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Abstract 

Declining customer 

loyalty has been an issue 

in food processing firms, 

even for companies that 

invest heavily in 

improving their service. 

Studies have identified 

product quality and 

customer satisfaction as 

factors that influence 

customer loyalty. 

Though, studies on the 

relationship between 

product quality and 

customer loyalty have 

been inconsistent. Thus, 

the study examines the 

moderating effect of 

customer satisfaction on 
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INTRODUCTION  

  Loyalty is a 

commitment for repeat 

purchasing preferred 

products or services 

consistently in the 

future; despite 

situational influences 

and marketing efforts 

have the potential to 

carry out the changes. 

Wan (2014), stated that 

the concept of loyalty is 

more directed to the 

behavior compared to 

the attitude; and a loyal 

customer shows 

purchasing behavior 

can be defined as a 

pattern of regular 

purchases in a long 

period of time, 

conducted by the units 

of decision-makers. 

According to Xia 

(2017), customer 

loyalty is when the 

customer has a desire to 

buy a product or service 

from a company, re-

purchase, recommend 

to others and refuse 

services of a 

competitor. The days of 

customers staying loyal  
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the relationship between 

product quality and 

customer loyalty in food 

processing firms in 

Zaria. Three hypotheses 

were established and a 

survey research design 

was adopted.  A total of 

391 customers 

participated in the study 

and Partial least square 

structural equation 

modeling was utilized 

through Smart PLS 3. 

The result showed that 

product quality and 

customer satisfaction 

have significant positive 

effect on customer 

loyalty and customer 

satisfaction significantly 

moderates the 

relationship between 

product quality and 

customer loyalty. The 

study recommends that 

food processing firms, 

need to always continue 

improving the product 

quality for their 

customers. They also 

need to pay attention to, 

and improve the quality 

of the products, they 

should be able to create 

and organize neat, 

beautiful, clean, and safe 

market, as well as 

provide adequate 

vehicle for conveying the 

product to the customers 

as this will improve 

customer loyalty. Food 

processing firms should 

make customers feel 

satisfied, by establishing 

good relationship with 

customers through 

improving product 

quality. 

 

to companies for long periods are numbered. The amount of trust consumers put 

in brands is decreasing all the time, and a typical consumer will now switch 

brands without hesitation if they get a better offer. The famous rule of 20% of 

customers accounting for 80% of the turnover has turned into more like 60/40 

rule (40% of the customers generate 60% of the turnover) and it is slowly 

evolving towards a 50/50 rule where loyal and disloyal customers generate the 

same amount of income. This behavioral shift is putting some fundamental, 

established marketing tactics in doubt. Aside from a few odd exceptions, top 

brands are no longer able to retain their status as market leaders for such long 

periods. A once loyal customer base can easily disappear within twelve months 

(Marketing Board Promotion Service, 2017). 

Declining customer loyalty has been an issue in food processing firms, even for 

companies that invest heavily in improving their service. Customers don’t care 

that the service they are receiving is better than it was a year ago – they use other 

‘best-in-class’ companies as a benchmark. If a customer is disloyal, they are really 

saying that a product or service was not relevant enough for them to remain a 

customer. That particular product or service did not stand out from the 

competition because too little thought has been put into what role the brand 

should play in the customer’s life. The customer simply made a rational decision, 

rather than having any emotional attachment (Nishant, 2013). 



 

INTERNATIONAL JOURNAL OF MGT. SCIENCE & ENTREPRENEURSHIP 

(VOL. 11 NO.7) DECEMBER, 2019 EDITIONS 

 

 

 

 
117 

However, customer loyalty depends to a greater extent on the degree of product 

quality and satisfaction derived from the organization’s services or output. 

Satisfied customers are more likely to tell people about their experiences, more 

so, dissatisfied customer will also tell people about their experiences (Dabhade, 

2013). Product quality is a focused evaluation that reflects the customer’s 

perception of elements of service such as interaction quality, physical 

environment quality and outcome quality (Mujtaba, 2013). Product quality has 

its roots in the business and management field. Marketers realized that to retain 

customers, and to support market growth, they must provide high quality of 

service (Hulland, 2018). Customer satisfaction is one of the business objectives, 

and can be achieved through understanding the needs of the target market, and 

the provision of needs satisfying packages in meeting and satisfying these needs 

at a greater extent, thus, building and maintaining long lasting and favorable 

relationship with the target market. The need to create and maintain customer 

satisfaction has been emphasized by researchers. This is because the realization 

of other business objectives leans on the level and degree of satisfaction received 

by the target market. This also necessitates reasons why financial institutions 

and researchers focus on customer satisfaction and loyalty. Satisfaction is an 

overall customer attitude or behavior towards the difference between what 

customers expect and what they receive regarding the fulfilment of some desires 

and needs (Algesheimer, 2012). 

