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Abstract

Customer satisfaction is the key to the long-term survival of any business. In line with
this, business owners and researchers are usually interested in factors that affect customer
satisfaction. This study examines the influence of total quality management, service
quality, and customer satisfaction in SME’s in the Ibadan Metropolis, Oyo state. The
study adopted a descriptive survey research method. The population encompassed
residents of five local governments in Ibadan out of which 384 were system 'cally

selected as the study sample. The research instrument is a structured questionn ata
was analysed using descriptive and inferential statistics. The results show total
quality management as a variable has a significant influence on customer satisfaction. It
was also found that service quality has a significant impact on custu% ction. In

addition, the test of hypothesis also revealed that the combination\of total quality
management and service quality has a significant impact on e% enquality, although
total quality management was more significant than service qu 5,%“ e study concluded
that Total Quality Management (TQM) practices and servi ity both play a crucial
role in determining customer satisfaction. It was thereforefecommended that SMEs should
prioritize the adoption and implementation of Total Qu Management (TQM) practices,
including continuous improvement, streamlined proc% employee involvement.

Keywords: Customer Satisfaction, Cusk{:ﬁa&ywes Total Quality Management, service

quality, SMEs.

Word Count: 208 Q:b‘
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Chapter One
Introduction

1.1 Background to the Study

Customer satisfaction is an important concept for all businesses, including Small and
Medium-sized Enterprises (SMEs). It refers to the degree to which customers are happy
with the products, services, and overall experience provided by a business@ﬁtg%Es,
customer satisfaction can be a critical factor for success and growth, .N%n lead to

repeat business, positive word-of-mouth recommendations, and in¢reas€d profitability!.
\5 B

Customer satisfaction is a psychological state which is inﬂ@ several factors. To

properly understand the concept of customer satisfaction,&% important to understand all

of its dimensions which have been identif@nclude expectations, perceived

performance, and disconfirmation?. . @

Customer satisfaction is often a ﬁmc@ customer’s initial expectations. Customers have
a set of expectations for the@t or service they are purchasing. These expectations
are influenced by the customer's past experiences, marketing messages, and word-of-
mouth recommen@i)@%ustomer expectation is a key concept in customer satisfaction
research, as it s the basis for customers' satisfaction judgments. It refers to the level
of servicg%erformance that customers anticipate from a product or service based on
th@t experiences, word-of-mouth recommendations, and marketing communications.
Research has shown that customer expectations play a significant role in determining
customer satisfaction. If a product or service meets or exceeds customer expectations, the
customer is likely to be satisfied. Conversely, if a product or service falls short of

customer expectations, the customer is likely to be dissatisfied®.



Going by the perceived importance of customer satisfaction to the growth and long-term
survival of SMEs, it is important to understand and management customer’s expectation®.
As a result SMEs must set realistic expectations by communicating clearly and honestly
about their product or service's performance capabilities. This can help to prevent
customers from forming unrealistic expectations that are unlikely to be met. Another
approach is to exceed customer expectations by delivering superior perf«@éﬁe or

service. This can be done by offering modest promises while deliverin @%@m quality.

This can be accomplished by identifying areas where the SMEjsean“differentiate itself
from competitors and focusing on delivering exceptiona%éa\eto customers. Several
studies have provided evidence for the importance o .@mer expectations in customer
satisfaction. For example, a study of hotel guestsﬂéd that customer expectations were a

key determinant of satisfaction, with gu s%o ad high expectations being more likely

to be satisfied when their expectatio@ere met. Customer expectation can be positively

or negatively linked to perce%&d%ﬁ%rmance of products and services.

Perceived performance @?t'ﬂer key concept in customer satisfaction research. It refers
to a customer's @%on of a product or service based on their perceptions of its
performan @her than on objective measurements of its actual performance. This
con @ important because it helps to explain how customers form their satisfaction
judgments, and it has implications for businesses seeking to improve customer
satisfaction. Satisfaction with a product or service is based on their perception of its
performance relative to their expectations. When customers of SMEs purchase goods or
access services from them, they already have some form of expectation which can be

based on the marketing and promotion activities of SMEs and/or the observed



performance of similar products and services. According to the perceived performance
model, a customer's If the product or service performs better than expected, the customer
is likely to be satisfied. Conversely, if the product or service performs worse than
expected, the customer is likely to be dissatisfied’. Several studies have provided
evidence for the importance of perceived performance in customer satisfaction. For
example, a study of restaurant customers found that perceived quality (a co%&:‘bnt of
perceived performance) was a significant predictor of customer .&g@tion and

behavioral intentions®. Another study of automobile buyers ‘%r%d that perceived
a

6

performance was a key determinant of customer satisfaction @y yP.

Q

In order to mitigate the impact of perceived perf(z@l ¢ on customer’s satisfaction,
experts have suggested several strategies. One a ch is to ensure that the product or
service meets or exceeds customer e .?Qo . This can be accomplished by using
customer feedback to identify areas %ye the business may be falling short and making
improvements accordingly. wg& approach is to manage customer expectations by
setting realistic performaug%stgmdards and communicating them to customers’. That is to
say, SMEs shoulc@)@%me more function than their products or services can actually
accomplis '%chan help to reduce the likelihood of negative disconfirmation and

improve overall customer satisfaction.

D&rmation is the subject judgment of a customer about whether products and
services they have consumed meet their expectation and performance as advertised. It is
an important aspect of understanding customer satisfaction, as it helps to explain how
customers form their evaluations of products and services. The disconfirmation concept

proposes that customer satisfaction is based on the gap between the customer's



expectations and their perception of the actual performance of the product or service®.
Small and Medium-sized Enterprises (SMEs) all over the world, including in Nigeria
often oversell their products during adverts and promotions. As a result, when the actual
performance meets or exceeds expectations, customers experience positive
disconfirmation, and are likely to be satisfied with the product or service. On the other

hand, when the actual performance falls short of expectations, customers é&lence

negative disconfirmation, and are likely to be dissatisfied’. E‘\QO

Research has shown that the magnitude of the disconfirmation, ihhave a significant
impact on customer satisfaction. Customers who e&%ce a small positive
disconfirmation gap are likely to be satisfied, while.a@mers who experience a large
negative disconfirmation gap are likely to be%ﬁsﬁed. Overall, understanding the
concept of disconfirmation 1is impo@%{ SMEs looking to improve customer
satisfaction. By understanding the ex@aﬁons and perceptions of their customers, SMEs
can work to close the disco@ion gap and create a positive customer experience.
From the foregoing, it caq%qdeduced that customer satisfaction is achieved when the
perceived perfor@n)@ a product or service meets or exceeds the customer's
expectatio is led to confirmation of the expectation. On the other hand, when the
perceiv%p‘%)rmance is lower than expectation, it leads to disconfirmation which results
in@tisfaction. By understanding the factors that influence customer satisfaction,

businesses can identify areas where they need to improve their performance and exceed

customer expectations.

Customer satisfaction is also a much-desired target for businesses since satisfied

customers are more likely to buy more, return to the store and also refer by words of



mouth to others. Customer satisfaction has to be one of the essential characteristics that
all businesses should be focused on. Any SME aiming for competitive advantage should
be satisfying its customers better than its competitor. In response to the increasingly
competitive marketplace, small and medium-scale (SMEs) businesses are continually
seeking strategies to increase profit. These strategies often concentrate on improving
service quality thus increasing customer satisfaction and building trust a@%king
loyalty. While customer satisfaction is not totally dependent on a busin. ?@nization,
there are certain things that are within its control which can4 enhance customer’s
satisfaction. Among the factors that can ensure customers seié\\tfon are service quality

and total quality management. . '$%

S

Total Quality Management (TQM) is an approa&nanaging organizations that focuses
on continuous improvement in quality, .d:&siv y, and customer satisfaction. TQM is a
customer-focused approach that em@izes the involvement of all employees in the
organization in improving the‘&wa?ﬁ/ of the product or service’. TQM is also described as
a comprehensive managem%tosystem that includes various techniques and tools to ensure

that the organizat@s)%o%cts and services meet or exceed customer expectations. These

techniques Ea@wols include statistical process control, benchmarking, continuous
e

, and employee involvement.

improves

Tota;;guality Management is defined as a shift in the way the organization is managed,
which is to include focusing the energies of the firm or organization on the continuous
improvements of all processes and functions, and above all the different stages of work or
routine, as quality is nothing more than knowledge of customers desires and converting

theses into specifications that fulfill customer’s needs'®. That is, SMEs should adopt a



strategy of continuous improvement of internal and external operations of service, and
they must strive to provide quality services to their client that exceed their needs. In as
much as TQM is concerned with client satisfaction via expectation confirmation and
satisfying the perceived performance measurement of the customer through process
quality, and product quality. The goal of TQM is to create a culture of continuous
improvement in the organization by empowering employees to take owner%& the
quality of their work and by encouraging them to seek out way‘s% ve their

processes. By creating a culture of continuous improvement, TQM m'% o reduce defects,

°
improve efficiency, and increase customer satisfaction'!. @

TQM has been shown to be effective in improvi‘@é quality and productivity of
organizations. For example, a study of a m cturing company found that the
implementation of TQM led to a 20% r@)@@n defects and a 35% reduction in scrap
and rework costs!?2. Another stu%' of a service organization found that the
implementation of TQM led{to 0% reduction in customer complaints and a 30%
increase in customer sati&%ﬁpn”. TQM is a customer-focused management approach
that emphasizes @% us improvement in quality, productivity, and customer
satisfactio I@\\udes various techniques and tools to ensure that products and services
meet or g%i customer expectations, and its goal is to create a culture of continuous
im@ment in the organization. TQM has been shown to be effective in improving the
quality and productivity of organizations and has gained widespread popularity in the

business world.

In the context of Nigeria, majority of SMEs often lack the resources, capability or

willingness to institute proper TQM. Due to their size and the financial pressure they face



some SMEs are often more interested in making profits than focusing on the quality of
their products. Hence, regulating bodies like Standard organization of Nigeria (SON),
National Agency for Food and Drug Administration and Control (NAFDAC). These
organizations are fully involved in the process of benchmarking and continuous process
improvement of the entire process. This means that set standards for goods produced and
services provided in the country. They also monitor activities of producers andﬁe&ors to
ensure compliance with the stands and punish those who offer poor qu .ﬁx%ducts for

the citizens. The role of standard organizations in TQM is of {n.?st importance in

Nigeria due to the current business environment. %‘\\‘
&>

Nigeria’s economy is currently under the siege of .L@ndard products ranging from
household goods, body care products, to food 1 . These substandard products pose
great challenge to the government reguléﬁéﬂt itions, consumers, and the entire public.
This is a result of the threat posed b influx, domestic production, and circulation of
substandard products, hence@uality control measures have been put in place by
SON. The major functio SON is to ensure the standard of the product is in line with
the quality conf@)@%ures of each and various products. Domestic Product
standardizatio ails onsite inspection and participation at the factory to ensure that
=

items Ofd

TheNnain aim of these activities is quality control which is aimed at identifying and

ction conform to the approved Nigerian industrial and mandatory standards.

fixing the defect, the gap between having standard goods and substandard goods in

circulation'.

However, experts have observed some challenges to the ability of organizations such as

SON to stimulate TQM in SMEs. One of the challenges cited is the absence of



international accredited laboratory. SON does not have the right to declare foreign
product substandard, because the laboratories available are not accredited to certain level
and does not even meet the minimum standards of a testing laboratory which can be said
to be effective from poor funding. As a result, while SON sets standards for products and
services produced and marketed by SMEs in Nigeria, it lacks adequate capacity to ensure
that those standards are adhered to. Given the importance of TQM it would %&1 to
understand what influence effective standardization would have on the : ctices of
SMEs and how this would affect customer satisfaction. ) \‘% -

SME:s are required to follow the standard put in place by S%%\IGH providing goods and
commodities to the public. When there is compl'. h@to the standards set by the
organization and prompt sanctions placed on of’ g SMEs, TQM becomes a way of
life for all business. As this happens, q '.yésc es the watchword of SMEs in Nigeria
and the era of customer uncertainty ONat they are getting will be in the past. Currently,
many Nigeria often prefer f@‘%@ood to made-in-Nigeria equivalents because of poor
quality. Some would evenprefer to buy second hand items imported from other countries
because of the c@%&that they are of higher quality to similar ones produced in
Nigeria even éhey are brand new. This has come to impact on the SMEs themselves
who have become threatened by the importation of foreign goods. However, TQM which

of@y much attention to the products and services being offered is not the only factor

in customer satisfaction, another factor that has been identified is service quality.

Service quality refers to the extent to which a service meets or exceeds customers'
expectations. It is a measure of the overall satisfaction a customer has with a service and

encompasses various aspects such as responsiveness, reliability, assurance, empathy, and



tangibles (physical facilities, equipment, and appearance of personnel). Delivering high-
quality service is important for customer retention, loyalty, and positive word-of-mouth,
which ultimately leads to increased revenue and profitability for the business. The
concept of service quality refers to how well a service meets or exceeds customers'
expectations and needs. It is an important aspect of any service-based business, as
customer satisfaction and loyalty are crucial to the success of such organiz@ The

measure of service quality include responsiveness, reliability, assuran '\gﬁathy, and

tangibles (service quality) \%"

Responsiveness measures the promptness and Willingne%%le service provider to
provide assistance or respond to customer reques‘@ncludes factors such as how
quickly the service is delivered, how easy it is t tact the service provider, and how
well the service provider communicates C.‘i)\ ustomer. For SMEs such as those in the
fast-moving consumer goods sector%gponsiveness is important. Queues must not be

long and floor managers and%%isors should be around to attend to customer queries.

In additions, the service sb%d\be reliable.

Reliability meas@%e consistency and dependability of the service provider in
deliverin @Vlce as promised. It includes factors such as the accuracy of information
pr%@t e ability to meet deadlines, and the overall consistency of the service
experiénce. It is important for SMEs to be consistent in meeting users’ expectations.
Supermarkets and megastores are expected to be open every day for as long as possible
and be stocked with everything a consumer needs. In line with this, a reliable SMEs is
one which is always open to customers and able to provide what they need exactly the

way they want it. The SMEs and their employees must also demonstrate assurance.



Assurance measures the knowledge, competence, and credibility of the service provider.
It includes factors such as the professionalism of the service provider, the degree of
trustworthiness and honesty, and the ability to inspire confidence and trust in the
customer. SMEs such as supermarkets and others who trade in goods and services thrives
on customer trust and respect. To achieve this, they must demonstrate transparency in
their dealings. For instance, people often complain of petrol attendants that ﬁ\(grely
dispense full measure of fuel so motorists would avoid filling station wi X @\%@eputation.
In the same vein, customer would avoid store where sales people 4%e'r% cheat people out

their change, demonstrate incompetence, and lack of proper}@@o ment befitting their

roles. This dimensions is closely related to that of empatl&k%

Empathy is a dimension of service quality that t@s on the extent to which the service
provider demonstrates care and conce .f\ﬁ}o stomer. It includes factors such as the
ability to understand the customer's@ds and preferences, the degree of personalized
attention provided, and the willingaess to listen and respond to the customer's feedback.
Customers who comes tm%e{markets and mega stores want to be treated with dignity
irrespective of their l%gmings. This often involves how sales people handle customers
with vario t@wrament and demands. It is important for those who attend to customers
to showQun rstanding, even when the customers’ demands seems unreasonable. Indeed,
el(@ children, pregnant women and others like them demand special attention which
may go beyond what is ordinarily accorded other customers. Most importantly, empathy
ensures that customers are not embarrassed, inconvenienced or made to feel
unappreciated. All of these dimensions would be more achievable in a welcoming

environment

10



The dimension of service quality speaking to the business environment is tangibility.
Tangibles measure the physical and tangible aspects of the service experience, such as the
appearance of the service provider, the cleanliness and attractiveness of the physical
environment, and the appearance and functionality of equipment or tools used in the
service delivery. SMEs, irrespective of their size must present an attractive front to the
customers. Clean, well laid out premises with good ambience and orderliness %égial.
The business premises should not be too noisy, rowdy or poorly venti .éd?@the same
vein, those who attend to customers should be made to appear welkturn out. In response
. \ %
to this, many supermarkets and megastores often kit their ste@mi orms. However, the
challenge is that there is often lack of adequate re %en to the extent that some
uniforms are worn, wrinkled and look shabbily@ same vein, others who do home

delivery often use unkempt dispatch ridei@diﬂy and rickety motorcycles. This can

put of customers and make them reco‘&i' eir patronage of such business.

The changes in both local z@al competition have led SMEs to see the need to
improve their efﬁcienciex.%chactiveness in other to effectively compete. Any business
around the world @%&n its customers, product and profit always and that is why it is
necessary @tﬂhem as king of the market. There are five scopes significant for
customer satisfaction via service quality in which loyalty lies including Tangibility,
reli@(y, responsiveness, assurance, and empathy. Moreover, service quality is divided
into two parts which are technical and functional quality, technical refers to what
customers serviced, and functional to service delivery processes. Service quality can be
assessed using various methods, including customer feedback surveys, mystery shopping,

and service evaluations. Customers' perceptions of service quality are influenced by

11



many factors, including the quality of the physical environment, the responsiveness and
friendliness of the service provider, the speed and accuracy of service delivery, and the

reliability and consistency of the service.

Several models and frameworks have been developed to help organizations understand
and measure service quality. Improving service quality requires a commxt t to
continuous improvement and a customer-centric approach. Organization %&sten to
their customers' feedback and take action to address any issues or coﬂ% ining and
development programs can also help service providers deli igh-quality service
consistently. Service quality refers to how well a servwe@@or exceeds customers'
expectations and needs. It is assessed using various %ods and influenced by many

¥

factors. Improving service quality requires a co&ent to continuous improvement and

a customer-centric approach. C;\\o

Customer satisfaction is highly@ortant to SMEs especially those who run
supermarkets and mega stoés\%e competition is high and customers have several
choices which makes o' be critical of where they shop. A business that fails to
satisfy customers %ore ikely to be left with few customers. Lack of customers means
low sales @ which can be fatal to the survival of SMEs in Nigeria. Already. It has
bee @1 d that majority of SMEs rarely last till the fifth year of being established.
T&y be due to customer dissatisfaction. As a result, a holistic approach is suggested
to measure factors that can ensure customers satisfaction. In line with this, the study
examine the influence of total quality management and service quality on customers’

satisfaction focusing on SMEs in the Ibadan Metropolis Oyo State, Nigeria.

12



1.2 Statement of the Problem

Small and medium-sized businesses (SMEs), particularly those in Nigeria, place a high
value on customer happiness. Customers are the cornerstone of every organizational
structure, and for businesses to be profitable over the long term, they must continue to
address consumer requirements. Consumer’s satisfaction depends on how closely a
products performances matches consumer expectations; when it doesn’t, there @ous

discontent. A happy is more likely to become a devoted supporter, s‘%%ell of the

company and bringing in new customers. As a result, increased sales revenue acts as a
Y
stimulant for total company growth and profitability. %\

Q

On the other hand, unhappy customers cut links with ,@company and spread negative
reviews, which might result in lower sales and\even business failure. This pattern is
especially noticeable in Nigeria, wher h@gsive discontent among customers has

pushed some people to solely choo% known brands over second-hand imported

alternatives. \)Q:bd

While existing scholarship~sprédominantly delves into how customer satisfaction impacts
SMEs, the focal pointshas’typically been on its correlation with business performances,
profitabilit @xrowth. Although these studies underscores the significance of customer
satisfac@n, hey remain limited to advocating its prioritization without extensively
ex@g the underlying causative elements. In light of this gap, this research undertakes
an investigation into the role of total quality management, service quality in influencing
customer satisfaction, concentrating on SMEs within the Ibadan Metropolis, Oyo State,

Nigeria

1.3 Aim and Objectives of the Study

13



The aim of the study was to investigate the influence of total quality management, service
quality, and customer satisfaction in SME’s in the Ibadan Metropolis, Oyo state. The

objectives were to;

1. identify the level of customers satisfaction in SME’s in the Ibadan Metropolis;

ii.  identify the level of total quality management activities in SME’s in the @Ea‘dan
Metropolis; . @'&\

iii.  identify the level of service quality in SME’s in the Ibadan Me%'l\mq,o

iv.  ascertain the influence of total quality management on p@ﬁs satisfaction in
SME’s in the Ibadan Metropolis; @'&%\

v.  determine the influence of service quality on @wr satisfaction SME’s in the
Ibadan Metropolis; and

vi.  ascertain the combined influenc .ﬁémuality management and service quality

on customer satisfaction in S@ in the Ibadan Metropolis.

1.4 Research Questions \)

The following were the @&1 questions for the study;

1. Whatis tthyel of customer satisfaction in SME’s in the Ibadan Metropolis?

2. the prevalent total quality management practices observed by in SME’s

Q@he Ibadan Metropolis?

3.” What is the level of service quality in SME’s in the Ibadan Metropolis?

1.5 Hypotheses

The following null hypotheses were tested at a 0.005 level of significance:

14



HO1: There is no significant influence of total quality management on customer

satisfaction SME in the Ibadan Metropolis

HO02: There is no significant influence of service quality on customer satisfaction in

SME’s in the Ibadan Metropolis
HO3: There is no combined influence of total quality management and service @'{@ on
. \‘%'3

customer satisfaction in SME’s in the Ibadan Metropolis

1.6 Significance of the Study
The findings of the study is relevance to Vari01®<eholders such as regulatory bodies

such as SON and NAFDAC, SME’s o .e‘ﬁ\a managers, consumers, and society in

general. In addition, it will be ex@ng the frontier of knowledge in the field of

business information manage@

The findings of the st Aslﬁ be of relevance to regulatory bodies such as SON and
NAFDAC becau@gwi 1 show the extent of SME’s compliance to the standard
benchmar Qy these SME’s and how it has contributed to the improvement of quality
of o@n services offered by SMEs in Nigeria. It will also guide these regulatory
bo&n designing effective methods of ensuring that SMEs comply with the standard
benchmarks they have set and the consumers are protected from substandard product and
services which not only rob them of them money but can often lead to health

complications.
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SMEs owners and managers would also find the findings and recommendations to be
made in this study relevant. By comparing the industry average, each SME would be
aware of where they stand in term of total quality management and service quality.
Through this, they would be able to understand which areas they are deficient and which
areas they have advantages on their competitors. The recommendations to be made at the
end of the study is also expected to guide SMEs owners and managers in in %&\eioping

effective strategies to all round quality and boost customer satisfactions: ‘\QO

The study will also be of relevance to consumers as they are int@d\in getting quality
for the money paid. Most customers simply want goods @%}Vices they purchase to
perform as advertised and to meet the target needs for.@l they paid for such goods and
services. It is expected that the contribution o s study in improving total quality
management and quality of service in S F N‘%\H e to the advantage of the customer who
will enjoy better services and be abl%.purchase goods that meet their expectations and
escape the frustration that ce%%ﬁth paying for substandard goods and services. Also

consumers will be saved %he danger of consuming adulterated or substandard items

that are detriment(o;t% alth.

