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ABSTRACT 

This study evaluated the influence of managerial focus and customer perception on 
the relation hip between quality drivers and cu tomcr atisfaction within large Maize 
Flour Mill in Nairobi. Quality drivers included product quality, service quality, 
complaints handling, ease of doing bu inc s and product price. Cu tomcr perception 
construct were cu tamer's de ire for feature critical to quality, brand imagery, lirm 
imagery and reference to competitive ubstitutc . Managerial focu was studied 
through employee attitude, linn agility and lirm innovativcness. The three variables 
were u ed to form an integrated model to broaden the cope of customer satisfaction 
assessment. Primary data were collected in February 20 13 from 13 Maize Flour Mills 
grinding at least 15 MT of maize per day and 81 of their direct Business Customer 
firms randomly selected. Results showed that the influence of quality drivers on 
customer satisfaction within large Maize Flour Mills in Nairobi is both direct and 
partially mediated through customer perception, both influences being positive and 
statisticall y significant CB = 0.391, p< 0.05 and p = 0.296, p< 0.05 , respectively). 
Quality of service emerged as a key driver of atisfaction a it had positive and 
igni ficant correlations with customer at is faction w= 0.441' p< 0.05) and with most 

of the other quality driver and intention to recommend. On cu tomer perception, 
brand imagery had positive effect on satisfaction <P 0.53 1, p< 0.05) folio\ ed b) 
desire for features critical to qualit <B 0.259, p<' 0.05) . Customer sa ti sfaction 
emerged as a Ill( (kratc predictor or intention to rc ·om mend a brand or linn (B 
0.481, p· ().05) suggesting that it is ncccssat) to dir ·tl sur e for r •lcrrn ls or 
intcntion to recommend. Mana 'erial l~)(; us had a statistical\ si ~ni lkn nt dirL't.' l ·nc ·t 
on customer satisfaction (p< ().05) but its cncct ()fl th • link hd\\ • n qunlit) dri' rs 
and customer satisfaction \\US not statisticalh si •nilicant. llHln' tht.• 111 ' 111 '1' •ria l 
focus con tructs. cmplo)ce attitude hadar 1siti,c cflCL't m ·ustom ·r satisfa ·tion (p 
0.05). ' I he leading pcrcci,cd barrier to inmnatton \\as l.td. of a' i' id ~1r d ·ar n ·ed Cor 
innovation "ithin the mills. 'I ht: ,ioint influcm:c of qual it) dri' crs. custom ·r 
perception and managerial f( ut on cu-,1 ltnL'r atisf'action \\,ts statistical!) si •nificant 
(p< 0.05). It i con lud~:d that he idL' hm in • the primM\ qu.tlit\ driH!rs. ·ustomer 
satisfaction mdrics and ~:nhan crn~.:nt prlH!t.tm need to mcnq orate cuslllmer 
perception and m, n. '~o:ri. I f u . ll11.: .Hkntion of s~.:nior mana •cmcnt tll ftrm 
up trcam en 1-:r ' ri bk u h . ~.:mpl1 )u: .lttitud~o.• dit~.: ~ tt ) influcn ·c-, l.liSilltner 

ti fa tin n it i n~.: I) t tri\~.: It impt1\1.: uttllll.:r p~.:t l'ptitm' r·l.tt..d Ill 
bmnd nd finn im , I) . Imp n nt in th qu. lit. 1 I n i ~.: pta.' .1 majtlt roll' tn 
the d)n mi ti f ti n. 
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1.1 Background 

CHAPTER ONE 

INTRODUCTION 

A bu inc es, both locally and globally, face increasing challenges, greater focus is 

being directed on cu tomer satisfaction so a to improve product and service offerings 

and maintain customer loyalty in the face of growing intensity of competition (Bruhn 

and Grund, 2000; Matzler el al, 2004; Turkyilmaz and Ozkan, 2007). A key 

motivation for this focus is that higher customer sati faction is a strong predictor of 

customer loyalty and can lead to a stronger competitive po ition resulting in higher 

cu tomer retention, market share and profit; and lower price elasticity (John on and 
Fornell, 1991 ; Fornell eta!., 1996; Oloughlin and Coender , 2004). 

ustomcr satisfaction is influenced b) di cr c stimu li that shape a consumer's 

decision mak.ing process and purchase decisions. 1 hesc in ludc mnrk.cting stimuli 

rdating to the product, scr icc, and the transaction pro c-.-., c tcrnal 'ltimuli, anu 

con ... umcr ps)chological and dcmo •raphi~o: ~:haw ·t ·ri-..ti ·s (l....rh obok.ovn •. 009). I he 

stud. or thesc stimuli and related asp ·cts in tn\lrk.din' fo\11'1 \\ ithin th' th 'lll) or 

consumer behaviour up m "hkh thi" -..tml~ is l{nrmkd. \lll'llltu ·nt th ·nri ·s r ·lat · to 

consumer motivation. per~.:cpt ion. att itudc. h:arn Ill • and C~lnlnnn it) to •rmq patterns 

(Kotler and Keller. :!006). 

l·irm Hi , tit n thr lll!h .1~-:ardull knd t rmarkctin • mi stimuli 

"ith market in ' ' ith •rt up . nd t)Jlsumu· t.'hara tcristio and 

thc 1.1 t th.ll ·u-..tt,mcr ha c 

)hj ti ;llit. 

m.ul\ ·tin • 

111 I uh 111 



While customer satisfaction has been studied by numerous researchers, many of the 
studies have been done outside Kenya and have mainly focus ed on the role of the 
immediate quality driver , with little focus on upstream firm enabler variables that 
relate to managerial thru t. Formulating value propo ition locally ba ·ed only on 
re earch done el ewhere i likely to mis neces ary input related to regional and 
industry differences occa ioned by variation in customer perception, staff' attitude 
and business dynamics. It is therefore necessary to study the influence of quality 
drivers, managerial focus and customer perception on customer atisfaction under the 
Kenyan context so as to formulate effective and competitive local and regional 
marketing strategies. 

1.1. 1 Customer Satisfaction 

Satisfaction refers to an overall evaluation of how pleasurable one' interaction with 
an organi1ation is including the bu) ing and usc C:\p ricncc, relal ivc to "hat is 
anticipated (Andcr<.,on eta/, 1997; Kotkr and ~clb, 2006; Ronald, _ ()I 0). 1 hi )In· 
leveb '->ati"tfaction can lead to loyall). I o all · arisl!s rrom ' · 'plional satist:1 ·tion 
with a firm's service"> and pn ducts. It is a de pi) held ·~lmmitm •nt to r pur ·hns Ot' 

re-patronitc a preferred product/sen icc consisll:ntl) l\ ·r linn:. d ·spit· ..,ituational 
influences and marketing efl(.,rts that might ha\'e th · p 1tet1lial to ·aus · ""it ·hin 1 

bcha iour ( li er. 1999). 

u torncr ~ ti ladi n i am 'in • t.1r 1d lh.l! is inllucnu.•d b_ m.tn) t:1cltlt.., and ·ails 
fbr ontinu 

qual it) 

in th r 

d pi ti n 1) h mgin 1 1.. 1ndititms. It sill! s as Cll'lltHnct pcrcqlton nl' 

l'l lu 1 Itaim~.:-. ptl '1..'" s tW 

\ttllit.l ' 

Oltl) l11 tddttt,•tt 



Customer satisfaction is important to organisations because it is closely linked to 
future purchase behaviour and willingness to recommend and i thus a strong 
predictor of loyalty and customer retention (Yang and Peter on, 2004; Ferrell and 
llartlinc, 2005). Loyal customers tend to buy more, arc less price sensitive, speak well 
of the firm and are harder for competitors to win ( mith eta/., 1999; O'loughlin and 
Coender , 2004; Jai wal and Niraj , 2007). Winning new cu tamers is often more 
expensive than keeping existing ones and small reduction in cu tamer defections 
greatly increase profits (Anderson and Mittal , 2000; Eugene eta/, 1997; Krivobokova, 
2009). Satisfaction therefore helps to reduce customer turnover and lower transaction 
costs related to contract negotiations, order processing, and bargaining (Farnell, 
1992). Satisfied customers are mo t likely to share their experiences with about five 
or six people while a di sati tied customer i more likely hare their unfortunate 
experience with up to ten people (Ronald, 20 I 0). 

Firms with a large number or lo al ustomcrs benefit from a -; trongcr comp ' lith c 
position resultin, in higher r~.;purchasc rate,, rdcrrab, ltmcr prk' cla ... tkit and lc"s 
switchin, tcnd~.:nc) (Bruhn and ()rund .. 000: O'lnu 1hlin and(\ ~.·ndl:rs,. 001 : .laiw,·al 
and iraj. 2007). lncrcas~.:s in custom~.:r satislacli1111 m · •crll.:ra ll) b ·li ., ·I to -.hi I th · 
demand curve up" ard and for make the slope of' the cun c "teq ·r ( i. ·. I 1m cr pri · · 
clastic ity and h ighcr margin ) and reduce nutrkctin • Cll t" ( ~mrth et a! .. 1999). l o al 
customer often en urc rcpl:at pun.:ha \.: Ill ,, comJ dill\ c lusincss em 1rnnment 
( Fom ·II 1992; II all "dl. I 9 1: h1 •en\.: t1 a!. Jl l)7; \ndcr on and It !Ia I. . 000. 

Kri-.ob · \a. -009 . Pl. 

firm p r 

I C) • I ~ti 

I h im i 

th 

i thl:tCt'Orl' cntrcal 111 1mprm 111, 

fit. l ilit •• in . "' 1! .11 m.trkdpl.t • ( \ndcr .... nn 1'f a/, 

I 1/, 0!17 • 



Assessment of customer satisfaction has had considerable progress over the last four 

decades. In the 1970 , focu was mainly on con tuner complaint behaviour 

(llir chman, 1970; Andrea en and Best, 1977). This was followed by the emergence 

of national index model such a the wedi h and the American models (SCSB and 

A I) in the 1980s and 1990 . Derivative of the e two models have been developed 

aero s many countries such as in Japan and Taiwan among others (Nagashima, 20 I 0). 

Progress has included expansion of model scope of driver of ati faction. Lately the 

Net Promoter Score has been developed during the new millennium (Keiningham et 
a/, 2007). 

In Kenya focus on customer satisfaction and its underlying drivers is gaining 

increasing attention in both the public and the private ectors. In the public sector 

as essmcnt of cu tamer satisfaction has been included in performance contracts since 

2004 (Kobia and Mohammed, 2006; Obong'o, 2009). 1 he aim has been to impro e 

service deliver)' and enhance focus on output and consumer sa ti sfaction . I'hc s st ' Ill 

bcnchmark.s on the Canadian 'ommon Mcasun.:mcnt l ool, a publi · sn ti •dil ·tion 

'>urvey tool based on a lro.une\\ork or a publil: ..,e ·tor ..,~ni · · \:lllll' l' hain . It h:h ti\~ 

core dri ers or atislaction. ace nnllin • fbr ..,c,cnt~ p •r · ·1H ot the ..,.,,i..,l;l·tion "ith 

service deliver) by the public sector (llcint11nan ami 1ars~ n. 00 ). It a .., • ..,..,c.., 

crnplo)ce attitude through a mea urcment on stafl'c~'urtc" 

Like'' i c, man) lim1 in K~n) u "ithin th~ fHh .lie l' lt'r .m: increasing!\ tocus-..ing on 

enhancement o rna ti , ti n dul t' in "tl.l in• t'lllpctition. An increasing 
numb ·r rc rc :-.t:mdards ... u h as I\() 

9001:_ . n I It 1 Itt I t l.ll I ll r. til'"" th~.: 



1.1.2 Quality Drivers 

Satisfaction is often shaped by various attributes upon which customers form 

perception. These can be attributes related to the product such as quality, value-price 

relationship, benefits and features, design, reliability and consi tency and product/ 

service range. They can be related to service such a delivery, complaint handling and 

problem resolution. Other attributes are related to the buying proce s uch as 

convenience, courtesy, communication, staff competence and firm reputation (Dutka, 

1993 ; Crawford, 2007). 

Customers develop expectations depending on how they perceive these attributes and 

base decisions on perceptions rather than on the basis of objective reality (Schiffman 

and Kanuk 2007). The relative importance played by respective quality drivers and 

other enabler variables in fostering customer satisfaction varies over time as 

marketing conditions and other aspects of life change. This dynamism needs to be 

rcncctcd in sati faction a .c~smcnt tool and as.ociatcd framc'V orks if th ' nr' to 

remain robust in capturin • the voice of th' ·ustomcr. 1 h s op' nnd nalur' or lri crs 

used in sat is facti n models th~.:rc!ore n~.: •d-; to t • rc' i~.:" L I rn,m I im' to tim · so ns It) 

keep abrca t of changes in consumer bcha\ i{'ur and r •luted li ·ld-; (Jollnso11 et a/, 

200 I). In thi · regard. qual it) dri' e;:p, arc imp 'rtantl l organi..;ati m..; l ··au·· th ') !'onn 

the ba i of,alue pr position or lmc '' · '111PClltion. 

1.1.3 u tomer P r pti n 

Pcr~.:cpti \ hi ·h p l ph: lrdn l.lll.' scllSt11') imprl.'ssions intn a 

< h~.:n:nt nd unified ic\ rid .11 und th ·m. ' onsumcrs pm ·css .l!lribulc 

tlllllll.ll) II. rms su ·h ,ls .Hlltlll 's or 

) ; hil\ll, J} }~) \11 ,\1\l!lld' IS ,\ 

m I min • It\\\ ttd th.ll "hi h 

Ill ti " h ' Ill ·II t 1\ hi lll h I 

lth u •h i 



reality (Schiffman and Kanuk, 2007). Perceptions are lasting but changeable and 

therefore marketers aim to match customer expectation a much as possible so a to 

enhance ati faction. llowever, it i nece ary to manage cu tamer expectations by 

educating them about the firm and the related pr duct. This is because customers can 

be di appointed if expectations are raised too high or discouraged from buying il' 

expectations are too low (Kotler and Keller, 2006). 