Several studies have been conducted on product quality and customer loyalty e.g. 

(Dahl, 2013; Karpen, 2015; Bove, 2015; Zyphur, 2015; & Palmatier, 2016). 

Though, studies on the relationship between product quality and customer 

loyalty have produced an inconsistent result. For example, a study conducted by 

Patrick (2014) has documented negative relationship while other studies such as 

(Ibojo, Olawepo, & Akinruwa, 2013, Mark 2016) documented positive 

relationship between product quality and customer loyalty.It is on the basis of 

these differences in results and the recommendation of Gletcher (2016), that the 

current study integrated a moderator.  Also, there are scanty studies on product 

quality and customer loyalty in Nigeria as most studies on the topic were 

conducted in developed and developing countries. Therefore, investigating the 

relationship between product quality and customer loyalty with the introduction 

of moderating variable i.e. customer satisfaction will constitute a significant 

contribution to the body of knowledge.  

The following hypotheses have been stated for testing: 

H1: Product quality has no significant relationship with customer loyalty in food 

processing firms  
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H2: Customer satisfaction has no significant relationship with customer loyalty in 

food processing firms  

H3:  Customer satisfaction does not significantly moderate the relationship 

between product quality and customer loyalty in food processing firms.  

 

LITERATURE REVIEW AND THEORETICAL FRAMEWORK 

Customer loyalty 

It is complicated to give an appropriate definition of loyalty. Loyalty means a 

customer prefer to choose a product or service compare with its competitor. The 

definition of loyalty has been given in many relevant literatures, however, there 

is no unified view to its definition. Bruhn, & Schnebelen (2013), indicates that 

loyalty is best measured by continued buying behavior. According to Schäfer 

(2013), loyalty is about earning people’s enthusiastic commitment to a 

relationship that will improve their lives over a long term.” Hence, customer 

loyalty is about earning customers’ trust and improves the enterprise’ benefits. 

Bujisci and Bilgihan (2014), claim that “customer loyalty shows a customer’s 

positive attitude for the repeating buying behavior on certain product or service”. 

Customer loyalty refers to the influences of quality, price, service and many 

relevant factors, these factors can create intensity feelings on certain product or 

service so that the product or service become preference. Hutchinson (2014) 

believes that customer loyalty means the repeating purchase behavior based on 

personal preference of certain product or service. Having loyal customers are the 

most competitive advantage of an enterprise. Butori and De Bruyn (2013), 

emphasize that “loyalty customers are more profitable”. Furthermore, customer 

loyalty is mainly expressed through emotional loyalty and behavior loyalty. 

Among them emotional loyalty assumes that the customer is highly recognized 

and satisfied for the belief, behavior and vision impression of the enterprise. 

 

Product quality 

Product quality can be defined as an extent to which a product succeeds to meet 

the needs of the customer (Arnold & Samaha, 2015). According to product based 

approach, the quality is the root of economics and the variation in quality of 

product are the reflection for differentiation in quality (Floyd, 2014). Product 

quality is one of the important tools to maintain the competitive advantage in 

market which is designed to undergo the product development process to 

achieve the consumer satisfaction and upgrade the quality in performance 

(Hashed, Ahmed, Nasser & Hamid, 2010). To be more specific and precise, further 

study from different researcher shows that along with the competitive advantage 
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the product quality is also a basis for strategic advantage, which implies that an 

enhanced performance can be determined when a product quality is improved 

(Huber, Joel & Wagner Kamakura, 2014). To Hustad and Thomas (2013), search 

properties include such traits like color, style, price, fit, and smell. Here, credence 

properties are those characteristics of product and service attributes that cannot 

be differentiated even after the product, or service has been purchased and 

consumed.  Similarly, experience properties are those characteristics of product 

and service attributes, which can only be evaluated after purchase and use of the 

product, or the actual consumption of the service is done (Ibojo & Olawepo, 

2013). 