In addition @‘beneﬁts accrued to the individual consumers, society will also benefit
fro tl@u come of this study as its findings is expected to reduce significantly, the
m& of poor services and substandard products offered for sale. The public nuisance
of substandard goods and services will reduce and the overall satisfaction of consumers
will improve. Most importantly, this study will fill an important gap in literature,
particularly as it relates to the discipline and practice of business information

management. The study fills a gap in literature which has not been explored by previous
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studies and expands the frontier of knowledge in the field of business information

management in particular and information management in general.
1.7 Scope of the study

The study examined the influence of total quality management and service quality on
customer satisfaction in SME’s. The dependent variable is customer satisfacti:@&x ich
was measured by; customer expectation, perceived performance, and di%ﬂrmation.
The independent variables are total quality management and service quality. Total quality
management is measured by construct such as; statistical procé@%l, benchmarking,
continuous improvement, and employee involvement..ﬂ&@nd independent variable is
service quality which is measured by; reliabilit »@rance, tangibles, empathy, and
responsiveness. The study was limited to Sg%&ket in the Ibadan Metropolis. The

population of the study comprised a to@ébmber of customers who visit and purchase
goods or services from any of the s@arket located in the above area. The location is a
target because it consists of \ws kinds and forms of business especially supermarkets

which can be classified §ME’S

G
1.8 Limitation% study
Q

The major limitation experience in the course of this study is the reluctancy of customers
to@e online Google questionnaire, most insist to fill at leisure time which eventually,

feedbacks do not come through even after several reminder.

During the physical routine of meeting customers at the supermarket, it was noticed that

most of them had reservation about sharing their personal information like their phone
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numbers and names due to the high influx rate of cybercrime activities, also they become

impatient after routine shopping to listen and participate.

1.9 Operational Definition of Terms

Customer Satisfaction: This refers to the extent to which consumers in the Ibadan

Metropolis, Oyo state are happy with the products, services, and overall @}ience

provided by a business. ‘%‘\QO

Customer Expectation: This refers to the level of service or pb;@grﬁce that consumers

in the Ibadan Metropolis, Oyo state anticipate from a pro@%r service based on their

past experiences, word-of-mouth recommendatic@aﬂ(eting communications.

Perceived Performance: This refers to, @aluation of consumers in the Ibadan

N

Metropolis, Oyo state about a pro%uuC(_)p service based on their perceptions of its

performance Q:b,
Disconfirmation: This §§g the subject judgment of consumers in the Ibadan

Metropolis, Oyo iz@t whether products and services they have consumed meet

their expectatio%n performance as advertised

Total @ Management: From the perspective of the consumer, is about receiving
to@h goods or services that completely match their requirements and expectations,
while also acknowledging the organization's dedication to continuous development to
uphold and improve this quality. It is a customer-centric strategy that places an emphasis
on not just fulfilling but exceeding customer expectations and encouraging lifetime

loyalty.
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Data-Driven Management: This refers to the use of statistical methods method by

SMEs in the Ibadan Metropolis, Oyo state for quality control.

Benchmarking: This refers to the process of comparing the performance of SMEs in the
Ibadan Metropolis, Oyo state against standards or best practices set by regulatory

organizations such as SON and NAFDAC. . (b

Continuous Improvement: This refers to the ongoing effort of SMEs Qg!é Ibadan

Metropolis, Oyo state to improve processes and products through incremental changes.

. "
Employee Involvement: This refers to the strategy used \‘S%[ES in the Ibadan
Metropolis, Oyo state that involves engaging emplayeﬁ% the improvement process.
This can include soliciting feedback and ideas@ ployees, providing training and

resources to empower employees to maks{%gnges, and recognizing and rewarding

employee contributions to continuou%@i’emen‘[ efforts.

Service Quality: This referscto % xtent to which services provided by SMEs in the

Ibadan Metropolis, Oyo sﬁ@eets or exceeds their customers' expectations.

Responsiveness: @%fgrs to the promptness and willingness of the service provider to

provide assi t@‘or respond to customer requests.

Re'@@: This refers to the consistency and dependability of the service provider in

delivering the service as promised.

Assurance: This measures the knowledge, competence, and credibility of the service

provider
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Empathy: This is a dimension of service quality that focuses on the extent to which the

service provider demonstrates care and concern for the customer.

Tangibles: This measures the physical and tangible aspects of the service experience,
such as the appearance of the service provider, the cleanliness and attractiveness of the

physical environment, and the appearance and functionality of equipment or tools @%d in

&

the service delivery. :
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Chapter Two

Literature Review

This chapter presents the review of existing literature in relation to the subject of the
current study. The review is conducted in order to provide a theoretical basis for the
current study and highlight the gap in literature that necessitates the conduct (%f‘the

current study. The chapter is presented under the following headings and subhéﬁ\gs;

2.1 Conceptual Review ‘%‘\QO

2.1.1 Overview of Customers Satisfaction in SMEs . ‘6'3
2.1.2  Overview of Total Quality Management Activities i@s
2.1.3  Overview of Service Quality in SMEs : Q

2.2 Theoretical framework @
2.2.1 The Expectancy-Disconfirmatio .®

2.2.2  Total Quality Management Mgdel

223 SERVQUAL Model Q)‘b'

2.3 Review of Empirical Sstudies

2.3.1 Total Qual @gement and Customer Satisfaction in SMEs

232 Sewicb&&ality and Customer Satisfaction in SMEs

233 To uality Management, Service Quality and Customer Satisfaction in SMEs
2.ngnceptual Framework

2.5 Summary of Gaps in Literature Reviewed

Endnotes
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2.1 Conceptual Review
2.1.1 Overview of Customers Satisfaction in SMEs

Customer satisfaction refers to the measure of how well a product, service, or overall
experience meets or exceeds the expectations and needs of customers. It is an important
indicator of the success and quality of a business. Customer satisfaction is influenced by
various factors such as the product's performance, customer service, pricing, co‘%%hce,
and overall experience. Numerous research have been prompted in rece ﬁ\@%&s by the
importance of customer satisfaction as a core principle in marketing. According to the
research, satisfied customers spend more money, spread the, znd are less price
sensitive!. It was also discovered that customer satigfac&% lays a significant role on

future earnings of business as satisfied custom%@ coming back and encouraging

others to do so.
2

The concept of customer satisfactior%ghéen around for centuries, but it was not until
the 20th century that it became @%r focus of business research and practice. One of
the earliest examples of c s%fe)r satisfaction research was conducted by the Kellogg
Company in the 1 2@vwver, the modern concept of customer satisfaction can be
traced back to y{deén))rk of American economist and statistician W. Edwards Deming.
Deming’!%s were later adapted by Japanese companies, such as Toyota, and became
k Q the Japanese management philosophy. This philosophy placed a strong
emphasis on customer satisfaction and led to the development of a number of techniques
for measuring and improving customer satisfaction, such as customer surveys and focus
groups. Today, customer satisfaction is a central concept in marketing and is used by
businesses to evaluate their products and services, identify areas for improvement, and

build long-term relationships with their customers?.
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A scholar submitted that "satisfaction is not an emotion, it is the evaluation of an emotion,
and as such, it becomes a quasi-cognitive construct®." Satisfaction, is the customer's
response of fulfillment®. This is basically saying that customer satisfaction is a product of
their needs and being met by the paid for goods and services. Furthermore, customer
satisfaction (or dissatisfaction) occurs after the post-consumption evaluation as "the

customer's response to the evaluation of the apparent difference bet@prior

expectations or some other norm of performance and the actual P@@e of the
on
. \‘%'3

A scholar however, synthesized the vast literature on%&%topic and defined job

product.

satisfaction as "a pleasurable or positive emotional @esulting from the appraisal of
one's job’." Other studies found that a servic d product stimulus might predict
satisfaction across both affective and cérjﬁéw imensions®. According to the work of
another scholar, customer satisfacti'%’is "an emotional response to the experiences

provided by, or associated wl%%éciﬁc products or services purchased, and the overall

marketplace®." Scholars pared numerous empirical studies that probed consumers'

satisfaction with @Q&entional and online shopping practices. Traditional customer

conduct W§ @sd to significantly correlate with a customer's degree of pleasure in the

cognitive dimension.

In&mall and medium scale enterprises subsector, managers and business owners must
devise strategies to increase customer satisfaction despite the complex needs of both
customers and rival businesses. Researchers also commonly study the topic of customer
satisfaction. They have made use of strategies and ideas from various fields in their

attempt a definition for customer satisfaction'?,'!.
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Researchers have unable to agree on a single definition of customer satisfaction, despite
extensive research on the topic. Since Cardozo's satisfaction paradigm in the 1960s, there
have been attempts to define satisfaction; nevertheless, due to the lack of consensus,
satisfaction has been described in many ways (Fernandes & Pedroso, 2017). For instance,
a scholar defines customer satisfaction as "the favorableness of peoples" subjective
evaluation of certain outcomes and experiences connected to the purchase ongge\of the
product. As a result, customer satisfaction is defined as "a difference b .%%Nhat was
expected and what was experienced" after consumption and agl%sa 12 This firmly

N

establishes customer satisfaction as a subjective phenomenor@

Q

In a similar vein, an expert defined satisfaction as a t. stage assessment involving both
pre- and post-purchase anticipation and experiencel?,JAccording to the relevant literature,
clients' perceptions of service quality arcqijéﬂy elated to their level of satisfaction!4. In
essence, consumer would only cons% an item as of high quality when they are well
satisfied after its consumptim%%&. As stated by another scholar, customer satisfaction
is achieved when one is ’§1 ed with the quality of a service or product in relation to their

expectations'>. F @3@

regarding the %between his or her expectations towards a company, product, or service

stomer satisfaction is defined as "the customer's feeling

and the Sr ived performance of the company, product, or service!s."

Tl&cept of customer satisfaction is a crucial aspect of any business, regardless of its
size or industry. At its core, customer satisfaction refers to the extent to which a customer
is pleased with the product or service they receive from a company. It is a measure of
how well a company meets the expectations of its customers and is essential for building

a loyal customer base, driving revenue growth, and maintaining a competitive advantage.
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Customer satisfaction is not a static concept, but rather a dynamic process that is
influenced by various factors, including the quality of the product or service, customer
service, and pricing. A company that consistently delivers high-quality products or
services that meet or exceed customer expectations is more likely to achieve high levels
of customer satisfaction!’. In contrast, a company that provides poor-quality products or

services or fails to provide excellent customer service is likely to result i@omer
dissatisfaction, leading to lost business and a damaged reputation. IE‘\QO

In essence, customer satisfaction refers to a customer's overall.e@mn of a product or
service after experiencing it. It reflects the customer's per@%\value of the product or
service, and their assessment of whether it meets @Lpectation& In the context of
SMEs, customer satisfaction can be particularly@"ant, as SMEs often rely heavily on

repeat business and positive Word—of—m(cmjéfe Is to grow and succeed?’.

The impact of customer satisfactiqxbdh'a company's bottom line cannot be overstated.
Satisfied customers are more&@e y to make repeat purchases, resulting in increased
revenue and profitabilit Rionally, satisfied customers are more likely to recommend
a company to t@%ends and family, leading to increased brand awareness and
customer @tlon. On the other hand, dissatisfied customers can have a detrimental
imp t@ a’ company's performance, leading to lost business, negative reviews, and a
da&d reputation. Therefore, business enterprises must prioritize customer satisfaction
and continuously strive to improve the quality of their products and services, provide

excellent customer service, and set fair prices.

Customer satisfaction has become an essential part of business operations. It plays a

crucial role in shaping the success of a company. Small and medium-sized enterprises
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(SMEs) have to recognize the importance of customer satisfaction to gain competitive
advantage in today's globalized market. This essay aims to discuss the concept of
customer satisfaction in SMEs and its impact on business performance. Customer
satisfaction is defined as the extent to which a customer is pleased with the product or
service offered by a company. Experts view the question for satisfaction as inherent to

humans in every aspect of their lives. As a result, business owners are %%ted to

understand what motivate their customers in order to attract them. E‘\QO

The definition of satisfaction based on the dictionary or literar&%mretation has been
explored by researchers. On of such researchers has used %%\m "satisfaction" to refer
to a consumer's post-purchase assessment of whether .f@the product or service met his
or her expectations for how it will be used ccording to this explanation, the
construction of customer satisfaction ca .&&ﬂt understood by focusing on consumers'
evaluations of their own fulﬁllment@ their level of enjoyment at the moment. This
definition effective seems te%kg:?; power to determine customer satisfaction away

from the producer or se or service provider as the case may be. To correct, this

seeming anomaly< re;s@'%ers have expanded their focus to what determine satisfaction.

Because sati @ion is seen as the subjective evaluation of the customers of a product or
servi leter they might have experienced it, subsequent satisfaction conceptualizations
ha&ade attempt to find out how various customers determines their level of
satisfaction in relation to disconfirmation, affect, equity, expectations, and/or product
performance'®. The disconfirmation paradigm, which suggests that customers are happy
when their experiences match their expectations dominates process-based studies. For

instance, consumers' levels of satisfaction are favorably influenced by positive
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disconfirmation, consumer emotion, and buyer equity. In the end, research shows that
customers' levels of satisfaction have a favorable effect on their willingness to
recommend, degree of loyalty, and planned actions!. Researchers have also
distinguished between satisfaction's temporal and aggregate components in light of its
essential role in the aforementioned processes®. %

For one, contentment can both indicate an in-the-moment evaluation (dl.lrin @\buying
process but before purchase) and a retrospective evaluation (i.e., i ‘i‘sﬁl gleaned
from memory indicative of satisfaction with previous buying, ci Stances). Since the
post- evaluation is more directly tied to the outcomes, it i%%\pated that it will have a
greater impact on the purchase decision. Second c. @er feedback after a purchase
might be indicative of either transactional (reﬂe@aﬁsfaction with a single experience)
or cumulative (reflecting satisfaction wi .g\\o ection of events) satisfaction?!. In this
case, it is anticipated that cumulative(@sades will have a greater impact. They could have
an impact because custom & evaluate the overarching tendencies of previous
purchases, and because%qaccumulated data gives customers a larger basis for
anticipating futur@% tion experiences. As a result of this growing appreciation for
contentme 'sénplexity, researchers have begun to make distinctions between different
types of satisfaction in their own studies®?. The characterization of the processes leading
to@faction have been conceptualized as expectation, performance evaluation and

disconfirmation.

Before the concept of customer satisfaction was widely understood, models of customer
satisfaction were developed and studied. Research in social and applied psychology

provided the theoretical foundations for the study of customer satisfaction®®. Several
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authors drew on theoretical frameworks and empirical evidence from a wide range of
fields to develop a conceptual understanding of consumer satisfaction?*. Many disciplines,
such as corporate management, social science study, and marketing theory, made
contributions. The expectancy-disconfirmation paradigm emerged as the leading model to
explain satisfaction as a result of this synthesis of theory and data. The satisfaction or
dissatisfaction of the consumer is thought to be the consequence of a c%s;bative
exercise in this model. Prior to making a purchase, consumers form i Q@ions of a

product or brand. This is referred to as customer expectation. ‘%'\

Customer expectation refers to the set of beliefs and ass@ ns that customers have
about a product or service before they actually use it l@e expectations are based on a

\b?

variety of factors, including the brand's reputation\past experiences with similar products
or services, advertising and marketing,q:-)@f outh recommendations, and personal
values and beliefs. Customers use %@ expectations as a benchmark to evaluate the
performance of the produc%%érvice, and they are likely to be satisfied if their

expectations are met or ex%dﬁd. These preconceptions are the customer's own forecasts

about the product'€ c;hé&ristics and performance.

Customer ®ion is a crucial factor that businesses must take into account in order to
achi @s omer satisfaction and loyalty. One of the earliest studies on customer
expgtion led to the development of the SERVQUAL model for measuring service
quality. According to this model, customer expectations are an important component of
service quality, and the gap between customer expectations and perceptions of service
quality can have a significant impact on customer satisfaction?®. This shows that business

organizations must be aware that customers will have some expectations, whether based
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on the information put out by the business or information that the customer has obtained

through interaction with other customers, and in many cases, brands.

In a more recent study, researchers examined the impact of customer expectation on
customer satisfaction in the context of online shopping. They found that customer
expectation had a significant positive impact on customer satisfaction, highlight'@&the
importance of managing customer expectations in the online shopping eXp @ This
means that customers have formed certain ideals of the product, pr@@éq‘e overall
over all shopping experience which forms the metrics of their @H\evaluaﬁon of the
businesses they are dealing with as well as the products an%&%\ces they have purchased

from them?®. This also implies that customer satisfa(@ not simply with the products

or services obtained, but it is a subjective judgme the total customer experience.

This is amplified in another study whi@ored the role of customer expectation in
shaping the customer experience. @E found that customer expectation has a strong
influence on customer satisfw, and that businesses must carefully manage customer
expectations in order to, %5} exceed them and create a positive customer experience?’.
This means that, @%usiness focuses on its products and services, it must also focus
on the pro @elivering them. This encompasses, the attitude of sales representatives,
cust %e ices, feedback channels and other mechanism that are put in place to ensure
the best customer experience. Customer expectations vary depending on the type of
service being provided, with customers having higher expectations for more complex
services. This highlights the importance of understanding the specific expectations of

customers in different contexts and tailoring the customer experience accordingly.
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It was pointed out that customer's level of satisfaction depends on how much they put in
to ensuring that the service they receive lives up to their expectations. It was also shown
that a client's level of satisfaction with a product or service may increase if the customer
goes to great lengths to obtain the product rather than merely going through the motions.
This assertion is contrary to the conventional wisdom about satisfied customers and

successful advertising. Researchers concluded that customers are less satisf@hen a

product or service falls short of their expectations than when those exg@re met28,

The role of customer expectation is to lay a foundation or somq{%o‘ﬁ benchmark to be
used in evaluating the goods and services purchased as @ﬁ the overall customer
experience. Researchers have found that customer e@tions play a significant role in
shaping customer satisfaction and loyalty, an at businesses can improve these
outcomes by aligning their marketing e@dt customer expectations. After making a

purchase and putting the product to % the consumer evaluates how well it performed

relative to their expectations.@what is referred to as perceived performance.

Customer perceived p %gﬁce is an important concept in marketing research that
refers to customnggrceptions of how well a product or service performs relative to
their expe t@. A scholar proposed the concept of disconfirmation of expectations as
th%@)r customer satisfaction. According to this theory, customers evaluate a product
or setvice based on their expectations, and satisfaction is determined by the degree of
disconfirmation between expectations and perceived performance®’. As the expectation of
each customer varies, it is to be expected that their level of perceived performance will
also vary. In a more straightforward approach, it could be said that their perception of

performance would also vary
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In a more recent study, researchers investigated the effect of customer perceived
performance on customer satisfaction and loyalty in the airline industry. They found that
customer perceived performance has a significant positive effect on customer satisfaction
and loyalty, highlighting the importance of meeting or exceeding customer expectations
in this industry?. But perceived performance is not limited to how well the business is
doing but also how responsive it is to the customers. This is demonstratedé}study
which proposed the concept of value co-creation, which emphasizes i rtance of
customer participation in the creation of value. Accordmg to 1s theory, customer
perceived performance is shaped not only by the product or @96 itself but also by the
customer's role in the value creation process®. Furth%gle)re a study examined the
relationship between customer expectations, @&d performance, and customer
satisfaction in the service sector. They fo at perceived performance mediates the
relationship between customer expe ia)and satisfaction, highlighting the importance
of managing customer expectatl@ﬁnd delivering on promises to enhance customer
satisfaction®!. When actu pe ormance is consistent with one's expectations, that's
confirmation. Whi) site is true, it is disconfirmation. When actual results fall

short of expect this is known as a disconfirmation.

The dn@ of confirmation/disconfirmation is an important concept in the field of

@ behavior and marketing research. One important finding 1is that
confirmation/disconfirmation is a key driver of consumer satisfaction. Consumers form
expectations about a product or service before they purchase it, and confirmation or
disconfirmation of those expectations has a significant impact on their overall satisfaction.

Research has shown that when consumers' expectations are met or exceeded, they
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experience confirmation and are more likely to be satisfied with their purchase. On the
other hand, when their expectations are not met, they experience disconfirmation and are

more likely to be dissatisfied with their purchase®.

Another key finding is that the way in which confirmation/disconfirmation is measured
can have a significant impact on the results of a study. There are several.different
methods that researchers used to measure conﬁrmation/disconﬁrmatioP, Sgéﬁng the
expectancy-disconfirmation paradigm, the confirmation bias p!%'g}h, and the
assimilation-contrast paradigm. Each of these methods has @Wn strengths and
weaknesses, and researchers need to carefully consider Wh%&%od is most appropriate

&

A third important finding is that conﬁmz@onﬁmation can have a significant

°
impact on consumer behavior. Researc@a-s}hown that confirmation of expectations can

for their particular study.

lead to repeat purchase behavior aq@!itive word-of-mouth, while disconfirmation can
lead to negative word-of-mo nd reduced loyalty. As a result, marketers need to
carefully manage consq@fgbectaﬁons and ensure that they are meeting or exceeding

those expectation@er to maximize customer satisfaction and loyalty.

WV

It is posﬂ%&et a positive or negative disconfirmation. If the actual results are better
th ted, then the disconfirmation is positive. When actual results fall short of
expectations, this is known as disconfirmation. Depending on the nature of the

disconfirmation, the recipient may feel either relief or disappointment??.

It is a measure of how well a company meets the expectations of its customers. Satisfied

customers tend to be loyal and return to the company for repeat purchases, leading to
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increased revenue and profitability. On the other hand, dissatisfied customers may switch

to competitors, resulting in lost business and damage to the company's reputation.