Thi study surveyed customer perception through four constructs, namely a 

customer's desire for features critical to quality, cu tamer imagery of the brand and 

the firm and reference to competitive offers. These were deemed to influence the 

outcome of the primary qual it drivers and thereby impact on customer satisfaction. 

1.1.4 Managerial Focus 

To succeed in highly compctiti c markets, business leaders need to create 

organi7ation c limate'> where employees continuall appl) innovati e thinking in 

providing customer solutions and overcoming tradin, ·hallengl.!-; and do so ltl-;h.:r than 

competitors. I his necessitates freein, or resourc~.:-; and ro..,ll.:ring productiv' dinln llll.' 
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lack of senior management commitment to key issues that drive quality can 
compromi e customer satisfaction. lrungu (2007) observed that firm performance was 
influenced by enior managerial characteri tic although the effect was not 
significant. llowever, he did not con ider the role ofthe focus of senior management 
on enabler variables that drive quality. Lean management and cost control arc aimed 
at maximi ing cu tomer value while minimizing wa te thereby creating more value 
for cu tamers from fewer resources (Oliver, 2002). Empowering employees with the 
ability to make decisions and the information to ba e decision on provide a key 
catalyst in enhancing success of other firm operations (Walton, 1992; Kirk, 20 I 0). 
Un-empowered employees can drive customers away or miss chance to build 
customer loyalty ( immerman, 1995). 

1.1.5 The Maize Flour ub- ector in Nairobi 

Kenya's overa ll manufacturing contributes I 0°/o or the country's GOP. rood 
processing contributes about l\\0 third -; of' the manufacturing GDP and about a fil1h or 
the countr ·._ ~.:xport ~.:arnin •s (0-.ano c>t a/, _008). I he Strate • ror re itali1in 1 

a q·iculturc rcco •nises the vital role to he pia) cd b~ lol d pro 'l'\sin • in "- 11 ) a·., 
economic dc\clopmcnt to the )car .. 01 ( 1tnistn· (lr t ~ril:ultur '. 00 I) I h • s ··tor· 
contribute through 'aluc additilm. food ccmit): an I demand ((lt' tr ,lflsporl,ttlllll ,md 
distribution ~en icc am n 1 1thcr "U) . 
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20 I I). llowever, other carbohydrate sources such as wheat, ri e, potatoes, "orghum 
and ca ava arc gaining popularity (Muyanga et at, 2005; Kamau et at, 20 II). New 
challenge have come by way of legislation such as the Y AT Act 2013 that has 
moved maize milling byproduct and several other commodities from zero rating to 
the standard VAT rating of 16%. Thi· will increa ·e the cot of these supplies and is 
likely to affect demand thereby increasing competition (Deloittc, 20 II; Dcloittc, 
2013). 

With increasing competition among flour mill , threat of blended flour , direct 
substitutes and potential imports from Tanzania and Uganda as trade restriction ea e 
with the opening up of EAC, local maize miller need to evolve their value 
propositions in line with cu tamer e>.pectations. To do this the need to under tand 
the key variable that locally dri e flour purchase de ision , their relati e importance 
and the nece ary preconditions or enabler ariablcs . . uch information is also useful 
to policy makcrs in the promotion or agro-proccssing and cnhnncemcnl or rood 
security across house hold incomc sp ·ctrums. IIO\\ c cr. I itt lc r ·s ·arch has been done 
local! in this n.: •c.mJ (\ttukumbu and .Ia) nc. I<)().~) . 

1.2 Th' Rc~car ·h Problem 

'J he theonc that cck to c plain and prcdi ·t htm ind1\ idual" mak • cnnsulnttinn 
related dcci ion indi ate that the CHllu.ltil'll pr ·c 1s in flu ·n ·cu l \ bnth the 
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As firm s in competitive markets place high priority on cu tomer satisfaction (CS) 
with a view to improving performance, including market hare and profitability, their 
ucce highly depend on the performance of their product attributes. This is because 

the level of attribute performance tend to be positively related to CS which in turn 
ha a po itive relationship with profitability (Dutka, 1993: aruana, 2000; Ronald, 
20 I O).Thi requires paying attention to both the primary quality drivers and enabler 
variable that support them. Primary drivers include ervice and product quality, 
price, ease of doing business and complaint handling. nabler variables relate to 
managerial focus and customer perception. Managerial focus refer to the attention of 
enior management on variable that lay the foundation upon which the succe of 

primary quality drivers depends. 

The mai?e nour sub ector i an important component of Ken a' food processing 
<,ector and a k.cy step in the mai1e alue chain, the countr) 's staple crop. On a erage, 
households in airobi spend about a third ofthl:ir total e penditure on food, and clo'>e 
to a third of this f{lod bud •d ts sp nt on staples, mainh mai1e r latnl (1\.nmau <'/ II, 

011 ). In view of" this, re..,~an.:h on the.: d)n:tmi ·s of'qualtt\ dtt\l'r-. nl' tlw maitt' llnm 
would b · uscf'ul in p llic) i-. uc.: rc.:latc.:d to the.: cnullll) 's stt·ll · '\ ol pnlllllllttl' "• to 
processing und 10< d c.:curit~. Bc.:~.:au c sit ·d tthli?· 111 ·at j, a tan hud pro lu ·t. it is 
felt that rc ult gathered tn airobi c n l · u ·d to •cm:t.di · ,,·ross th • ·ountn 
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increase for sifted maize meal over the same period. In such a competitive market, 
uppliers need to trive for high CS becau e as observed by Jones and Sa er ( 1995), 

cu tomer loyalty under condition of tiff competition require high levels or 
ati faction . This calls lor good under tanding of the driver · or quality and major 

enabler variable that influence the SUCCeS of the immediate quality drivers. Loca l( , 
re earch on the role of enabler variable in i limited with many or the studies 
mainly focu sing on the direct driver of quality, omitting the cascade of managerial 
i ues that influence the succes of these driver . In a tudy on Kenyan urban 
con umption of maize meal, Mukumbu and Jayne ( 1994) found that the key quality 
drivers on purchase deci ion were price and convenience followed by taste and 
nutritive value and called for re earch into their relative importance. 

The central role played b mai7e milling in Ken)a' food proce ing ector, the 
changing dietary patterns and th' few local studie. on the same ca ll lor further 
research on the d)namics or customer sati-..ll\ 'lion in the subsc ' tor. Studies done on 
the relationship b 'l\\een qualit · dri c.:rs and ·~ indkate that outcomc.:s arc oltcn 
subject to other vanablcs su·h as custom t 1 r l'ption .md mana • tnt nt ntll ntinn tn 
other enabler variables such a.., c.:mpiO)CC attitulc 1tlth..'t rt ol ( 00·1) 11h-. ·n · I that 
satisfaction can he as ·iatc.:d "ith a chan •c 11' .ttlttbu!l: tmp 1rt,111 · · .md lai lm · to 
recognite thi intc.:rpla) \\Ould mean that th impact lll' the dill ·r ·nt atlnbutcs 011 
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Many of these studies have been done outside Kenya under different environments 
and business models and have mostly focussed on primary drivers of quality. Few 
have looked at these drivers alongside enabler variables yet ati faction can be 
a ociated with perceived attribute importance (perception) and is innucnced by 
managerial attention to variables such as governance and agility (lleskett eta/, 1997; 

Matzler et a/2004; Sull, 20 I 0). As such, there exists a knowledge gap with re pect to 
the context of study, and nature and extent of variable studied. The current tudy 
therefore used an integrated approach that brought together quality drivers, enabler 
variables (that reflect on managerial attention) and customer perception in the 
assessment and of customer satisfaction. To evaluate this underlying proposition, this 
study therefore sought to empirically address the question: 'To what extent do 
managerial focus and customer perception influence the relationship between quality 
drivers and cu tamer satisfacti on under the Kenyan context?' 

1.3 Rc. carch Objectives 

I he overall objccti ofthe stud \\:.ls to establish the intlu'nC' of mnntPcria l ro us 
und customcr pl.!n.:epti{ n on the r ·lationship bcl\\ccn qual it. driv rs and 'lh t nm~.:r 

satisfaction. ' I he pcci lie objcctivcs lf' the '-lliO) "cr · ({1: 

r. l~ tabli h the relati n hip cl\\\! n JUalit) driH~r' and custom ·r ·atisftl tim 
among large maize llour mill rn utrol i. 

ii. 1 ~. amine the relation hip l t\\cen lJU.tlit' JriH~r .m i ~ u torncr pcrccption 
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1.4 Value of the Study 

The results of this tudy are expected to contribute to theory building, policy issues 
and managerial practice. To the theory of customer ati faction the study adds two 
variable : managerial focus and cu tamer perception a moderator and mediator 
(intervening) variables respectively that influence the performance of quality drivers. 
Most exi ting model of C focus on primary quality drivers and ignore the cascade 
of managerial policie and actions that drive tho e preconditions (Johnson el a/, 
200 I). This way the study contributes to the evolution and adaptation of sati faction 
models as marketing knowledge changes in line with calls by other re earchers uch 
as Heskett el al, ( 1994); Heskett et a/, ( 1997); and Capek (2007) who emphasized the 
great role played by people management in haping cu tamer atisfaction. In addition, 
the study drew from best practice in cu tamer ati faction a e ment from all over 
the world but focused the field research to firm'i in Kenya. This way, the study sheds 
light on the dynamics of customer satisfaction within a conic'\ I not pre\ iousl studied 
locally. 

' I he stud contributes to mana •erial practil.:c '"' s ·nior mann •crs and l ~.·~.·uti\ c ... :trc 
c pcctcd to hetter understand the wk thattlH.:ir 1 oli ·ic .... a ·thuts <II\ I \1 ·tl \ rtr s pia) in 
shaping the dri\Crs of qua(it) and hem:l: 'll (tll\lCI at isla 'lit11l. ' (hi S hot •lull~ h •(p ... til 
minimi e incidence of lea\ in • the une) .md u 1!' ' 1\:cdback to lit111llinc stall . 
l·ojtik and f und I. k t'l 1..'111 '' tlhllhl '1..'1\ll..'lll commiltnl..'lll In CS 
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firm level through training and research among other strategies (Ministry of Planning, 
2007). Information gathered from this study can be u cful in this rega rd by shedding 
light on the dynamic of quality feature and cu tomer sati faction in the maize nom 
ector, an important cgment of the country's food processing sector. 

1.5 Organization of the Thesis 

Thi report i organised in five chapters. hapter one ha brieny discussed the subject 
of the study and the associated variables, the re earch problem, and the study 
objectives that guided the re earch hypotheses. Brief related I iterature wa pre en ted 
along the study variables from clo ely related tudies. The anticipated contribution or 
the study to theory and practice of marketing wa also di cus ed. 

Chapter two pre ents a critica l reviev of theoretical and empirical literature related to 
the area of the study. Literature on each or the <>tud) ariables is discussed along the 
key constructs or the ariables and from these the research ga ps that the stud) 
addr~.:ssed ''en.: arri cd at and pr~.:s~.:ntcd in a tabk. l he concept or th' stud) wn-; then 
presented on a conceptual fram~.:\\ork in lin~.:" ith th' study nhj~.: ·ti\l.''i and lrnm thl'>c..' 
the research h)poth~.:ses \\ere lonnulatc I an I ar · pr ·-.c..·nt ·I at th · \: Hd nl th ·hnplt'r. 

'J he rc carch de ign i de cribcd in ·haptct thtc..· ·. 1 h · phil~1snph\ ,tdopt ·d is 
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2.1 Introduction 

CHAPTER TWO 

LITERATURE REVIEW 

Thi chapter rev iews literature related to the lo ur group of the study variables, 
namely; quality drivers, customer perception, managerial locus and customer 
atisfaction. The theoretical anchorage of the study and an overview or the 

evolutionary perspective of customer satisfaction models over the last four decades 
are also discussed. The identified research gaps are pre ented followed by the 
proposed conceptual framework and hypotheses that were used in the current study. 

2.2 Theoretical Foundation of the Study 

This study is founded in the theor of consumer beha iour and its constituent theories. 
The theory contends that a con urner' internal influence such as moti\ ation, 
perception and attitudes interpla ' ith e'\ternal influences from refer'nce groups, 
culture, '>0 ·ial class and market in, a ti itil.:s and the-, shape a 'Oih\1111 'r's needs and 
desires ka<.ling to a con-,umptH n d~.! ·isi( n prn · .,..., (. ·hillman and "-.nnuk. . 007). I he 
theories that ..,cck to c plain ho" ·onsu1111.:r p r ·l.'ptnms nn I lltit11d ..., ti t\' ltwnwd 
include the theor) of'rcaom:d a·tion (lishb·in .md jt·in. 197. th· th·11 nl 
planned bcha' i ur ( hiou. I 998). the thcllr) ol tn in • (lhll!lVti. I ( _ ). the lt i­
c mp nent attitude m dd (OiiH~I. I 9_: n 1tr,1 t1 u/. I\ (l, • ·hillim1n <llld Kanuk. 

prcn • nd P ~.: , 2 

rc ult tl 

c mp 

thi 

lnlinn 1ti m m~ de.· I liH: 1. I l 0. I itt at l ' l a/.. (ll9R. 

1.: 1.: .11 till.: Ill~: l t th~.: c.• thc.'l de j.., th.tt ati 1:1ctinn is a 

i\ ~.: 1 f l't tnnn.m · ~.: . l ustt mer 

\ llh 

l) m.111.1 • in • 

I I Ill 

l II 



serves to remind firms that close substitutes or imitations can easily pick market share 
from original brands. 

