and disconfirmation effects on satisfaction. This theory was originated by Helsen in 1964 and applied to customer satisfaction by Oliver. Helson (1964) simply put his theory as follows:“it posits that one perceives stimuli only in relation to an adapted standard. The standard is a function of perceptions of the stimulus itself, the context, and psychological and physiological characteristics of the organism. Once created, the ‘adaptation level’ serves to sustain subsequent evaluations in  that positive and negative deviations will remain in the general vicinity of  one’s original position. Only large impacts on the adaptation level will change the final tone of the subject’s evaluation”. 

Equity Theory 

This theory is built upon the argument that a “man’s rewards in  exchange with others should be proportional to his investments”. An early recognition of this theory first came out of research by Stouffer and his colleagues in military administration. They referred to ‘relative deprivation’ (equity) as the reaction to an imbalance or disparity between what an individual perceives to be the actuality and what he believes should be the case, especially where his own situation is concerned. In other words, the equity concept suggests that the ratio of outcomes to inputs should be constant across participants in an exchange. As applied to customer satisfaction research, satisfaction is thought to exist when the customer believes that his outcomes to input ratio is equal to that of the exchange person. 

Dissonance Theory 

A decidedly different outcome is offered by applying Festinger’s Theory of Cognitive dissonance. Applying Festinger’s ideas to affirmation and disconfirmation of expectation in satisfaction work, one concludes that customers might try to eliminate any dissonant experiences (situations in which they have committed to an apparently inferior product or service).Dissonance theory would predict that a customer experiencing lower performance than expected, if psychologically invested in the product or service, would mentally work to minimize the discrepancy. This may be done either by lowering expectations (after the fact) or, in the case of subjective disconfirmation, positively increasing the perception of performance. 

Hypothesis Testing Theory 
A two-step model for satisfaction generation was suggested by Deighton (1983). “First, Deighton hypothesizes, pre-purchase information (largely advertising) plays a substantial role in creating expectations about the products customers will acquire and use. Customers use their experience with product/service to test their expectations. Second, Deighton believes, customers will tend to attempt to confirm (rather than disconfirm) their expectations. Vavra, T.G. (1997) argues that this theory suggests customers are biased to positively confirm their product/service experiences, which is an admittedly optimistic view of customers, but it makes the management of evidence an extremely important marketing tool. 

Deighton (1983) suggested a two-step model for satisfaction generation. “First, Deighton hypothesizes, pre-purchase information (largely advertising) plays a substantial role in creating expectations about the products customers will acquire and use. Customers use their experience with products / services to test their expectations. Second, customers will tend to attempt to confirm (rather than disconfirm) their xpectations. This theory suggests customers are biased to positivity confirm their product/service experience. 

 2.3 Emperical Review

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. 
2.3.1
Empirical Review of Consumer Satisfaction and Retention

Consumer satisfaction and retention are crucial aspects of business success, as satisfied customers are more likely to become repeat customers and loyal advocates for a brand. Conducting an empirical review on consumer satisfaction and retention involves analyzing existing data, studies, and research findings to understand the factors that influence these outcomes.

Consumer Satisfaction: Consumer satisfaction refers to the degree to which a product or service meets or exceeds customer expectations. It is often measured through surveys, feedback forms, and other tools to gauge customer perceptions of their experience with a company. Factors that contribute to consumer satisfaction include product quality, customer service, pricing, convenience, and overall value proposition.

Consumer Retention: Consumer retention focuses on the ability of a business to retain its existing customers over time. High retention rates indicate that customers are satisfied with their experience and are likely to continue doing business with the company. Strategies for improving consumer retention may include loyalty programs, personalized marketing efforts, excellent customer service, and consistent product quality.

Empirical Research on Consumer Satisfaction and Retention: Empirical research in this area involves collecting and analyzing data from real-world observations or experiments to draw conclusions about the relationship between consumer satisfaction and retention. Researchers may use quantitative methods such as surveys, statistical analysis, and modeling techniques to identify patterns and trends in consumer behavior.

2.3.2 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
3.1
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 

3.2 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 analyze various data gathered in other to obtain a logical conclusion and recommendation, personal interview and questionnaire where extensive by used.

3.3
Sample Size and Sample Technique 
It will be cumbersome to consider every individual within the distributive population Berger Paint Nigeria Plc 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 people living a geographical location. 
 3.4
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 are 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 from 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. 

3.5
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.

3.6 Brief History of the Case Study 

Berger Paints Nigeria Plc began operations in January 9, 1959 in Nigeria under the Coating and Allied Industry in Nigeria, as a legacy business that Lewis Berger (a German colour chemist who established the London-based Berger Paints dynasty in 1760) left behind. Incorporated as British Paints (West Africa), Berger Paints Nigeria Plc began importing paints from Newcastle. Distribution took place through PZ, Brossette, and VYB outlets.

The company has a manufacturing facility and main distribution hub in Lagos, as well as more than 25 depots/business partners’ outlets, Color World centres, and a nationwide distribution network of dealers in key locations across the nation. It operates in five business segments: decorative/architectural finishes, industrial coatings, marine & protection coatings, automotive/vehicle refinishes, wood finishing and preservers.

The company operates a fully automated paint factory with a daily capacity of 10,000,000 litres. 