 

Product quality and Customer loyalty 

Hashed Ahmed Nasser (2012), examines the model for Measuring Product 

Quality and customer loyalty using the case of internet banking services in the 

Kingdom of Saudi Arabia". The research study proposes a revised and modified 

SERVQUAL model which incorporates several variables that reflects the 

industry-specific attributes of Internet banking services. A survey based research 

is used to collect primary data on the basis of Internet banking services in the 

Kingdom of Saudi Arabia. A multiple regression analysis is employed to examine 

the influence of the adapted determinants on service quality. Focus-group 

interviews are also conducted as a follow-up to the questionnaire study. The 

findings of both fieldworks indicate that reliability, responsiveness, website 

design, and personalization determine service quality in the Internet banking 

context. The study presents the main findings derived from the research model 

which can be used by a wide range of financial institutions, which make use of the 

Internet in their business dealings, to support each organization's decision-

making processes. Also, the model can be used as a blueprint for an organization's 

strategic planning.   

Hassan (2013), examined the impact of Using Relationship Marketing Strategies 

on Customers Loyalty: Study on STC Customers in Riyadh – Kingdom of Saudi 

Arabia. His study aims to determine the relationship between relational bonds 

(financial, social structural) of Saudi Telecommunication Company & loyalty of 

Saudi customers, as well as determine the statistical differences in the loyalty of 

Saudi customers according to education, sex and income. The study sample 

consists of 500 customers, and convenience sample is used. Study results proved 

that there is no statistical relationship between social bonds offered by STC, and 

between Saudi customer loyalties to this company. On contrary, it has been found 

that strategies which focus on financial and structural factors were a key factor 
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in obtaining Saudi customer loyalty for company and its services; it was also 

found that there are statistically differences in this loyalty level due to income 

level, and gender, while no differences were found due to customer educational 

level.  

Henningen (2013), investigate the relationship between internal marketing and 

service quality. The research method in this study was descriptive and 

correlation method. Sports and Youth offices staff of Golestan province have 

established statistical population of research that they all participated in the 

study (N = 180). Reliability of questionnaires after a pilot study using Cronbach's 

alpha test, respectively (α = 0.84) and (α = 0.88) were obtained. Descriptive and 

inferential statistics methods for data analysis were used. The findings showed 

that between internal marketing and service quality in sports and youth offices 

staff, there is significant positive correlation (r = 0/547, p < 0/001). The 

research findings on the importance of internal marketing and its levels as one of 

the factors affecting service quality within the sports and youth offices of 

Golestan province underlined. Thus, leaders and HR managers should use the 

strategic plans for the development of internal marketing in order to provide 

higher quality services.   

Shafiq and Muhammad (2013), examine the impact of Internal Marketing (IM) 

on the Perceived Internal Service Quality (ISQ). Data was collected from 225 

employees working in a Jordanian Pharmaceutical company. Our results 

indicated that that there is a positive relationship between Internal Marketing 

dimensions and perceived Internal Service Quality in varying magnitude. 

Further, the investigation showed that the dominant dimension of IM was found 

to be Recruitment with the stronger impact on all perceived internal service. 

Service providers are recommended to apply IM strategy in order to enhance 

perceived ISQ foster better external service quality.  

Shahzad (2012), examined the effect of the quality of service on customer loyalty: 

An Empirical Study on hotel services in Aden". The study aimed to identify the 

effect of service quality on customer loyalty for hotels in the city of Aden, Yemen, 

after reviewing the search literature the model and the hypotheses was building 

based on the theory of social exchange (Theory of Social Exchange). 

questionnaire was designed to collect data, it was developed based on previous 

studies, several statistical methods used such as Cronbach's alpha and factor 

analysis to make sure of the reliability and stability, and to identify the impact of 

the dimensions of service quality on customer loyalty has been the use of 

regression analysis, which showed the results of a relationship positive between 

them, and based on the results of the study were presented a number of 
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recommendations related to quality of service and to build a strong loyalty 

among customers have also been proposals for future studies .   

Steinhoff (2016), examined the impact of service quality on customer loyalty: A 

study of banks in Penang, Malaysia. The emergence of new forms of banking 

channels such as Internet banking, Automated Teller Machines (ATM), phone 

banking and also maturing financial market and global competition have forced 

bankers to explore the importance of customer loyalty. Therefore, studies need 

to focus on the changing role of the banking system and its dynamic financial 

market. The underlying model of SERVQUAL (Van der Heijden et al., 2013) with 

five dimensions was used by this research to evaluate the impact of service 

quality on customer loyalty among bank customers in Penang, Malaysia with 

customer satisfaction mediating these variables. The findings show that 

improvement in service quality can enhance customer loyalty. The service quality 

dimensions that play a significant role in this equation are reliability, empathy, 

and assurance. The findings indicate that the overall respondents evaluate the 

bank positively, but still there are rooms for improvements.  