The central focus of thi tudy is guided by the theory of motivation. It helps to 
explain why con umers are driven by varying needs over time, the psychological 
force that shape behaviour and why attention on certain quality drivers yields higher 
CS than focus on other features. Abraham Maslow' theory of motivation 
demonstrates the existence of a hierarchy of needs and tresse that needs are never 
fully satisfied, new higher-order needs emerge as lower-order ones are met (Kotler 
and Keller, 2006). Likewise, Frederick Herzberg's two factor theory and the Kano 
model posit that firms should strive to sati fy basic attributes while providing superior 
atisfier features as the latter are often the source of competitive advantage (Walden, 

1993). Marketers respond to thi through innovative approaches to evolve product and 
service offerings in line with changing customer needs. A stated b Sigmund Freud' 
theory these effort~ ~hould go be ond functional attribute to include other ucs su ·h 
as isual im3 •cr ( '·hininan and 1--.anuk •. 007). 

2. Custom ·r Sati ·fa· ion 

• at1 !action refers to i.l customct' l\ ~rall ~ 1 ·ru:n ·c w iat · "ith J pwdu ·t 11 ., '1 • • 

prO\ idcr (John n and I c rnell. I Qt>f: Amkr 111 l'/ a!. ll l . ll r ·11 · 'h 111 a 1 ., tm' s 
compamthe judgement re ultin • fr 1m 1 pn. du·t' 1"-'t • ·i\l.:d 1 crlmmunc~. indudin• 
the tran di n c perkn • in rd.ui n 1' hi r h ·r (' 1 ~ t.lti n !.... 1tk1 and Kcll 'I 
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Customer satisfaction therefore represents a consumer's sum mary response to a firm' s 
offering that is of great importance because it form s a link between the quality 
features and brand loyalty (Caruana and Malta, 2002; Yang and Peterson, 2004). 
Cumulative sati . faction therefore views ati faction a a fonn of consumption utility 
and this approach help to predict subsequent consumer behaviour and linn 
performance becau e customers make purchase evaluations and decisions based on 
their purchase and consumption experience to date (Johnosn eta/, 200 I). 

Loyalty arises from exceptional satisfaction with a firm' erv ices and product . It is a 
favourable attitude toward a brand, resulting in consistent u age of the brand over 
time. If the consumer expresses such preferential, attitudinal and behavioural response 
toward the brand out of several choices, then he or she has commitment leading to 
true brand loyalty. (Keller, 1993; Bloemer and Ka per, 199-l). The aim is to a oid or 
minimize merely satisfied customers and mo e them to 1 alt stage so that the an 
prom tc a 1irm's goods and scr ico.:s. Mcn.:l satisfied customers lack commitment to 
the brand and :m.: casil) :ma)cd b\ ·ompctitors (llill era/, _007). I ikC\\isc D ·min ' 
(1991) obs~.:r ~.:d that m~.:r•l satisfi~d ~usllll11~rs ·an ·nsd) 'Ct ltmptnl tn tr 
suhstitut~.: and tint the to al customt·r kads to rd''11,ds thud) h •lpin' ltl 'ttl\\ tht 
demand for the pr duct r sen k~.: . ll is th~.:rch1r · nt·c ·s 11' t 1 hI\ • 'I '' I 'Il l ir1 pit· 
that direct() measures and 1 <~ k cu"t 'Ill r tti f,lcll m ul\'ll •sid · \Hh '1 tl,ll ·'I· 
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Figure 2.1: 
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Competition in the local sifted maize flour ector i inten e due a rising number of 
player and thi ha been found t lead to a lowering of profit margins at both the 
millers and the intermediarie level (Kirimi >/a/, 20 II). It is therefore necessar for 
the fl ur m i lis to maintain satisfaction assessment programmes that constantly ·aplure 
change in intermediary and consumer preferences. In addition the n ·ed to ha e 
capacit tore pond quickly to an ncces ·ar change ·. 

umcrou empirical tudie demon tratc the importance of customer satisfltction in 
firm performance. llallowell ( 1996) reported that an impro ement oro era II cu ·tomcr 
ati faction core from 1.5 to 2.5 on a fi e point Likert calc increa ed return on 

as et from approximate!) 1.35°/o to appro. imatel) 1.94°o and the re ultant 0.59°/o 
increa e had a dramatic efTect on the firm' profitabilit). ang and Peter on (2004) 
found that percei ed value and cu~tomer satisfaction \\ere good predictor of 
customer lo all) \'.ith c eflicic.:nh of 0.6 and 0. 4 rc-;pc ·ti\el . ddition of customer 
sati ... taction to the.: equation prc.:di tin • ·ustomcr lo~alt\ impr )\ ed the model's 
•t odnc..,s of lit b in r asin, the.: aluc.: ol WI~ 0, - flt)lll OA It) 0.7) . I his indt ' •liCs 
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Crawford (2007), in a review of the United Kingdom Consumer Satisfaction index 

(UKCSI), argues that in general, aflcr the quality or the product or service, cu tomcrs 

want profcs ional staff who are competent, friendly, helpful and smart, who treat 

them a valued cu tomcrs. This reflects on staiT attitude. Cu tomcrs care about 

problem so lving so that enquiries arc handled c!Ticicntly and il" anything goes wrong, 

it will be sorted out wiftly and effectively. Lastly, they want timely crvicc upportcd 

by ea e of doing bu iness. 

On his part, Ronald (20 I 0) identifies ix key determinants of customer atisfaction. 

These include attributes related to the product, ervice, and transaction as in the AMA 

handbook plu three more attribute namely; firm or brand image, value and customer 

expectations. Value refer to both tangible and intangible benefit and costs and is a 

combination of quality, cr icc, and price. It increases ' ith quality and er ice and 

decreases with price among other factors (Kotler and Keller, 2006). Scr icc reflects 

on employee attitude and has been found to be a m:\jor d ·tenn inant or customer 

defections. 1 ~. pcctations can b c. plicit or implicit. I· pli it c pcctntions arc 1-..nm\n 

specific product performance standards "hilc impli ·it on~s r\.' 1 •r to rHmns ol 

perl(mnancc as established b) the industn N s~1 ·id~ (\darns. OOC1) . 

'I he Kano Ill( del cia silies atisf'a ti{11l dri\ cr into ba-;i · (must h ·). 1 ·rfnnn,lllc · 
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2.4.1 Historical Perspective 

Quality drivers provide the measurable constructs for satisfaction research and have 
played a key role in the evolution of CS models through progres in model scope and 
accuracy especially over the last four decades (John on et a/, 200 I). Sub tantial 
research on drivers of CS tarted in the mid 1960s focu ing on complaint reporting 
(Andreasen and Best, 1977; (Butelli, 2007). A dis atisfied customer would leave, 
complain or persevere in the hope that performance would improve (llirschman, 
1970; Rusbult et al, 1982). Loyalty was thus seen as a passive perseverance of 
dissatisfaction in anticipation that the situation will improve. Focus on the drivers of 
quality gained momentum in late 1980s with the introduction of national CS index 
models starting with the Swedish CS Barometer (SCSB) in 1989 (Farnell, 1992). 
Then followed the German CS barometer in 1992 (Johnson et al, 200 I) and the 
American C index (A I) in 1994 (Farnell et a/., 1996). The SCSB had customer 
expectations and perceived qualit) as the drivers, but the ACSI added percei cd alue 
but retained the outputs ofCS as omplaints and lo all (Figure 2.-). F. pectations arc 
seen to rositivcl afll:ct sati,J·t lion be au..,' th s rn.: as ' l •niti ' nn ·hors in th' 
!.!valuation prm:cs'i and fuccast .1 linn's abilit\ torr)\ ide lutur~ 1 'rl'nrnHtn~.:'~.: (I t n·tld, 
20 I 0) . Pcrcei' ed performance captures n.: ·cnt · 1 ·ricn · · , "hit' · p' ·t·tti HI'> 
capture prior consumption c pericncc- and 1thc1 pr 'du ·t in fi.11111.1tion. r s p ·r' h ·d 
value and percei,cd qualit~ im.:rea c. ' .111d lo~.tl!\ ..,lmuld tncn.:u-;' us ctmtlaint-; 
decrease ( ndcr n e/ a/ .. I 94: F 'rncll t 1 a! .• Jt l t . 
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Figure 2.2: The ACSI model 
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Later, as shown in Figure 2.3, the European Performance Satisfaction Index (EP I) 
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Figure 2.4: The NCSB model 
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complaints as a consequence of satisfaction. The EPSI model has corporate image as a 
driver of satisfaction but it is more logical to have sati faction as antecedent to 
corporate image (Johnson et al, 200 I). Word of mouth has gradually gained 
recognition (Jones and Sas cr, 1995; Adam , 2006) yet the A I docs not include 
likelihood to recommend. 

The foregoing literature reviewed under quality drivers and customer sati faction 
including the historical evolution of customer sati faction index models over the last 
forty years helped to identify some of the major primary drivers of product and 
ervice quality that are necessary to include in cu tomer satisfaction surveys, index 

models and satisfaction improvement programmes. The interpretation of quality 
features (drivers) adopted in thi tud is in line with the definition of qual it offered 
by Kotler and Keller (2006) who sugge t that qualit) refers to the overall features and 
characteristics of a product or er i e that help to meet the stated or implied needs. 
Subsequently the qual it dri ers shO\\ n in Tnble I. I \\ere identified ns important 
pr condition"\ lor t.:ustonH.:r satisl~1ction and \\t.:n.: inl'lulkd in tht.: eurr ·nt stud 
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2.5 Managerial Focus and Customer Satisfaction 

Senior managerial attention on key firm processes and attributes plays a major rot in 
driving efliciencies necessary for overall succc s including meeting customer 
promises. Thi is done through re ource management and governance styles that 
promote employee motivation, efficicncic and a culture of innovation and this 
constitutes managerial focus as po tulated in thi study. Innovation improves 
efficiencies through lean management, prudent financial management and nurturing 
of visionary products or operations. 

Staff attitude reflects on their satisfaction and thi is driven by governance and 
empowerment. Empowering employees with the ability to make decisions and the 
information to base decisions on to help the firm ucceed is a ke result of successful 
employee empowerment programs (Kirk, 20 I 0). It i nece ary to push responsibilit) 
down the organization and to force good ideas to bubble up' ithin it (Walton, 1992). 
Un-empov.crcd emplo ces tend to dri e customer. :mn or miss chances to build 
customer loyall ((.)imm~.:rman. 199 ~ ). 1--irl-.. (- 0 I 0) ~.:mphasi?t~s that cmplo "s \\ant to 
hi; 1-..cpt informed about th~.: or •anization's cum.:nt and 1 ot ·ntial su · · •ss ·s md 1'1ilun.:s. 
I he lev\!1 of <;en ic~.: reflects on st·lff ·tHitudt.: an I thts h·,, l ·n !'nun I tn hl a mnjtw 
determinant fcuslomcr deft: ·tinn". nt tinll·s 1 -;1·hin• 1 ' 1'~• 11' l\ 'l'tllr·aslllts (PI ·tkr. 
I 998 ; Adam'. 20( 6). 
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defections (68%) followed by other dissatisfactions ( 14%) and defections due to 
competition at 9%. 

Figure 2.5: The Service Profit. Chain 
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Businesses need to balance between benefits from existing mainstream business, and 
concurrent creation of new innovative activitic that can become profitable business 
lines of the future (Burnes, 2004). In bu inc , innovation refers to something that is 
new or sub tantially improved, done by an enterprise to create added value for itself 
or for its cu tomer . Innovative firms tend to be those with strategies, values and 
organizational forms and practices which are conducive to creati n of new ideas and 
continuous improvement (Rogers, 1998). However, Kanter ( 1989) ob erved that it is 
likely that many traditional companies mis busine opportunities due to their 
inability to give staff the flexibility needed to generate and nurture new ideas. 

Hurley and Hult (1998) point out that innovativeness refers to openne s to new ideas 
as an aspect of a firm's culture and that innovative firms tend to emphasize on 
learning, participative decision making, upport and collaboration and pm er sharing. 
They found that participati e de i ion making, learning and de elopment explained 
32.4% of varian e in group ariation sug 1cst ing that when staff are 'n 'Ouraged to 

karn and tc de clop and ar abh.: to inllu 'n ' de ' is ions then th~: 'I"Oup b "om'S more 
innovati c.: . Idea initiation calls for st·llf lp~nn~:ss to innn\ation nnd this requir s 
st..:nior mana ,cnH.:nt's allenti m to a culture th·lt .1ih1"' '>lJI! tor ' \l •nis' IIi n 'd llW 
new id~o:a and nurture the same to ucti 111 ,,., summantc I 111 Fi •ur · .... 1. 
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Figure 2.6 suggest that market orientation needs to be accompanied with a learning 
orientation so that the firm can respond adequately and quickly to changing customer 
needs through the introduction of innovative product and crvicc so lutions. This in 
turn give that firm a competitive advantage over the competition in its speed and 
ciTcctivcncss in responding to threats and opportunities (llurley and llult, 1998). The 
overall re ult is increa ed firm agility. 

Re carch in consumer behaviour also shows that con umer arc them elves innately 
innovative and thus suppliers need to continuou ly offer ne\ er and innovative 
solutions in order to remain relevant. Consumer innate innovativene refer to 
predisposition to buy new and different product , services or brands rather than 
remain with previous choices and con umption patterns. Thi can result from novelty 
seeking, a need to stimulate oneself or a desire for uniquene (Roehrich, 2004). 

JaruJclsl..i and DchofT(2010) obser ed that highl) inno ati e firms tended to follm 
certain strategies and nurtured a number of capabiliti~.:s to enhance su ·cess in 
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adequately along the innovation pathway and innovate at the right speed so that each 
stage including the commercialization phase stand higher chances of success. 

