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ABSTRACT  

This research set out to examine the effect of products quality on customer satisfaction in Anambra 

State manufacturing companies. The Research design employed was survey design. It is a research 

design that study the information gathered from a fraction or percentage of the population.  It was 

employed because people‟s opinions were needed to obtain relevant data in respect of issue on hand 

through questionnaires. The population of the study is made up of two hundred and seven 

manufacturing companies in Anambra State. The hypotheses formulated for the study were tested 

using paired t-test with aid of Software Package of Social Sciences (SPSS) Version 20.0. This was 

done to ascertain the relationship that exists between the two variables. Based on the analysis, it was 

found that the quality of a product has a significant impact on the customer‟s satisfaction, and this in 

turn lead to high performance/efficiency of manufacturing companies. Based on these, the researchers 

therefore recommended that apart from the product quality, there is a need for the customers to put 

into consideration other influencing factors that might affect customers‟ satisfaction, like customer 

services and price. 
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INTRODUCTION  

Number of firms use quality product as a strategic means for competitive advantage and improving 

firm performance (Reed, Lemak, & Mero, 2000). Firms that have won quality awards generally 

outperform other firms with respect to both income measures and stock market value (Hendricks & 

Singhal, 1997). Meanwhile, customers after purchasing products may have doubts in their decision 

making; the only way to manage this uncertainty is to establish a long term relationship with 

customers (Flynn, Belzowski & Haas, 2002).  

Quality practices have been shown to enhance organizational performance for both product and 

service organizations (Powell, 1995). Lars, Michael, Anders (2001) investigate how key internal 

quality practices of product versus service organizations from 482 companies in Sweden. Euphemia 

and Sian (2010) examine the impacts of the retail service quality dimension and the product quality 

dimension on customer loyalty in Hong Kong. Awad and Zahari (2014) addressed the customer 

satisfaction in an immigration department at Saudi Arabia. Asghar, Mohammad, Seyed, Khaled and 

Seyed (2011) address the relationship between customer service and product quality with customer 

satisfaction and loyalty in the context of the Indian automotive industry. Zahra and Mohammad 

(2015) examine which factors influence customers‟ satisfaction and customers‟ commitment in Iran‟s 

auto industry. Little was discussed about how firms view what they do, how well they do it and its 

consequences as it concerned there customer thereafter in our local context. Rather, the growing body 

of research on products quality and customer‟s satisfaction has focused mainly on foreign countries. It 

therefore an issue for further study in Nigerian context, this research therefore set out to examine the 
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effect of products quality on customer satisfaction of manufacturing companies in Anambra State, 

Nigeria. 

 

REVIEW OF RELATED LITERATURE 

Product Quality  

Quality has been an elusive concept in automotive industry. It is the totality of features and 

characteristics of a product or service that bears on its ability to satisfy given needs (Chavan, 2003). If 

a product fulfills the customer‟s expectations, the customer will be pleased and consider that the 

product is of acceptable or even high quality. While studies on the way in which quality affects 

customer satisfaction have been going for more than two decades, most of the research on how quality 

affect satisfaction and loyalty in the past has focused largely in pure product (Steenkamp, 1990) in 

Asghar, et al, (2011) or pure service settings (Brady and Cronin 2001, Oliver 1999). Some of Product 

quality Criteria in automotive industry includes:  

i. Safety , Comfortable and air pollution  

ii. Ergonomics Requirements (Working distance, Clearance ,Weight)  

iii. Product design  

iv. Functional qualities, such as output or kilometer per liter (VVC, 2007; UNIDO, 2006; and 

Falck et al, 2010)  

Garvin (1987) proposed the most comprehensive definition of product quality, with the following 

eight attributes:  

Performance: Product‟s primary operating characteristics.  

Features: Additional features or the „bells and whistles‟ of the product.  

Conformance: The extent to which a product‟s design and operating characteristics meet established 

standards.  

Reliability: The probability that a product will operate properly over a specified period of time under 

stated conditions of use. 

Durability: The amount of use the customer gets from a product before it physically deteriorates or 

until replacement is preferable. 

Serviceability: The speed, competence and courtesy of repair. 

Aesthetics: How a product appeals to our five senses. 