Rahhal (2015), examined the impact of service quality and relationship 

marketing on customer loyalty: An Analytical study on a sample of passengers on 

Al-Jazeera Airways in Kuwait state. The study aimed at detecting The impact of 

service quality and relationship marketing on customer loyalty, the study showed 

the following results: the quality dimensions of a provided service (tangibility, 

reliability, response, security and sympathy) has a positive and direct impact on 

the customer loyalty, and the quality Dimensions a provided service has a 

positive and direct impact on the relationship marketing, and there is a positive 

and direct impact of the relationship marketing on customer loyalty.   

 

Customer satisfaction  

Customer satisfaction means that the customers’ feeling about their expressed 

demands or expectation been fulfilled. According to Xia, & Monroe (2017), 

customer satisfaction is complicate to define because normally it is extenuated 

by expectation. Customers will be satisfied if the product or service above 

demands or expectation. On the other hand, if the product or service below 

demands or expectation, customer will be dissatisfied (Rajesh & Nishant, 2013). 

Satisfaction is also the feedback that given by the customers about the products’ 

or services’ quality and assessment of the products or service itself. It is a certain 

psychological experience which shows customers’ happiness of their consumer 

behavior. Customer satisfaction is an erratic element; one certain product or 

service may satisfy a customer may not satisfy another customer. Therefore, in 
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order to increase the customer’s satisfaction, the maximum, the factors which 

may influence customer’s satisfaction must be understood properly.   

In another study, Xia and Monroe (2017) empathizes that customer satisfaction 

is complicate to define. The concept of customer satisfaction was first introduced 

by Wu and Xu (2012), which indicates that customers consume behavior will be 

produced again and will not change to another product or service by increasing 

their satisfaction. However, the definition of customer satisfaction can be broadly 

fitted into two categories.   

Customer satisfaction is defined based on the behavior during the consumption 

process in the first categories. This definition is made from the behavior of 

customer’s point of view. It is considered that customer satisfaction as a feedback 

for a certain behavior during the buying behavior. It lays emphasis on the 

communication skills between customers and employees. It is believed that the 

behavior of the employees who can sell directly or indirectly to the customers 

can influence buyer’s decision. More specifically, satisfaction is the mentation of 

customers in order to judge if it is reasonable for the paid price compare with the 

gained benefit. Dholakia, Chen, and Algesheimer (2012), emphasize that 

customer satisfaction is the statue of emotion response. More specifically, when 

a customer can feel about the benefit of a product or service, the customer is 

willing to pay for the price and can tolerate with the rising price. Zablah (2014), 

defines customer satisfaction as a judgment for the difference between the 

quality of the product or service and customer’s own expectation. According to 

this argument, customers will be satisfied if the quality of the product or service 

above demands or expectation. On the other hand, if the quality of the product or 

service below demands or expectation, customer will be dissatisfied. 

 

Customer satisfaction and customer loyalty 

Rajesh (2012) explored and established the existence of 

relationship/interdependence between customer satisfaction and customer 

loyalty. They were of the fact that there is a positive relationship between 

customer satisfaction and customer loyalty. The quality of products or service 

has strong positive impact on customer satisfaction. Some defined quality of 

product or services in terms of performance, conformance, reliability, durability, 

serviceability, aesthetic, and customer perceived quality (Algesheimer, Borle, 

Dholakia and Singh, 2010). Past researchers indicated that there is a strong 

positive correlation between service quality and customer satisfaction 

(Hammerschmidt, 2014; Koo, Lee & Kim, 2015; Pennington & Fowler, 2005; 

Zhou, & Zhang, 2012).  
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According to Wetzel (2014), many researchers were of the fact that consumer 

satisfaction influences customer loyalty, which in turn affects profitability. 

Proponents of this theory include researchers such as Gooner, (2015); Reinhartz 

(2002); Ramkhamhaeng (2013); Mujtaba (2013); Proctor and Rahhal (2015); 

Preacher (2014); Palmatier, & Houston (2018); Palda (1964); and Howlett 

(2014). Morales (2017) reported a significant relationship between customer 

satisfaction and consumer loyalty.  

Morales (2012), suggested that in the service industry, attention to service and 

customer satisfaction is considered to be a “given factor” which is an expected 

and a natural part of day to day operations. Service organizations cannot survive 

without satisfied customers. The satisfaction of the customers will definitely pave 

way for consumer loyalty. Ibojo, (2013) opined that the focus of organizations on 

the target market in order to give out the expected and necessary satisfaction 

made it vital to say that customer satisfaction is a valuable tool that must be given 

to customers if organization must achieve their core business objectives which is 

profitability. He concluded that there is significant relationship between 

customer satisfaction and organizational profitability. Customer loyalty is a 

strategy that creates mutual rewards to benefiting firms and customers 

(Ramkhamhaeng & Mujtaba, 2013). With loyal customers, organizations can 

maximize their profit because loyal customers are willing to purchase more 

frequently, spend money on trying new products or services, recommend 

products and services to others, and give organizations sincere suggestions 

(Palmatier, & Houston, 2018). Hayes (2013), was of the fact that customer 

satisfaction has strong impact on customer loyalty.  