SMEs have limited resources compared to large companies. Therefore, it is essential for
them to build a loyal customer base to stay competitive in the market. Customer
satisfaction is a critical factor that can help SMEs achieve this goal. It can help&hem
differentiate themselves from their competitors by offering a better custcime %'%crience.
Furthermore, satisfied customers tend to recommend the company @ lends and
family, leading to increased brand awareness and customer acqui\@ﬂ

There are several factors that can impact customer sﬁ@%n in SMEs. Firstly, the
quality of the product or service offered by the co:§‘\s a critical factor. If the product
or service fails to meet the customer's expéctations, it can lead to dissatisfaction.
Secondly, the level of customer service Qf:ej% by the company can also affect customer
satisfaction. If the company fails to@de prompt and effective customer service, it can
lead to frustration and dissatisxgt)on. Finally, the price of the product or service can also
impact customer satisfq@)'ff the customer perceives the price to be too high, it can

Q

lead to dissatisfaction.

Measurin%gmer satisfaction is essential for SMEs to understand how well they are
m@eir customer's expectations. There are several methods that SMEs can use to
measure customer satisfaction. Firstly, they can use surveys to collect feedback from their
customers. Surveys can be conducted through various channels such as email, phone, or
social media. Secondly, SMEs can use customer reviews and ratings to measure customer

satisfaction. Online platforms such as Google, Yelp, and Facebook provide customers
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with the ability to rate and review businesses. SMEs can use these ratings and reviews to

monitor customer satisfaction and make improvements accordingly3*.

Research has identified several key factors that can influence customer satisfaction in
SME:s. One important factor is service quality, which encompasses various aspects of the
customer experience, including responsiveness, reliability, and empathy. Studie%ave
found that customers are more likely to be satisfied with SMEs that offer quality
service, particularly if the service is personalized to their individ%}s . Another
important factor is trust, which refers to the customer's ¢ fice in the SME's
reliability and competence. Customers who trust an SME @%}re likely to be satisfied
with its products or services, and are more likely to @e in repeat business (Morgan
and Hunt, 1994). In addition, research has sh that customer satisfaction can be
influenced by factors such as product .H'b;%-p ice, convenience, and the overall brand
image of the SME. These factors can%;ontribute to the customer's overall evaluation of
the SME and their likeli d% engaging in repeat business. Overall, customer
satisfaction is a critical asp%thf SME success, and SMEs should strive to understand the
factors that inﬂu{w)@% offering high-quality service, building trust with customers,
and payin at@wn to key factors such as product quality and price, SMEs can create a

positive customer experience that can lead to long-term success.

Cl&er satisfaction is a crucial aspect for small and medium-sized enterprises (SMEs)
as it directly impacts their success and growth. SMEs rely heavily on building strong
relationships with their customers to drive repeat business, positive word-of-mouth, and
overall business reputation. Here are some key points related to customer satisfaction in

SMEs: there are several strategies that have been introduced to bring about customer
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satisfaction. SMEs have the advantage of offering more personalized and attentive
customer service compared to larger corporations. By understanding and addressing the
unique needs of individual customers, SMEs can create a positive customer experience
and foster satisfaction. Delivering high-quality products or services is fundamental to
satisfying customers. SMEs should focus on maintaining consistent quality, meeting or

exceeding customer expectations, and continually improving their offering&?écd on

customer feedback. ,%‘\QO

Clear and open communication channels are essential for cust Satisfaction. SMEs
should ensure that they have responsive and accessible cu&@ support channels, such
as phone, email, or live chat, to address custome.'q%ies, concerns, or complaints
promptly. SMEs can also build trust and loyaltygstablishing long-term relationships
with their customers. This can be achi .cgéeo gh consistent performance, transparent

pricing, reliable delivery, honoring c%pitments, and demonstrating a genuine interest in
customer satisfaction. \;c

SMEs should actively@éustomer feedback through surveys, feedback forms, or
online reviews. T@j?ows them to understand customer preferences, identify areas for
improvem @1 make necessary adjustments to enhance customer satisfaction.
En e@n motivated employees play a vital role in providing excellent customer
servic€. SMEs should invest in training and development programs to empower
employees with the skills and knowledge needed to effectively engage with customers
and address their needs. SMEs can leverage technology solutions to enhance customer
satisfaction. For example, implementing customer relationship management (CRM)

systems to track interactions and personalize customer experiences, using social media

37



platforms for engagement and support, or utilizing online customer self-service portals

for convenience.

Resolving customer issues promptly and efficiently is critical. SMEs should have well-
defined processes to handle customer complaints or concerns, and empower their
employees to take ownership of resolving issues to the customer's satisfaction. Es
should adopt proactive approaches to managing customer relationship.s. T &mludes
keeping customers informed about new offerings, promotions, or uo%'\d reaching
out to customers periodically to ensure their ongoing satisf@ﬂand address any

A
potential issues before they escalate. %
&

Customer satisfaction is an ongoing process, amﬁ@s should consistently strive for
trac

improvement. By analyzing customer feedba king customer satisfaction metrics,
and benchmarking against industry sta@ SMEs can identify areas of improvement
and make the necessary changes&hance customer satisfaction. Every customer
interaction is an opportunity to,cveate a positive impression and build customer loyalty.

By prioritizing custo@sﬁtisfaction, SMEs can differentiate themselves from

competitors and f@cygong-term success.

In the CG%L f Nigeria, Small and medium-sized businesses are confronted with a
n issues. These issues undoubtedly have a negative impact on the consumer
satisfaction and business performance of SMEs. The small and medium-sized enterprises
(SMESs) in Nigeria are currently struggling due to the Covid- 19 pandemic, inadequate
financing, and a lack of technical and managerial manpower to manage them. Along with
structural imbalances, these issues have diminished this sector's competitiveness.

Strategies, approaches, and lack of strategic leadership are also significant factors
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contributing to the failure of small-scale businesses in Nigeria®®. It is however, important
to examine other factors that could affect customer satisfaction apart from issues relating
to government activities or inactivates. In the context of this study, variables such as total

quality management, service quality.

&
2.1.2 Overview of Total quality Management ‘\QO

'3

Total quality management (TQM) is a management philoss%r at emphasizes
ment in all aspects

continuous improvement, customer satisfaction, and employe@
of an organization's operations. The concept of TQM.O%%&d in the 1950s and gained
popularity in the 1980s and 1990s as a way to @%& quality and competitiveness in
manufacturing industries. However, it bag\%ce been applied to a wide range of
organizations, including service p OVQey, healthcare institutions, and government

agencies. As a result, there ar&) ral definition of the concept of total quality

management \)

"
One key conceptc)@ 1s quality which is defined variously as "conformance to

nmn

speciﬁcations,"%neeting or exceeding customer expectations," "achieving excellence

standards,"\afd "creating value in products, services, and processes"®. This implies that
T@% be seen as the totality of efforts, policies, and guidelines, practices etc. an
organization follows or is compelled to follow in order to maintain and improve the

quality of their products and services.

In line with this, a scholar defines TQM as the commitment to continuous improvement

in order to satisfy customer requirements®’. Another scholar defined TQM using the same
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approach, which is as a philosophy and set of principles designed to underpin an
organization's continuous improvement process*®. Similarly another author followed the
same methodology and defined TQM as a combination of management techniques and
technical tools centered on the continuous improvement of the organization®.
Furthermore, a scholar added the main reason which is the continuous improvement
customer satisfaction and defined TQM as a management philosophy tk@e s to
enhance process and product quality in order to increase customer satis .c‘ug% TQM is
a management philosophy characterized by techniques, prin&g& and practices,

according to their definition. %‘\\‘
&

TQM is also defined from a manufacturing and @cﬁon perspective. From this
perspective, TQM consists of procedures and technigues designed to minimize defects in
the production process/service delivery? .."E‘Qso finition does not however, capture the
whole essence of TQM, even in the%text of manufacturing companies. Total Quality
Management (TQM) is a management philosophy that aims to continuously improve the
quality of products, sen%e:q, and processes by involving all employees in the
organization in a(Systematic approach to quality management. It is a customer-focused

approach t t%&s to understand and meet or exceed customer expectations.

T%@li y Management also defined as a management philosophy that drives the
succe$s of an organization by exceeding consumer expectations*’. This philosophy
emphasizes the need to continuously improve products, services, and processes in order
to meet or exceed customer expectations. It also encourages all employees to participate
in quality improvement efforts, and it requires strong leadership support and commitment

to quality improvement. By adopting TQM, organizations can create a culture of quality
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that leads to higher customer satisfaction, greater employee involvement and satisfaction,
and ultimately, increased success and profitability. Another important dimension added is
see in the definition that TQM is a system founded on continuous feedback to enhance
the quality of services products through the use of all-encompassing techniques and

methods. This means that the feedback from employee and customers alike is important

for continuous development. Q’)&\
From all these definitions, it possible to identify various strands of TQ%&& areas that

businesses engaging in it can follow. These include the prod%%a’&ed approach; the
marketing and operations management approach; the manu@%\ng—based approach; and
the operation management value-based approach®’. .h@wans that SMEs as business,
manufacturers, and services providers among oth an chose the specific approach or a
range of interwoven approaches that é)\ Ip them to achieve their aim which is
ensuring customers satisfactions. However, all organizations must focus on the key
principles of TQM which in€lud&wcustomer focus, continuous improvement, employee

involvement, data—driven%ﬁion making, and leadership commitment to the highest

standard of opera@.)g >$

TOQM inv Qongoing efforts to improve processes, products, and services. This
im%@onstanﬂy seeking ways to improve products, services, and processes in order to
meet Yor exceed customer expectations. Continuous improvement is a never-ending
process that requires a commitment to ongoing evaluation and improvement. It involves
analyzing data, identifying areas for improvement, and implementing changes to improve
efficiency, reduce waste, and enhance the quality of products or services. By

continuously improving, organizations can stay competitive in the marketplace, increase
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customer satisfaction, and reduce costs. This process of ongoing improvement helps
organizations to identify and address problems before they become significant, which can
save time and money in the long run*. Continuous improvement also helps to create a
culture of quality within an organization, where everyone is committed to improving and
enhancing the quality of products, services, and processes. This can lead to greater
employee engagement and job satisfaction, as well as increased customer %a;lband

profitability. Continuous improvement is however a challenge to man@ ffyNigeria.

Although SMEs play an important role in economic grow@ﬁ Nigeria, various
challenges prevent them from thriving and expanding. It %C@\en found via studies of
small business growth that the failure rate in develop'. %tions such as Nigeria is higher
than in the industrialized nations**. SMEs development in Africa has challenges that are
very different from those in developed " hées therefore it is important to have a firm

grasp on those differences as they aft’%}he ability of these businesses to engage in TQM

practices. \;c

There is a school of t ﬁsalat claims small enterprises in Nigeria are under-funded.
Many business O\erz use their personal or family savings to launch and maintain their
ventures, b @ can be a constrained source of funding. As a result, making any major
imp V%ent to the business is often difficult. For example, it was discovered that more
thﬁf of the SMEs examined relied only on personal savings as their source of capital,
while others relied on savings from family, loan from commercial banks, and others
sources business funds from partners, shareholders, and other sources*®. This issue is not
limited to Nigeria as it was reported that just 24% of entrepreneurs in Zambia were given

a loan to launch their venture, suggesting that this is a significant barrier to entry*’.
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The lack of fund is a significant handicap as researchers discovered that initial investment
levels were positively correlated with firm performance. Capital's impact on the success
or failure of small firms in Africa has been the subject of conflicting studies*. This
highlights the critical nature of this research, as we need to know more about how money
affects the fortunes of small businesses in Nigeria. Most small firms are unable to secure
commercial loans due to a lack of collateral, and even those that do may be t@away
due to the high interest rates and lengthy repayment periods®. As pa .Og M effort,

SMEs also have to involve their employment in any new initiativeg%

N
TQM recognizes the importance of involving empl(%g%\fn all aspects of an
organization's operations and decision-making. It rec‘@;s the importance of involving
employees in all aspects of an organization's (@Lons and decision-making. TQM is
based on the principle that all employe ’rﬂ‘%so anization play a critical role in quality
improvement and that involving the@ the decision-making process can lead to better
outcomes. TQM involves crﬂ% culture of quality within an organization, where all
employees are trained tog%dqrstand the importance of quality and are empowered to
contribute to qual@%%vement efforts. This means involving employees in all aspects
of an organiz 's operations, from product or service design to process improvement
and pro I%)lving. By involving employees in decision-making, organizations can tap
in@ knowledge and expertise of their workforce, which can lead to more effective
and efficient processes, better problem-solving, and ultimately, improved quality and

customer satisfaction. This also helps to create a sense of ownership and accountability

for quality, leading to greater engagement and commitment from employees.
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Furthermore, TQM recognizes that employees are the key to implementing quality
improvement initiatives successfully. Therefore, TQM emphasizes the importance of
employee training and development to ensure that all employees have the skills and
knowledge necessary to contribute effectively to quality improvement efforts. Overall,
involving employees in all aspects of an organization's operations and decision-making is
a critical aspect of TQM, and is essential to its success in improving or%;éxfuonal
performance and customer satisfaction. However, this is ofte® by the
management styles of SMEs managers and their owners. \%"

Bad management is often mentioned as the main reason W@&s in Nigeria and other
part of the world fail. Poor recordkeeping and a lack ) asic business management skills
are important causes to the failure of small busir@ in Africa, according to a research”.
It can be challenging for business o .rgéo ucceed when they lack experience in
management. Poor bookkeeping, ine%;ience in the field of business, lack of technical
knowledge, ineffective managiia%kills, insufficient planning, and an absence of market
research are just some he, other factors identified by researchers as impeding the
success of small Qs) ses’!. However, these studies have not pinpointed the specific
management (s) that are most responsible for the demise of Nigeria's small
businessesf%e important step towards solving the problem would be to pinpoint the

spe management flaw that is most responsible for small business failure.

Total Quality Management (TQM) places a strong emphasis on understanding and
meeting customer needs and expectations. The main goal of TQM is to deliver high-
quality products or services that meet or exceed customer expectations, while also

striving for continuous improvement. To achieve this goal, TQM involves understanding
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and analyzing customer needs and preferences, and then using that information to guide
product or service development, as well as process improvement efforts. This customer-
focused approach to quality management ensures that products or services are designed
and delivered to meet customer needs, which can lead to increased customer satisfaction

and loyalty.

TQM also involves creating a culture of quality within an organlzatlo @&ere all
employees are trained to understand the importance of customer 5@1 and are
empowered to contribute to quality improvement efforts. By in ing all employees in
quality improvement initiatives, TQM can foster a sense of oﬁx%rship and accountability
for quality, leading to greater engagement and co@%ent to delivering high-quality
products or services. Overall, TQM's strong e sis on understanding and meeting

customer needs and expectations is on: f%ﬁ ey factors that sets it apart from other

quality management approaches, and@ritical to its success in improving organizational

performance and customer sa@bn.

As previously mentio o economy, corruption, inadequate infrastructure, a bad
location, and a la@%n amental market research are all known to be detrimental to the
growth of @)usinesses. There are regulations in place to ensure that SMEs and other
busi @t ties in Nigeria are committed to quality management targeted at responding
top@le’ needs. However, issues such as bribery, dishonesty, and other illicit business
conducts are making sure that most SMEs are not responsive to the demands of their
customers. The entrepreneurial spirit in Nigeria and the rest of sub-Saharan Africa has
been impeded by these actions. Those in positions of authority and influence can use

these immoral practices to amass wealth quickly and legally. Corruption is a widespread
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problem that affects people of all walks of life and sizes of business. The faith and trust
of business owners is damaged along with the legal system, national integrity, and

regulatory structure.

Corruption takes many forms throughout Africa, but it always has negative effects on
business owners, the economy, government, and society as a whole. The effect C&)l‘g\s@fion
has on the growth of small businesses is not well understood. However, t:or having
the desire to remain in business over the long period, there must not b% ifnent from
observing the principles of total quality management. This is im[@t’as customers have
several options and they would move away from any %&%s that does not bring
satisfaction. One of the ways of doing this is to follo‘&%@principle and practices of data

driven decision making.

Total Quality Management (TQM) reli@’}}ata and analysis to inform decision-making
and identify opportunities for imp(bd%ent. TQM is a data-driven approach to quality
management that emphasizes the jmportance of collecting and analyzing data to identify
problems, monitor perf %cg, and guide decision-making. TQM involves using a range
of tools and techl@s to collect and analyze data, including statistical process control,
Pareto cha @use-and-effect diagrams, and other quality control methods. By using
th%@ o analyze data, organizations can identify patterns and trends, pinpoint the

root causes of problems, and track progress towards improvement goals.

Data analysis is also used to monitor performance and evaluate the effectiveness of
quality improvement initiatives. By tracking key performance indicators (KPIs) and other
metrics, SMEs can assess the impact of their quality improvement efforts and make data-

driven decisions about where to focus future improvement efforts. Overall, the use of
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data and analysis is a fundamental aspect of TQM, and is essential to its success in
improving organizational performance and customer satisfaction. By relying on data and
analysis to guide decision-making and identify opportunities for improvement,
organizations can make more informed decisions, drive continuous improvement, and
achieve better outcomes. Another principle of TQM, perhaps one that brings all others

practices together, is leadership commitment to TQM. Q’)&\

Total Quality Management (TQM) requires leadership commitmél\qsgport and

promote a culture of quality throughout the organization. Lead@mcommitment is a
critical success factor in the implementation of TQM, @&%\sets the tone for the
organization's quality culture and helps to establish @poﬁance of quality as a core
value2. Leadership commitment to TQM involve nge of actions, including providing

resources and support for quality impro iditiatives, setting clear quality goals and

objectives, promoting employee invo@ent in quality improvement efforts, and leading

by example in demonstrating@dﬁtment to quality.

The primary problem @1\7} is how to get workers invested in the process through

engagement, mo@on, and responsibility. Contrarily to the emphasis placed on
motivation’ @ity management frameworks like Total Quality Management (TQM),
hu @o rce management research has focused on uncovering the most effective
tech%ues to encourage employees. Commitment is a long-term attitude that is not
restricted to achieving a state or incentive, but rather the consequence of a detection or
perception process, making a dedicated employee more valuable to an organisation. Thus,

executives should encourage TQM among their staff, but this should be viewed as a
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short-term strategy at best because it seeks to foster an attitude of high organisational

commitment.

Leadership commitment also involves creating a supportive environment for quality
improvement, where employees feel empowered to contribute to quality initiatives and
are recognized and rewarded for their contributions. This can involve providing t(&ﬁng
and development opportunities, recognizing and rewarding quality ac?iev &ts, and
fostering open communication and collaboration across all levels of ﬂ!%'&n ation. No
matter the size of the organization, leadership commitment.is;{%mﬁical factor in the
success of TQM, as it helps to create a culture of quality tl%eﬁ#%\out the organization and
promotes the importance of continuous improvem@d customer satisfaction. By
demonstrating a strong commitment to quali eaders can inspire and motivate

employees to contribute to quality imprq;ciént fforts and help to drive organizational

SUCCCESS. 5

In summary, implementing&% by SMEs (and any other business organization)
involves a number of %ﬂincluding identifying customer needs and expectations,
establishing metrigs to measure performance, improving processes, training employees,
and fosteri &ture of continuous improvement. Successful implementation of TQM
can e@ to improved customer satisfaction, increased efficiency, and enhanced
competitiveness. However, this seems to not be the issue in Nigeria as there is a culture
of reducing, instead of increasing quality of products and services produced by SMEs in
Nigeria. In view of this perpetual challenge of poor quality product and services, it is

important to ascertain whether TQM do affect customer satisfaction in Nigeria. In
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addition to TQM which has been touted as a strategy to achieve customer satisfaction,

another variable that has been discussed over the ages is services quality.

2.1.3 Overview of Service Quality in SMEs

Service quality refers to the degree to which a company's products or services meet or
exceed customer expectations. It is a critical factor in customer satisfaction and leyalty,
and can have a significant impact on an organization's reputatior.l a &ncial
performance. Service quality is measured by a combination of objeC%'a\I%ubjective
factors, including the reliability, responsiveness, assurance, empq@ahd tangibles of the
service. Factors affecting service quality include emplo@%\aining, communication,
service delivery processes, and customer feedback. @ing service quality requires a
commitment to continuous improvement, emplo raining, the use of technology, and

monitoring and measuring service quali r&éﬂa ly. Service quality is a critical factor in

the success of Small and Medium En%.rises (SMEs)*.

Service quality refers to the léﬁlg?excellence of the services provided by a company or
organization. It is the %)t'& which a company's products or services meet or exceed
customer expecta@Qewice quality can be measured through various factors such as
responsive 6\e1iability, assurance, empathy, and tangibles. Excellent service quality
ca%%o customer satisfaction, loyalty, and retention, which can ultimately result in
increased sales and profitability for the business. Companies that prioritize service quality
tend to stand out in the market and gain a competitive advantage over their competitors.

For SMEs, the best quality to focus on is responsiveness.

Responsiveness is a crucial component of service quality that can significantly impact

customer satisfaction and loyalty. It refers to the promptness and willingness of a
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business to respond to its customers' needs and requests. Responsive businesses are those
that prioritize their customers and strive to provide timely and efficient service. In this
article, we will explore the importance of responsiveness as part of service quality and
how it can be achieved®. One of the most significant benefits of being responsive to
customers is that it fosters customer satisfaction. Customers who receive prompt and
efficient service are more likely to feel valued and appreciated, leading toég(bitive
experience that can drive repeat business and referrals. On the oth .'bg@ slow or

unresponsive service can frustrate customers, leading to dissatj%c"%ion and negative
reviews. &%‘\\J
In addition to driving customer satisfaction, responsi.e@ %also contributes to customer
loyalty. Loyal customers are more likely to continue doing business with a company,
even if they encounter problems or is .@e onsive businesses that go above and
beyond to meet their customers' ne%' and resolve problems are more likely to earn
customer loyalty and advoc%%é achieve responsiveness as part of service quality,
businesses need to prioritizg, their customers' needs and create a culture of responsiveness.
This means prov@%f with the training and resources they need to respond to
customer req promptly and efficiently. It also means establishing processes and
procedu ‘eﬁt enable staff to respond to customer inquiries and concerns in a timely

ma . For example, businesses can use customer service software to track customer

requests and ensure they are addressed promptly>>.