Customer-perceived Quality: Customer perception of a product‟s quality based on the reputation of 

the firm. Although Garvin‟s eight-dimension framework first appeared in 1984. Rose and Nabil 

(2002) Madu , Kuei , and Lin (1995) used „ price‟, „product features‟ and„ product reliability ‟ as 

some of the key indicators operationalizing the „ customer satisfaction ‟ construct.  

 

Satisfaction 

The first study measuring satisfaction was conducted by Cardozo in 1965 and it showed that product 

quality, overall purchase expectations and experiences all influence customer satisfaction. Satisfaction 

can be defined as a “psychological state resulting when the emotional surrounding disconfirmed 

expectations is couple with the customer‟s prior feeling about the consumption experience” (Oliver, 

1981). Satisfaction is “the customer‟s feeling about the gap between customer‟s expectations towards 

a company, product or service and the perceived performance of the company, product or service” 

(Looy, Gemmel, & Dierdonck, 2003).  

Traditionally, satisfaction has been conceptualized as a product-related knowledge judgment that 

follows a purchase act or a series of consumption experiences (Yi, 1990). In other words, satisfaction 

is defined as an evaluation of a product and service experience (Wu, 2006). Satisfaction can be 

classified in two ways: overall satisfaction and transection satisfaction. 

Overall satisfaction means that a customer‟s evaluation of a brand is based on their previous 

experience. Transection satisfaction refers as the assessment of a customer resulting from a specific 

purchase experience. Customer satisfaction is considered a fundamental determinant of long-term 

customer manners (Yi, 1990), and overall evaluation of service that shapes future interactions (Toelle, 

2006). In the context of relationship marketing, satisfaction is conceptualized as an element of the 

relationship quality concept (Crosby, Evans, & Cowles, 1990). Therefore, there is a need to develop a 

model to explore factors influencing customer satisfaction of auto industry in Iran that may differ 
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from that found in other studies. Quality (products and after-sell service) and price are supported as 

drivers of customer satisfaction. 

 

Customer Satisfaction  

Customer satisfaction has been defined in various ways, but the conceptualization, which appears to 

have achieved the widest acceptance, is that satisfaction is a post-choice evaluative judgment of a 

specific transaction (Bastos & Gallego, 2008). Oliver (1997) defines satisfaction as the consumer's 

fulfillment response, it is an evaluation of the features of products or services, or assessment of a 

product or service offered and measure whether the level of its fulfillment is satisfactory or 

unsatisfactory. Zeithaml and Bitner (2000) defined Customer satisfaction as customers' evaluation of 

the product or service in terms of achieving their needs and expectations. Customer satisfaction 

considered as conceptualized customers' assessments about quality of service of terms the gap 

between expectations and perceptions of service performance level (Parasuraman, Zeithaml & Berry, 

1985). They showed the differences of the "expectations" meaning where there are two meanings for 

the term "expectations" in the service quality literature and consumer satisfaction literature. In the 

first, it means viewed as desires or wants of consumers, i.e., what they feel a service provider should 

offer rather than would offer (Petr, Jiří & Maria, 2014). On the other hand, in the latter, it means is 

viewed as predictions made by consumers about what is likely to happen during an impending 

transaction or exchange. They developed an instrument for measuring service quality offered by 

service organizations called SERVQUAL. This instrument has five dimensions (reliability, 

responsiveness, assurance, empathy, and tangibility).  

Customer satisfaction is the result of a customer‟s perception of the value received in a transaction or 

relationship – where value equals perceived service quality relative to price and customer acquisition 

costs (Hallowell, 1996). 

While the literature contains significant differences in the definition of satisfaction, all the definitions 

share some common elements (Giese and Cote, 2002). When examined as a whole, three general 

components can be identified (Asghar, el tal, 2011):  

1. Consumer satisfaction is a response (emotional or cognitive);  

2. The response pertains to a particular focus (expectations, product, consumption experience, etc.);  

3. The response occurs at a particular time (after consumption, after choice, based on accumulated 

experience, etc).  