Similarly, Henningen, Droll, Homburg, (2008), examined the causal construct 

between customer satisfaction and customer loyalty in the North American 

banking industry and found that there is positive association between customer 

satisfaction and customer loyalty. Mark (2016), stated that greater customer 

satisfaction leads to greater intent to repurchase. According to Schrock and Wyatt 

(2016), a high level of customer satisfaction will decrease the perceived need to 

switch service provider, thereby increasing customer repurchase and ultimately 

enhancing profitability of the organization (Thompson & Gooner, 2015).   

The study by Steinhoff (2006) in Nigeria to investigate the customer satisfaction 

of mobile telecom industry, the factors that influence customer satisfaction and 

relationship between customer satisfaction and demographic variables in 

Nigeria, Lagos State, Lagos Island and Mushin and in Ikeja. The study used 

convenience sampling (non-probability sampling) and total of 400 people were 

interviewed. The data collected was analyzed using the Statistical Package for 
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Social Science (SPSS). The study showed that customer satisfaction increases 

with the improvement of the mobile service attributes. This includes call quality, 

coverage, reasonable pricing and discounts, customer care and reasonable 

validity period of product. Study also showed that demographic variables i.e. 

gender, age, status of employment and location have a weak influence on 

customer satisfaction. 

Another study by Touzani (2010), research has explored the factors that affect 

the customer satisfaction. In this research paper telecom sector’s subscribers in 

Pakistan are taken as population and customer services and price fairness are 

taken as independent variables while customer satisfaction is taken as dependent 

variable. It was decided to collect at least 150 questionnaires to support to come 

at reasonable conclusion therefore, 250 questionnaires were floated among 

subject using non-probability convenience sampling method and collected data 

was analyzed by using correlation and regression analysis. Price fairness has a 

greater influence on the customer satisfaction and if price is affordable for 

customer they do use that network for a long period of time. In the same way if 

customers are delivered with worthy services i.e. good behavior of sales 

personnel, prompt fulfillment of customer’s complaint etc. they feel 

belongingness with that network. However, results of this study showed that 

price fairness has a stronger influence of customer satisfaction as compare to 

customer service. This study was based in Pakistan; however, the similar study 

will be based in Tanzania to assess whether the same results will be obtained. 

The study by Mende (2015), investigated the factors that may influence the 

customer satisfaction in the Peshawar region’s cellular (Telecom) industry. The 

study has identified major six hypotheses which are responsible for customer 

satisfaction in telecom industry. For analysis is part of the study a structured 

questionnaire was distributed. The study use convenience sampling (non- 

probability sampling) on random basis 150 student of five universities were 

targeted. They collected data through questionnaires from 5 universities of 

Peshawar and data was analyzed by using correlation and regression analysis. 

The results indicated the positive and substantial relationship between the 

dependent variable (customer satisfaction) and the independent variables 

(customer service, sales promotion, price fairness, signal strength, coverage, & 

promotion). However, price fairness, coverage and customer service are the 

factors that highly influence the customer satisfaction than the other factors. 

The study by Molina and Esteban (2007), seeks to explore customer satisfaction 

and its influencing factors of the mobile phone operation industry in Bangladesh. 

Data were collected through a questionnaire survey form a diversified 
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representative sample. An iterated factor analysis with principal component 

analysis (PCA) and structural equation modeling (SEM) including measurement 

model and structural model were applied to analyze data. The empirical results 

demonstrate that service quality and fair price have indirect influence on 

customer satisfaction of a mass service industry (i.e., mobile phone operators) 

through perceive value. Perceived value has mediating role between quality, 

charge fairness and satisfaction. Furthermore, result shows that fair price has 

positive direct impact on customer satisfaction, whereas, the results did not find 

any significant direct impact of service quality on customer satisfaction.  

 

Customer satisfaction as a moderator 

Satisfaction is the customers’ evaluation of a product or service in terms of 

whether that product or service has met their needs and expectations (Bitner & 

Zeithaml, 2003). Satisfaction is the person’s feelings of pleasure or 

disappointment resulting from comparing a product perceived performance in 

relation to his or her expectations (Kotler, 2000). If a customer received what she 

or he expected, the customer is most likely to be satisfied (Reichheld, 1996). 