Another way to improve responsiveness is by empowering staff to make decisions and
take action to resolve customer issues. This can be achieved by giving them the authority

and resources they need to resolve problems on the spot, rather than requiring them to
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escalate the issue to a manager. By empowering staff, businesses can reduce response
times and demonstrate their commitment to providing excellent customer service. Seeing
from this perspective, responsiveness is a critical component of service quality that can
significantly impact customer satisfaction and loyalty. By prioritizing their customers'
needs and creating a culture of responsiveness, businesses can improve their service
quality and gain a competitive advantage in the market. Achieving res@gﬁess
requires ongoing training, resources, and empowerment of staff, as .1\8@16 use of

technology and processes to track and respond to customer regcs%s promptly*®. For

SMEs that operate on the brick and mortal model, tangibility ’@&7 important

Reliability refers to the ability of the service provide@l%er the service in a consistent
and dependable manner. It encompasses factors as the service provider's ability to
perform the promised service dependa@j@ curately, to meet promised deadlines,
and to keep its promises in gener%;l'o measure reliability using the SERVQUAL
framework, researchers typi%%k customers to rate the extent to which they agree
with statements such as \ugth@r the company delivers its services on time, whether the
company keeps i@@%&s and if the company provides its services consistently and

other relev ntéﬁstions. The results of these surveys can be used to identify areas where
$

the servi ovider needs to improve its reliability and to develop strategies to enhance

reli@ty in the future®’.

Customers put a premium on companies keeping their word. These commitments are
crucial to the company's success since no consumer will stick with a provider who
consistently lets them down. Small businesses work hard to deliver on their promises to

customers. As a result, SMEs that wish to satisfy their customers must value punctuality
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because they knows that satisfied customers are a direct result of its attention to their
needs. Customers need to feel that they can rely on business enterprises, so SMEs need to
respond quickly. It is important for SMEs to realize that they wouldn't exist without their
customers. Therefore, it is quite useful to show compassion for their plights and exhibit
the right level of dedication and determination to constantly provide the finest possible
outcomes for them. When clients have issues, they should be able to tu@ their
suppliers who must do what they can to resolve the issue as soon X %ﬁble. The

dimension of reliability is closely related to assurance, anot}% gimension of the

°
Assurance is an essential component of service qu 'ﬁ&qat plays a significant role in

SERVQUAL model.

building customer trust and confidence. It re to the knowledge, courtesy, and
professionalism of service providers, .%ﬂ as their ability to convey trust and
confidence to their customers. In this@cle, we will explore the importance of assurance
as part of service quality a@ it can be achieved®®. One of the most significant
benefits of providing assm%oq to customers is that it enhances their trust and confidence
in the service pro@) tomers who feel confident in the service provider's ability to
deliver high- ity service are more likely to be satisfied and loyal. On the other hand,
custom@ o perceive a lack of competence or professionalism may lose trust and

con ce, leading to dissatisfaction and negative reviews®.

In addition to building customer trust, assurance also contributes to service quality by
reducing perceived risk. Customers who perceive a high level of risk associated with the
service are more likely to be cautious and hesitant. Assurance can help alleviate this risk

by providing customers with the confidence they need to make informed decisions and
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trust the service provider's expertise. To achieve assurance as part of service quality,
businesses need to prioritize training and development for their service providers. This
includes providing staff with the knowledge, skills, and tools they need to deliver high-
quality service and convey trust and confidence to their customers. For example,

businesses can offer training programs that focus on customer service skills, problem-

solving, and communication. @Q
Another way to improve assurance is by establishing clear standardﬁ‘%‘p\i)‘gedures for

service delivery. This can help ensure that service provi afe consistent and
professional in their interactions with customers, and t%ﬁ\y are adhering to best
practices and industry standards. Clear standards c. %o help customers understand
what they can expect from the service providetzand build confidence in the service.
Finally, SMEs can improve assurance .géa ing in transparent communication with
their customers. This includes bein(%@n and honest about the service being provided,
and providing clear and ur information about the service and its benefits.
Transparent communicatien, ean help build trust and confidence by demonstrating the

service provider’s@)@%ent to honesty and integrity. The dimension of assurance is

also boosteg pathy

The i@ls on of empathy focuses on the ability or practice of business enterprises
towards understanding and acknowledging the customer's emotions, feelings, and needs.
It refers to the service provider's ability to put themselves in the customer's shoes and
provide personalized service that meets their individual needs. In this article, we will

explore the importance of empathy as part of service quality and how it can be achieved®.
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One of the most significant benefits of showing empathy to customers is that it enhances
their satisfaction and loyalty. When customers feel understood and valued by the service
provider, they are more likely to have a positive experience and be willing to return in the
future. On the other hand, customers who feel like their needs and emotions are not being

addressed may become dissatisfied and choose to take their business elsewhere®!

Empathy also contributes to service quality by helping to build long- te @'{ﬂonshlps
with customers. When service providers take the time to understa éQnowledge
their customers' needs and feelings, they demonstrate a co@mﬁnt to providing
personalized service that meets the customer's unique need%ﬁ can help build trust and
loyalty over time, as customers are more li ﬁ urn to businesses that have

demonstrated their commitment to their needs an ferences.

To achieve empathy as part of service @_)\ businesses need to prioritize training and
development for their service provi his includes providing staff with the skills and
tools they need to understa&i\a% address their customers' emotions and needs. For
example, businesses ca '}raining programs that focus on active listening, problem-
solving, and emo@njgmtelligence. Another way to improve empathy is by collecting
feedback @Jstomers and using it to inform service improvements. This can help
busi % better understand their customers' needs and preferences and develop tailored
seﬁofferings that meet their unique needs. By listening to customer feedback and

incorporating it into their service offerings, businesses can demonstrate a commitment to

providing personalized service that meets their customers' needs and expectations®?.

Finally, businesses can improve empathy by encouraging a customer-centric culture

within their organization. This includes establishing clear values and standards that
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prioritize customer needs and preferences, and encouraging staff to prioritize customer
service in their daily interactions. By creating a customer-centric culture, businesses can
demonstrate their commitment to empathy and provide high-quality service that meets
their customers' needs and expectations. The final dimension of the SERVQUAL is
tangibility, which although unrelated to services or products, is still highly relevan‘[&b
Tangibility refers to the physical appearance of the service prov.ide 'é)}ﬂities,
equipment, personnel, and communication materials. In the contexf%}?v e quality,
tangibility can influence the customer's perception of the qualit & service provided.
For example, if a service provider has modern, well—maintélii%\'acilities and equipment,
it can create a positive impression in the customer's ;&b@indicating that the provider is
committed to delivering high-quality service: measure tangibility using the
SERVQUAL framework, researchers t .a@a k customers to rate the extent to which
they agree with statements such whet%'the physical facilities of the service provider are
visually appealing. The que%%)so focused on the service provider's employees are
well-groomed and profes&%mi—looking. Also, researchers are expected to ask whether
the service provi@s)%u ment is modern and up-to-date. The results of these surveys
can be used t tify areas where the service provider needs to improve its tangibility
and to d@/‘s strategies to enhance tangibility in the future. Tangibility is an important
fa@\ service quality, as it can influence the customer's perception of the quality of the
service provided. Service providers can enhance tangibility by investing in modern, well-
maintained facilities and equipment, and ensuring that their personnel are professional-

looking and well-groomed.

55



Services differ from products in a number of important ways. Scholars argues that the
intangibility, heterogeneity (variability), simultaneity (inseparability) of production and
consumption, and perishability (sustainability) of services are the most important
characteristics of services®. These service-specific features also help to illuminate how
service quality differs from product quality. If a service business is to succeed, its
frontline workers must be well-managed first and foremost. Integration oé‘%a@land
digitization are crucial in today's environment, when considering t .N?@eness of
variability, or the lack of standardization, as a means of solving is,'3 issue. Workplace
automation and employee participation in the benefits of tec ical advancements are
central themes in works of various organizational belrav@%eholars“. Most people focus
on a product's technical specifications when @B&lg its quality. However, a few
differences exist when it comes to se&@?d service providers tend to put more

emphasis on the quality they providévto their clients. Quality, in this view, is defined as

that which the user perceives to b@%fying.

Quality as satisfaction is ha%tp quantify in comparison to technical, or production-based,
measures of quality. @7'%6 quality and customer satisfaction are not the same thing, and
the latter i 6§ult of contrasting the service's actual performance with the user's
expectaé% A systematic analysis of 19 models of service quality reveals that authors'
obs ions of service quality's various components vary. However, the GAP model and
the SERVQUAL model are two service quality models that have gained widespread
acceptance alongside the numerous quality dimension models®®. The GAP model is

predicated on the user's perception deviating from his or her pre-service expectations.
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The SERVQUAL model is a "multidimensional scale to compare consumer perceptions

with expectations regarding service quality" that builds off the GAP model?’.

The SERVQAL model is used to evaluate how well actual service meets the expectations
of customers. The five pillars of this paradigm are reliability, assurance, responsiveness,
empathy, and tangibility. These metrics are applicable to both products and serviceng his
is so because products are traded and used. The whole customer experierlce 1@% from
the first contact between buyers and sellers contributes to the otf%;}éegeption of
service and product quality. For instance, a product that meets ality requirements
may be negatively affected by poor packaging, late deliveré)hﬁ%%poor after sales services
among others. For instance, it was reported th Y @tomers in India have high
expectations for the speed with which servic@ rendered and the safety of their
financial transactions, but lower standa .%ﬂh cleanliness and general atmosphere of
retail establishments, according to a %nt survey. The respondents gave the flow rate at

the checkout counter the hig@%&rformance rating, and the factor connected to staff

willingness to respond to t§sqmer needs the lowest performance rating®®.

The SERVQUAL@(% necessitates the development of a survey that, on the one hand,
gauges ho v@ a business enterprise is doing in the eyes of its customers, and, on the
otes how well the company is doing in comparison to the "ideal" expectations of
thosecustomers. There will be gaps between actual results and projections, which can be
measured against the standards of a "world-class company" or similar organization. Many
different service industries, as well as the commercial and consumer markets, the for-

profit and non-profit sectors, and the public and private sectors, all employ the

SERVQUAL model.

57



2.2 Theoretical Review

Theories play an important role in research. They provide explanation, understanding,
and meaningfulness to research, and help to predict facts and identify unexplored areas®.
Theories guide and give meaning to what researchers observe and collect, and they can
challenge and extend existing knowledge within a field’®. A theoretical framework is
important in research because it gives direction to the study and helps to @ﬁ or
disapprove a phenomenon’!. This section focus on the theories on which ¢ ?’@ent study

is anchored. These theories are the expectancy-disconfirmation model,

N
2.2.1 The Expectancy-Disconfirmation Model 6&%\
The Expectancy-Disconfirmation Model is a theo‘ga framework used to explain
customer satisfaction and dissatisfaction with oduct or service’?,”3. The model
suggests that customer satisfaction 1@)&%&1 ed by the discrepancy between the
customer's expectations and their ac@ experience with the product or service. If the
customer's experience exce@d\t%* expectations, they will be satisfied. On the other
hand, if their experience@sqshort of their expectations, they will be dissatisfied. The
model can be re@@ y the following equation: S = f(P-E) where S is customer
satisfactio Pé‘gerceived performance, and E is customer expectations. The difference
betweeg d E represents the disconfirmation, or the extent to which the customer's

ex@rions were met or exceeded by the product or service (Figure 2.1).

The Expectancy-Disconfirmation Model has been applied in various fields, including e-
government servicesl, pre-primary education’, and customer leveraged application
service provision’. It has been found to be a useful framework for explaining customer

satisfaction and dissatisfaction, and for identifying areas where improvements can be
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made to enhance customer satisfaction’>. The Expectancy-Disconfirmation Model is
commonly used in customer satisfaction research to explain the relationship between
customer expectations and their actual experience with a product or service’>’3. The
model suggests that customer satisfaction is determined by the difference between the
customer's expectations and their perceived performance of the product or servicel. If the
perceived performance exceeds the customer's expectations, they will be sati%é\,while
if it falls short of their expectations, they will be dissatisfied’®. Re§ .% use this
model to measure customer satisfaction by comparing customer gectations with their
actual experience. The model has been applied in various ﬁg&%\ncluding e-government
services and pre-primary education, to evaluate custo@ isfaction and identify areas

for improvementl2. In addition, the model% en used to measure customer

satisfaction in the context of outsourcing fﬂ@mlogy services”.
While the Expectancy—Disconﬁrmati%;\/lodel is a useful framework for understanding

customer satisfaction, it has{so iimitations in customer satisfaction research. One

limitation is that the m assumes that customer expectations are fixed and do not

change over tin@%&ever, customer expectations can change based on their
experience v@sﬁhe product or service, as well as external factors such as advertising
and wo Q%Nuth recommendations’. Another limitation is that the model does not
ac@ for individual differences in customer expectations and preferences’. Customers
may have different expectations and preferences based on their demographic
characteristics, past experiences, and cultural background’. Finally, the model does not
consider the emotional aspects of customer satisfaction, such as the feelings of pleasure

or disappointment that customers experience when their expectations are met or not met3.
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Despite these limitations, the Expectancy-Disconfirmation Model remains a widely used

framework for understanding customer satisfaction in various fields.

Expectations

Disconfirmation

of beliefs Satisfaction

Perceived
performance

2
Figure 2. Expectation disconﬁrmaﬁ&’ml
Source: Dansoper, 2014 %‘b"

2.2.2 Total Quality Mana e@ (TQM) theory

Total Quality Ma @(TQM) theory is an important theory for improving the
efficiency of b%igs operations. The key principles of Total Quality Management

(TQM) tl%include customer focus, continuous improvement, employee involvement,

a@s-centered approach’.

TQM emphasizes the importance of meeting customer needs and expectations, and
involving employees in the improvement process. It also focuses on the importance of a
process-centered approach to ensure that quality is built into the product or service from

the beginning’>. TQM is not a unique approach, as its principles are shared with other
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management practices such as world-class manufacturing, continuous improvement, and

business process re-engineering’s.

It emphasizes overall management, staff management, preventive management, service
management, and scientific management. TQM has been applied in various fields,
including manufacturing, education, and equipment maintenance management.~SIQM

practices can facilitate firms to achieve green innovation objectives and re &vastage

of raw materials2. TQM is also associated with organizational ct%} d human

resource management. )\‘% %

Total Quality Management (TQM) can be 1rnpleme &@& organizations through a
comprehensive approach and method to manage y of products and services. The
implementation of TQM requires a commltm t ffom top management, involvement of
all employees, and a focus on contmuo@rovementl Organizations can use various
tools and techniques such as statlst@ocess control, quality circles, and benchmarking
to implement TQM1. The 1m?@entat1on of TQM can help organizations improve their
competitiveness, busin, %{‘wth and sustainability, as well as increase employee
moralel. TQM is@ilﬂeing used by many organizations around the world to manage

quality cg@nsively and improve business performance and customer satisfaction.

QQ
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Figure 2.2: Total Quality Management Theory

Source: DeFeo, 2019

2.2.3 SERVQUAL MODEL

The SERVQUAL model was devetop€d by Parasuraman and other researchers in 1988. It
is a tool used to measure service quality from the perspective of customers or users. It
consists of five dimehsiofls: reliability, responsiveness, assurance, empathy, and
tangibility’®. Reliabitity is the ability to of a business enterprises or service providers to
consistentlykeep through to their promises to the customers. In the context of SMEs,
reliability’means to provide products or services to customers consistently and accurately.
It can be seen in business practices such as delivering products on time or providing
accurate information about products or services. The theory posits that SMEs will be
perceived as offering quality services when what they promise is consistent with what

they provide for their customers. This is also related to responsiveness.
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Responsiveness of a business enterprise is the willingness to help customers and provide
prompt service, such as responding to customer inquiries or complaints in a timely
manner. SMEs are expect to have good customer services so that customers can easily

resolve disputes and get answer to questions concerning their business relationships.

Assurance is the knowledge and courtesy that business owners and em;ﬂgees

D

demonstrate to their customers in term of their ability to inspire trust ar.ld C nce in
customers. It means the ability of SMEs owners and employees to%}i potential
customers that the can meet their needs and solve their problems;{%fs seen in activities
such as providing expert advice or demonstrating produ%'@vledge. This assurance

which can often be misconstrued as arrogance should b@\rer be tempered with empathy.

Empathy is the ability to put one in others sh: &Qis the ability to show understanding
and respond to customers' needs and @Xrns in a way that would not be seen as
demeaning to the customers. It is é&b’nstrated in activities such as being patient with
demanding customers, providing personalized service that meet the peculiarity of
individual customers o 'ﬂlg empathy towards customers' problems. In addition to
the actions of theQnggoyees and business managers, the business branding and premises
are also im l@t. This is taken care of by the dimension of tangibility.

Tan 'b@ efers to the appearance of physical facilities, equipment, personnel, and
coﬁnication materials, such as having clean and well-maintained stores or providing
clear and informative signage. SERVQUAL posits that customers are attracted or
repelled by the aesthetics of the business premises and would use such appearance to

judge whether a business is ‘high’ or ‘low’ class. These dimensions can be used to
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identify areas for improvement in service quality and to develop strategies to enhance

customer satisfaction and loyalty in retail SMEs.

The model has been used in various studies to assess service quality in different settings,
such as e-learning, public hospitals, and internet banking 7’. The studies have found that
there are often gaps between customers' expectations and perceptions of service qn&hty,
and that improving communication, individualized attention, resp(.)nsi &s, and
physical facilities can help to improve customer satisfaction ‘%\l’éogty. The
SERVQUAL model has been shown to be a reliable and valid @h assessing service

quality in various contexts’®. q é%\

The SERVQUAL model has been used in mri@a@s to measure service quality in

the context of Small and Medium Enterprises % s). For example, a study in Northern

Cyprus found that commercial banks d@%}‘neet the service expectations of SMEs for
all dimensions, with the highest np&d%e gap belonging to empathy. Another study in
Malaysia used the SERVQUX‘)nodel to measure the perceptions and expectations of
SMEs on the services rQ c? from audit firms, and found that on average, SMEs were
dissatisfied on all@%mensions of service quality, with the most dissatisfied dimension
being em @ study in Saudi Arabia used the SERVQUAL methodology to assess
th%@v ness of e-commerce on SMEs, and found that e-commerce had a positive
effect”on confidence, even though several features were found to be in need of
improvement3. These studies suggest that the SERVQUAL model can be a useful tool for

assessing service quality in SMEs, and that improving empathy, individualized attention,

and prompt services can help to improve customer satisfaction and loyalty.
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The SERVQUAL model has been widely used to measure service quality in SMEs, but it
has some limitations. One limitation is that the model was developed based on research
conducted in the United States and may not be applicable to other countries or cultures’.
Another limitation is that the model focuses on the gap between customer expectations
and perceptions of service quality, but it does not take into account other factors that may
influence customer satisfaction, such as price, convenience, and reputation. A%tlbnally,
the model may not be suitable for all types of services or industries, as s . %ices may
have unique characteristics that are not captured by the five digs'ixons of the mode.
Finally, the model may be difficult to apply in practice, as it s collecting data from

customers on their expectations and perceptions of ser¥ gﬁuality, which can be time-

consuming and costly. In addition, consume«%&ses are usually subjective and

depends on several factors that may not bf'qk\@ghe control of the business™.

Nonetheless, the model has been fou\%@eful by several researchers across the world.
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Figure 2.3: The SERVQUAL Model

Source: Parasuraman et al., 1988
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2.3 Review of Empirical Studies.

2.3.1 Total Quality Management and Customer Satisfaction in SMEs

There is a considerable body of literature created by researchers who have examined the
link between total quality management and customer satisfaction around the world. One
of such studies examined the implementation of Total Quality Management (TQM)
practices in small and medium enterprises (SMEs) in India. The study pop%g%n was
made up of 1030 SMEs in the north Karnataka region of India The resé¢ .Cl@ dopted a

survey research method and used questionnaire for the purpose dg\ta collection. The

study found that there is little research on the effect of T@plementaﬁon on SME

performance in India, and that there are several constra;\m&% successful implementation,

such as lack of awareness and training prograw@itment by top management, and

financial and human resources. The siu@t TQM implementation practices can
S

improve organizational performance%' 1 and medium enterprises irrespective of the

sector in which they operate®?, T ding has been echoed by several other studies.

Total quality management(TQM) has proven to be an effective method for ensuring high

quality and happ@n%rs. Researchers in Ghana linked total quality management in

terms of SER AL as the primary influence on customer satisfaction in the Ghanaian
o

telecom&

bet TQM and customer satisfaction in the telecommunications sector using the

ations industry. The purpose of this research is to examine the connection

TQM-SERVQUAL framework. The impact of TQM services on customers was
investigated through questionnaires. Customers and workers at MTN Ghana and
Vodafone Ghana were given a questionnaire to fill out on their own time. Because both

businesses use the same systems and tools, everyone who interacts with either firm must
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utilize the same technology. Although 850 questionnaires were sent out to customers and
employees, only 800 responses were received. Through the use of the questionnaire,
descriptive statistical analysis was performed. To ensure the supplied data were suitable
for the research and would match the anticipated model, the researchers also did
preliminary tests such as reliability, validity, and multicollinearity tests. In the study, the
collected data were analyzed to draw conclusions. The most important concl@&hat
TQM significantly improved both service quality and customer ha . ésg@uality of
service is found to have a beneficial effect on satisfaction levgfor customers. The

importance of TQM's focus on service quality in boosting \sners' overall happiness

with Ghana's telecommunications providers has also beeﬁ@overed.gl.

In the health sector, scholars investigated the @nce of Total Quality Management
(TQM) on customer satisfaction in the @tﬁéﬂe e healthcare sector. The study adopted
a survey research method. A self—co@etion questionnaire was submitted to inpatients
who were treated in April 2@ tertiary-level hospital in Vietnam. There were 516
respondents. The Statisti ackage for the Social Sciences (SPSS) ver. 25.0 and Amos
ver. 25.0 progran@e)@&%e used for frequency and descriptive statistical analysis, and
structural equ, modelling, respectively. Total Quality Management had a significant
effect o ‘éived service quality and patient satisfaction; perceived service quality had
a [@re influence on patient satisfaction. The study found that TQM had a significant

effect on perceived service quality and patient satisfaction, and that perceived service

quality had a positive influence on patient satisfaction®?.