 

Empirical review  

Petr, Jiří and Maria (2014) present an analysis of quality, customer satisfaction and business 

performance in food industry. The main objective of the research is to determine the influence of 

quality on customer satisfaction and on business performance and competitiveness. In particular, this 

paper answers the following research question: Does the quality of a product result in a satisfied 

customer and thereby in a well-performing business? Therefore, satisfaction was examined by the 

means of a survey using questionnaires, and the performance was measured by financial data. They 

managed to find a correlation between the main factors, although partial results were due more factors 

mostly statistically insignificant.  

Lars, Michael, Anders (2001) analyze and investigate how key internal quality practices of product 

versus service organizations (employee management, process orientation, and customer orientation) 

influence customer satisfaction and business results. Using a national quality survey from 482 

companies in Sweden, their analysis shows that for product organizations, internal quality practices 

influence customer satisfaction and business results primarily through an organization‟s customer 

orientation. For service organizations, both customer and process orientation impact customers 

directly, and employee management has a direct impact on business results. The research also 

supports the claim that organizations with a quality foundation are in a better position to adopt a 

customer orientation.  

Euphemia and Sian (2010) examine the impacts of the retail service quality dimension (that is, 

Personal Interaction, Policy, Physical Aspects, Reliability and Problem Solving) and the product 

quality dimension (including Features, Aesthetics and Customer-perceived Quality) on customer 

loyalty. It focuses on the store and staff levels of retail relationships, in particular on a specific sector 
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of the retail industry, the curtain retail sector. Data were collected through a survey of existing 

customers of a window fashion gallery and further coded using the Statistical Package for the social 

sciences. The study shows that only three dimensions (Physical Aspects, Reliability and Problem 

Solving) are positively related to customer loyalty to store, and one dimension (Personal Interaction) 

of retail service quality is positively associated with customer loyalty to staff. By contributing to the 

body of knowledge in this area, this research adds significant and valuable information on the 

marketing behaviour of customers in the curtain industry, which will be novel to many readers. 

Zahra and Mohammad (2014) examine which factors influence customers‟ satisfaction and 

customers‟ commitment in Iran‟s auto industry. A conceptual model of satisfaction and commitment 

in Iran‟s auto industry is proposed in which quality and price of product affect satisfaction and 

commitment through the mediating role of relationship quality. This conceptual model may provide 

great perspective for Iranian researchers in the field of marketing. 

Awad and Zahari (2014) explore the mediating role of employee involvement in the links between 

management commitment to service quality, employee performance, and customer satisfaction in an 

immigration department at Saudi International Airports. Self-administered questionnaire was used in 

this study to collect the related data to examine the relationship between management commitment to 

service quality and employee involvement and how employee involvement affects employee 

performance and customer satisfaction and test whether employee involvement mediates the 

management commitment to service quality, employee performance, and customer satisfaction. Data 

was collect through distributing two kinds of questionnaires, one for frontline employees to measure 

management commitment to service quality, employee involvement, and employee performance, and 

another for their customers to measure their satisfaction. 

Asghar, Mohammad, Seyed, Khaled and Seyed (2011) address the following questions that are 

becoming increasingly important to managers in automotive industries: is there a relationship between 

customer service and product quality with customer satisfaction and loyalty in the context of the 

Indian automotive industry? If yes, how is the relationship between these four variables? The 

automotive industry in India is one of the largest in the world and one of the fast growing globally. 

Customer satisfaction and loyalty are the most important factors that affect the automotive industry. 

On the other hand, Customer service can be considered as an innate element of industrial products. 

Customer service quality, product quality, customer satisfaction and loyalty can be measured at 

different stages, for example, at the beginning of the purchase, and one or two years after purchase. 

The population of the study is all of the Tata Indicia car owners in Pune. Hypotheses of the study will 

be analyzed using regression and ANOVA. Results of the study show that there are high positive 

correlation between the constructs of customer service and product quality with customer satisfaction 

and loyalty. 

Little was discussed about how firms weigh their action, how well was it and its consequences as it 

concerned their customer thereafter in our local context. 

 

METHODOLOGY 

Research Design  

The Research design employed was survey design. It is a research design that study the information 

gathered from a fraction or percentage of the population.  It was employed because people‟s opinions 

were needed to obtain relevant data in respect of issue on hand through questionnaires.  