Figure 2.7: Firm performance along the innovative pathway 
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lnnovativeness can play a key role in designing lean management practices and in 
prudent cost control to eliminate waste thereby creating value from fewer resources. 
Wa te can re ult from overproduction, waiting, unnece sary motion and 
tran portation, over processing, unnece sary inventory, re-works and unused 
employee creativity. The aim is to have high quality at low cost, high throughput, 
impler and more accurate information management. Lean thinking hill locus from 

optimising separate processes to optimizing the flow or product and ervices across 
value streams, processes and departments (Oliver, 2002). Activities that do not add 
value for customers are constantly weeded out. This can be reinforced further by 
enhancing operational agility whereby firms are able to identify and seize 
opportunities faster than rivals. 

The role of these enabler variables is al o highlighted by qual it a\ ard systems. The 
European Quality Award (f-igure 2.8), the Malcolm Baldridge A\ ard, the Deming 
Pri?e, the Australian Qualit \ ard and the Canadian Common Measurement Tool 
all stress the role'i pia cd b) lcadcrship, p )pic mana 1cmcnt. poli · and strntc l • 

resources and procc'iscs "" ''ell ·IS itHH \;\lion and inltwmatitn tn tlri' in, qunlit) 
(Volo-urka, c:t a/, /000: alin 'O, .. 001 : llcinlllllan an I larson. ( 0 
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The European Quality Award has five quality enablers, namely; leadership, people 
management, policy and strategy, resources and processes. Effective implementation 
of these enabler drives the results in form of people satisfaction, customer 
satisfaction, impact on ociety and bu iness re ult (Vokurka e/ a/ 2000; Culingo, 
200 I; onti, 2007). In this model leader hip and people management have a 
combined rating that is close to 20%, about the arne as the rating lor customer 
satisfaction. The model depicts innovation and learning a counter current to business 
re ults stressing the need to learn from customer expectation and inn vale aero s the 
firm thereby forming a loop that connects the firm and the market. 

Likewise the Malcolm Baldridge a' ard of the USA recogni es the role of enabler 
drivers in customer satisfaction. stablished in 1987, the Baldridge award (Figure 2.9) 
promotes quality awarene s and has e en dri er , name!); leader hip, strategic 
planning, customer and marJ...ct focus, information and anal) sis, human re ource 
focu , pro ess management and busincs'> r~sults ( oJ...urJ...a, 2000; Cal in ro, 200 I). 

l·igurc 2.9: I h llaldri<.l • Qualit) , \\\lr<.lDnH:r'> 



all these feed to and from customer satisfaction. The effectiveness of implementing 
these variables then determines organisational performance (Vokurka eta!, 2000). 

Figure 2.10: The Australian Quality Award Drivers 
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2.6 Customer Perception and Customer Satisfaction 

Customer satisfaction a an overall evaluation of a firm 's product and associated 

ervices ha it roots on the performance of the various antecedents that cumulatively 

shape a cu tomer' experience with a firm and it product (Anderson et a/, 1997). 

The c include product and ervice features. Improving customer perception of these 

feature often leads to higher cu tomer sati faction. aruana and Malta (2002) report 

that better customer perception of service quality can help to improve company 

performance. In turn service quality is shaped by factors such as responsiveness, 

flexibility, and staff attitude among other variables. 

Perception relates to how individuals see the world around them. It is a process by 

which people select, organise, and interpret stimuli into a meaningful and unified 

picture or image of a situation ( chif'fman and Kanuk, 2007). Through a positi e 

image a consumer percei es a brand or a firm to be stable, dependable and su itable for 

sati•Jying the needs of the consumer. , uch an image can strengthen a linn' s 

cn;dibility, lead to more sales and hdp to ti •ht comt dition. t ns ·qu ·nt l man 

companies stri\c to dc\dt p, pro,icd and maintain 1 )stti\ • ima •n ot th ir hrnnd.., nntl 

the firm. Both the hrand and corp )rate ima • r ·in I{ r • • H1l' 111 th r rn th·tt if th' hr,tnd 

image i p iti,c. it rdlccts Hn )l\ ,1bl) m th ·)'I 11,1l • i111.1' • .tnd 't · · \ 'I' ,, 

(llacdrich. 199 ). 
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gets expressed in the firm 's offerings of goods and services. To complement 
customers buying and usc experience, firm manage corporate image through a 
variety of promotional tool s such as advertising, public relations, customer 
relation hip management and promotional items. llanzacc and Far, ani (20 I I) 
reported that perceived public relations had a positive influence on customer loyalty 
and thi s relationship was enhanced by positive brand image. 

Imagery is a process by which sensory stimuli i repre ented in working memory. 
Macinnis and Price ( 1987) reported that imagery proces ing influences cognitive, 
physiological, and behavioural responses. They further observed that imagery has a 
positive influence on incidental learning and given that much of consumer learning is 
incidental, then it is likely that imagery influences likelihood and timing of 
purchasing. 

In striving to influence positi e customer imager , businesses need to often consider 
how aura t i c or r levant their qual it driver~. br·1nd~ and products ar' as pen~i\ ed 
by their tar •et clients be ·aus cttstnm •rs • t dril\\ n to ·ntain attributes nnd ·an ca ... it) 
J kct when compctitiH.: olli.:rs c..:m~:•' Rck,an ~.: j.., a nH \1111' l;lr 'd h~: ':l\1 • t)\ll 
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While firms need to remain unique in ways that appeal to customers, frequent changes 
of a brand and value proposition are expensive. llowcver, firms can remain relevant 
over time by focusing on benefits and features that arc critical to quality and updating 
these over time without appearing to lose their integrity (Sheppard el a/, 1988; 
Niel en, 2010). The Kano model is a good tool lor evaluating uch features and helps 
to a e s the role of new product features and to predict how the will shill over time 
aero s their life cycle. Attention can then focus on features with the highest potential 
returns and to weed out unnecessary attributes (Hand, 2004; Lieberman, 2008). 

The Kano model (Figure 2.11 ), postulates that performance on certain categories of 
attributes produces higher levels of sati faction than others. It identifies four 
categories of quality attributes namel : ba ic or mu t-be, one-dimensional or linear 
atisfiers, attractive or delighter and indifference features (Walden, 1993). 

Figure 2.11: The Kano model 
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The must-be are basic features that must be present, such as good brakes in a car or 
intact flour packaging. They renect on the basic costs of entry into a market segment. 
They can cau e dis atisfaction if absent but do not necessarily rai e ati sfaction if met 
i.e. they have a dramatic negative impact on satisfaction when not delivered but have 
little po itive impact when minimally delivered (Matzlcr eta/., 2004) . These arc key 
di ati lier and their relationship with overall sati faction is multiplicative because 
failure on some of them causes a decline in overall satisfaction (Conklin eta/, 2004). 

Delighter or exciter attributes lead to atisfaction when present but do not cause 
dissatisfaction if absent; e.g. an automatically retracting radio antenna in a vehicle. 
They need to be unique and can help to differentiate products (Cronklin et a!, 2004; 
Hand, 2004). Delighter attributes corre pond to moti ator ( ati fier) factors while the 
ba ic attributes correspond to h) giene factor in Herzberg' Moti ation- llygiene 
theory (Walden, 1993). Indi fference features ha e no impact on . atisfaction ei ther 
way as customers do not perceiv' an b •ncfits from them. Their line on the Kano plot 
would rollm the ~-a. is (Li 'bt.:rman, 008). 
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consumers. The literature was therefore useful in identifying the appropriate customer 
perception constructs to include in the current study. This included brand and firm 
imagery, reference to feature critical to quality and reference to competitive offers. 

The reviewed literature demonstrate that mo t of the existing research on customer 
sati faction asses ment has been done under business context likely to be difTercnt 
from that existing in Kenya or East Africa. The variou customer satisfaction index 
models mainly focus on the immediate drivers of quality yet the literature hows that 
these preconditions can be influenced by upstream firm is ue that may require 
adequate attention from senior management for effecti e performance. The 
preconditions are also subject to customer attitude and perceptions. It appear there is 
no framework of customer ati faction a e sment that unifies these dimensions. To 
bridge this knowledge gap, thi stud) sought to integrate the dimensions of qualit 
drivers, managerial focus and customer perception into one frame\\ or!,. of customer 
~atisf'action assessment. I abk 2.- sho\\s the.: idc.:ntiticd res • rch 'nps and hm th~.: 
current study proposcs to brid •~.: thc.:m. 'I his is 1\)llO\\t'd h\ the propos ·d ·on ·cptunl 
f'ram~.:work and the various h~ p llhc · u cd in the stu I) . 



• La k of a framework showing 
hov. quality drivers are 
influenced by managerial 
focu and customer perception 

e a ingle metric: Intention 
to recommend but reliability 
of a ingle metric can be 
affected by measurement error 

• 'J hat i the influence of 
managerial focus (MF) on CS 
under the Kenyan context? 

• To what extent do Kenyan 
firm recognise the value of 
1F on employee attitude & 

other enabler variables? 
• Lack a framework to show 

role of enabler variables 
• 'V ord of mouth not surveyed 
• Complaints treated as 

dependent instead of predictor 
variable 

• What is the influence of 
cu tomer perception on CS 
under the Kenyan context? 

F = . ianagerial Focus, mgt= management 

Focus of the current study 

• Integrated framework shows 
links between quality drivers, 
MF, CP and customer 
satisfaction 

• Surveyed for quality drivers, 
customer perception, MF, 
overall satisfaction and 
intention to recommend 

• Conceptual framework shows 
how managerial focus 
moderates the effect of quality 
drivers 

• Direct effect of managerial 
focus on CS studied 

• Managerial focus and 
customer perception as 
moderating and mediating 
variables respectively 

• Recommend intention applied 
• Complaints handling treated 

as an inde ndent variable. 
• Conceptual framework shows 

how customer perception 
mediates the role of quality 
drivers 



2. 7 Conceptual Framework 

The local maize nour sector a key segment of Kenya's fast growing food 
processing ector with rapidly ri ing competition. This calls lor atisfaction 
enhancement programme based on feedback that urveys factors that inllucncc 
purcha c deci ion. llowever, the reviewed literature ha shown that most or the 
exi ting findings on cu tomer atisfaction and the a essment models dwell main! on 
the immediate preconditions of sati sfaction with little attention to upstream finn 
enabler variables and customer perception. Many have been developed outside Kenya 
or East Africa under contexts different from that prevailing locally with respect to 
business environment and consumer behaviour variables that influence purcha e 
decisions. 

This tudy therefore sought to introduce managerial focus and customer perception as 
moderator and mediator variables respectively to the general frame\\ ork of common 
customer satisfacti n model in \\:hich primar qualit) dri ers and S are the 
indcpen<.knt and dependent ariabks rc.::-.p~.: ti\ d). I 'rom th~.: stud results, pia crs in 
I he (( ~.:a I ma i1 Hour tor" ill kan nbout th' tnl1u~,:n '~.: ol pnmar) qual it dri l'rs 
on satisfactton and ho\\ mana •..:nH.:nt' 'ltll' tllion to \.; ') utahl ·r ' 1rilbl ., ~t nd th~o: 

customer • perception impact on that r latinn hip. 

' I he model repre cnt a h)brid 1\\..:~o:n n tli\'tMil ink m 1d ·I u..:h a th · \ · I 
that fo u on primal') dri r qu lit) nd n.lliln.ll qu.llil. \\\ ml uch ' th · 
l·urop ·an ( ualit. n n • n.1 "l'ri.ll .md 'l l..'rnan 'l' i -.ue ,\ 
drive ) i 
pani ul rl .. pp . h n umu \\ell. r~.: in 

el pin • h 
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As shown in Figure 2.12 quality drivers were hypothesized as the primary drivers of 

sati faction as hown by the arrow direction for hypothesis 11 1 that point towards 

ati faction, the dependent variable. 1t was al o hypothesized that customer percept ion 

mediates this relation hip uch that quality drivers influence customer perception 

which then either wholly or partially mediate to influence ·atislaction. ' ons~.:qu 'ntl 

the arrow for hypothe es 112, 113 and I 11 that arc part of the ·tcps lor mediation 

te ting, all point toward customer satisfaction. Cu tomer perception represents the 

'net worth' of the interaction between external inl1uence and the firm' promise as 

'funnelled' through the customer. This perception wa mea ured through the 

customer's desire for features critical to quality, cu tomer imager about the brand 

and the firm and reference to competitive ubstitutes. 

It was further hypothesized that managerial focu (MF) moderate the relationship 

between quality drivers and cust mer satisfaction as represented b the dO\ nward 

pointing arrow for h)pothesis H11. The dired influence ofMF on ustomer satisfaction 

was also assessed as shown b · the orn.:..,pondin 1 ano\\ for h p )th 'si-. 1 k Mana 1cri, I 

focus-. as op rttti< nali/ 'd thn 11 •h l:mplo) ~~ attit11d • finn innm .\II\ cncss nnu a til it) . 

'I hcst: ar · the firm upslr ·,ttl\ cnthh.: r ' •tri tbl ·s th 11 up( til I th 11 ltHillt' I :It in • 

quality dri crs. r he) c< n titut th olkn un ·n p 1{ ·nti tl ol 1 fir nt lh~tl dt j, l' th • 

more noticeable feature u h a 

for the joint c e t f qunlil) drh 

cu l mer h.: t d un r h. th i H . 
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Hs There is a statistically significant relationship between managerial focus and 

cu tomer ati faction. 

116: Managerial focu has a stati tically signi licant moderating erlcct on the 

relation. hip between quality drivers and customer satisfaction. 

ll7 Quality driver , customer perception and managerial locus collcctivcl) 

influence cu tomer ati faction. 