Another study assessed the influence of TQM on customer satisfaction in the telecom

industry from a TQM-SERVQUAL perspective. The study found that effective TQM
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would result in better service quality, which would in turn lead to higher customer
satisfaction. Total quality management procedures and their effects on customer
satisfaction are analyzed, along with the factors within TQM that have the most bearing
on that metric. It points out the most important elements and suggests reasons for the
discrepancy that has been noted. The study goes on to fill in the gaps in the literature by
highlighting the problems with total quality management techniques in each re@obarea
based on the results of prior studies. Contrary to what one might assu ' x ively few
research have used the expectancy disconfirmation theory to inve&'gege these particular

aspects of client satisfaction. %‘\\‘
&

Based on the findings, researchers offered a new theo.eb@‘l framework that makes use of
the emphasized variables in this study. S d, the study's findings on the
aforementioned topics can be used by .Bzé\a private sector authorities to enhance
total quality management procedures'@ hence boost customer satisfaction. According to
the total quality management@egislators should view total quality's incorporation as
a preference for maximizin%aq organization's performance. Each of the study's evaluated
dimensions repre entQ%vel opportunity for a company to improve its service output.
For this rea o@@ essential for managers to be able to demonstrate the beneficial effects
of over% ality management methods in the form of the company's performance. A
co@mem from the top manager, enough resources to integrate multiple approaches,
and appropriate training that will improve quality are all crucial to the development of
effective total quality management practices, which may also provide an advantage from

a management policy stand point®.
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In another study conducted in Malaysia, researchers examined total quality management's
(TQM) impact on the performance of SMEs in the service industry in Selangor, Malaysia.
TQM's four pillars are employed as influential criteria in determining organizational
success (Y): customer focus (X1), continuous improvement (X2), a strategic foundation
(X3), and full staff participation (X4). A survey is used to gather information from 350
business owners and managers in the service industry in Selangor, Malaysia. I%{%rk,
SPSS 23 is used for multiple linear regression analysis. All of the ass ' ?@s support
the conceptual model, demonstrating that TQM has a beneficial effect g\n usiness results.

The results of this study show that TQM elements—includin @n to the customer, a

commitment to constant improvement, a foundation q\ @gic thinking, and the active

participation of all employees—have a posit&%‘% significant impact on business

outcomes®*. C.-)@

Researchers in Palestine also exami@he contribution of total quality management to
customer (patient) satisfacti&i@ealth facilities. The purpose of this research is to
examine how Palestinian h%‘shcare institutions use total quality management (TQM) and
how TQM affect@t)@%satisfaction and future behavior. The researched followed a
survey rese r@&thod and collected data through structured questionnaire. The analysis
of data él%&i that TQM has a major impact on perceived service quality and patient
sa@ion. Furthermore, patient satisfaction mediates the positive association between
perceived service quality and behavioral intention to use the health facility again among
patients... Based on the study's findings, hospital administrators are urged to prioritize the
technical and functional skills of their service providers while also placing greater

emphasis on the needs of their patients. This study makes important contributions to the
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literature by confirming the mediating role of PS in the positive relationship between
PSQ and BIs and establishing a direct influence of PSQ on customers' Bls. Significant
strategic planning based on these insights is expected to improve customers'

experiences®’.

Total quality management was also found relevance in the financial service seqﬁ&. A

N

group of researchers in India hypothesized that Total quality ser\:ice ) has
tremendous potential to solve quality issues across sectors and bo \ggss results.
Thus they conducted a study with the aim of looking at how T,Q@f&:t internal service
quality and how that, in turn, affects employee satisfacéf?&%n\ financial institutions.
Employee satisfaction was also tested for its potentia.@crease external service quality
by encouraging loyalty and dedication from wor Information was gathered from car
dealerships and repair shops from Ja .L%i) ince, North India). The sample of the
study included a total of 85 exec@es, 380 employees, and 289 customers. The
hypothesized connections h%@en investigated using exploratory factor analysis,
confirmatory factor anz@upd structural equation modeling. The results showed that
atis

TQS, ISQ, emplo eQ;

faction, employee commitment, employee loyalty, ESQ,

customer siti@ﬁpn, and financial performance all had a positive and significant impact

on the (&rec nd indirect structural relationship between these variables®.

Tl&ndation of total quality management is the belief that all employees share equal
responsibility for the company's success and should work together toward common goals.
Organizations exist to serve their customers. When properly implemented, quality
management is the foundation upon which quality assurance is built, and from which, in

turn, customer satisfaction is derived. In today's business world, complete quality
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management is an integral component. Everyone uses it, but in eservices, it's more crucial

because most eservices are digital, or carried out with the use of IT.

The term "quality" refers to the degree to which the end product or service satisfies the
requirements set forth by the client and is suitable for the intended use. Moreover, the
three important facets of quality in e-business—quality management, quality contrpband
quality assurance—make quality in e-business crucial. Managing, con '{h' , and
assuring quality in an e-services setting requires the avoidance of cox@ osts, such
as those associated with detection and prevention, as well as nq,n ofmance costs, such

as those associated with internal failure and external fa11ure87'®

Total Quality Management (TQM) in an e- serv%@g entails a variety of measures,

such as team empowerment, systematic probl solving, decisions made by data derivers,
a statistical process, and the selection a@watlon of relevant tools and techniques for
problem solving. By 1ncorporat1n% e features into their e-services, businesses can
streamline their operations, Mse the speed with which their employees can share
information and mak qons and reduce costs. This is crucial for business
development anerggress as well as the efficient and effective attainment of their
financial a é\ﬁnanmal goals, as it allows them to not only receive the faster reaction

h@c stomers but also to deliver better satisfaction to their customers.

Researchers in Botswana also examined the influence of total quality management on
customer satisfaction in retail stores. The study's goals were to (1) identify service quality
attributes in which to make investments to boost customer satisfaction, (2) assess the
effect of total TQM on customer satisfaction, and (3) analyze the connection between

service quality attribute and customer satisfaction. The researcher successfully
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accomplished her goals by bridging the gap between marketing and total quality
management by incorporating the well-known Servqual scale into the Kano Model. From
ten local supermarkets in Gaborone, Botswana, a random sample of 128 people were
surveyed. To help local supermarkets compete in the retail market, the Profusion
approach was used to generate trustworthy, robust data and pinpoint the specific service
quality qualities that needed improvement. The Consumers Satisfaction ind&%@s also
used to evaluate the factors of service quality that most positivel .ésﬁegatively

.@w

The regression and correlation coefficients between TQM % tomer satisfaction were

impacted customer satisfaction.

calculated using SPSS version 20. The study's ﬁndin@ly that TQM has a substantial
effect on consumer satisfaction, and that in cases re it is not followed, as the case of
indigenous supermarkets in Botswana, é)@r dissatisfaction grows. Quality needs to
be one of the primary strategic focus¢shof indigenous supermarkets, and quality needs to
be the focus of every employée. I@.ﬁve American food stores should avoid stocking their
shelves with generic labe)%T,QM goals and plans must be developed on the basis of
client needs, thus @%‘1 ny must maintain constant customer engagement. Indigenous
grocery sto e@ﬁuld be well to put money into employee training and development if
they w@ap TQM's full benefits. Indigenous supermarkets must prioritize employee
trai@ and development if they are to achieve their goal of continuous improvement®®,

Another study in the Middle East also suggest that African SMEs should be proactive.

Researchers in Iran also conducted a study on total quality management and how it
affects customer satisfaction and influence purchase behavior. The focus of this study is

on the role of innovation and continuous improvement in gauging the impact of hard and
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soft TQM components on consumer behavior. TQM variables in hard and soft parts,
customer behavior, innovation, and continuous improvement were culled into the study
model through a thorough examination of the existing literature and previous studies.
Using this information, a questionnaire was developed and sent out to 374 project
managers, quality assurance managers, and quality control managers selected through
simple random sampling from the statistical population. The research model&gp}ut to
the test by utilizing the Delphi method to determine all of the questionn i Q@)-criteria.
After collecting the survey data, the researchers used structural gagion modeling and

N

AMOS software to examine the hypotheses. %\
&

Statistical studies show that TQM's emphasis on co@ﬂy raising the bar in terms of
both quality and innovation positively impac stomer loyalty. In addition, the
influence of hard TQM variables on co .ﬂ‘%ub havior via innovation was shown to be
0.62, the highest of any of the report@ata. In addition, TQM "soft factors" like human
resource management have adarg&dmpact on customer behavior via quality enhancement
and new product development: In addition, TQM hard factors have a positive impact on

customer behavioQ))Qa of enhanced quality and new product development®. Similar

studies hav; @sbeen conducted in Nigeria to determine the influence of total quality

manag&@e n different categories of customers dealing with a variety of organizations.

A& conducted in Ogun state Nigeria to investigate how implementing Total Quality
Management (TQM) in higher education establishments affects customer satisfaction.
The purpose of this research was to determine whether or not there is a connection
between the degrees of customer service provided, employee engagement, and customer

satisfaction at postsecondary schools. A descriptive survey research design was employed,
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and all students at The Federal Polytechnic, Ilaro, Ogun State, served as the study's
population. Using a stratified random selection strategy, we were able to draw a sample
of 100 respondents by selecting 20 students from each of the five departments. Primary
data came from in-person interviews and online surveys, while secondary data came from
published works associated with the university. The socio-demographic data was
analyzed using frequency and percentages, and the responses to questions %@k otal
Quality Management and student and parent satisfaction with tertia 1 %ons were
scored using a weighted average on a five-point Likert scale. The q%heses were tested
using the multiple linear regression technique of inferential iﬁgﬁcs with the help of the

SPSS statistical package. Total Quality Management h@@l found to have a beneficial

effect on customer/student satisfaction”®. @

In another study conducted in Nigeria,@&rs examined the role of Total Quality
Management (TQM) on customer sa@ction in airline companies in Nigeria. The goal
of this research was to colle@wal evidence from a sample of Nigerian airlines on
the correlation between %and OP. Stratified and simple random sample strategies
were used in thi@@, hich employed a descriptive research design. Using SPSS
version 21, &nt Likert-scale closed-ended questionnaire was used for data collection,
and descriptive statistics and Pearson's Correlation were used for analysis of the study's
pa nt profiles and testing of hypotheses. TQM's dimensions of customer satisfaction
(CS) and employee satisfaction (ES) are positively correlated with overall performance,
as shown by the data. These findings suggest that in order to reap the benefits of OP,
businesses should place a greater emphasis on achieving TQM in their products or

services by effectively meeting the demands of their customers and employees®!.
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In another study focusing on a Nigerian business organization; Cway Water Group,
Lagos, researchers analyze the relationship between Total Quality Management (TQM)
methods and business success which is a product of customer satisfaction. The paper
analyzed critically how much emphasis on total quality affects business results. The
researchers adopted a descriptive research method. A questionnaire was used to collect
information from the participants. The study used a sample size of 325 p@"c\(gnts.
Tables and percentages were used to assess the collected data. A ?@d SPSS's

(N
evaluate three hypotheses. We reject the null hypothesis ar@mlude that TQM has a

statistical capabilities, including regression and correlation anal&ds to construct and

significant impact on organizational performance becaus%%i)e P-Value is less than 0.05.
The results also showed that TQM improvd@%action levels for the clientele.

According to the document, top-level r@\g\‘eﬁsnt should prioritize TQM processes to

ensure the organization's long-term sﬁ&c'

Another study in Kwara stat@@da also focused on Total Quality Management (TQM)
as a strategy for custom tisfaction in the service sector. The purpose of the research
was to determi@ al Quality Management (TQM) improved hotel guests'
experiences 1 in, Nigeria. The study used a survey research method. The study
populati&l nsist of hotel guest in the selected area. Eighty hotel guests in the Ilorin
M@)litan Area were surveyed using questionnaires. Simple random and purposeful
sampling methods were used to select the respondents. The research hypotheses were
analyzed using a linear regression analysis model. The correlation between TQM and

happy consumers was strong overall. TQM was found to increase customer satisfaction
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and service delivery in the hospitality business, hence it was advised that greater

resources be allocated toward its implementation®.

Adopting Total Quality Management is about more than just making sure customers are
happy with your products or services; it is also about how an organization handles its
employees and its operations from the inside out. Doing the correct things the fitst gime is
the outcome of combining TQM with good leadership. In line with :[his %}%}rchers
analyzed the impact of TQM implementation on service qualif%‘\QhQ Nigerian
telecommunications industry, which in turn affects customer faction. Two large
companies (MTN/AIRTEL) in the Global System for Mob%@ommunicaﬁon (GSM)
sub-sector were sampled, along with 136 of their y %’ees, using a combination of
purposive and stratified sampling methods for@ research. Judgmentally, the study
sample consist of 495 subscribers frolt.t-)héug out the states that make up Nigeria's
North-Central geopolitical zone. T%esearch included both primary and secondary
sources. Hypotheses were evdluated using t-tests for statistical significance. The findings
showed a strong correlatie%dgween TQM implementation and service quality. However,
there is no disc@)@ iation in customer satisfaction between the various GSM

operators. e%&the widespread use of TQM by GSM operators, the positive effects on

isfaction have yet to materialize. The research suggests, among other things,

custom&s
th@ilar businesses in related fields adopt the same management style®*.

Researcher also examined the role of total quality management in the manufacturing
sector. The purpose of the research was to assess the combined influence of quality
management and product quality on customer satisfaction by examining the connection

between quality management practices and customer satisfaction. A questionnaire was
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used to collect information, and a combination of judgmental and random sampling was
used to choose participants. Both inferential statistics (regression) and descriptive
statistics (mean values) were used in the analysis of the results. The results show a
favorable, statistically significant correlation between quality management practices and
customer satisfaction, as well as a statistically significant correlation between quality
management practices and product quality and customer contentment. WOther

finding from the study was that customers were cautious to suggest '\g?@s to their

loved ones®. .
S

What is common among these studies is that total quali@%lagement as a factor in
customer satisfaction is often discussed along With. e quality with some studies
suggesting that service quality is the ultimate% of total quality management with
customer satisfaction as the end produc@h‘é«m icate that service quality also has a role

to play in customer satisfaction particglarly among small and medium enterprises.

2.3.2 Service Quality and CuStomer Satisfaction in Small and Medium Enterprises.

Scholars have always qy;%rested in customer satisfaction because of its importance
to business grow@?sustainability. While customer satisfaction is often a matter of
various va @, some of which may not even be within the control small and medium
ente r'@, one of the most controllable factors is service quality. As a result, studies
haﬁ)cused on the role of service quality on customer satisfaction across various

organisations. Some of these studied are review here.

Researchers have shown interest in examining service quality in SMEs. Because of their
importance in the creation of new jobs, the expansion of the country's GDP, and the

reliable distribution of goods and services, small and medium-sized businesses (SMEs)
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are one of the primary motors propelling global economy. Researchers in Indonesia were
therefore concerned that poor product quality is one reason why Indonesian SMEs
struggle to compete in the global industrial market and lose customers. The study's
overarching goal is to disentangle the effects of competitive advantage, product
knowledge, and service quality on customer happiness. The methodology of this study
was quantitative. Using Structural Equation Modeling-Partial Least Squares ( LS),
we analyzed the interdependencies between the variables. There were Y ?@:ipants in
the sample for this study. Using a questionnaire, we gathered inft %;[ion, and then ran
the data through Smarts version 3.3.2 to analyze the question&@is study's findings show

that (1) East Java SMEs can gain a competitive advantag%%‘fd boost customer happiness

by improving their product knowledge and sd%‘%uality, and (2) that competitive

advantage can mediate the influence of ic@ﬁuality on customer satisfaction. Third,

having more information about a pr(?&ci n make customers happier, but this boost in

satisfaction is not statistically%iébht%.

Researchers also explorz%the importance of logistic service quality on customer
satisfaction in theeo)&der trade sector. The purpose of this research is to determine
which aspects rvice quality make up the logistics service and which are deemed most
crucial. fl"%methodology behind this investigation was informed by the Analytic
Hie@w Process (AHP) and some preliminary research on logistics service quality. In
order to perform the survey, the participants were separated into two categories: logistics
businesses (providers) and retailers (customers). AHP was used to process the data in
order to thoroughly assess and analyze the outcomes for both groups. The researcher

helped select service criteria to examine for improvement or innovation of logistics
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service quality by defining the components of logistics service quality and establishing
the relative relevance of each component. Therefore, it would be useful for logistics
companies to use as a guide for meeting customer demand through the effective use of

resources’’.

Another study analyzes the role of e-services, quality system, and perceived.va‘l& on
customer satisfaction in Indonesian SMEs. The goal of this research is .to € 'Sr} how
customers of small and medium-sized enterprises (SMEs) in Indonesi \'a out the e-
services they receive. In order to perform this study, 140 online tidnnaires were sent
out to customers of Indonesian SMEs, of which 124 Weré)&%med and analyzed. The
sampling strategy uses a snowball effect. The analys? % performed using a statistical
program called Structural Equation Modeling (S redicated on Partial Least Squares,
version 3. Tests of the hypotheses s@g&&d a link between E-Service and Value
Perceived, and those links were fo%to be positive and statistically significant. The
correlation between System %@ and Perceived Value was moderately favorable but
insignificant. Value per&%iqn was positively associated with e-satisfaction in a
statistically signi@@l ner. Through the lens of perceived value, E-Service had a
positive a @istically significant correlation with e-satisfaction. According to the
results, the\perceived value of an e-service has a direct and positive effect on e-
sa@ion. The correlation between system quality and e-satisfaction via perceived
value is positive and non-significant. What makes this study unique is the correlation

model of how e-service, system quality, and perceived value all influence e-satisfaction

among small and medium-sized enterprises®®.
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A third study explores the impact of e-promotion and e-service quality on customer
satisfaction in the fashion industry. The study adopted a social survey research
methodology. A random sampling technique was used to select 100 Instagram users who
have made purchases of fashion products from online SMEs via Instagram. Due to the
nature of the respondents, an online questionnaire was used for data collection. The data
shows that advertisements have a smaller impact on consumers' opinions thax@ﬁghty
services. Nonetheless, advertising does affect repurchase intent si .'Sg@y, while

AN

service quality does not. As a result, repurchase interest is inﬂueﬁq\by service in the
form of customer happiness, while repurchase interest is in@ed

y promotion in the

form of other variables®. . '\QQ

Another study proposes a model of SMEs' c@?loyalty, which includes service
quality, customer satisfaction, and trust .h% ose of this research is to suggest and
empirically test a model of customer@lty among SMEs. Adding the concept of trust to
previously recognized correlations’ among service quality, customer happiness, and
loyalty, this study expand%mon and improves upon earlier conceptualizations. Using
structural equatio@@h ¢ (SEM) with maximum likelihood for parameter estimation,
the researc e%ﬁed hypothesized associations on a representative sample of SMEs'
clients gh same time. According to the study's findings, service quality has an indirect
eft@n customer loyalty through their level of satisfaction and trust in the company,

whereas customer satisfaction and trust have a direct effect on customer loyalty!%.

Similarly, a study conducted by Iranian researchers investigates the effects of service
quality on post-purchase intention in SMEs. The researchers describe the findings of an

empirical study conducted to examine the link between service quality and future
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purchases. The research is conducted using a sample of SMEs in Kerman, an important
economic center in Iran. About 300 people worked for these departments, but only 168
were included in the study. Twenty questions on a Likert scale were utilized in the survey
that was given to the study's participants. Using structural equation modeling, the
researchers found that both the actual and perceived quality of the service had a

beneficial effect on post-purchase satisfaction and commitment. Overall, t% dies

suggest that service quality is an important factor in determining cus tisfaction

and loyalty in SMEs!‘!, ‘%'\

Service quality has also been found to be an important fa%&% the hospitality industry
comprising of hotel, tourism services, event org " 1mg, and transportation sector.
Researchers posited that customer satisfaction a@utal in this rapidly expanding sector.
As a result, a group this study was ana y \)ﬂi g a quantitative technique. Distribution
and data collection based on a rand%selection of subjects. One hundred and eleven
people took part in the study\E%athy, responsiveness, assurance, and tangibles were

found to have good rela‘%lships with customer satisfaction, whereas reliability was

found to have a n. gat@t%htionshipm.

By drawin @ previously published works on the topic of e-service quality in online
re%a chers from Portugal attempted to expand our understanding of the factors
that mratter most to consumers in terms of satisfaction, trust, and behavior. In order to
better forecast consumer behavior, this research focuses on the four characteristics of e-
service excellence. It examines how trust affects consumer behavior including repeat

purchases, recommendations, and site visits, as well as how customer pleasure affects

those same outcomes. The study model was put to the test by applying structural equation
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modeling on data collected from a survey taken by 355 Indonesian internet users. In this
analysis, the researchers looked at how the quality of e-services varied along three
dimensions: website design, security/privacy, and fulfilment. However, the quality of
customer service has no bearing on the quality of an e-service as a whole. There is a
statistically significant correlation between the quality of an e-service and the satisfaction
of its users!®. This study is important because SMEs engage in various activﬁ(bhich

include online businesses so the finding will be relevant to SMEs in t}}is@@

Service quality also applies to the banking sector as shown in a.s@:bnducted in Oman.
Using the SERVQUAL approach, this research looks at f%%})r Islamic banks in the
Sultanate of Oman to determine how service qu \ f&%ﬂffects customer loyalty and
satisfaction. This quantitative study collected in@tion from 120 customers of Islamic
banks in Oman by having them fill out . &e igned, online questionnaire. Cronbach's
alpha, a measure of internal consiste@ was calculated after SPSS analysis of the study
data. Significant connectiow\b%Neen the study variables were analyzed using a
correlational method. Rag%ss)ion analysis was used to capture the effect of service
quality factors or@@% satisfaction. There was a statistically significant connection
between se iéquality, customer satisfaction, and customer loyalty, as shown by the
findings_of the correlation analysis. Regression findings showed that aspects of empathy
an@nonsiveness also significantly contribute to customers' overall satisfaction. Since
empathy and responsiveness have such a strong bearing on customers' overall satisfaction,
banks are urged to put more effort into cultivating these traits. However, banks shouldn't
overlook other factors like dependability, assurance, and tangibles that participants

highlight as important for the bank's services!%*.
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In the context of Africa, researchers from South Africa also examined the impact of
service quality on customer satisfaction in the hospitality industry. This study examined
the factors relating to guest satisfaction in a variety of star-rated South African hotels.
Using PLS-SEM's multigroup analysis and importance-performance map analysis, we
were able to separate the effects of different service quality performance scores on guests'
overall satisfaction levels at hotels of varying star ratings. The infrastructure @otel
and the knowledge of the staff are the two most critical factors in dete .mggwhether a
guest will be satisfied or dissatisfied with a one- or two-star hote.gt %Nas observed that
both predictors performed poorly. Three-star hotels underpe@ln terms of safety and

security, but they excel in other areas, including room @%ﬁ which is a major factor in

guests' overall happiness. In the case of fou@ve-star hotels, guests are more

satisfied when the wait time and interactifn @staff are below average

Similarly, researcher in Turkey ex@e the influence of service quality and other

105

variable on customer satisfz@n the banking sector. The goal of the study is to
examine how customer l@%tyg in the Turkish banking sector is affected by factors such
as customer satisfac i@%rvice quality, and perceived value of services, corporate image,
and reputa 'o@e perceived value, as well as the business image and reputation, are
investi%‘, for their potential mediating roles. Management can improve the bank's
st@ in consumers' thoughts by employing a plan that takes into account the
interconnections between the factors that influence customers' loyalty to the financial

institution.