Industry
Berger Paints operates in the industrial goods and building materials industry. The industry has experienced significant growth in Nigeria. Responsible for the industry’s growth government and private sector involvement in development of the nation’s infrastructure, including its roads, schools, hospitals, and housing stock.

Another factor contributing to the industry’s expansion is its extensive involvement in the real estate market, which Nigerians view as a safer investment asset class and depends on supplies like paint and cement.

In 2021, the sector’s quoted companies reported earnings that increased by 29.6% to N1.12 trillion and are expected to continue growing.

Timeline
· In 1962, the company purchased 6.5 acres of land and built the first paint factory. It began producing high-quality decorative paint under the brand name Robiallac.
· Berger, Johnson & Nicholson acquired the company through an offshore arrangement in 1969.

· As a result, all subsidiaries around the world had to change their names to reflect the new ownership. In Nigeria, British Paints (West Africa) was renamed Berger Paints Nigeria Limited, and the foreign shareholders were Lewis Berger (Overseas Holdings) Limited of the United Kingdom.

· Berger Paints Nigeria Limited was formed by merging two factories in Port Harcourt and Lagos.

· Following the Nigeria Enterprise Promotion Decree of 1972, the owners of Berger Paints Nigeria Limited sold 60% of their shares on the Nigeria Stock Exchange (NSE), becoming the first paint manufacturing company to be quoted on the NSE in December 14, 1973.

· Berger began producing high-quality decorative paint under the brand name Luxol in 1975 and Textcote-fire retardant in 1978 and Procol, an insect repellent paint.

· Berger Paints Limited was renamed Berger Paints Nigeria Plc (BPNPlc) in 1989, and CAB (Overseas Holdings) Limited, United Kingdom, purchased half of the offshore shares in 1997, with the other half acquired through a management buy-out (MBO) scheme.

· PZ Plc of Manchester (UK) was divested in 1998, and its shares were acquired through another MBO scheme. Berger Paints Nigeria Plc was given the exclusive right to manufacture and market all Berger Brands in Nigeria.

· Berger Paints Nigeria Plc. entered into a partnership agreement with KCC Corporation, a heavy-duty coating manufacturing company in South Korea, in 2012 to jointly serve the Nigerian paint and coating market.

CHPTER FOUR
4.1
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, 2025

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, 2025


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, 2025
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, 2025
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, 2025.

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 Berger Nigeria Plc 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, 2025.

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, 2025.

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

	Luxol Premium Silk
	120
	60

	Superstar Standard Gloss
	80
	40

	Total
	200
	100


Source: field survey, 2025.

The above table shows that 120 respondent which represent 60% like. Luxol Premium Silk respondent which represent 40% prefer Superstar Standard Gloss The able shows that most respondent shows more linking for Luxol Premium Silk than Superstar Standard Gloss. 
TABLE 9 OPINION DISTRIBUTION OF RESPONDENT ON BERGER PAINT PRODUCT 

	VARIABLE 
	NO OF RESPONDENT
	PERCENTAGE

	CHEAPER
	90
	45

	BETTER QUALITY 
	70
	35

	TOTAL
	200
	100


Source: field survey, 2025
The table indicates that 90 respondent answers cheaper, 70% answer better quality while 40 respondents said more accessible which represent 45%, 35% and 20% respectively. The table reveals that Berger Nigeria Plc product 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, 2025.
4.2 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.

Result of Hypotheses
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.  
4.3
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 handling, 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. 

This study investigated the satisfaction and retention as a key to business survival, with a specific focus on Berger paints Nigeria 70 well-structured questionnaires were administered and retrieved, forming the basis of the analysis in chapter four. The majority findings from the research are summarized below:

1
A majority of respondents confirmed that their organizations engage in customer activities showings that consumer satisfaction is a prevalent practice in the studies companies.

2 Most customer agreed that consumer satisfaction is a strategies decision in tended to enhance operational efficiency and organizational focus

3 Respondents acknowledged that outsourcing contributed positively to increased productivity, improved product/serve quality, and cost savings.

4 consumer satisfaction enable customers to concentrate on core organizational tasks, which may have enhanced performance and efficiency

5 A significant number of participants reported that their organization faced some challenged such as communication breakdowns, quality inconsistencies from vendors, and job insecurity among staff.

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. Berger Nigeria Plc. 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 Berger Nigeria Plc.

5.3 Recommendations

On the basis of this finding, the following suggestion recommended for consideration by the management of Berger Nigeria Plc.

 
In view of the fact that consumers satisfaction leads to business growth and expansion, hence the management of Berger Nigeria Plc 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 employment of marketing promo- tools of advertisement, personnel selling, sale promotion and publicity, which should be greased 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

QUESTIONNAIRE

SECTION A     

Please tick the appropriate option and  full the space provided .

1. Sex: male (
), female (
)

2. Age: 18-30(
), 31-40 (  ), 41-50 (
), 51 above (  )

3. Marital status: single (
), married (
)

4. Ethics Group: Yoruba ( ) Hausa ( ) Igbo ( ) Others ( )

5. Religion: Islam ( ) Christianity ( ) Traditional ( )

6.  Qualification: BSC (     ), HND (
), NCE/ND (
)
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
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