Population of the Study 
The population of the study is made up of two hundred and seven manufacturing companies in 

Anambra State. The elements of the population consist of their staff except the security men and 

messengers.   

Sample Size of the Study 
Stratified sampling technique was employed for the study, the companies were grouped into five 

stratums and random sampling technique was employed in selecting three each from strata one and 

two; and two from strata three and one each from strata four and five. The number selected from each 

stratum represents the proportion of the number of companies in the strata in relation to all the 

manufacturing companies. The stratums are; Buildings, Vehicles, Medicine/Agriculture and 

Consumer/House items, Food items.  
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Table 1: Companies randomly selected for the study; 
S/N Companies  No of 

Questionnaire 

1 Cutix plc 10 

2 Chartered 

Aluminum 

10 

3 First Express 

Aluminum 

Company ltd 

10 

4 Ibeto  Group of 

Company 

10 

5 Uru Industry ltd 10 

6 Louis Carter 

Group 

10 

7 Jimex Industry 

ltd 

10 

8 Chicason Group 

of Company 

10 

9 Tummy Tummy 

Foods ltd 

10 

10 Aqua Ruben 

Table Water 

10 

 
Method of Data Analysis                  

The hypotheses formulated for the study were tested using paired t-test with aid of Software Package 

of Social Sciences (SPSS) Version 20.0. This was done to ascertain the relationship that exists 

between the two variables.  

Decision Rule  

A mean score of 3.0 and above indicates positive responses i.e. Agree. Any statement of mean score 

below 3.0 is negative response i.e. Disagree. 

 

PRESENTATION AND ANALYSIS OF DATA 

Data Presentation  

A total of 100 questionnaires were distributed to staffs. Was able to retrieve 81 of the questionnaire as 

shown in the table below and was used in analysis of the study. 

Research Question 1 

Table 2: The response of the respondent to what extent quality of products has affected the customer’s 

satisfaction in Anambra State manufacturing companies. 

S/N Statements SA 

 

A 

 

UN     D   SD  Tot Mean 

1 The customer‟s satisfaction is based on the quality of a 

product and the degree at which it can be demonstrated by 

comparing the product to that of other competitors. 

30 

(150) 

33 

(132) 
9 (27) 

6 

(12) 

3 

(3) 

81 

(324) 

4.00 

2 Quality of products improved on the patronage of the 

company‟s customers. 

26 

(13) 

 

29 

(116) 

11 

(33) 

9 

(18) 

6 

(6) 

81 

(303) 

3.74 

3 Quality of products is one of the medium used by the 

customers for performance appraisal in manufacturing 

company. 
28 

(140) 

30 

(120) 

8 

(24) 

10 

(20) 

5 

(5) 

81 

(309) 

3.81 

4 Company‟s products bring about the number of customers 

that will be attracted to patronize their products. 

31 

(135) 

30 

(120) 

7 

(21) 

7 

(14) 

6 

(6) 

81 

(316) 

3.90 

5 The customer satisfaction is ability of manufacturing 

company with meeting customer requirements of a product. 

29 

(145) 

30 

(120) 

12 

(36) 

5 

(10) 

5 

(5) 

81 

(316) 

3.90 

Source: Field Survey 2017  

 

Olise & Ojiaku ….. ..Int. J.  Business & Law Research 6(1):39-47, 2018 

 

Ok 

   



44 

 

Research Question 2 
Table 3: The response of the respondent to what extent the quality of products has affected the 

performance of manufacturing companies in Anambra State. 

S/N Statements SA  A UN D   SD   Tot Mean  

6 The effectiveness of products, enhance their 

chances of survival in a competitive 

environment. 

28 

(140) 

35 

(140) 

8 

(24) 

6 

(12) 

4 

(4) 

81 

(320) 

3.95 

7 The quality of goods produced allows 

management to evaluate the company 

performance and set future expectation. 

27 

(135) 

33 

(132) 

9 

(27) 

7 

(14) 

5 

(5) 

81 

(313) 

3.86 

8 The quality of a company‟s product increases 

the company chance of survival.  

26 

(130) 

31 

(124) 

9 

(27) 

11 

(22) 

4 

(4) 

81 

(307) 

3.79 

9 When a company satisfied customer, it will has a 

significant impact on their performance. 