The imple hypotheses relating to the respective con truct for each ariablc are listed 

in Appendix 4. 

2.9 urn mary of the Chapter 

hapter two has pre ented the re iev. of pertinent i sue on qual it drivers, customer 

perception, managerial focus and customer satisfa tion. This included a brief 

historical perspective of"the e-.:olution ofthl.! treatment ~md scope ofqualit dri\ers in 

atisfaction research f(.lllmcd b rcc nt rcsc.;, rch findin •s on th~.: dri\as and th' other 

research ariubks. It is ~.:vident n11n the.; cikd th~·l n.:ti~.:al and ~.:mpirical lit ratm that 

custonH.:r satisflsction is influcn cd h) qual it) dt h 'ts ;Is " ·II as l:tl.'ll\l"s tl'lat~.·d ll\ 

cu tom~.:r p~.:rccption am.l mana •cr iII I ·u . ) I 111 l'>l 

mo<.lcb I< u nl) n qualit) I th · 

in the tu I) 

u t m r Hi 11 ti,nind~.: IIH kl. 



3.1 Introduction 

CHAPTER THllEE 

RESEARCH METHODOLOGY 

The chapter de ·cribe · the research philosophy adopted, research design, target 

population, and sampling method. It define the variables, data collection and anal sis 

method applied in the evaluation of the relationship bet\ ccn qualit drivers and 

cu tomer satisfaction a moderated by managerial focu and mediated by customer 

perception. 

3.2 Research Philosophy 

Research philosophy is the anchorage upon '' hich under! ing assumption or 

predispositions of re earch are ba ed and i critical to the choice of re earch 

methodolog (Krau s, 2005). It guide ho\\ there earch should be done and include 

positivism, r alism and ph 'n menolog . Positi ism assumes the e:\istence of nn 

objective rcalit c. h.:mal to the r ... ~archer :md in ol\e., pre'i ... e empirical obscrv tion" 

or indi idual I ha iour in t rder to und r tand and ~: plain ~ h nt m na in ' .1 ., that 

can hi! us d to pr ·diet •enc.:ral path.'r ns of hurn·1n ., It\ tl\ \u h krhm I I 'l is u-..~: lul m 

fon.:castin • cmmd. m· rkcl • rH.I l)th~..·r tr n Is Ktl!l r 111 I "- ll•r. 
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conceptual framework were operationalized to allow for collection of empirical data 
and testing of hypotheses. 

3.3 Research Design 

To accompli h the ·tudy objectives required an establi hmcnt of the associations 
among the diiTerent decision variables associated with the maize tlour mills and their 
bu ine s customers in Nairobi. This required gathering pertinent feedback that would 
help to describe the purchase decision characteristics of the study populations at some 
point in time. A descriptive cross-sectional design was therefore adopted. A cro -
sectional study is conducted once to pick out the parameter of a phenomenon at a 
specific point in time. The aim is to get an accurate means of capturing a population's 
characteristics at a single point in time relating to what, where, ho\\ , who and when of 
a research topic ( ooper and chindler, 2005). 

A descriptive eros -sectional re-..carch de:.-.ign also facilitate'i check.ing tor significant 
ass ciation:.-. between ariablcs nd mah generalisati )n:, 'oncemin' the target 
porulutit n ( ak\.:r 1'1 o/, 2004: Kotkr and 1-.cll~.:r , 006) I h~.: r ' t:.11· ·h d '"i '11 th 'It: lor 

off ·rs an opportunit to t:sl<tbli'>h th n.:lati\lt\'h'll" I l\\ 'U\ ttl'llit, lri\ •r., .md 
customer sati factic n and to dct •rmin~.: th • in11ucn · · '' rthlll\1' 'tTtl I 1 ' ll •tnd 
cu l mer perception l'll thi., relati n hip. I hi., t) 1 · ll d · i 'll ha pr ., i\lll\h l · n 

UC C full) U 1.:d in JllUrkctifl If ',\1 •h1.'J incllJdfiJl hllllll) {){) 
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Group two comprised of the Maize Flour Mills (manufacturers) grinding at least 15 

MT of maize grain per day. Exploratory discussions with the Maize filour Mill 

managers had indicated that mill grinding below 15 MT or maize grain per day were 

less formal and that fourteen mills that met the milling threshold controlled over two 

thirds of the market share of sifted maize flour in Nairobi. Business report also 

indicated that a few of the large mills had a combined market share of silled maize 

flour close to 70% (Juma and Wafula, 20 II). The list or the mills is shown in 

Appendix 2 and was drawn from both the Kenya Association of Manufacturers 2012 

directory and the 2012 Nairobi Edition ofthe Kenya Telephone Directory list of mills 

in the yellow pages. The geographic reach was Nairobi City's administrative 

boundaries as shown on the map in Appendix 6.The flour mills provided the links to 

their direct business customers from their customer data bases and also gave feedback 

neces ary for comparing perceptions between . upplier and customers on attribute 

importance and performance and for other -.tatistics. 

3.5 Sampling Procedure 

Fourteen Maite Flour Mill · within airobi Cit) 's admini-.tratin! boundaries met th • 

criteria of a minimum of fiflecn metric tonnl.!s of mail\! grind per da) . F plorator 

di cu ·s ions with mill manager had indicated that flour mills operating at capa ' itics 

lower than fi fleen metric tonnes per da) "ere lc. s formal and thcrcli.)rc un I il-..cl to 

have well established managerial structure and ~stems ncccssar) fi.)r colh:cting the 

de ired survey data. II the fourteen mai1c 11 ur mills \\ere c~.:nsurcd. 

'J he fourteen Mai1e I lour 1ill ~..:n~.:d 

ample itc of I 
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3.6 Data Collection 

Primary data were collected m rebruary 2013 by usc of two semi - structured 

questionnaires: one for the Mills and another for their direct business customers. 

Respondents from the Flour Mills were the marketing and sa les managers because 

they interact with customers and are responsible for managing customer satisfaction 

feedback. Respondents from the business customers were purchasing managers 

because they interact with the mills and are responsible for the flour sourcing 

function. The questionnaires are shown in Appendix I and the letter of introduction to 

respondents is shown in Appendix 3. 

The questionnaire for the business customers had five sections. Section A gathered 

general information useful in summarizing the characteri tics of the studied firms 

while section B gathered feedback on importance attached to and the le el of 

performance of quality drivers .. ection C collected feedback on the influence or 
enabler features (managerial features) and customer perception on purchase decisions. 

l·cedback on customer perception ' as on four constructs related to the ·ustom •r that 

can influence the choice of' a supplier. I hesc "en:: rcli.:n.:nce to lcutur •s criti ·a ( t~l 

quality, brand and firm image!) and rcfl!n:ncc to competithc substitute .... h:cdback 011 

managerial fl cus related to three enabler Htriablc name I): cmplo) c • attitude. 

business agility and innovati\eness. 

responsive \ariou dcp rtmcnt 

question on i uc r I ted 1 

\\ i h d th · fl ur ur pli r uld im 

n I intenti 

ire d thl.' ll llllllCr"s p flCptinn nf hO\\ 

u 1 Iii.: r ' lll'. It . Is) h.1d .111 op~.·n entkd 

mill 

th. I r spt)ndents 

lh; k t n t 'u a II 



Rating was done on a ten point scale (ranging from I to I 0) to increase the level of 

scale details. Pearse (20 II) and Preston and Colman (2000) report that rating scales 

with less than seven points tend to have inadequate granularity. They obtained the 

most reliable scores from scales with seven to ten respon c categoric . Likewise 

Reichheld (2003) observes that scales with more points otTer wider options especially 

because customers tend to refrain from top scores. The questionnaire were 

administered through the drop and pick later method. Follow up was done through 

visits and telephone calls to increase the response rate. 

3.7 Reliability and Validity Tests 

Reliability of a research instrument is the degree to which it yields consistent results 

on repeated trials and thus measures the extent to which test score are free from 

measurement errors. Validity indicate<> how clo ely a measure correct!) represents the 

concept of the ~tudy. l·or in~tance, an attitude mea-.ure ha-. validit) if it correct!) 

rnea~ures what it is suppo-.cd to measure (Aaker et a!. 2004: Cooper and ~chindlcr. 

2005 ). 

To check for n..:liahility. 'ronbach\, lpha (Bagoui and Yi. 1988). k'sl or intcnwl 

consistency \'>as used to pre-test the qucstilmnam: and to test the ltndin •s lhHn the 

gathered data. ·r he te -t how~ the degree to "hich in-.trument items arc hnnw!.!cncous 

and measure the same undcrl) ing c m-.truct l( o pcr md \:hindkr. 2005 ). 'I he 

Cronbach's alpha rcliabilit) coellkicnt mng\; from 0 ll' I and lhl' ell' l't it is to 1. the 

greater the internal consi~tcn ~ f th it m in th..: ~a k. l 'rl ina ( 199. ) md ( d iL•m 

and (Jiicm (200 ) indicatc th.tt 0.7 i •..:ne .tlh t:tk.l'n to 

mean th, t !he in trurn nt i rt:li bl nd indi th lu l I l.t 0 n I ..: ·n .Is lhL"' 

lo\\cr limit. 
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feedback was used to improve the questionnaires and compute the reliability 

coefficient. 

Factor analysis was applied on the various constructs used to measure the variables to 

check on the key issues driving the variables thereby helping to test construct validity. 

An instrument has construct validity if it demonstrates an association between the test 

scores and the prediction of a theoretical trait. The constructs within the variables in 

the current study were subjected to Kaiser Meyer-Oikin (KMO) and Bartlett's test. 

Extraction was by principal component analysis with varimax rotation and Kaiser 

normalization. The KMO's measure of sampling adequacy should be greater than 0.5 

for satisfactory factor analysis to proceed. The Bartlett's test of sphericity suggests 

that the population correlation matrix is not an identity if the Chi-square statistic for a 

variable is statistically significant at 0.05. In the current study the KMO scores 

exceeded 0.5 and the Bartlett's test of sphericity scores for all the variables were 

statistically significant at 0.05 (Table 5.6 in Appendi>.. 5) confirming construct 

validity. 

3.8 Opcrationalization of Variable' 

This ection describe the reduction of the four categories or the research ariablc . 

into observable and measurable traits. For qualit) driYers. data wen! collected 011 the 

quality of the product and ser ice. complaints handling. ca~e or de ing business. and 

product price. The e primar) trait adequntel) em cr dimcnsi ns or customer 

satisfaction relating to product. crvi c and the trans ' lion prt 'Css (Dutl-.a, \99J; 

rawford. 2007 . 

Feedback n man g ri I f u n ~.:mpl ~.: . Hitud (\\hi 'h t ill 'Is t)n 

governance • •ility md inn I I ilit It l firm's 11 il ilit) in 

rc pondin 1 t 1 in th t 
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specific measures used to collect feedback are indicated. The re pective que tion 

numbers in the questionnaire are also shown. In electing the quality drivers of 

customer satisfaction for this tudy, the American Society for Quality Control 

definition of quality was applied. It states that 'quality is the totality of feature ' and 

characteristics of a product or service that bear on its ability to sa tisfy stated or 

implied needs' (Kotler and Keller, 2006). 
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I How good the quality of the flour was relative to customer's expectation 
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3.9 Data Analysis 

This involved data cleaning, editing and coding followed by analy is and reporting. 

The statistical programme oftware Package for the Social cience (SP ) ver ion 

12 was used to analyse the data using both descriptive and inferential stati tic . 

Normality of distribution was checked through skewness and kurtosis te t . Measures 

of central tendency and dispersion were used to profile firms. Correlations were used 

to examine variable relationships. A 95% confidence level wa used in the study. 

Simple and multiple linear regressions were used to test for the study hypotheses. The 

coefficient of determination (R2
) indicated the goodness-of-fit or robustness of the 

conceptual model. Mediation and moderation were tested in accordance with the 

procedures described by Baron and Kenny ( 1986) and Fairchild and MacKinnon 

(2009). Figure 3. 1 shows the mediation and moderation path diagrams next to the 

conceptual model in which X is the independent ariable (quality dri ers), l is the 

moderating variable (managerial focus), M the mediating variable (customer 

perception) and Y the d pendent variable ( '. ' ). 

Figure 3.1: Mediation and moderation model path dia~ram 
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Mediation was tested through a four step process. In step one the dependent variable 

Y was regressed on the independent variable X and the tandardized regress ion 

coefficient (beta for path c) examined to determine the size and direction of the 

relation hip and checked for ignificance. Thi beta for path c was significantly 

different from zero and therefore in step two, the mediator M was regre ed on the 

independent variable X to estimate the standardized beta regress ion coefficient for 

path a, which was examined to determine the size and direction of the relationship and 

was significantly different from zero. In step three, Y was regre ed on M to 

determine the beta coefficient for path b, which was significant. In step four, the 

dependent variable Y was regressed on X while controlling the effect of M on Y, by 

performing a hierarchical regression analysi that placed M and X in succe sive 

independent variable boxes in the SPS program. According to the te t procedure, if 

both coefficients for path a, and b are significant, then M mediate the relation hip 

between X and Y and c1 is as e , ed to checJ.. the linJ.. strength ( harma eta/, 1981; 

Bennett, 2000; . haver, 2005; Fairchild and Macl\innon, 2009). Fi~1 urc 1.! "ihows the 

mediation testing steps along a path diagram. 

l·igurc 3.2: Mediation 'I csting ' teps 
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and their interaction term are centered (by subtracting the mean from the readings) to 

improve interpretation of regression coefficients and used in a single equation 

(Fairchild and MacKinnon, 2009; llayes, 2009; MacKinnon and Fairchild, 2009). 