The researchers offer a model to investigate the ways in which a bank's image and

reputation might be converted into customer loyalty through the provision of high-quality
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services and the satisfaction of its clients. Within this framework, a survey was developed
and structural equation modeling (SEM) was adopted to examine the hypothesized
relationships between key variables that influence customer behavior and loyalty.
Perceived value mediation, as well as corporate image and reputation mediation, are also
performed. %

According to the findings, banks can use their corporate image and.re & as a
standardized marketing metric to evaluate their success. The ﬁm%\ oved that
consumer value, image, and reputation are affected by their pq@i&ns of quality and

satisfaction!%. The implication of this finding is that é@n‘[eemg service quality

automatically means ensuring customer satisfaction.

A group of researchers from Europe and Austr ﬁo examine the role service quality in
the hospitality sector. The research fo@s-%}?on the hospitality sector to examine Al-
powered applications and servicec&dh!ty enhance customer satisfaction in the hotel
industry. The study takes a wmer-centric stance by analyzing the impact of Al and
the quality of service %Slded by employees on customer happiness and loyalty.
Research was un@en at a variety of Portuguese hotels, with a particular emphasis on
outgoing s@v\ﬁo had used both automated and human services throughout their stays.
T%@g indicate that both Al and employee service quality account for substantial
variations in customers' perceptions of service quality and their level of happiness and
loyalty. But only some aspects of service quality actually mattered in terms of the
outcomes that mattered. When regressing Al alongside the quality of service provided by

employees, Al is rendered negative and inconsequential'”’. The implication of these
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findings is that, no matter the innovation introduced by SMEs, if such do not contribute

to service quality, it may not have any effect on customer satisfaction.

In Nigeria, researchers examined the influence of service quality on customer satisfaction
and loyalty in the telecommunication industry. The study adopted a survey research
method. Six hundred and four clients from the four largest mobile telecommuni?&ions
operators in Nigeria participated in the survey. The postulated model was Q'g&}e test
using a structural equation modeling strategy known as partial least %ﬁ . The results
of this study show that customer perceptions of a compa.ny&SR efforts have a
significant, positive impact on their experiences with thos@é%&gams. Additionally, the
effect of perceived CSR on repurchase intention is r@%d (uniquely and sequentially)
by service quality and satisfaction. Furthermore, moderates the impact of perceived
CSR on consumers' evaluations of servi . Xli and their propensity to make a repeat
purchase!®. This study shows that cgStomer satisfaction is not the end goals of service

quality. Instead, customer s@on caused by service quality is a mean to secure

customer loyalty and enca&%g&; customers to make repeat purchases.

Another Nigeriar@& ocused on the influence of services quality in the banking
industry. @-pose of the research was to determine how different aspects of service
qu%@fect banking customers' overall happiness. Two hundred and fifty (250)
Nigerian bank customers were handed surveys for the research. Multiple correlation,
descriptive analysis, and multiple regression are all used to make sense of the data.
Specifically, the study found that tangibles, reliability, and responsiveness all had a
significant impact on customers' satisfaction with the banking industry. The research

showed that service quality is a key component of the banking industry's success in
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retaining satisfied customers. Management is urged to prioritize customer satisfaction by
heeding the study's call to raise the bar on service quality. The research went on to
suggest that Nigerian banks improve their responsiveness by shifting their focus from

internal to external dimensions of service delivery!'®.

In a similar study, another group of researchers examined the influence of service g&lity
on customer satisfaction in the banking industry, particularly among fe.mal @mers.
Female customers of deposit money banks in Adamawa state art@bégs of this
research, which looks at how satisfied they are with the se they receive. This
research took into account five aspects of service quality%%%\physical presence, their
dependability, their responsiveness, their empathy @ir assurance. The information
was gathered through the use of a standardiz uestionnaire. The study had 385
participants and employed a purposiv, .%li g strategy to choose its participants.
Multiple regressions were used to an%e the collected data. The study found that female
customers of deposit money&&n Adamawa state place a premium on dimensions of
service quality. Responsa%o\was the sole indicator of service quality shown to have no
statistically signif@%%with overall service quality (beta = 0.0042, t = 0.779, p0.437),
as reported b&ﬁ study's key findings. The study found that the sum of these factors
signiﬁc%tl ffects female customers' satisfaction with DMBs in Adamawa state. Since

female bank customers require satisfaction across all dimensions of service quality, it was

suggested that DMBs place a greater emphasis on responsiveness'!°,

Similarly, service quality studies was conducted in the Nigerian health sector. The study's
overarching goal is to get insight into patient satisfaction with Nigeria's health care

system by examining service quality. Data collection, analysis, and methods After doing
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a thorough literature analysis, the team behind the study created a two-part survey to
learn more about service gaps and customer satisfaction. Even though we polled 400
people in the Adamawa state area, only 150 of them responded to our survey. We used
SPSS's most up-to-date descriptive and inferential statistical techniques to clean, process,
and analyze the data we gathered. %

The majority of respondents were dissatisfied with the service providers.' re %}eness
when contrasted to the tangibility and reliability of the service. The%'\lﬁ quality
attribute does not correlate with life satisfaction. When asked @mey feel about the
company as a whole, 42% of respondents gave a neutra%{g%\onse, meaning they are
neither satisfied nor unhappy. As a result of these ﬁn@the entire healthcare system in

Nigeria can examine how they currently prowide services to patients and make

adjustments as necessary to increase patc‘féias ction'!!,

Another study was also conducte@b' determine the influence of service quality on
customer satisfaction in the M sector. The purpose of this research was to evaluate
the quality of PHC se %aﬁd the level of patient satisfaction in South West Nigeria.
The quality of se@%livery was evaluated using the SERVQUAL measuring tool, and
a multi-sta @pling strategy yielded a total of 239 respondents for analysis. Users of
P%@’ces were not happy with the service quality in any of the dimensions examined
(assurdnce, reliability, tangibles, empathy, and responsiveness) by this study. In terms of
concrete outcomes, trustworthiness, and certainty, patients were the most disappointed.
The study also discovered a strong correlation between patient happiness and the

provision of tangibles, assurance, reliability, and empathy. In order to provide high-
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quality care and boost patient satisfaction overall, the study found that PHC service

providers should pay close attention to the gaps'!2.

Independent Variables
Dependent Variables
Total Quality Management
¢ Data-Driven Management Hol Customer Satisfaction
¢ Continuous Improvement — -
s Timplogss Toelemes Ho3 e (Customer Expectation
P
e Perceived Performance
e Disconfirmation
Service Quality Ho2
e Reliability —1— ]
e Assurance

e Empathy
e Responsiveness

e Tangibles

2.4 Conceptual framework

Figure 2.4: Conceptual model on Total Quality Management, Service Quality and

Customer Satisfaction in Nigerian SMEs
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Source: Researcher, 2023

The conceptual models shows the hypothesized relationship between the study variables.
There are three variables namely, Total Quality Management, Service Quality and
Customer Satisfaction. The dependent variable is customer satisfaction measured by
metrics from the Expectancy-Disconfirmation Model”?. As a results, customer
satisfaction is measured by expectation, perceived performance and disconﬁn%’*}(p;. In
addition, total quality management is measured by metrics from .é\ 1 quality
management theory which include continuous improvement, proc@g\en‘[ered approach,

and employee involvement”. Similarly, service quality w@b measured by metrics

derived from the SERVQUAL model. The metries A&g)reliability, responsiveness,

assurance, empathy, and tangibility’®. @

Consequently, the model proposes that@j@’s expectation, perceived performance,
and disconfirmation will be affected positively or negatively by a SMEs’ commitment to
continuous improvement, p@entered approach, and employee involvement. In

essence, when customer: ect innovative, affordable and highly functioning products

and services, the <0:a®1a;ity management activities will ensure that the performance of

the goods nc@rices received will meet their perception of standard performance and
lead to 831%% disconfirmation. On the other hand, when an organization neglect or fail
to@e to quality standards, it may lead to products and services that performs below

expectation and results in negative disconfirmation.

In the same vein, service quality in term of reliability, responsiveness, assurance,
empathy, and tangibility can affect customer satisfaction. Although tangibility is often the

last cited dimension of SERVQUAL, it is an important dimension that affect customer
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satisfaction. Tangibility deals with the physical appearances which is also called branding
and business image. Tangibility may lead to either low or high expectation depending on
how serious a business takes it. When a business has a large premises, uniformed staff
and other attractive trapping, customers expect to find a high quality goods at affordable
price. Anything they bought from such business will be critically evaluated for

performance. If such product fails to perform better than average, the custon@r not

be satisfied. E‘\QO

In some instances, it is not the product itself that is judged. C\@éb expect empathy,
prompt response and assurance from businesses they de%&%} So when they feel or
observed that the business is not responding to thei@laints and requests, then they
feel dissatisfied, even before they purchase a pro or use a service. In the same vein,
when customer perceive the staff or m y \s eing unsure of themselves it may raise
doubts about the ability of the busin%'to meet the needs of the customers. In essence

customer’s satisfaction depe@he information as much as the products and services

they receive from the busb%sq

2.5 Summary 0@3% in Literature Reviewed

The litera Qeview covers the concepts of customer satisfaction, total quality
ma @n , and service quality. The concepts were reviewed from a global perspective
anﬁrowed down to the local perception. The review showed that customer satisfaction
is a global issue which is nevertheless view from various conceptual and theoretical point
of view. However, the prevailing position so that customer satisfaction is a subjective
concept which is determined by customer expectation, perceived performance of product

and services and the resultant disconfirmation and the total experience with a service
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provider or seller. Customer satisfaction is however an important concept in the business.
It is an ideal or goal pursued strategically. This explains the focus on total quality

management and service quality.

Total quality management is a new concept representing the strategic efforts to ensure
that, not only do business meet the expected level of quality mandated by regp@ory
authorities but also continuous exceed its own, and competitors lev?l 0 lity. It
involves continuous evaluation based on the most stringent benchrﬂ%\h olving the
employees and adopting a process-driven organizational cultum@ﬁ these are done to
ensure that the quality of goods and services do not g&';@\n but instead be more
improved and the company grows. Total quality ens@lity products and services but
it is not as wide as service quality which encompasses the goods and service sold by a

business as well as the entire custom(ejéwi nce that the business provides for its

customers. 5

In essence, service quality CM'[ e goods and service sold, the manner in which they
are sold, the premises ‘@latforms) in which they are sold as well as the people who
sold them and ho thgbe ave from the moment a customer display a purchase intention
to the mo @1)\&1 customer leaves the store. Service quality has five dimensions all of
W%@ considered important for SMEs. These are reliability, responsiveness,
assurafnce, empathy, and tangibility. Each one of them is capable to contribute to

customer satisfaction both individually and collectively.

While there seems to be a consensus among researchers that service quality is a strong
predictor of customer satisfaction, researchers have rarely conducted studies on the

impact of service quality on SMEs customer satisfaction particularly in Nigeria. Most of
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the studies have focused on the banking industry, hospitality sector health, and aviation

sector among others. This leave a gap to be filled by this study.
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Chapter Three
Methodology

This chapter explains the procedures to be followed by the researcher in carrying out this

research. The chapter is discussed under relevant sub-headings such as: research design,

population of the study, sample and sampling techniques, instrument for data collection, validity

of the instrument, reliability of the instrument, procedure for data collection, and m@of data
Q

analysis.

3.1 Research Design ‘:\

This research adopted the survey research method. This research’ @(Pentails the collection

and analysis of numerical data in order to measure Variablesé%malyze the relationship that

'

exist between them. This method is relevant to this st dy&ause it allows the collection of data

from a large number of respondents which can be § nalyzed and measured.

S

The population of the study consisted of@al number of customers who are over Three million

3.2 Population of the Study

in numbers who visit and purchaé%%ﬂs or services from any of the SMEs located in the study
area which will be Ibadan. Tl\%oqation is a target because it consists of various kinds and forms
of business that can b@% ted under SMEs. The population also include owners and managers
of SME:s in the se%%ed area.

33 Sampléiz%ld Sampling Technique

The s@ample consist of 384 consumers. The study sample is determined using the Krejcie
and Morgan sample size table. The Online Google Form Questionnaire Sampling Method is a
data collection technique that researchers can use to gather responses from a targeted group of

respondents using Google Forms, a web-based survey platform. This method is particularly

suitable for studies in which researchers seek to collect data from a diverse and geographically
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dispersed population. This is necessary because respondent will be selected in course of doing

their shopping in the
N S N S N S
10 10 220 140 1200 291
15 14 230 144 1300 297
20 19 240 148 1400 3
25 24 250 152 1500 306
30 28 260 155 1600 0
35 32 270 159 1700 \Qosls
40 36 280 162 ISOU‘QS\ 317
45 40 290 165 1900 320
50 44 300 169 . i 322
55 48 320 175 cé;g 0 327
60 52 340 181 Qif"2400 331
65 56 360 186 * AN 2600 335
70 59 380 1 ~® 2800 338
75 63 400 6 3000 341
80 66 420 41581 3500 346
85 70 440 )\\ 5 4000 351
90 73 46 210 4500 354
95 76 480 214 5000 357
100 80 217 6000 361
110 86 226 7000 364
120 92 600 234 8000 367
130 97 " 650 242 9000 368
140 <f§:i 700 248 10000 370
150 08 750 254 15000 375
160 1 800 260 20000 377
170 OT1s 850 265 30000 379
180 123 900 269 40000 380
190 Q 127 950 274 50000 381
200 Q 132 1000 278 75000 382
210 136 1100 285 1000000 384

Note — N is population size, S is sample size

Source: Krejcie & Morgan, 1970
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3.4 Description of Research Instrument

A structured questionnaire adapted from various studies is used as the main instrument for data
collection. The questionnaire is divided into three main sections. Section A; This consist mainly
of the demographic information about the respondents, example of questions in the section

include age, gender, academic qualification etc.

Section B contains questions related to customer satisfaction. The items in th%&n were
adapted from a related study'. It has two main subheadings namely; acti .\Sgtion, passive
Intention. Examples of items in the section include; “The product. l&@ from the store work
as expected?” “Overall, my experience shopping at the superrna,@\ better than expected”. All

of the items are rated on 4 points Likert Scale, e.g.; strong'h@gge (SA), Agree (A), Disagree (D)

and Strongly Disagree (SD). @

Section C is the Total Quality Manageme@&t is adapted from an existing work®. The
section has various subdivisions such a(%' tinuous improvement, process driven and employee
involvement. In all, the sectio%@relve items. Examples of the statements and questions
include “there is a com nSive goal-setting process for quality management in the
organization’; “there@ri dic Quality-related training given to employees” etc. All of the
items are rated<o ints Likert Scale, e.g.; strongly Agree (SA), Agree (A), Disagree (D) and

SD).

Strongly D@g

Sectio&s the Service Quality scale. It is adapted from an existing work®. The section has
various subdivisions such as reliability, responsiveness, assurance, empathy, and tangibles. In all,
the section has twenty items. Examples of the statements and questions include “The
supermarket staff instills confidence and trust in their customers’; “The supermarket keeps

customers’ updated on the progress of your service request” etc. All of the items are rated on 4
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points Likert Scale, e.g.; strongly Agree (SA), Agree (A), Disagree (D) and Strongly Disagree
(SD).

3.5 Validity of Research Instrument

Validity is the degree to which an instrument measures what it is supposed to measure. The
research instrument was tested for content and face validity by the research supewi§or and other

experts in the field. Their suggestions and amendments was incorporated into the @ersion of

the instrument. ,%‘\QO

3.6 Reliability of Research Instrument . @"

The reliability of the research instrument was measuer @h a pre-test. The researcher
administer the research instrument on thirty (30) cus%e&)m Ibadan North Local government
who are not part of the original study. The rgs@s was analysed to determine the Cronbach
alpha value of each section of the sca]&%’}esults shows that the entire instrument has a

Cronbach alpha value of 0.74. Q)(b,
3.7 Administration of Resea&h}{ruments

.\
The researcher admir@e)%'%e questionnaire with the aid of four research assistants who were

properly traine @h.ree days on the process of the data collection, customer approach, sharing
T

of Google fo

QO

3.8 Method of Data Analysis

nks, following up, and collation. The collection of data lasted for two weeks.

Descriptive and Inferential statistics were used to analyze the data. Descriptive statistics such as
frequency count, mean and standard deviation will be used for the demographic analysis and

research questions while regression analysis will be used for hypotheses one and two.
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Hypotheses three will be tested using multiple regression analysis. The analysis was conducted

using the IBM SPSS Statistics data analysis software.

1.
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C. Carraher-Wolverton, & R. Hirschheim, Utilizing expectation disconfirm ox(geory to
develop a higher-order model of outsourcing success factors, Journa 29 stems and

Information Technology, 25(1), 2023, 1-29. \

2. Y. Pambreni, A. Khatibi, S. Azam, & J. J. M. S. L. Tham, influence of total quality

management toward organization performance, Manag%g cience Letters, 9(9),
2019, 1397-1406. N

J. Aiyesehinde, & C. Aigbavboa, Relating Qu li@ﬁ'ervice to Customer Satisfaction in
the Nigerian Automotive Service Sect@ Collaboration and Integration in
Construction, Engineering, Management and Technology: Proceedings of the 11th
International Conference on Cmﬁ@ in the 21st Century, London 2019 pp.

571-576.

111



Chapter Four

Results and Discussion of findings

This chapter presents the results of data analysis based on the questionnaire during the research.

The researcher administered the study questionnaire to 384 supermarket customers across five

local government in the Ibadan Metropolis. The analysis in this chapter is based on the 248

questionnaire properly filled and returned by the respondents. &b

N

Table 4.1.1: Demographic Analysis

4.1 Data Presentation ‘@
. \‘%'3

FaN

) <?;S‘Blyequency Percent

Gender Male ¢ ’\* 95 38.5
Female QQ 153 61.5
Total .° @ 248 100.0

Age Bel g) 41 16.4
%(@3 5 83 34.4

o 36-44 57 23.0

C)QQ Above 45 65 26.2
& Total 248 100.0

Local Gov‘e%knt Ibadan North 64 26
QQ Ibadan southwest 81 328
Ibadan southeast 26 10.7

Ibadan North East 10 4.1

Ibadan Northwest 65 26.5

Total 248 100.0
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Level of Education Secondary School

79 32.0
Tertiary Institution 169 68.0
Total 248 100.0

Source: Fieldwork 2022

Table 4.1 presents a demographic analysis of the study's participants, offering Vahiable insights
into the composition of the sample. The table is divided into four main demogra% tegories:
Gender, Age, Local Government, and Level of Education. Each category,_is . Q@)anied by the
frequency and percentage of participants falling into the respective.sub oyps.

In terms of gender distribution, the majority of the participants a@nale, representing 61.5% of
the total sample, while males account for 38.5%. Th@%ﬁer distribution highlights the

predominantly female composition of the study's%%ants, indicating a potential gender

disparity in the roles and experiences of inii‘v@s in the local government workforce in the

Ibadan Metropolis. 't

The Age category provides an over@' of the age groups within the sample. Participants are

divided into four age groups: %@5, 26 — 35, 36 — 44, and Above 45. The largest age group

in the sample is the t{@

largest group is Ab%e S, representing 26.2%. This data suggests that a significant portion of

ategory, making up 34.4% of the total participants. The second

the sample ¢ s of midcareer and older individuals, which may have implications for their
job san, career development, and experiences within the local government.

The Local Government category breaks down the participants by the specific local government
area to which they belong. The highest number of participants comes from Ibadan south West,

constituting 32.8% of the sample, followed by Ibadan North West at 26.5%. These variations in
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the distribution across local government areas highlight potential regional differences that could
influence job satisfaction and organizational experiences.

Finally, the Level of Education category provides insight into the educational backgrounds of the
participants. The majority of participants have attended tertiary institutions, accounting for
68.0% of the sample. In contrast, 32.0% have completed their education at the secondary school
level. This education distribution informs us about the educational qualiﬁcation@i:g sample
and can be significant in understanding the participants' skillsets and quali .a‘%in their roles
within local government. In summary, Table 4.1's demograpl.lic xlxsm helps provide a
comprehensive profile of the study's participants. It highlight @ gender composition, age

distribution, regional representation, and educational bacl«gk%ﬁds, all of which are essential

factors to consider when interpreting the study's ﬁn&%%d drawing conclusions related to job

satisfaction among secretaries in local gove@;&kxithin the Ibadan Metropolis.
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4.2: Research Questions

4.2.1: What is the level of customer satisfaction in SME’s in the Ibadan Metropolis?

Table 4.2: Level of Customer Satisfaction in SME’s in the Ibadan Metropolis, Oyo State

Nigeria

Expectation Very High Low Very Low Mean
High

I have high expectation of quality products 201 47 ,&\ 3.81

in this store (81.1%) 18.9% @

I have high expectation of good price in 134 113 ‘@ 3.54

this store (54.1%) (45.9%

I have high expectation of good customer 147 % 3.54

services (59.8%) (34 Q%& (5.7%)

I have high expectation of seamless 14 3.50

transaction in this store (55. 7‘@ S5%)  (5.7%)

Average Mean )6 3.60

Perceived Performance C-)\

The quality of services met 112 2 3.52

expectations. Q) (53.3%) (45.9%)  (0.8%)

The delivery time met my ex@%ﬁs 177 97 9 2 3.50
(55.7%) (39.3%) (4.1%) (0.8%)

The features/functior@ycof products met 119 126 3.48

my expectations. 6\» (48.4%) (51.6%)

Average mea 3.50

QQ
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Expectation Disconfirmation

The store is indeed the best place to shop 109 101 22 2 3.34
(44.6%) (45.5%) (9.1%) (0.8%)

I am satisfied with the overall customer 1799 67 3.73

experience. (73.0%) (27.0%)

The price of products and services met my 139 105 4 3.54

expectations. (55.4%) (43.0%) (1.7%) &

The customer service met my expectations. 129 87 30 3.38
(51.6%) (35.2%) (1 0)

Average mean 3.49

S
s%

)\ %
Aggregate mean %\ 3.53
)

Source: Field work, 2023.

A
Decision rule: low mean is < 2.5, moderate mean is S@gh mean is > 2.5

Table 4.1, presents the results of the respons '@omer satisfaction within small and medium
sized enterprises (SMEs) situated in thexlbadan Metropolis of Oyo State, Nigeria. This table
shows that customer satisfactio in(@‘gree distinct sections such as expectation, perceived

performance and expectation %Q\n irmation.