Wageeh (2016), examined the moderating significant role of Customer 

Satisfaction (CS) in the relationship between Service Quality (SQ) and Customer 

Loyalty (CL). Multiple Regression Analysis (MRA) was used to confirm the 

research hypotheses. The finding reveals that SQ affects CL through CS. Practical 

implications: Learning the relationships between SQ, CS and CL, retailers can 

effectively allocate their resources and develop a rational plan to improve their 

SQ under specific business circumstances. In addition, by the referring of loyal 

customers, the commercial banks can attract more customers.  

 

Underpinning theory - Social Comparison Theory  

Social comparison theory was adopted for this study. Fairness perception is a 

judgment based on comparison (Xia et al., 2017). As a matter of fact, social 

comparison is essential to most justice theories that underlie 

attitudinal/behavioral outcomes. Therefore, consumers make judgments of 

equality or inequality based on comparison.   

Although rarely specified, comparison is present in various forms (e.g., 

comparison with other consumers, other seller, self-experience, etc.) in almost 

all price fairness research that compares the outcomes of a reference other in 

consumer judgment of price fairness. Ding, (2014 defined a reference other as 

“another person, a class of people, an organization, or the individual himself 

relative to his experiences from an earlier point in time”. Xia (2007), proposed 
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that, for price comparison, “the other-customer comparison has greater effect on 

perceived price unfairness” (p. 4) than self-reference, if the transaction 

characteristics are similar. A later study (Nierop & Verhoef, 2014) provided 

evidence supporting this proposition.   

Nierop and Verhoef (2014), examined how consumers perceived fairness of 

dynamic pricing. The authors compared a price discrepancy among different 

sellers and consumers at different times under different pricing setting 

mechanisms. It was found that consumers reported lowest perceptions of 

fairness when the comparison was made with other consumers. This may be due 

to the fact that in dynamic pricing, most transaction characteristics (e.g. seller, 

product) are highly comparable, and difference prices charged to buyers are 

distinct and thus comparable. There is little doubt that such a price discrepancy 

or inequity, especially when it is to consumers’ disadvantage, may lead to a 

negative emotional state, such as anger, disappointment, and dissatisfaction, 

which will trigger adverse behaviors, such as complaints, negative word-of 

mouth, and revenge action against the seller. Although, Nierop and Verhoef 

(2014), attested to the importance of price discrepancy, as a result of comparing 

with reference others (consumers), on price fairness perceptions, it is not clear 

whether price discrepancies at different magnitudes or temporal proximity will 

lead to different levels of perceived price fairness. That is, will a major or a 

temporally close price difference lead to a higher level of price fairness 

perception than a minor or a temporally distant price difference due to a higher 

level of inequality 

 

Research model 

 
Figure 2.1: Research model 

 

Product Quality Customer loyalty 

Customer 

satisfaction 
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Methodology 

This involves the procedure the researcher wants to use to carry out a research 

work. It includes research design, population of the study, sample size, method of 

data collection among others 

 

Research Design 

The present study employed the survey research design. Generally, Creswell 

(2003) considered survey method as the most appropriate for organizational 

researchers drawing on quantitative research collecting information on 

predetermined instruments that yield statistical data on a large sample for the 

purpose of generalizing result to a given population. Structured questionnaire 

was used to collect data from participants.   

The population of the study consists of customers of SAJ Foods Limited, Habib 
Yoghurt Ltd and Basako Soft Drink Ltd that are located and operated within the 
boundary of Zaria, Kaduna State. The study also used customers of the selected 
food processing firms as respondents of the study.  This is because they are in the 
better position to provide the researcher with the needed, available, and accurate 
information concerning the moderating effect of customer satisfaction in the 
relationship between product quality and customer loyalty in food processing 
firms. The population is infinite due to high fluctuation of the customers of the 
selected food firms.  
The objective of the research is to draw inference from a population in order to 
make generalization on the target population. Therefore, sample is always drawn 
from the population.  The sample size for this study was arrived at using Daniel 
(1999)’s formula represented by Eq. 1. As can be seen here Sample Size - Infinite 
Population (where the population is greater than (50,000)         
 

SS     =     Z2 x (p) x (1 – p)         

 (1) 

C2 

SS = Sample Size, Z = Z-value A (e.g., 1.96 for a 95 percent confidence level)  

 p= Percentage of population picking a choice, expressed as decimal.  

 C = Confidence interval, expressed as decimal (e.g., .04 = +/- 4 percentage 

points)                                      

Therefore, since the customer of food processing firms is infinite, it means the 
population is greater than 50,000 customers.  
 