The tc ting for moderation involve testing for an interaction term using hierarchical 

multiple regre sion analysis. The independent variable and the moderator an.! entered 

into level one of the analysis program. The interaction term (a product of the 

standardized predictor and moderator variables) is then entered in step two. The 

interaction term represent a joint relationship between the two predictor variables and 

moderation is indicated if the additional variance in the outcome (be ond that 

explained by either single variable alone) is significant. In the output the main effects 

of the independent and moderator variables are di pia) ed epa rate from the effect of 

the interaction term (Bennett, 2000; Morgan-Lope7 and MacKinnon, 2006). 

f-rom the moderation path diagram in f·igure 3.3 above, nl is the coefficient relating 

the independent variable X, to Y, when I 0, fh is the coctlicicnt relating the 

moderator variable, 1 to Y. when X = 0. li is till' n.· •n;,,ion l(kllkient lt)r the 

interaction term and if' it is statistical ly dilh:r~·nt from tcn1 th1.·n 7.. moduate ... thl 

relation~hip between X and Y. 'I he moderation nH kl "u' 1.111.:d .ts : 

Y - i + p,x + p_,; fLXI · e. "here i i the int rccpt .md ' th1.· nwr t~.·rm . 

f· igure 3.3 hov. the rnodcrati n path" ) 

f igurc 3.3: Moderation Path Oiagram 



meth d and interpretation criterion. 
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3.10 Summary of the Chapter 

This chapter has described the research methodology used to conduct the study. 

Specifically it has described the research philo ophy, re earch design, population of 

study, operationalization of the study variables, data collection and the data analysis 

method and program used. In addition the tests u ed to crecn the data such as tests 

for reliability and validity as well as tests for as umptions of regression were 

explained. Such tests were necessary before subjecting the data to further stati tical 

tests. 

The next chapter presents the results of the study finding . The stud) adopted a 

positivistic research philosophy and the findings therefore sought to explain cau al 

relation hips among the variables related to cu torner ati faction in the maize flour 

ector in Nairobi . The findings include the results of the data screening tests, 

descriptive statistics, correlations, and results of tests of the 'it ud} h) potheses. 



CHAPTER FOUR 

DATA ANALYSIS, RESULTS AND DISCUSSION 

4.1 Introduction 

This study was broadly based on the premise that within the maize flour sector in 

Nairobi, quality drivers influence satisfaction of the Mills' direct business customers 

and that this influence is mediated by customer perception. It was further 

hypothesized that the maize mill management's focus on some key enabler variables 

moderates the relationship between the quality drivers and customer perception. 

The current chapter presents the outcome of data analys is and findings in I ine with the 

objectives of the tudy. The data were ana lysed u ing the tatistical Program for 

Social Sciences (SP. S) ver ion 12, by u.e or both descripti e and inrerential 

statistics. Tests on the data ror the assumptions or linear regression were condu ·ted 

and result · were within the limits nccessar) for 1'1rther statistical l ·sts. I h • scv ·n 

hypothe ·es of the tudy were tested u ·ing simple and multiple rcgn:'isions. 

Correlations were al ·o conducted between 'arious stud) 'ariabks including k. • 

characteri tics of the studied linn . 

4.2 Rc •pon e Rate and Data :ere niog 

Although the ~tudy intended to sum:~ all the I m. i z ~ llnur milb \\ ithtn .timbi's 
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and statistical assumptions on variables aggregate mean scores before the data were 

used for further statistical analyses. The as umptions tested were linearity, normality, 

independence, homogeneity and multicollinearity necessary for further stati tical te t 

such as linear regression and A NOVA (Aiauddin and Nghiem, 20 I 0; Razali and Wah, 

2011). Testing for these assumptions wa nece ary becau e the validity of the 

conclusions drawn from a statistical analysis depends on the validity of the 

assumptions made. 

Rei iabi lity test to check for internal consistency of the survey constructs was done by 

computing Cronbach's alpha coefficients. The coefficients exceeded the 0.6 lower 

level of acceptability (Bagozzi and Yi, 1988; Gliem and Gliem, 2003) indicating 

sufficient internal consistency and hence adequately mea uring the survey con tructs. 

Normality was tested using the hapiro-Wilk te t which ha power to detect departure 

from normality due to either skewness or kurtosis or both. Its statistic ranges from 

/.ero to one and figures higher than 0.05 indicate the data is normal (Ra1ali and Wah, 

20 II). All the readings in this stud) were ab we O.OS confirming norrnalit ( rabl, 

4. 1 ). Normality a ·sumes that the sampling distribution of the mean is normal. 

Linearity was te ted by u ·e of 0 tc t of I incant) "hich compuh:s both th . 

linear and nonlinear components of a pair of variables "hcrcb) nonllncurit) is 

significant if the F ignificancc \aluc for the nonlinear c )fllJ1 )flcnt is l ·In\\ 0.05 

{/:hang eta/., 2011). All the computed reading \\ere .1b )\C 0.0: conlinnin' linear 

relationships (con tant sl pc) bct\\ccn the.: pr diet r \ariabks and the dependent 

variable. lndcpcnd nee of err r tcnn "hi h implil!> th.ll c I nattons arc 

indcp ndent, ''as a c thr u h thc.: I n tt·~t ' ho t' st:\1 ist i ran •c.; s 
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Raudenbush, 1988). Multicollinearity was tested by computing the Variance Inflation 

Factors (VIF) and its reciprocal, the tolerance. It is a situation in which the predictor 

variables in a multiple regression analysis are themselves highly correlated making it 

difficult to determine the actual contribution of respective predictors to the variance in 

the dependent variable. The multicollinearity assumption has a YIF thrc hold value or 

I 0 maximum (Robinson and Schumacker, 2009). In the current study tolerance 

ranged from 0.60 to 0.80 and therefore its reciprocal, the YIF was between one and 

two, way below the threshold. 

Five assumptions of regression were tested and their results together with those of the 

test for reliability are summarized in Table 4.1. The threshold levels for the respective 

test statistics are listed below each assumption. For multicollinearity both the variance 

inflation factor (VIF) and its reciprocal (Tolerance) values are listed, the latter in 

parentheses. The results showed that the as umptions or regre ion were met and 

subsequently the data were subjected to further statistical analysis including t 'sts or 

hypotheses as discussed in the following ubscctions. 
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factors accounted for 66.3% variation. Customer perception and managerial focus 

each had only one factor and each was loaded heavily by all the respective constructs 

in the variable. The computed factors closely matched the hypothc izcd tudy 

variables. 

4.3 Profiles of the Sam pled Firms 

Besides collecting data on the key study variables, the respondent firms were also 

studied on size based on labour force and gross revenue sa les per month and age of 

the firm . Each of these had four subgroups along which frequencies were calculated. 

This was done for both the 13 maize flour mills and their 81 sampled direct business 

customers. 

4.3.1 Age and Size Profile of the Respondent Firms 

As hown in Table 4.2, for both the Mill and Bu inc s ustomcrs, a majority or the 

respondent firm s were aged ten year, and below. The proportions decreased" ith age. 

Table 4.2: Age Profile of the Respondent Firms 
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Table 4.3: Labour Force Profile of the Respondent Firms 

Flour Mills Business Customers 
Employees 

Frequency % Frequency % 

:s 25 3 23 .1 18 22.8 

26 to 50 2 15.4 22 27.8 
·- 1-

51 to I 00 3 23.1 12 15.2 

Over 100 5 38.5 27 34.2 

Total 13 100 79 100 

Source: Pnmary Data 

Such a scenario as shown in Table 4.3 whereby on firm age a higher proportion of 

Mills are young but on labour force majority are the larger ones implies that a number 

of the newer Mills have expanded rapidly within their first decade of operation 

perhaps as a result of a growing demand for nour. On size based on gro s sales per 

month, most respondents from both the nour mills and the business ·ustomers v ere 

reluctant in disclosing revenue information. 

4.3.2 Quality Drivers 

'I he independent variable \ a· operationali1ed through product quulit • -;en ice 
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business customers. Performance of the mills across the attributes was consistently 

lower than corresponding customers' expectations. Thi provided opportunities along 

specific quality drivers for Mill Management to work on improving eu tomer 

offerings thereby improving customer ati faction and overall business performance. 

Figure 4.1: Quality Drivers Importance-Performance Scores 
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product quality and improve their efforts on price competitiveness and complaints 
handling to match Business customers' expectations. Although service quality and 
ease of doing business scored low (Quadrant A), they can be useful differentiator if 
routinely performed well. As such Mills should endeavour to improve on them. 

Figure 4.2: Quality Drivers Importance-Performance matrix 
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Figure 4.3: Relative Importance of Quality Drivers 
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In summary, descriptive results of quality drivers reveal that mai/ • flour mills in 

airobi need to improve on attribute performance and ali '11 their perception of 

attribute importance with the perception Of their business CUStOilll.!f'> 011 the '>tii11C. 

Rc ult . or the importance-performance matri shO\\Cd that 0111) pcr!'mnaJH.:c 011 

product quality was clo ely aligned "' ith cu tomer perception or the .lttrilutc 

importance, and even this ha room for irnpro\crncnt. ill need to imprne 011 their 

performance across the other attribute . 
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Table 4.4: Scores of managerial focus attributes- Business Customers 

N Mean scores S.C. 

Employee attitude (passion to serve) 81 7.57 0.230 

Agility (businessjlexibility) 81 7.19 0.253 

Innovativeness (advances new business solutions) 81 7.95 0.187 

s.e. = standard error, N= sample s1ze. Source: Pnmary Data 

As shown in Table 4.4 innovativeness ranked highest and with the least standard error 

(mean score 7.95, s.e. 0.187) implying greater agreement among respondents. The 

tandard error is a measure of the reliability of a sample statistic compared to the true 

population mean (Aaker et a/., 2004). Agility was rated last probably implying that 

while the flour Mills may be fairly innovative, their peed of respon es could be 

below cu tomer expectation . 

To gain insight into some of the challenges facing Mai1e MilL in . triving to be 

innovative, Mill respondents were asked to give their perception of the role r>ln ed b 

a number of factors as barriers to their linn's inno ati eness. I able 4.) sumrnari1 'S 

the relevant rc u Its. 
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Table 4.6: Perceived drivers of mill agility- Mill Respondents 

Mean 
Mills score . S.C. 

Quick decision making & execution 13 7. 15 0.783 -

A high performance culture 13 7.46 0.704 

Access to timely & right information 13 7.54 0.562 

A flexible management process 13 7.62 0.583 

A decentralised reporting structure 13 6.85 0.861 

Lean operations-waste/unwanted steps quickly removed 13 7.15 0.799 

s.e. - standard error, N= sample s1ze. Source: Pnmary Data 

The results in Table 4.6 show that a flexible management process and access to timely 

and right information were ranked highest. This implies the need for Mills to reduce 

level of bureaucracy in their operation as low as po ible. The need for Mill to 

promote a high performance culture ranked third. Thi is nece sary to fo ter high 

business aspirations that are necessary in a competitive mar"et. 

'I o asse s the level of agility across finn function-., tht! till rt!spondcnt-. \\Crc a-."cd to 

state their perceptions of how agile their various ckpartmcnts ''.-t.:rc. I h' r ·-.u lt s arc 

presented in 'I able 4.7. 
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This represented an area of opportunity for improvements. The Mill managements 

need to look into factors that affect levels of agility in the Departments of human 

resource and information technology as these two department can have negative 

implications on the level of vibrancy and agility in other departments, and on 

operations and processes across the firm. Recruitment of the right employee followed 

by appropriate motivation can foster positive employee attitude thereby enhancing 

customer satisfaction. Agile information technology departments can foster 

appropriate information systems that support timely and accurate information sharing 

for quick decision making which is important in a competitive market. 

Overall firm agility scored a mean score of 6.69, s.e. 0.865, on a scale of 1 to 10 

(where I= not agile at all, I 0= extremely agile). The moderate mean score indicated 

potential for improvements and called for enior management to cultivate an agile 

atmosphere and culture aero s the Flour Mill. This would be a kc) improvement 

target in view ofri ing competition in the local mai1e flour sector. 

4.3.4 Bu incs ustomcrs' J>crccptions 

Customer perception was the mediating variable in the stud) and the p ·rtin ., 11 

response were gathered b) u e of the four construct<. contained in I able 4.8. 1 he 

business customer re pondents were a ked to indicate the c tent to "hich eu ·h or the 

construct influenced their choice of ai1e Flour uppllcr 
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To check on the tools used by maize flour mills to enhance customer perception, the 

Mill respondents were asked to indicate the extent to which their firms u ed a variety 

of tools in fostering how customers perceived their brand or firms. The result arc 

presented in Table 4.9. 

Table 4.9: Tools for Enhancing Business Customer Perceptions 

N Mean score s.e. 

Communicating brand identity 13 5.92 .560 

Surveying user brand imagery 13 5.38 .738 

Brand promotional activities 13 5.54 .685 

Surveying competitor brand positioning 13 6.31 .603 

Setting brand strategies in view of rival's 13 7.08 .645 

Brand strategies aligned to buyer motives 13 7.38 .432 

Source: Prima ry Data 

The result in Table 4.9 sugge t that promotional activities and . ur eys on brand 

imagery ranked the lowe t. 'I his was a pointer to a po'isible feeling b the Mill 

Marketing personnel that their firm<; were not creatin, enough awarcnc'i-.. about th •ir 

brands in view of ri ing compctiti n in the sector. 
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Satisfaction of the busine · cu ·to mer \\a the dependent 'ariabk in the l:urrent .,tud) 

and was mea ured through an overall ati Ia tion ore and a core on htm lik.cl) the 

respondent was to recommend the Flour friend )( colk. gue R.ltm, "a" on 

a scale of I to 10 (where for O\cr II 10 ~ tn.:md) :lll'>licd ,1fld 1-

c. trcmely di sati fi d and for inh.:nti 

xtremcly unlike!)). 

nor ui ·ttisfic<..ll r \\ l 

() c til ti 

m n 

r 

on: m nt th bu in 

r n 11 

r d 10 ~.; 11 md) ltk.d) and I• 

Ill,; ith~l '\,I( i-.ti~.;d 

mm n thl llllll till . 

llli II I 

I I 



To check on the satisfaction response profile a summary of the frequency distribution 

of the overall satisfaction is presented in Figure 4.4. 