Under the expectation section, respondents shared their anticipation regarding several aspects of

their shoppingé)@knces. The results showed that 81.1% of respondents indicated that they

held very pectations about the products offered in the supermarkets, while an additional
18.9% alse@ indicated that they had high expectation. It is clear that the quality of products holds

paramount importance. The mean score of 3.81 tells us that expectations are set remarkably high.

In addition, 54.1% of the respondents indicated very high expectation and 45.9% indication high
expectation about low prices in the stores. This indicates that affordability is a crucial factor in

their shopping experience. In a similar vein, customer services were also highly anticipated, with
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59.8% indicating very high and 34.4% indicating high expectation. However, it's worth noting
that 5.7% of the respondents had low expectation, suggesting room for improvement in customer
service. The final element in the expectation section relates to the anticipation of seamless
transactions. A notable 55.7% of respondents indicated that they had very high expectation of
transacting with ease, with 38.5% also having high expectations. Nonetheless, 5 7% of the

respondents indicated that they had low expectation, implying that transaction p@&es might

need fine tuning. E\

In the second section which is the perceived performance section,.t ults show how well the
store's actual performance aligns with customer expectations, }{%rlty of the respondents felt
that the quality of services very high (53.3%) while 45.9 @%he respondents also indicated that
it is high. Also, 55.7% of the respondents rated the delivery time very high and 39.3% of them
rated it as high in meeting their expectationc.)ﬂ?élﬂr y, majority of the respondents believed that
the features and functionality of product%'the stores also met their expectations with 48.4% of
the respondents indicating that t&{%@ a very high extent and 51.6% indicating high extent.

This suggests that these SM%@dehvermg on customer expectations, reflected in a respectable

average mean score 0@ %thls section.
The third s able 4.2 dealt with expectation disconfirmation. The section assessed

whethe u%mrs' expectations were met or not. About 44.6% of the respondents indicated that
their expeCtations were very highly met and 45.5% indicating that it was highly met, but 9.1%
indicated it was very low and 0.8% indicating low. This indicates that while many are satisfied,

there's room for improvement to align everyone's perception.

One of the most positive findings is that 73.0% of respondents indicating that they were very

highly satisfied with the overall customer experience, while 27.0% indicated very high. The
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mean score of 3.73 signifies a significant level of contentment among customers. Customers
largely agreed that the price of products and services met their expectations (55.4% very high
and 43.0% rated high). However, 1.7% indicated that it was very low, suggesting a small but
notable area for price related improvement. Finally, for customer service, 51.6% of respondents
indicated that their expectations were very highly met, and 35.2% responded that it was high.

However, 12.3% of the respondents rated meeting their expectation very lov@nahng an

opportunity to enhance customer service. 'E '\

Table 4.2 paints a vivid picture of customer expectations, .W&M performance, and
expectation disconfirmation in SMEs in the Ibadan Metro&o)k%/hﬂe customers set their
expectations quite high, these businesses generally me .P®m. However, there are areas for
improvement, particularly in customer service and aking sure the store lives up to their
reputation as the best place to shop. These .%ﬁs re invaluable for SMEs aiming to enhance

customer satisfaction and deliver a truly @ptional shopping experience.
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4.2.2: What are the prevalent total quality management practices observed by in SME’s in the
Ibadan Metropolis?
Table 4.3: Prevalent Total Quality Management Practices Observed by in SME’s in the

Ibadan Metropolis

Items SA A SD D Mean

Mastery Experience

Continuous Improvement 181 67 ,%\ 3.73

(73.0%) (27.0%)
Companies that implement TQM 176 67 3.71

practices provide higher quality (71.9%) (27.3%) (&‘@

services Q

Improvement in the quality of services 144 Q 12 3.53
has been observed at this supermarket  (57. 9%) * 2%)  (5.0%)

Average mean < .\ 3.66
Process Management (b'

The supermarket is efﬁcient\jh 171 62 12 3.64
handling orders (69.4%) (25.6%) (5.0%)

There is coordlnatlocl;@vanous 143 91 12 3.53

departments service (57.9%) (37.2%) (5.0%)

developmen‘a@
There is streamlined process in 60 53 15 2 3.42

Q

deliv of services at the (49.6%) (43.8%) (5.8%) (0.8%)
supermarket
Decrease in errors, delays or in 113 108 12 8 3.35

efficiencies has been observed since | 46.7%) (45.0%) (5.0%) (3.3%)

started using their services

Average Mean 3.49

119



Employee involvement

Employees are recognized for superior 135 87 15 8 3.43
quality performance. (55.4%) (35.5%) (5.8%) (3.3%)

Employees are rewarded for following 126 107 14 3.45
quality guidelines. (50.8%) (43.4%) (5.7%)

Average mean . QO
Aggregate Mean ‘é\ 3.52

Decision rule: low mean is < 2.5, moderate mean is = 2.5 and high me is,§’2.5

Source: Field work, 2023. %\
&>

Table 4.3, provides insights into the prevalent tot:l .@l management (TQM) practices

observed by SMEs in the vibrant Ibadan Metropoli&k is table encompasses several facets, each
a

offering valuable information about TQM p<a§f1{> d their impact on these businesses.

The first section deals with mastery e@nce. It focuses on continuous improvement and the
impact of TQM practices on serMuality. It is clear that respondents have positive views in
this regard. A substantial %/0.’ of them strongly agree that continuous improvement is a
hallmark of TQM (Total Quality Management), with an additional 27.0% in agreement.
Similarly, 7 gongly agree that companies implementing TQM practices offer higher
qualit@s, and 27.3% agree to this statement. Moreover, there's evidence of improvement
in the quality of services at the supermarket, with 57.9% strongly agreeing, 37.2% agreeing, and
only 5.0% indicating disagreement. The average mean score of 3.66 reflects strong approval of

TQM practices in the context of continuous improvement and service quality.

The section deals with process management. This section delves into the efficiency of service

delivery processes. Respondents appear to have a positive perception of the supermarket's
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operational efficiency. A remarkable 69.4% of the respondents strongly agree that the
supermarket is efficient in handling orders, with an additional 25.6% in agreement. There's also
strong coordination among various departments in the service development process, with 57.9%
of the respondents strongly agreeing and 37.2% of them agreeing to this suggestion. Furthermore,
the responses to the presence of a streamlined process in delivering services show that 49.6% of
the respondents strong agreed, 43.8% agreement, and only 5.8% showing &&reemen‘t.
However, when it comes to observing a decrease in errors, delays, or ine Y s, the results
are slightly more mixed. While 46.7% of the respondents strongly.agrgth’e’lt improvements have
been noticed and 45.0% agree. However, 5.0% of the respo@isagreed and only 3.3%
strongly disagree the average mean scores for these quesﬁg{égé relatively positive, reflecting a

favorable view of the supermarket's process manage@h scores ranging from 3.42 to 3.64.

Employee Involvement section, the foc .8®t0 recognizing and rewarding employee
contributions to quality. Respondents %@rally perceive that employees are recognized for
superior quality performance, wi Y strongly agreeing and 35.5% agreeing. Additionally,
employees being rewarded fog%l@ring to quality guidelines is viewed positively, with 50.8% of
the respondents stron@/)%’%ping, 43.4% agreeing, and only 5.7% disagreeing. The average

mean scores i;;tkésction indicate that, on the whole, employees feel recognized and rewarded

for their co%i ions to maintaining quality standards, with scores ranging from 3.41 to 3.45.

In summ%r, Table 4.3 reveals that SMEs in the Ibadan Metropolis are implementing Total
Quality Management practices effectively, leading to continuous improvement, streamlined
processes, and employee involvement. The overwhelmingly positive responses in most

categories demonstrate that these practices are not just a concept but a lived reality within these
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businesses. These insights provide a valuable understanding of the impact of TQM practices on

service quality and operational efficiency in the context of SMEs.

4.2.3: What is the level of service quality in SMEs in the Ibadan Metropolis?

Table 4.4: Level of Service Quality in SMEs in the Ibadan Metropolis

Reliability Very High Low Very Me%
High Low

The supermarket delivers its 134 85 16 2 ., %3?48

services as promised. (56.4%) (35.9%) (6.8%) (0=9% \

The supermarket completes allow
customers to complete transactions
within reasonable timeframes.

The supermarket keeps customers
informed about any changes or
delays in the service.

Average mean

103 103 29

2
. "
(41.8%)  (41.8%) (115@9%)

>
143 91 @
(57.9%) (3\2&6)%(5.0%)

&
O

Assurance Q:b'

The supermarket staff demonstra 107 123 12
knowledge and expertise @ﬁkir (43.8%)  (50.4%) (5.0%)

field. C)Q

164 69 14

The  superm rl@, staff  instills
confidence ‘% trust in their (66.4%) (27.9%) (5.7%)

custo Q

The supermarket has employees who

are courteous and professional.

Average Mean

112 119 15
(45.1%) (48.4%) (5.7%)

3.20
3.53
3.40
2 3.37
(0.8%)
3.61
2 3.38
(0.8%)
3.45
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Empathy

The supermarket treats customers

with respect, dignity, and empathy.

The supermarket provides

personalized attention and care.

The supermarket is willing to listen

and understand customer concerns

I derived joy when using E-learning

System with others

Average Mean
Responsiveness

The supermarket promptly responds

137 93 15 2
(55.7%) (37.7%) (5.7%)  (0.8%)
125 123

(50.4%)  (49.6%)

94 125 27 2

(37.7%) (50.8%) (10.7%) (0. &/)Q‘é)

137 93 16

(55.7%)  (37.7%) (6.6%)\4%-3

o~

85 4

137 \
to customers’ requests and inquiries. Ei g)) (38.5%)  (5.7%)

The supermarket is willing to go th

extra mile to meet customers’ nee (64%) (34.4%) (1.6%)
The supermarket keeps Q% Qrs’ 137 107 2
updated on the pr@ of your (557%) (43.4%) (0.8%)

service request. \
Q

Average Mea

QQ

3.48

3.50

N

49

3.43

3.50
3.61

3.54

3.55
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Tangibility

The supermarket has modern and up- 261 93 12 2 3.50

to-date equipment and facilities. (56.6%)  (37.7%) (4.9%) (0.8%)

The supermarket's physical 137 77 28 4 3.41

appearance is professional and well- (55.7%)  (L.1%) (11.5%)  (1.6%)

maintained.

(43.8%) (50.4%) (5.0%

The supermarket's employees have a 107 122 12 2 &7
) 08%)< Q)
neat and professional appearance. \
Average Mean E 3.43
. \‘%'3

Aggregate Mean %\ 3.45

Decision rule: low mean is < 2.5, moderate mean is = 2.5,aq,&f@gmean is>2.5
Source: Field work, 2023. @6\

Table 4.4 offers a comprehensive insight i b@gvel of service quality in SMEs within the
bustling Ibadan Metropolis. The table %’ ghtfully segmented into various dimensions of
service quality, each shedding light ifferent aspects of the customer experience. In the

b)respondents (56.4%) expressed "Very High" confidence in

dimension of reliability, maj(%'ty
et to delivers its services as promised, while 35.9% considered it

the reliability of the SQZ@
"High." Only a smé@ercentage perceived it as "Low" (6.8%) or "Very Low" (0.9%). The mean
for this aspect\is 3.48, indicating a strong level of reliability. Also, a considerable percentage
found@ aspect of the supermarket allowing customers to complete transactions within
reasonable time frames as "Very High" (41.8%) and "High" (41.8%). However, 11.5% rated it as
"Low," and 4.9% as "Very Low." The mean for this dimension is 3.20, indicating a moderate
level of completion reliability. Furthermore, the ratings of the supermarket keeping customers

informed about any changes or delays in the service show that the majority of respondents
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believed the supermarket was "Very High" (57.9%) in keeping customers informed, while 37.2%
rated it as "High." A small proportion considered it "Low" (5.0%). The mean for this dimension
is 3.53, signifying a high level of reliability.

In the Assurance section, respondents expressed confidence in the staff's knowledge believing
that supermarket staff demonstrates knowledge and expertise in their field, with 43.8%
considering it "Very High" and 50.4% as "High." A small percentage found it "1&5%?0%) or
"Very Low" (0.8%). The mean for this aspect is 3.37, indicating a strong le . @@urance. Also,
majority perceived the supermarket staff instilling confidence and trust in"their customers: as
"Very High" (66.4%), while 27.9% rated it as "High." A small pr ion found it "Low" (5.7%).
The mean for this dimension is 3.61, indicating a high levé.ﬂg@assurance. In the same vein, A
significant portion found the aspect of the supermar&@%g employees who are courteous and
professional: to be "Very High" (45.1%) an "'@ (48.4%). Some respondents perceived it as
"Low" (5.7%) or "Very Low" (0.8%). TP%' for this aspect is 3.38, signifying a strong level

of assurance. Qib‘

The next section is empathg%mpst respondents believed the supermarket treats customers
empathetically, with Q)@c&xsidering it "Very High" and 37.7% as "High." A smaller portion
found it "Low"( or "Very Low" (0.8%). The mean for this dimension is 3.48, indicating a
strong level :)%mthy. The supermarkets were also perceived to provide personalized attention
and cz@espondents perceived this aspect positively, with 50.4% considering it "Very High"
and 49.6% as "High." The mean for this aspect is 3.50, signifying a high level of empathy. Also,
the supermarkets is perceived as willing to listen and understand customer concerns: The
majority of respondents believed the supermarkets should be "Very High" (37.7%) in listening

and understanding customer concerns. A significant portion rated it as "High" (50.8%). Some
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found it "Low" (10.7%) or "Very Low" (0.8%). The mean for this dimension is 3.25, indicating a
moderate level of empathy.

In the aspect of responsiveness, a considerable percentage of the respondents found the practice
of supermarkets promptly responding to customers’ requests and inquiries "Very High" (55.7%)
and "High" (38.5%). Some perceived it as "Low" (5.7%). The mean for this aspect is 3.50,
indicating a high level of responsiveness. Also, majority of the respondents perce@& aspect
of supermarkets showing willingness to go the extra mile to meet customé .’\g@sz positively,
with 64.0% considering it "Very High" and 34.4% as "High." A srzml@g\ortion found it "Low"
(1.6%). The mean for this dimension is 3.61, indicating a @ level of responsiveness.
Furthermore, most respondents believed the supermarkets sh&%d be rated “Very High" (55.7%)

in keeping customers updated, while 43.4% rated i@h'" A small proportion considered it

"Low" (0.8%). The mean for this dimension i’f@gnifying a high level of responsiveness.

The next section is tangibility. A majoritiof respondents perceived the supermarket as "Very
High" (56.6%) in having m rnQahd up-to-date equipment and facilities, with 37.7%
considering it "High." A Srrla%pportion found it "Low" (4.9%) or "Very Low" (0.8%). The
mean for this aspec@%’% indicating a high level of tangibility. Also, the supermarket's

physical appeéa%\is professional and well-maintained. Respondents believed the physical

appearance_is "Yery High" (55.7%) and "High" (31.1%). A significant portion perceived it as
”Low@S%) and "Very Low" (1.6%). The mean for this dimension is 3.41, signifying a high
level of tangibility. Regarding the supermarkets employees, majority of the respondents
perceived the supermarket's employees having a neat and professional appearance positively,

with 43.8% considering it "Very High" and 50.4% as "High." A smaller portion found it "Low"

(5.0%) or "Very Low" (0.8%). The mean for this aspect is 3.37, indicating a strong level of
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tangibility. The aggregate mean for all dimensions combined is 3.45, indicating a generally high

level of service quality across the board.

4.3 Test of Hypotheses
4.3.1 Hol There will be no significant influence of total quality management on customer
satisfaction SME in the Ibadan Metropolis

Table 4.5: Influence of Total Quality Management on Customer Satlsfactloa: 1n the

Ibadan Metropolis ,@
.Model Summary

Model R R Adjusted Std. Error of E: )
Square R Square Estin{
: 6510 424 419 Q‘Q\\ 26146
a. Predictors: (Constant), Total Quahtyé;&%ent
ANOVA? Q\,
Model Sum QY df Mean F Sig.
Squares Square
1 Regression ,@ 1 6.034 88.272  .000°
Residual ( %: .068
Total 14.238 247
’\Q

a. Dependeés ;1able: Customer Satisfaction
b. Pre@

7(Constant), Total Quality Management
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Coefficients?

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 1.361 232 5.869 .000
Total Quality 618 .066 651 9.395 .000
Management \%‘
a. Dependent Variable: Customer Satisfaction @‘&y

The regression analysis presented in table 4.5 shows the significant influence of total quality
[ ) “
management on customer satisfaction in SMEs in the Ibadan Metr%g@s, yo state, Nigeria. The

first table shows that total quality management explained 41 @ the total variance in customer

satisfaction in SMEs in the Ibadan Metropolis, Oyo %‘Q}'}eria (Adj R2=0.419).

Table 4.5b presents the analysis of varia @ﬂuence of total quality management on

customer satisfaction in SMEs. From tﬂ%&: s presented in the table, it also shows that total

quality management has a signif@ence on customer satisfaction in SMEs. (F (1, 246) =

88.272, p < 0.05).

N
Table 4.5¢ also shov@)@%all other factors remain constant, a unit change in total quality
management '11@6 to 0.618 increase in customer satisfaction in the SMEs at 95% level of
confidence 0.618, p < 0.05). Therefore, based on the result of the regression analysis, the
null @esis which states that; there will be no significant influence of total quality

management on customer satisfaction SME in the Ibadan Metropolis is rejected.
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4.3.2: Ho2: There will be no significant influence of service quality on customer satisfaction in
SME’s in the Ibadan Metropolis
Table 4.6: Influence of Service Quality on Customer Satisfaction in SMEs in the Ibadan

Metropolis, Oyo State, Nigeria.

Model Summary . %
Model R R Adjusted Std. Error of the \

Square R Square Estimate . Q?
N
'3

1 .805% .649 .646 20421 ‘%
A

b. Predictors: (Constant), Service Quality

ANOVA? ’ \Q
Model Sum of df Vg F Sig.
Squares ujre
I Regression  9.233 1 (:%33 221.404 000
Residual 5.004 1 O< \).042
Total 14.238
L
a. Dependent Variable: Customer S}{sfaction
. N N
b. Predictors: (Constant), Sch Quality
Coefficients?
&
Model Unstandardized Standardized t Sig.
Q Coefficients Coefficients
Q B Std. Error Beta
1 (Constant) 1.255 154 8.151 .000
Service Quality .655 .044 .805 14.880  .000

b. Dependent Variable: Customer Satisfaction
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The regression analysis presented in table 4.6 (a — ¢) shows the influence of service quality on
customer satisfaction in SME’s in the Ibadan Metropolis, Oyo state, Nigeria. From table 4.6a
(model summary) it can be seen that service quality explained 64.9% of the total variance in

customer satisfaction in SME’s in the Ibadan Metropolis, Oyo state, Nigeria (Adj R2 = 0.649).

Table 4.6b presents the analysis of variance in the relationship between service qual%and the
customer satisfaction among the respondents. From the values presented 1n ts le it also

shows that service quality has a significant influence on customer 1 n among the

respondents. (F (1, 246) = 221.404, p < 0.05). \4%'3

In the same vein, table 4.6¢ also shows that, if all other fact&@%am constant, a unit change in
service quality will lead to 0.655 increase in cust isfaction in SMEs in the Ibadan
Metropolis, Oyo state, Nigeria at 95% level of nfidence (B = 0.655, p < 0.05). Therefore,
based on the result of the regression analys@'}n hypothesis which states that; there will be

no significant influence of service q on customer satisfaction in SME’s in the Ibadan

Metropolis in Oyo state, Nigeriawcted.
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4.3.3: Ho3: There will be no combined influence of total quality management and service quality

on customer satisfaction in SMEs in the Ibadan Metropolis in Oyo State, Nigeria.

Table 4.7: Combined Influence of Total Quality Management and Service Quality on

Customer Satisfaction in SME’s in the Ibadan Metropolis in Oyo State, Nigeria.

Model Summary
Model R R Adjusted Std. Error of the
Square R Square Estimate
1 .805? .649 .643

c. Predictors: (Constant), Total Quality Management, Service

N
. \QQ’

ANOVA?
Model Sum of df ﬂi\y F Sig.
Squares Square
1 Regression 9.234 2 C.;‘QQ&7 109.802 .000°
Residual 5.004 2 .042
Total 14.238 &

<
a. Dependent Variable: Customef&gtﬁ%ction

b. Predictors: (Constant), Totzgm;ility Management, Service Quality

Q)QQ

&
20506 @Q@

Coefficients®
Model !E Q‘ Unstandardized Standardized t Sig.
Q Coefficients Coefficients
Q B Std. Error Beta
(Constant) 1.242 182 6.813 .000
Total Quality Management .648 .074 .796 8.723 .000
Service Quality 011 .087 011 126 .003

c. Dependent Variable: Customer Satisfaction
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The result of the multiple regression analysis conducted to test the influence of total quality
management and service quality on customer satisfaction in SMEs in the Ibadan Metropolis in
Oyo State, Nigeria is presented in table 4.7. The result as shown in table 4.7a shows that both
total quality management and service quality have a combined influence on customer satisfaction
in SMEs. From the table it can be seen that the combination of total quality ma&?&ent and
service quality explain 64.3% of the total variance in customer satisfa .0& MEs in the
Ibadan Metropolis in Oyo State, Nigeria (Adj R2 = 0.643).
: \%w

Table 4.6b presents the analysis of variance in the relation @’etween both total quality
management and service quality and customer sat1sfact10n~$ Es in the Ibadan Metropolis in
Oyo State, Nigeria. From the values presented in th@e it also shows that the combination of
both total quality management and servi g)@ has a significant influence on customer

satisfaction among the respondents. (F ( 109.802, p < 0.05).