Thus, SS  =           1.962 x (0.5) x (1- 0.5) 

  

 

        (0.05)2 
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So, the sample size of the study is   =   384.16 

Furthermore, 10% (38) was be added to the above minimum sample size given 

by the formula to make it 423. This will take care of other errors such as incorrect 

filling and failure of some respondents to return questionnaire (Israel, 2013). 

The questionnaire is structured and measured on 5 point Likert scale. A Likert 

scale are used in rating the questions for data collection. To prevent the 

respondents from answering a neutral point for easy choice, the measurement of 

this study used five-point rating scale as justified by Krosnick (1991). All scales 

were adapted to measure product quality, customer satisfaction and customer 

loyalty. For customer loyalty, 13 items were adopted from Galib (2013), 5 items 

were adapted from Albert (2015) to measure product quality and 10 items were 

adopted from Mohsan, Nawaz, Khan, Shaukat and Aslam (2011), to measure 

customer satisfaction. 

 

Techniques of Data Analysis 

The study utilized the partial least square structural equation modeling through 

SmartPLS3 to analyze the data collected from the field. In using PLS_SEM, two 

basic models were employed. They are the measurement model to ascertain the 

reliability and validity of the instruments used in the study and Structural model 

to test the hypotheses and predictive relevance of the model.  

 

Results and discussion 

The researcher distributed a total number of 423 questionnaires to participants, 

404 questionnaires were returned and this gives a response rate of 95.5%. In a 

further assessment of the returned questionnaires, it was ascertained that 7 were 

invalid and this bring the total valid response rate to 93.9%.  This rate is relatively 

high and this is so as the researcher and assistants made significant efforts in 

making sure that participants respond and return questionnaires. The number of 

returned and usable questionnaires stood at 397 and this is still much above the 

sample size.  The usable questionnaires were coded and entered into the coded 

SPSS variable view page. Each item/question was coded based on its main 

variable initials and its serial position in relation to other items under the same 

latent construct. For example, the 13 items measuring customer loyalty were 

coded as CL1 – CL13, the five items measuring product quality were coded as PQ1 

–PQ5. Similar procedure was followed in coding the rest of items measuring 

customer satisfaction. The data were screened for missing values and outliers 

and normality test was conducted. The missing values noted were replaced using 

serial mean. However, in the course of data screening, the study discovered 6 
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cases of outliers and removed the data set. This further reduced the 

questionnaires returned from 397 to 391. 

 

Assessment of measurement model  

The study assessed the loading, validity and reliabilities of all the constructs of 

the study. The average variance extracted (AVE) was used to measure the 

convergent validity of the constructs of the study, whereas Fornel lLacker 

criterion and cross-loadings were employed for discriminant validity. To 

determine the internal consistency reliability and validity of all the constructs of 

this study and composite reliability (CR) was used.  

Table 4.1 showed the construct reliability and validity. All items measuring the 

various construct of the study loaded above 0.5 which is the minimum loading 

recommended by Hair, Black, Babin,  Anderson and Tatham (2013). However, 

items that failed this benchmark were deleted, they include CL1, CL2, CL3 and 

CL7 for customer loyalty, CS1, CS2, CS3 and CS4, for customer satisfaction and 

PQ3 and PQ5, for product quality 

 

Table 4.1 

Items loadings, internal consistency and average variance extracted 

Construct Indicators Loadings CR AVE 

Customer loyalty CL10 0.782 0.881 0.501  
CL11 0.782 

  

 
CL12 0.791 

  

 
CL13 0.693 

  

 
CL4 0.559 

  

 
CL5 0.575 

  

 
CL6 0.514 

  

 
CL8 0.559 

  

  CL9 0.751     

Customer satisfaction CS10 0.762 0.902 0.606  
CS5 0.761 

  

 
CS6 0.835 

  

 
CS7 0.771 

  

 
CS8 0.811 

  

  CS9 0.718     

Product quality PQ1 0.895 0.830 0.633  
PQ2 0.92 

  

  PQ4 0.501     
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Note: CR=Composite reliability, AVE=Average variance extracted, CA= 

Cronbach Alpha 

Table 4.1 also showed that all the AVEs for the constructs are above the 

recommended minimum of 0.5. The AVE for the constructs are 0.501, 0.606 and 

0.633 for customer loyalty, customer satisfaction and product quality 

respectively. The AVE is the measure of convergent validity of the construct. To 

assess the reliability of the construct, the study utilized Composite reliability 

(CR). Hair, Black, Babin, Anderson,  & Tatham (2013), recommended a bench 

mark of 0.7 CR. These criteria have been met as shown on the table. The CRs for 

all the constructs are 0.881, 0.902 and 0.830 for customer loyalty, customer 

satisfaction and product quality respectively. 