Figure 4.4: Customers Overall Satisfaction Frequency Distribution 
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Table 4.10: Mills' Customer Satisfaction Survey Features 

N Mean core .c. 

Surveys quality critical features for new brands 13 7.00 .689 

Surveys quality critical features to alter brands 13 6.62 .805 

Often surveys customer brand imagery 13 5.85 .741 

Often conducts customer satisfaction surveys 13 6.23 .848 

Often conducts distributor satisfaction surveys 13 6.54 .882 

Surveys competitor's distributors on quality drivers 13 5.00 .480 

Surveys competitor's customers on quality drivers 13 5.46 .676 

Feedback got through frontline staff is well used 13 7.31 .644 

Source: Primary Data 

4.3.6 Customer Desired Improvements 

In an open ended question the Busines customer respondents were a ked to mention 

the improvements they wished their major Flour uppliers to implement. This was to 

give re pendent an opportunity to cover issues the) may have been interested in . The 

re. p n. c. were then grouped and rrequcncies computed a'i presented in Figure 4.5. 

Figure 4.5: u tomer De ·ired lmr>ro cmcnts 
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As further shown in Figure 4.5 the 66% responses on promotional issues that needed 

improvement related to four activities namely more merchandisers at 20%, more in­

store promotions at 16%, greater advertising at 20% and greater u e of giveaway 

promotional items at I 0%. Respondents felt that brand merchandiser need to talk 

directly to end users more and constantly review stock levels with store managers. 

The 20% on mass media called on Mills to advertise more including on radio and 

television during prime time and to avoid promoting their leading brands almost at the 

exclusion of their other flour brands. This is an important point to note becau e as a 

firm promotes more brands it is likely to notice a rising star brand that can then be 

nurtured to become a cash cow later or to serve a niche market. 

n complaints handling the respondents wished that Mill Personnel would pay close 

attention to nature of complaints (be good li stener ), speed up respon e time to 

re. olve complaint , and addre s complaint individual I rather than group complaints 

and offer general re ponse .. Delayed collection of r~jectcd flour deli cries (such as 

damages during oftloading and other agreed replacements) was at.,o cited as an area 

for mill improvements. On I ''I the re.,pondenl'l cited lo" adoption of' inlonnation 

technology c pecially on information processing and lack or prc'lence in the internet 

b) some maiLe flour mitt ·. Thi wa aid to cause dcla)s in communication b 't\H:en 

mills and intermediaries and in orne mill slow order pro cssin•. 

Lastl), 6% of the re pondent cited other i u • that needed imprmemcnt b~ the 
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4.4 Results of Correlation Analyses 

The following subsections present results of correlation analyses to establish 

relationships between firm characteristics and customer satisfaction and between the 

research variables. The results are presented in tabular and graph formats. 

4.4.1 Correlations between Firm Age, Size and Customer Satisfaction 

To evaluate relationships between various firm characteristics that may be of 

managerial importance, a cross tabulation was conducted involving firm age, size and 

satisfaction. The results of Product Moment (Pearson) correlation coefficients are 

shown in Table 4.11 . 

Table 4.11: Correlations between Firm Age, Size and Satisfaction 

Recommend 
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4.4.2 Correlation Analyses for Quality Drivers and Satisfaction 

A set of five quality drivers constituted the independent variable. These were product 

quality, service quality, complaints handling, case of doing bu incss and product 

price. Customer satisfaction was the dependent variable and was measured on two 

constructs namely; overall customer satisfaction and customer's intention to 

recommend the brand or firm to others. Correlation analyses were conducted to check 

for the relationships among the drivers of quality and on their inOucnce on 

satisfaction and intention to recommend. The results are summarized in 4.12. 

Table 4.12: Correlations between quality drivers and overall satisfaction 
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Figure 4.6: Correlation between service quality and other parameters 
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Figure 4.7: Correlations- complaints handling and other parameters 
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The correlation coefficients were highly statistically significant (p< 0.05) for service 

quality and overall satisfaction. The managerial implication is that any improvements 

on attribute performance (quality drivers) translates to improved positive customer 

perception about the Flour Brand or Mill and that good quality service ha a 

particularly profound effect on enhancing customer perception. 

The results further indicate that improved customer perceptions have a positive and 

statistically significant influence on customer satisfaction (r== 0.374, p< 0.05) and 

intention to recommend a brand or firm (r== 0.236, p< 0.05). This implies that Flour 

Mills stand to gain more on customer satisfaction and overall performance from 

focussing on both product attributes and customer perception as opposed to working 

on the attributes alone. 

4.4.4 Correlations Relating to Managerial Focus 

Figure 4. 9 presents the correlation coefficients between aggregate mean scores of 

managerial focu . and the measures of satisfaction. lhe correlation coef'lieient 

between managerial focus and overall satisfaction '"as po'iitive and statisticall) 

·ignificant (r 0.218, p<' 0.05). I hi . indicates that managerial ro ' US Oil cnabkr 

variable innuence · customer ·ati ·faction . 

Figure 4.9: orrelation between Managerial Focus and othl'r 'uriubll'" 
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4.4.5 Summary of Correlation Analyses 

The section on correlation analyses evaluated the relationships between variables that 

would have managerial implications. The negative correlation between age of the 

business customer firm and customer satisfaction suggests that Flour M i lis need to 

innovate continuously and research on features that matter most to the more 

established Maize Flour supply chain intermediaries. 

Among the quality drivers, quality of service had the most significant positive 

influence on the other variables, customer perception and overall satisfaction. This 

suggests that favourable customer experience in the flour subsector promotes positive 

attitudes towards the Flour Brand or Mill and this in turn influences satisfaction of the 

business customers. It is therefore necessary for Mills to pay particular attention to 

features that foster good customer service such as employee attitude. 

The a oc iation between overall bu iness cu tomer satisfaction and intention to 

recommend was po itivc and highly statistically significant but thl! coerticient was 

on ly moderate in magnitude. 'I his implies that customer satisflt ·tion in th, studi d 

ub ·ector was only a moderate predict r or rdcrrals. It is therefore ath io.;able f'or 

Maize Flour mill · in the ·ector to direct! mea ·ure intention to recommend. 

4.5 Tests of Hypothe e 

'J he following sections discu s the re. ult lor the ~implc. ll:p\\ isc and comp site 

hypothe es. even h) pothe e \\ere tc ted including an O\ emil joint et ll:cts llll dd that 

checked for the combined ciTe t of II thr~.:c ri bk n u. tom~.:r s, ti 1;1 tion. 

~implc and multiple lin ar rcgrt: ion 

aggrcgat mean score!) \\t:rc 

dependent ari tblc tnd u 

tnt dcr ttion 

Ill 1111 

II) I ·I 

Ill II 
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4.5.1 Test of Hypothesis One 

The results of simple and stepwise regression analyses with the quality drivers 

predicting overall customer satisfaction are shown in Appendix 5, Tables 5.1 and 5.2. 

The simple regression analyses revealed that all the quality driver had po itive 

influences on overall customer satisfaction but only Service Quality and Complaints 

Handling had statistically significant effects both at p< 0.05. The hypothe is relating 

to service quality was stated as follows: 

H1sq: There is a statistically significant relationship between service quality and 

customer satisfaction. 

The model had a moderate beta coefficient {P= 0.441 , p< 0.05) and explained 19.4% 

of the observed variation. The coefficient meant that for a unit tandard deviation 

improvement in the quality of service, overall customer atisfaction would improve by 

about 0.44 of a standard deviation. From the result , the model that would be u ed to 

predict the expected level of customer sati sfaction for a given level of scr icc quality 

was expressed as shown below. 

Y 5. 105 + 0.441 Q +c, p 0.05, R 19.4% ........................................................ (1,
11

) 

where Y customer ·ati ·faction and Q level or sen icc quality. 

1 he hypothc i relating to the relationship bet\\ een cu tomcr complaints .md m era II 

customer sati sfaction wa expressed a folio\\ : 

111 h there i.\ a stati.Hical~l' \igniji allf relation hip b t11 t n t ompl tim, heme/lin t ancl 

customer .wti.ifat lion. 

Results rc\icalcd bet p ld ~ 1 I inlll II . ~% 

ariution. "J h 

y 
····•····························· I ) 



for the quality of service was greater than that for complaints handling, and the effects 

of the other quality drivers were not statistically significant, the re ults suggest that 

the level of service quality had the greatest influence on customer atisfaction. 

In the stepwise regression analysis the five quality driver were loaded onto 

successive steps in the analysis program. Service quality was loaded first followed by 

complaints handling then product quality, price and finally ease of doing busines . 

The results are presented in Table 5.2 in Appendix 5. The ANOV A table indicated 

that all the F values were statistically significant (p< 0.05). The coefficients for 

service quality and complaints handling were statistically significant (P< 0.0
5
, 

adjusted R
2= 18.4% and p< 0.05, adjusted R

2= 21.0% respectively) while the 

coefficients for the other quality drivers were not statistically significant. 

The composite hypothesis (H 1) tested the direct relation hip between quality drivers 

and customer satisfaction u ing aggregate mean score . 'The two measure. or 

satisfaction were regressed against those of the quality dri crs using the SPSS vcr'\ion 

I 2.0 program . 'I he output i'i shown in I able 4. I a to c. 

I ! 1 There is a statistically ~igmjicant relatiomhip he til'<'<' II qualitv dril·('n and 

customer .wti\fact ion. 

Table 4.13: Re ult for Hypothc i One 

( 'uHomer Satisfaction regressed on aggregate mean ' ore o Qua/irv J >ril en 

M del 

a Predict 



c) Coefficients(a) 
U nstandard izcd Standardized 

Model Coefficients Coefficient T Sig. 

B Std. Error Beta 
I Constant 4.831 .836 5.778 .000 

Qua I i ty Drivers .406 .108 .391 3.771 I .000 

a Dependent Variable: Customer Satisfaction. Source: Primary Data 

As shown in Table 4.13 there was a statistically significant linear relationship 

between quality drivers and satisfaction (~ = 0.391 , p< 0.05) and hence the study 

failed to reject hypothesis HI· The influence of quality drivers on customer 

atisfaction was moderate as the model accounted for 15.3% variability (R2 = 0.153). 

The resulting simple linear regression model that can be u ed to predict the level of 

atisfaction for a one standard deviation improvement in the performance level of 

quality drivers can be expressed as: 

CS 4.831 + 0.391 QD + c .................................................................................... ( 1) 

Where 'S level of customer satisl~tction and Ql le el of qualit drin~r-; 

performance. 'I he ·tandarditcd beta C< d1ic1ent 0. 91 represents the e p 'cted 

improvement in ·atisfaction lor a unit standard de\ iation imprmcmcnt in the 

performance of quality driver . It implies that. ther factors constant. a one standard 

deviation improvement in the perform an e or qual it~ drh cr \\ ould r:.ti c the lc\ cl or 
customer ·ati. faction b a factor or ab ut 0.4 or t nd. rd de\ i.l!ion. '1 he rcurcssion 

results indicate that quality dri,crs po iti,cl) influ~.:n ~.: "'=' I I u 1 mer .Hi:,t:1 tion. 

4.5.2 Te. t of H. poth i T\\ o 

In testing the cornp > itc m d (IJ. ptil ll 

\\ere rc •r~.: ·d on 

IIlli ti~.: tlly i nifi nt 
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Table 4.14: Results for Hypothesis Two 
Customer Perception regressed on Quality Drivers 

a) Model Summary 

Model R R Square Adlusted R Square Std. Error of the Estimate 

I .418(a) .174 .164 1.45732 

a Pred1ctors: (Constant), Quality Dnvers 

1U_ ANOV A_i'U_ 

Model I Sum of Mean 
Squares Of Square F Sig. 

1 Regression 35.426 I 35.426 16.681 .OOO(a) 
Residual 167.779 79 2.124 
Total 203.205 80 

a Pred1ctors: (Constant), Quality Dnvers, b Dependent Yanable: Customer 

Perception 

Model oef1icients T 

B Beta 

Con tant 2. 146 1.916 .059 

QualityDrivcrs .590 .418 4.084 .000 

a Dependent Variable: 'ustomcr Perception. ~ourcc : PrinHlr) Data 

1 he re ultant rcgre ·· ion model that predict the len: I of customer perception for a 

given level of quality dri ers' performance can bee pre' ed as: 

' P 2. 146 0.418QD ,-e, .............................................................................. (-) 

where P = customer perception and QD = qu lit) drh 1.: r . 

'I he model shows that for on tandanJ d \ i ti n unpr n11.: nt in th~: p rlonn.m ~.: nl 

quality dri cr • customer per cpti n uld imp b ... I 

4.5.3 'I c t o II. ·poth • i I hr 

Rc u It of imp I ith lh n 1 rc li tin • 
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Brand imagery had the greatest effect {P= 0.5 13, p< 0.05) followed by desire for 

features critical to quality CP= 0.259, p< 0.05). 

In the stepwise regression analy is the customer perception construct were loaded 

onto successive steps in the analytical program starting with brand imagery followed 

by reference to features critical to quality. Results from the ANOV A table indicated 

that all the F values for all the constructs were statistically significant (p< 0.05) but 

results on the beta coefficients showed that only brand imagery was statistically 

significant (Table 5.4 in Appendix 5). 