25 

(125) 

34 

(136) 

12 

(24) 

6 

(12) 

4 

(4) 

81 

(313) 

3.86 

10 Companies use their products to take corrective 

action in order to improve on their efficiency. 

28 

(140) 

30 

(120) 

8 

(24) 

10 

(20) 

5 

(5) 

81 

(309) 

3.81 

Source: Field Survey 2017  

 

 

Hypothesis one 

Quality of products does not affect the customer‟s satisfaction in Anambra State manufacturing 

companies. 
Table 4: Applying the mean score for testing hypothesis one extracted from table 2 

Questions  X Y 

1 3 4.00 

2 3 3.74 

3 3 3.81 

4 3 3.90 

5 3 3.90 

 

Table 5: Paired Samples Statistics 

 Mean N Std. Deviation Std. Error Mean 

Pair 1 
x 3.0000 5 .00000 .00000 

y 3.8700 5 .09899 .04427 

 

Table 6: Paired Samples Test 

 Paired Differences t df Sig. (2-

tailed) Mean Std. 

Deviation 

Std. Error 

Mean 

95% Confidence Interval of the 

Difference 

Lower Upper 

Pair 1 x - y -.87000 .09899 .04427 -.99292 -.74708 -19.651 4 .000 

 
From the above table, the mean of y is 3.870 as against x which is 3.00. In this case the mean of y is 

higher than that of x (the mean score). Looking at the mean score table 4.3.4, the mean scores of y are 

not by chance hence score above the bench mark indicate positive response. By implication, Budget 

preparation and implementation as management accounting information positively influences decision 

making in manufacturing companies. Based on this, the study rejects null hypothesis and accept the 

alternative hypothesis which state that quality of products affect the customer‟s satisfaction in 

Anambra State manufacturing companies. 
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Hypothesis two 

Ho: Quality of products has no effect on the performance of manufacturing companies in Anambra 

State. 

Table 7: Applying the Mean Score for Testing Hypothesis Two extracted from table 3 
Questions  X Y 

1 3 3.95 

2 3 3.86 

3 3 3.79 

4 3 3.86 

5 3 3.81 

 

 

Table 8: Paired Samples Statistics 

 Mean N Std. Deviation Std. Error Mean 

Pair 1 
X 3.0000 5 .00000 .00000 

Y 3.8540 5 .06189 .02768 

 

 

Table 9: Paired Samples Test 

 Paired Differences t Df Sig. (2-tailed) 

Mean Std. 

Deviation 

Std. Error 

Mean 

95% Confidence Interval of the 

Difference 

Lower Upper 

Pair 1 x – y -.85400 .06189 .02768 -.93084 -.77716 -30.856 4 .000 

 

From the above table, the mean of y is 3.854 as against x which is 3.00. In this case the mean of y is 

higher than that of x (the mean score). Looking at the mean score table 4.3.7, the mean scores of y are 

not by chance hence score above the bench mark indicate positive response. By implication, analyzing 

Budget Variance as management accounting information positively affects decision making in 

manufacturing companies. Based on this, the study rejects null hypothesis and accept the alternative 

hypothesis which state that quality of products has effect on the performance of manufacturing 

companies in Anambra State. 

 

CONCLUSION AND RECOMMENDATION 

Obviously, the quality of a product is not the only influencing factor for customers‟ satisfaction; 

however it has a significant impact on the satisfaction of customers, this in turn lead to high 

performance/efficiency of a company. Meanwhile, the survival of a manufacturing company in a 

competitive environment depends deeply on the quality of products it‟s produced in a long run. 

Conclusively, customer satisfaction can be understood in a wider sense as ability of a company in 

meeting with customer requirements of a product. This apparently contributed in the future purchase 

and patronage of the product and with a recommendation of other buyer to buy that product. In 

addition, the customer‟s satisfaction is based on the quality of a product and the degree at which it can 

be demonstrated by comparing the product to that of other competitors. 

Based on these, researchers therefore recommended that apart from the product quality, there is a need 

for the customers to put into consideration other influencing factors that might affect customers‟ 

satisfaction, like customer services and price.  
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