In the same vein, table 4.7¢ alsoﬁ@hat, if all other factors remain constant, a unit change in
total quality management yHl fead to 0.648 increase in customer satisfaction among the
respondents, Nigeria @@ it change in service quality will only lead to 0. 011 change in in
customer sati a@' at 95% level of confidence. This indicates that only total quality
manageme ‘% higher relative influence as a predictor of customer satisfaction among the
respor@ while service quality has a relative lower influence. Therefore, based on the result of
the multiple regression analysis, the null hypothesis which states that; will be no combined
influence of total quality management and service quality on customer satisfaction in SMEs in

the Ibadan Metropolis in Oyo State, Nigeria is rejected.
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4.4 Discussion of Findings

The study set out to investigate the influence of total quality management and service quality on
customer satisfaction in SMEs in the Ibadan Metropolis in Oyo State, Nigeria. Empirical data
were collected and analyzed in line with the research questions and hypotheses. This section is

therefore a discussion of the study findings

The study found a high level of customer satisfaction among the SMEs. Whilqé)&;'\témers set
their expectations quite high, these businesses generally meet them. How; \?@ are areas for
improvement, particularly in customer service and in making surg&gore lives up to their

reputation as the best place to shop. &%\
NS

The study's finding of a high level of customer sati fg@p among Small and Medium-sized
Enterprises (SMEs) in the Ibadan Metropolis is consis with research on customer satisfaction
across different industries. In many cases, @S&r tend to have high expectations, which can
be influenced by factors like exposure‘@uality service from other businesses, advertising, or
word-of-mouth recommendatiorﬁ\s%is in competitive environments, such as those in the

Ibadan Metropolis, must wo meet or even exceed these high customer expectations to ensure

satisfaction'. ( Q

N

One common,_t Q in customer satisfaction research is the importance of aligning customer
expectati ith actual service delivery. This alignment is critical for ensuring customer
satisfaction, and it is encouraging to see that in this case, customer expectations are generally
being met. This suggests that these SMEs are cognizant of their customers' expectations and are
making efforts to deliver accordingly. The finding that there are areas for improvement,
particularly in customer service, is also in line with similar studies. Customer service is a pivotal

aspect of the overall customer experience, and deficiencies in this area can significantly impact
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customer satisfaction. Therefore, businesses, including SMEs, must continually work on
enhancing their customer service through staff training, improved responsiveness, and greater

empathy in their interactions with customers?.

Additionally, the reference to the importance of ensuring that the store lives up to its reputation
as the "best place to shop" highlights the significance of reputation managemen‘r.i ustomer
satisfaction. Customer perceptions of a business's reputation play a substa %&le in their
overall satisfaction. Businesses must take proactive steps to maintai 6eruta‘uon by
consistently delivering on their promises and maintaining s *quality’. Continuous
improvement is another key theme in maintaining customer s@mn In competitive markets
like Ibadan Metropolis, SMEs must adapt and evolve to @anging customer preferences and

expectations. This entails not only meeting current ctations but also staying ahead of the

°
competition to provide a unique and excepti@a} tomer experience®.

Most importantly, high customer sat@on often leads to customer retention and loyalty.
Research has shown that satisﬁewomers are more likely to return to a business and become

o)

loyal patrons®. Therefore, n' the Ibadan Metropolis should view customer satisfaction as a

vital factor in ensurin@ﬁlr long-term success.

WV

The study zﬁ%ﬁg d that SMEs in the Ibadan Metropolis are implementing Total Quality
Mana ractices effectively, leading to continuous improvement, streamlined processes,
and employee involvement. The study's findings regarding the effective implementation of Total
Quality Management (TQM) practices by Small and Medium-sized Enterprises (SMEs) in the
Ibadan Metropolis align with the broader principles and benefits associated with TQM. Total
Quality Management is a comprehensive approach to management that focuses on improving the

quality of products and services through continuous improvement, employee involvement, and
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the streamlining of processes®. The study's results highlight several key aspects of TQM in

practice.

The finding that SMEs are experiencing continuous improvement is a central tenet of TQM.
Continuous improvement involves a commitment to enhancing processes, products, and services
on an ongoing basis. It is achieved through a systematic approach to identifyi.ngo&eas for
improvement, implementing changes, and measuring the impact of those <.:ha @)S&SMES that
embrace this philosophy are likely to achieve higher levels of efﬁciency%l%and customer
satisfaction’. In addition, the study's indication of streamlined proce@mdelivering services is
another characteristic of effective TQM implementation. %%}lining processes involves
optimizing the flow of work, reducing unnecessary steps. a@minimizing errors or delays. This
leads to improved efficiency and cost—effectiveness@h can positively impact the bottom line
of SME:s. It also contributes to customer safi .®by ensuring that services are delivered in a
timely and effective manner®. (bd%'

Furthermore, the study's findings\regarding employee involvement align with the concept of
TQM that emphasizes the e"participation of employees at all levels of an organization.
Engaged employees @gore likely to contribute to process improvement, innovation, and the
overall succ;%é\t:e business. When employees are recognized and rewarded for their
contributiofiS\ to0 quality and customer satisfaction, it fosters a culture of continuous
improvement®. Also, the study also highlights the importance of staff demonstrating knowledge
and expertise in their respective fields. This is crucial in the context of TQM, as knowledgeable
employees can better identify opportunities for improvement and implement best practices.

Expertise ensures that customers receive accurate information and high-quality service,

contributing to customer satisfaction'’.
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The findings of the study reveal that small and Medium-sized Enterprises (SMEs) in the Ibadan
Metropolis provide a high level of service quality. These businesses are particularly strong in
several key dimensions of service quality, including reliability, assurance, empathy,
responsiveness, and tangibility. These dimensions play a crucial role in shaping the perceptions
of customers and their overall satisfaction. In terms of reliability, the study indicates that SMEs
in the Ibadan Metropolis consistently deliver services as promised. This reliabil%g}xt(bers trust

[ ]
and confidence among customers, as they can rely on these businesses to m % expectations

consistently.
° 6 .3
\

Furthermore, assurance is a notable strength of these SMES%&%IVing the demonstration of
knowledge and expertise, as well as the instillation of %@nce and trust in customers. Staff
professionalism and competence significantly contri to this dimension of service quality.
Empathy is another dimension where SM@@’)\&L The findings reveal that businesses in the
region treat customers with respect, dig\% and empathy. This emphasis on empathy is crucial

in enhancing the overall custome%l%ence“.

In terms of responsiveness ‘%ﬂEs are generally prompt in addressing customer requests and
inquiries. This aspec( of )sérvice quality ensures that customers' concerns are dealt with in a

timely manne is closely linked to customer satisfaction and loyalty. Moreover, in the

dimensf%@a gibility, SMEs in the Ibadan Metropolis have modern equipment and facilities, a
professiotal physical appearance, and employees with neat and professional attire. These

tangible aspects significantly contribute to the overall perception of quality and professionalism!2,

Despite these strengths, the study also identifies areas for improvement. Notably, while the
SMEs excel in reliability, there is an opportunity to enhance the completion of transactions

within reasonable timeframes. Efficiency and time management in service delivery are highly
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valued by customers, making it essential to address any delays in transactions. Additionally,
although the study highlights empathy and responsiveness as strengths, there is an opportunity
for SMEs to further elevate their customer service. This could involve additional training for

staff, improved communication, and proactive efforts to exceed customer expectations!?.

As a result of the test of hypothesis, the study found that total quality managerré%t has a
significant influence on customer satisfaction in SMEs in the Ibadan Met.rop @%e study's
findings reveal that Total Quality Management (TQM) practices have a%}ﬁ‘.&g and positive
impact on customer satisfaction within Small and Medium—sized‘&mrises (SMEs) in the
Ibadan Metropolis. TQM encompasses various practices and &ﬁ%%g\les aimed at improving the
overall quality of products and services, as well as the .ﬁ@ncy and effectiveness of business
operations'#. The results of the study indicate that S@n the Ibadan Metropolis that effectively
implement TQM practices are successful 1 .e':%ﬁg nd even exceeding customer expectations.

This achievement is reflected in the hi@vel of customer satisfaction reported by the study
participants. \;c

The finding is consistent wi «As'fs’undamental principles of TQM, which emphasize a customer-
centric approach. Exi@Qterature on TQM highlights that a key objective of TQM is to meet
and exceed cu 1% expectations by consistently delivering high-quality products and services.
This ali@@t the finding that SMEs implementing TQM practices in the Ibadan Metropolis

are successful in satisfying their customers','6,

Numerous empirical studies have investigated the impact of TQM on customer satisfaction in
various contexts and industries. These studies often provide evidence that TQM practices, such

as continuous improvement, employee involvement, and process management, contribute to
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improved customer satisfaction. The current finding in the context of SMEs in the Ibadan

Metropolis adds to this body of empirical support!”.

The link between TQM and customer satisfaction is well-established in the literature.
Organizations that prioritize TQM are not only better equipped to meet customer needs but also
gain a competitive advantage in the market. This competitive advantage is derive@&om the
ability to consistently provide high-quality products and services, leading to. inc %%%} customer
loyalty and positive word-of-mouth. Furthermore, existing literature ofte@éges the role of
organizational culture and employee commitment in TQM imple@ﬁ)on. The finding that
employee involvement is a key factor in enhancing customer s@%on is in line with previous
research!®®. This underscores the importance of foste@culture of quality and involving

employees at all levels to ensure TQM success.

The study also found, through the text of se@lj‘\}'ypothesis, that service quality has a significant
influence on customer satisfaction in S n the Ibadan Metropolis. The finding aligns with the
SERVQUAL model, a widely re&g'}zed framework for assessing service quality. According to
SERVQUAL, service " dimensions, including reliability, assurance, empathy,
responsiveness, and @%ihty, directly impact customer satisfaction. These dimensions
encompass fa @ e employee knowledge, courtesy, reliability, and tangible aspects of the

service iv@n ent, which are consistent with the factors examined in the study?’.

Existing literature consistently highlights the importance of service reliability in influencing
customer satisfaction. Reliability refers to the consistency and dependability of service delivery.
When services are reliable, customers are more likely to be satisfied?!. The study's finding that
reliability significantly influences customer satisfaction corroborates this well-established

relationship. The assurance dimension, which includes elements like employee knowledge and
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professionalism, plays a vital role in building customer trust and confidence. Existing research
emphasizes that trust is a critical component of customer satisfaction. The finding that assurance
significantly influences customer satisfaction aligns with this emphasis on trust?’. While the
relationship between service quality and customer satisfaction is well-documented, the study's
findings are context-specific to SMEs in the Ibadan Metropolis. This context-specific insight
suggests that the impact of service quality may vary based on regional fac&; ustomer
expectations, and the competitive landscape?. It contributes to a nuanc y q@rstanding of

service quality's role in customer satisfaction within this specific conte&

N
This is shown in the test of the third hypothesis which s%%%that there is a combined
significant influence of service quality and total qualit :@ement on customer satisfaction in
SMEs in the Ibadan Metropolis. However, it was als nd that total quality management have
stronger influence on customer satisfaction@ %e respondents compared to service quality.
The finding that there is a combined s@%ﬁcant influence of service quality and total quality
management (TQM) on customersatisfaction in Small and Medium-sized Enterprises (SMEs) in
the Ibadan Metropolis offers\ valuable insights into the multifaceted nature of customer
satisfaction. Additiona }Q% observation that TQM has a stronger influence on customer

satisfaction co p%ito service quality among the respondents highlights the significance of
3%

anagement practices®*.

effective q%

The resu;indicating a combined significant influence of service quality and TQM on customer
satisfaction suggests that both these factors contribute to the overall satisfaction of customers in
SMEs. This aligns with the idea that service quality is not solely determined by the interactions
at the customer interface but also by the underlying processes, systems, and culture of an

organization, which are core elements of TQM?. It shows the importance of a holistic approach
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to managing quality and delivering services. This approach involves not only addressing visible
aspects of service quality (reliability, responsiveness, etc.) but also the underlying quality
management processes, employee involvement, and continuous improvement, which are central
to TQM?¢. Scholars have suggested that SMEs need to integrate quality management practices
into their service delivery?’. %

The finding that TQM has a stronger influence on customer satisfaction com @o service
quality implies that the internal practices and systems within SMEs, s%}t ose related to
quality control, process improvement, and employee involvement, h&aﬂsigniﬁcant impact on
customer satisfaction. This is consistent with existing literatu@ QM's influence on service
quality and customer satisfaction®®. It highlights that e .a@e TQM practices can serve as a
foundation for consistently meeting and exceeding c er expectations. It has been observed
that SMEs that prioritize TQM can gain .O%e itive advantage by delivering high-quality
services that lead to greater customer sat%ytion. Satisfied customers are more likely to become

loyal customers, recommend th@ss to others, and contribute to long-term success. The

stronger influence of TQM rscores its potential to be a key driver of competitive advantage

in the SME sector Q)QQ
N

S
Q
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Chapter Five
Conclusion

This chapter presents the conclusion, findings, recommendation, contribution to knoy and

%\Q%

5.1 Summary of Findings
[ ) “
1. The study found a high level of customer satisfaction amon ‘%\/’ES. While customers

areas of further studies.

set their expectations quite high, these businesses ge@meet them. However, there
are areas for improvement, particularly in cust rvice and in making sure the store
lives up to their reputation as the best Rle\c\‘ shop.

2. The study also found that SMEs i tQI'l;}dan Metropolis are implementing Total Quality
Management practices effectiv ading to continuous improvement, streamlined
processes, and employee Nemen‘[

3. The findings suggesQa .‘Bhe SMEs in the Ibadan Metropolis generally provide a high
level of serwvi e%ality, particularly in terms of reliability, assurance, empathy,
responst s, and tangibility. However, there are opportunities for improvement,

wlaﬂy in areas such as completion of transactions within reasonable timeframes and
customer service.

4. The study also found that total quality management has a significant influence on
customer satisfaction in SMEs in the Ibadan Metropolis

5. The study also found, through the text of second hypothesis, that service quality has a

significant influence on customer satisfaction in SMEs in the Ibadan Metropolis
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6. The findings also showed that there is a combined significant influence of service quality
and total quality management on customer satisfaction in SMEs in the Ibadan Metropolis.
However, it was also found that total quality management have stronger influence on

customer satisfaction among the respondents compared to service quality.

5.2 Conclusion &

In conclusion, this study provides valuable insights into the factors infl %ﬂg customer
satisfaction in Small and Medium-sized Enterprises (SMEs) in the Iba ar'l\ Metropolis. The
findings reveal that Total Quality Management (TQM) practices 5(’)@;&6 quality both play a
crucial role in determining customer satisfaction. Moreo.ver, %'&study highlights the dominant
influence of TQM, emphasizing the significance of f@e quality management practices in
SME:s. This research underscores the need for Sl\%t adopt a holistic approach that integrates
service quality and TQM principles to achi@

focus not only leads to satisfied and 10)®Stomers but also enhances the competitive advantage

h customer satisfaction levels. Such a strategic

of SMEs in the local business larMe.

'\
5.3 Recommendations Q’@

The following recommendations are considered relevant in this study
i. SMEs.s Q prioritize the adoption and implementation of Total Quality Management
practices, including continuous improvement, streamlined processes, and
employee involvement. Establishing a culture of quality within the organization can lead

to higher customer satisfaction and improved competitiveness.
ii.  Businesses should focus on enhancing service quality dimensions, especially reliability
and responsiveness. Efforts to meet customer expectations in these areas can result in

improved customer satisfaction and loyalty.
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iii.  SMEs should actively seek feedback from customers to understand their expectations,
concerns, and preferences. Regular surveys and feedback mechanisms can provide
insights for continuous improvement.

iv.  Employee knowledge and expertise are vital for assuring customers. Investing in ongoing
training and development programs can help staff demonstrate corrm@pe and

L&

v.  To improve the reliability of service, SMEs should work on optinf%\tﬁeir processes to

professionalism, thereby instilling trust in customers.

ensure timely service delivery, allowing customers to -ct)@?t'é transactions within

N
reasonable timeframes. &%

vi.  SME owners and managers should consider %&& in TQM initiatives that encompass
quality control, process improvement, employce-training and engagement, and customer

feedback mechanisms. These measues% ehhance customer satisfaction and contribute

to the sustainability and growth (@eir businesses.

5.4 Contribution to Knowledge\)

This study contributes to l@dge in several ways. The study provides a comprehensive
understanding of the Qeygay between Total Quality Management (TQM) practices and service
quality in infl @g customer satisfaction in SMEs. It emphasizes the need for a holistic
approac t@u ity management. The empirical findings also offer valuable insights into the
specific aspects of service quality and TQM that are particularly relevant to customer satisfaction
in the context of SMEs in the Ibadan Metropolis. This contributes to the existing body of
empirical research. In addition, the study strengthens the theoretical foundations of the

relationship between TQM, service quality, and customer satisfaction. It highlights the
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dominance of TQM as a driving force in customer satisfaction, adding to the theoretical

discourse on quality management in SMEs.

AL
%
5.5 Suggestion Areas for Further Studies E\QO

Subsequent studies can focus on the following areas:

[ ) ”
i.  Impact of Digital Transformation on Customer Sat@ in SMEs.

N

ii.  Comparative Analysis of TQM Practices in Q@m Industry Sectors:

iii.  Role of Employee Engagement in Cut\éﬁi&’:atisfaction

"
S
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L City University Ibadan
Faculty of G%munication and Information Science (FCIS)
a

& tment of Information Management

Dear Respondent \

I am a master ent of the above —named institution gathering data for the purpose of
academt @rch on the topic “Total Quality Management, Service Quality, and Customer
Satisfactieh in Small and Medium sized Enterprises in the Ibadan Metropolis, Oyo State. To
achieve this, your optimum cooperation is needed, there are no right or wrong answers. | assure
you that your responses will be treated with the utmost confidentiality and used only for research

purposes.

Thank you.
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Section A: Demographic information:
Gender: a. Male b. ( ) Female ( )
Age: a. below 25 years () b.25-29 ( )c. 30-34( )d. 26-30( )e.31-35( )£ 36-40( )

g. () h. 45 and above ( )

Years of Experience:a. 1-5( )b. 6—-10( )c. 11-15( )d. 16 -20( )e.2é{&)

f. above 25[ ] s.A\QO
Marital Status: a. Married ( ) Single () c. Divorce ( ) e. others (speci p%e (1<) ISP

Occupation: a. Civil Servant ( ) b. Business ( ) c. Private Practi@ e. Non civil servant ( )
e, others () Q@

Level of Education: a. Primary ( ) b. Secondary ( ) c. ()

Religion: a. Christianity ( ) b. Islam ( ) c. Tra&ii@ ()e.Others ......oovviiiiiiiiiiinn,

N

Local Government: §_)

Section B: Level of customer sa%@étion in SME’s in Ibadan Metropolis?

Please tick the appropriate ch&% that indicate your opinion on customer satisfaction. To what
do you agree with the fol 2

H=very high, H=high, L=low, VL=very low
N\,

S/N Expecta@) VH |H |[L VL
1. I%@h expectation of quality products in this
sto

I have high expectation of good price in this store

3. | I have high expectation of good customer services

4. | I have high expectation of seamless transaction in
this store

Perceived Performance VH |H L VL

5. | The quality of services met my expectations.

The delivery time met my expectations.
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7. | The features/functionality of products met my
expectations.

Expectation Disconfirmation

8. | The store is indeed the best place to shop

9. | I am satisfied with the overall customer experience.

10. | The price of products and services met my

expectations. .
>

11.| The customer service met my expectations. &

Please tick the appropriate choice that indicate your opinion on Togak\ lity Management. To
what do you agree with the following?

Section C: Level of Total Quality Management Scale in Ibadan Metr

VH=very high, H=high, L=losz@y low
H

S/N Continuous Improvement N H L VL
5

LN
1. Companies that implement TQM practices W\
provide higher quality service

observed at this supermarket

<
2. Improvement in the quality of serv'c’j%g‘ﬁeen

A

3. The management actively seeks @dentify and
eliminate issues with their S?}%es

£

4. Continuous Improvemen
Process Managem’e\ﬂk )
The supermeykeéﬁ?ﬁdient in handling orders
2. There is coo@‘uon among various departments

in the &sep&g development process.

3. De 2 errors, delays or in efficiencies has
be(ego erved since I started using their services

4. h&fe is a streamlined process in delivering of
rvices at the supermarket

Employee involvement

1. Employees are recognized for superior quality
performance.

2. Employees are rewarded for following quality
guidelines.

Section D: Level of Service Quality in SME’s in Ibadan Metropolis
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Please tick the appropriate choice that indicate your opinion on Service Quality. To what do you
agree with the following?

VH=very high, H=high, L=low, VL=very low

S/N Reliability VH H VL |L
1 The super market deliver its services as
promised
2 The supermarket completes allow

reasonable timeframes.

customers to complete transactions within &
Q \,

3. The supermarket keeps customers ° Qc

the service.

A
informed about any changes or delays in ﬁi\
'\

Assurance VH .

1. The supermarket staff demonstrates e
knowledge and expertise in their field. ~ P

2. The supermarket staff instills confidence « ) N
and trust in their customers. N

A
3. The supermarket has employees whetarey Y
courteous and professional.

O\
Empathy N 2\"\

1. The supermarket treats clstomers with
respect, dignity, and empathy.

2. The supermarket proyi personalized
attention and care, )

3. The supermarket illing to listen and

understand customer concerns

4 I derived @when using E-learning

System\v@ ers
U
N

a%lmsiveness VH H VL L

N

“"Bhe supermarket promptly responds to
(\Q customers’ requests and inquiries.

2.\) The supermarket is willing to go the extra
mile to meet customers’ needs.

3. The supermarket keeps customers’ updated

on the progress of your service request.

Tangibility VH H VL L
1. The supermarket has modern and up-to-

date equipment and facilities.
2. The supermarket’s physical appearance is

professional and well-maintained.
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The supermarket's employees have a neat
and professional appearance.

>

AR

@" Bio-data

Personal Dat Q

Full N 6\, Oluwatomisin Oyindamola OLALERU
Add 13, Moshood Ayinla cresent, off akala way. Oke Ibadan estate. Ibadan
Email: olaleru.tomisin@gmail.com
nd Place of Birth: 16th July 1995
onality: - Nigerian
Name and Address of Next of Kin: Mrs. F. A. Olaleru. 13, Moshood Ayinla
Cresent, Off Akala Way. Oke- Ibadan Estate.

Add. Same as above

A.

Educational Background
Educational Institutions attended with dates and Qualifications:
i. Primary Education: New Bright Kiddies

162




OmETO

ii. Secondary Education: [jebu Anglican diocesan college’09, Jextoban secondary
school, Alapere’11

iii. Higher Educational Institutions:
Babcock University, Ilishan Remo. BSc. Information resources management, 2015

Working Experience with Dates
a. Organisation: TMT Supermarket

b. Role: General Manager &

>
c. Date: 2016 Till Date ,%‘\QO
%w

Awards and Fellowships:

Membership of Academic/Professional Bodies N \
Publication %\
Major conferences attended with Dates é
Reference N

&
Q&\\

S

Signature (b:%v Date

%w
( Q) 'i]niversity Compliance Certificate

This is t; @Iy that this thesis by Oluwatomisin Oyindamola OLALERU with

Matric%io Number LCU/PG/002531 in the Department of Information Management,

L@ty University, Ibadan, is in FULL compliance with the approved university format

and style.
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