 

Table 4.2 Discriminant validity 

  Customer loyalty Customer satisfaction Product quality 

CL 0.708 
  

CS 0.530 0.779 
 

PQ 0.706 0.229 0.795 

 

Table 4.2 present the discriminant validity of the construct. The study utilized the 

fornel and larker (1981) criteria which state that the square root of AVE must be 

greater than the correlation between the constructs. The square roots of AVEs 

are represented bolded on the diagonal. The highest correlation coefficient is 

0.706 while the lowest square root of AVE is 0.708. 

 

 Structural model 

 
Figure 4.1 Structural model of the study 
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Test of Hypotheses 

Table 4.3 Test of hypotheses – Path coefficient 

Hypothesis Relationshi

p 

Beta Stnd 

err 

T 

Statistics 

p-

value 

Decisio

n 

H1 PQ-> CL 

0.617 

0.082 7.562 

0.000 

Rejecte

d 

H2 CS -> CL 0.399 0.091 4.283 

0.000 

Rejecte

d 

H3 

CS*PQ -> 

CL 0.184 0.083 1.818 0.069 

Rejecte

d 

R2 =  0.642      
 

Table 4.3 presented the results of the test of hypotheses. Product quality was 

found to be positively related with customer loyalty (Beta value = 0.617) and 

customer satisfaction is positively related to customer loyalty (Beta value = 

0.399). The table further disclosed that product quality has significant effect on 

customer loyalty (t-value = 7.562 & p value =0.000). This means our first 

hypothesis of the study; PQ has no significant effect on customer loyalty is 

rejected. This finding is consistent with the findings of Nasser (2012), Hassan 

(2013), and Henningen (2013). Similarly, customer satisfaction has significant 

effect on customer loyalty (t-value= 4.283, p-value = 0.000). On this note, our 

second hypothesis, CS has no significant effect on customer loyalty is also 

rejected. This is in consonant with the findings of Rajesh (2012), Wetzel (2014), 

and Morales (2012). Finally, it was discovered that customer satisfaction 

significantly moderates the relationship between product quality and customer 

loyalty (T-value = 1.818 & p-value = 0.069). From the result, customer 

satisfaction further strengthens the relationship between product quality and 

customer loyalty and this is also in line with the expectation of the study. 

 

Effect size and Predictive relevance 

Having tested hypotheses, it is of equally important to assess the effect size and 

predictive relevance of the endogenous variables product quality and customer 

satisfaction on the exogenous variables (customer loyalty). Cohen (1988), 

recommended the use of and f2 cumulative redundancy Q2 to assess the 

predictive relevance of a model. 

Table 4.4 Effect size (f2) and predictive relevance (Q2) 

Relationship f square effect size 
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PQ -> CL 0.743 Large 

CS-> CL 0.400 Large 

CS*PQ ->CL 0.060 Small 

Q2 0.262  
The study assessed the effect size of the exogenous variable on endogenous 

variable using the F2. Cohen (1988), recommended that f2values of 0.02, 0.15, and 

0.35, to represents small, medium, and large effects respectively. Going by the 

results presented on the table 4.4, PQ has 0.743 f2 value indicating a large effect 

size and Customer satisfaction has 0.400 f2 value is which a large effect size and 

the interaction term has an f square value of 0.060 representing a small effect 

size.  For an endogenous variable to be relevant in predicting exogenous variable, 

the Q2 value must be greater than 0. From table 4.4, the Q2value is 0.262 which is 

greater than 0 and this implied that product quality and customer satisfaction is 

relevant in predicting customer loyalty. 

 

Conclusion and Recommendations 

The study examines the moderating effect of customer satisfaction on the 

relationship between product quality and customer loyalty among food 

processing firms in Zaria Kaduna state. Based on the results obtained from the 

analysis, the study concludes that product quality has significant positive effect 

on customer loyalty, customer satisfaction has a significant positive effect on 

customer loyalty among food processing firms in Zaria and customer satisfaction 

significantly affect the relationship between product quality and customer 

loyalty among food processing firms in Zaria. 

The study recommends that Food processing firms, need to always continue 

improving the product quality for their customers. They also need to pay 

attention to, and improve the quality of the products, they should be able to 

create and organize neat, beautiful, clean, and safe market, as well as providing 

adequate vehicle for conveying the product to the customers as this will improve 

customer loyalty. 
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