The analysis of hypothesis H3 (step 3 of mediation testing) on aggregate mean scores 

involved checking whether customer perception predicted customer satisfaction and 

whether the relationship was statistically ignificant. The hypothe i was tated as: 

111 There is a statistically sif{nificant relationship between customer perception 

and customer satisfaction 

Aggregate mean score of customer satisfaction "ere rc •rcsscd against those or 

customer perception and the relationship \\liS positin! and statisticall) si •nilicant (fl 

0.349, p<0.05) and the model e. plained 12.2% of the \ariation. supp )rting the third 

condition forte ting the effect of mediation a ho\\ n in 'J able 4. 15 a to c. 'J he stud) 

failed to reject hypothesi I l3. 

Model 



c) Coefficients(a) 
U nstandard ized Standardized 

Model Coefficients Coefficient T Sig. 
B Std. Error Beta 

I Constant 6.233 .533 11.70 I .000 
Customer Perception .257 .078 .349 3.315 .001 

a Dependent Variable: Customer Satisfaction. Source: Primary Data 

The resulting regression model that predicts the level of customer atisfaction (CS) for 

a given level of customer perception (CP) is: 

C == 6.233 + 0.349CP + e ............................................................................. (3) 

The model indicates that for a unit standard deviation improvement in the level of 

cu tomer perception about a brand or firm, cu tomer sati faction level would improve 

by a factor of about 0.349 of a standard deviation. The succe of the first three 

conditions for mediation lead to the conduct of the final test in line with hypothesis II~ 

that was stated as follows: 

4.5.4 Tc ·t of Hypothc ·i · Four (Mediation) 

114: Customer perception hm a medwtm~ C!.!Ject 011 the relatlomlup het1ree11 

quality driven and cu\lomer wtisfi/ctwn 

In this fourth step of mediation te ting. customer sati fa·ti m \\U rcgn.:s cd 011 qu.llit) 

drivers while COntrolling for the e0CC\ Of U IOmcr p~.:n.:cptitm It) t:hCI . .'I\ for the 

significance of the rc ultant R2 change nd c li icnt fir qualit) dri\:l'rs l.llhtkal 

in ignilican c v.ould imply full mcdi ti n then i ul r :mi.11 (B: n. 11 and 

Kenny, 1986; Shaver, 2005). ( u t mer ti 

i •ni fi till ( p 

hu ill JU Ill 

Ill tl l m th n in I bl 
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Table 4.16: Results for Hypothesis Four 

Satisfaction regressed on Quality Drivers while controllinKfor Customer Perception 

a) Model Summary 

Adj Std. Error 

Model R R2 R2 of Estimate hange Statistic 
R2 F df df Sig. F 

I Change Change I I 2 Change 

I .349-a .122 . II I 1.10713 .122 10.989 I 79 .001 

2 .441-b .195 .174 1.06720 .073 7.022 I 78 .010 

a Predrctors: (Constant), Customer Perceptron, b Predrctors. (Constant), Customer 

Perception, Quality Drivers 
b) ANOVA(c) 

Model I Sum of Mean 
Squares Of ~quare F _§ig. 

I Regression 13.469 I 13.469 10.989 .00 I (a) 

Residual 96.833 79 1.226 

Total 110.302 80 l - - ... 
2 Regress ion 21.467 2 10.7 4 9.424 .OOO(b) 

Residual 88.835 78 1.139 

Total 110.302 80 I 

a Predictor·: (Constant). Customer Pcrccrtion. h Predictors: (Constant). Custom 

Pcrccrtion, Qual it) Dri vcrs, c Dcrcndcnt ariablc: ~at is faction 
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relationship between quality drivers and customer satisfaction in the studied firms. 

The mediation is partial because even after controlling for the effects of customer 

perception in step four, the R2 change and the beta coefficient that accounted for the 

influence of quality drivers were stati tically significant. 

Figure 4.10: Summary Re ults of Mediation Effect Testing 
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Where ()I) qual it) dri\crs. ('J> customer perception 
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··r< 0.05, • p < 0.05, r> beta coefficient, lndcpcnd~:nt ariabll!. 
Dependent Variable. 'ource: Primary Data 

The four regression equations relating to th~: tests for mediation ciTe ·t. c pressed in 

beta coefficients are: 
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quality drivers. However, Maize Flour Mills need to foster improvements in both 

quality drivers and customer perception as both have a role to play in cu tomer 

satisfaction. 

4.5.5 Test of Hypothesis Five 

This sought to establish the direct inOuence of managerial focus on customer 

satisfaction. It checked whether senior managerial actions on enabler variables like 

innovativeness, agility and staff attitude and motivation directly contributes to the 

enhancement of customer satisfaction. This was tested in hypotheses Hs: 

H5_. There is a statistically significant relationship between managerial focus and 

customer satisfaction. 

Results of simple regression analysis showed that all the three constructs of 

managerial focus had positive direct inOuence on customer satisfa tion. Jim c cr as 

, hown in Table 5.5 in the Appendix. 5, only the effect of employee attitude was 

statistically significant W 0.279, p· 0.0 ). 

J\ verage mean scores of customer satisfaction ''ere then rc ,rC<i<icd on tho'ic or 

managerial focu ·. r he relevant result arc summari1cd in 'I ublc 4. 17 a to c. 

Table 4.17: Re ult for H Fhe 

Model R 

a Predictors: ( 



The results contained in Table 4.17 reveal a positive and statistically significant effect 

managerial focus on customer sati faction CP = 0.222, p< 0.05) and the model 

accounted for 4.9% of variation in cu tamer satisfaction. The resulting regre ion 

equation that would help predict the level of cu tamer atisfaction for a given level of 

managerial focus was formulated as follows: 

CS = 6.604 + 0.222MF +e ........................................................................... (5) 

Where CS =customer satisfaction, MF =managerial focus 

The study failed to reject hypothesis H7. 

4.5.6 Test of Hypothesis Six (Moderation) 

Moderation tests whether respon es by a dependent variable to changes in a predictor 

variable vary across levels of a third variable that affect the trcngth and/or direction 

of the relation hip. Predictor variables and their interaction term arc u ed in a single 

regression equation. Moderation is present if the coeflicicnt for the interact ion term is 

statistica ll y c;ignificant (Fairchild and MaKinnon. 2009). 

'J his study hypothesi.Led that managerial fl cu on orne ke) enabler ariablcs 

moderate the relation hip between quality driver· and customer satisfaction. 1 his 

was te ·ted under h) pothc is I J,: 

J !6: Managerial focu\ ha\ a .~tati\lical~v \ign(/icwu mo ler llin~ e et 1 011 lhl• 

relationship between quality drirer and ll\lom 1 lli' a rion. 

'1 he procedure of m tl ration tc.: tin \\hen 

out lined h) fknnctt (2000) I· tirchild nd 

( 1986) \\U filll<mcd in 1h 

uhtra 1 in • lh rn m 
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Table 4.18: Results for Hypothesis Six 

a) Model Summary -,-
Std. Error of R2 r r 

Adj. F 
dfl l dl2 

ig. F Model 
R R2 R~ Estimate change change Change 

I .400-a .160 .139 .9281 .160 7.439 2 ' 78 .001 
2 .408-b .166 .134 .931 .006 .576 I 77 .450 

a Predtctors: (Constant), Managenal Focus, Qualtty Dnver 

b Predictors: (Constant), Managerial Focus, Quality Drivers, Interaction Term 

Dependent variable: Customer satisfaction 

b) ANOVA(c) 
Sum of 

Model Squares df Mean Square F Sig. 
I Regression 12.815 2 

I 
6.407 7.439 .00 I (a) 

Residual 67.185 78 .86 1 
Total 80.000 80 

2 Regression 13.3 14 3 4.438 5.124 .003(b) 
Re idual 66.686 77 .866 
Total 80.000 80 I 

a Predictors: (Constant), Managerial Focus, Quality Driver" 

b Predictors: (Con<;tant), Managerial Focu'>, Qual it) Driver'>. Interaction 1 crm 

c Dependent Variable Cu'itomer Satisfhction 

Model 

2 

(Constant) 
Quality Drivers 
Managerial rocus 

(Constant) 
Qualit) Driv 
Managcnal I u 
Inter ti n l nn 

a Dq nJ ·nt V trhhlc: 

c) 

B 
< 0 

.357 

.094 

'tandardizcd 

Beta 

·-:7 
.09 

. I 

'ig. 

.000 
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Figure 4.11 is a diagrammatic summary of the results for moderation testing. It shows 
the regression coefficients along the tested variable relationships and the change in R2 

due to the interaction term and indicates the significance levels obtained. 

Figure 4.11: Summary Results of Moderation Testing 

X 
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R2 0.166 
XI Interaction R2 change 0.006 ns Effect (3, -0.083"' 

•r< 0.05, •• p<" 0.05, ns not ·ignificant. Source: Primar) Data 
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had hypothesized that collectively the three study variables have joint infiuence 
011 

customer satisfaction. This effect was tested under H7 as follows: 

H7.. Quality drivers, customer perception and managerial focus collectively 

(jointly) influence customer sati~faction. 

In a stepwise regression analysis, customer satisfaction was regressed on all the three 

study variables namely quality drivers, customer perception and managerial focus. 

The pertinent results are summarized in Table 4.19 a to c. 

Table 4.19: Results for Hypothesis Seven 

Adjusted Std. Error o:l 
Q3 R _ R2 R2 the Estimate Change Statistics "0 
0 R2 F ~ ig. F 

Change Change dfl df2 Change 
I .391 (a) .153 .142 1.08776 .153 14.222 I 79 .000 
2 .44 1 (b) .195 .174 1.06720 .042 4.074 I 78 .047 
3 .441(c) .195 .163 1.07396 .000 .021 I 77 .886 

a Predictor ·: (Constant), Quality Driver 

a) Model Summary 

( 
b Predictors: (Constant), Quality Drivers, ustomer Perception 
c Predictors: ( 'onstant), Quality Drivers, 'ustomcr Perception, Mana •erial Focus 

Model uare I" "'i 1 . 

I Regression 14.~22 .OOO(a) 
Residual 93.475 79 
Total 110.302 80 

2 Regression 21.467 2 IO.T-t .0( l ( b 
Residual 88.835 78 1.1 9 
1 otal 110.302 80 

3 21.491 7.164 II .( 0 I(\. 
88.811 77 1.1 



c) Coefficients 
Mode Unstandardized / Standardized 
I Coefficients ~ Coefficients T Sig. 

B I Std. Error Beta 
I (Constant) 4.831 .836 I 5.778 .000 

Quality Drivers .406 1 .108 1 .39 1 3.77 1 I .000 
2 (Constant) 4.474 .839 5.332 .000 

Quality Drivers .308 .116 .296 2.650 .010 
Customer Perception .166 .082 .226 1 2.018 1 .047 

3 (Constant) 4.518 .897 5.035 .000 
Quality Drivers .311 .119 .299 2.621 .011 
Customer Perception .173 .095 .235 1.820 .073 
Managerial Focus -.015 j .101 -.018 -.144 .886 

a Dependent Variable: Customer Satisfaction. Source: Primary Data 

The resultant regression model for the joint effects models is: 

S 4.518 + 0.299QD + 0.235 P- 0.0 18MF +c ..................................... (?) 

t\s indicated by the significance level ofF in the t\NOV t\ fable, the collective 

innuence of quality drivers, customer perception and managerial focus on custom~.:r 

satisfaction was highly statistically significant (p· 0.05). Cons~.:qucntl) th~.: stud 

failed to reject hypothesis I 1?. With quality dri crs and customer perception prcdi<.:ting 

cu tomer atisfaction, the effect of both predictor \\ere posttl\e and statistical!) 

significant (p...- 0.05 and p< 0.05 re ·pccti ely). llo\\c\'er, the inlluence of managerial 

focus was not statistical! ignificant (p> 0.05 . 

4.6 Discu .. ion 

t\mong the qual it drivers, cr i c qu, lit) 'nd rnpl int h. n 

have moderate to robu~t po iti\c nd tali ti II. 

other driver~ of quality nd \\ ith IIIIth: nd. 

cr icc quality had r rti ul rl) hi h r Ill \\ ilh 
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performance experienced and good experience motivates customers to repurchase and 

refer others. The findings also agree with the indications of national customer 

satisfaction index models and the ervice Profit Chain that service quality is a key 

motivator in customer satisfaction (lie kett et a/, 1994; Anderson et a/, 1996; Fornell 

et a!, 1996;). The correlation coefficient between overall atisfaction and customer' 

intention to recommend was 0.46 implying that customer satisfaction can only be een 

as a moderate predictor of potential referrals. This partly agrees with the findings or 

Jones and Sasser ( 1995) that mere customer satisfaction is not enough, such 

customers can easily defect, and therefore suppliers need to aim for higher customer 

atisfaction or delight. 

Re ults showed that customer perception partially mediated the relation hip between 

quality drivers and customer sati faction and that brand and firm imagery constructs 

were major driver in this process. Thi means that the institutional buyers in the 

stud ied mai;;e nour sector form attitudes/ perceptions or the cues from the flour 

millers to form in interpreting satisfaction levels. I his a 1rees \ ith the themes or 
consumer behaviour theories that seck to explain the role of attitude and perception in 

consumption deci ·ions. Attitude theoric · ·uch a the Ihcor) of Rt:asoned Planned 

Behaviour, ·r ri- omponent Attitude model p stu late that attitudt: and subjccti\ t: 

norm in conjunction with cogniti e and ern tional c n idcration-; inllut:nc~: 

intentions which in turn give impetus for action (Bagoui. 199_; Batru et ul. 199(1). 

'J he results of this tudy are comparable to number of th~r mpirk. 1 . tudk~. 'I h~ 

results showed that crvice qualit) h d po iti r.: 'nd t ti ti II.. i 'niti . 111 influln l 

on customer sati faction and other v tri, bl· · hi ol il l lrt 

and ross (2000) who ob ned 

nnd th 

rn tna •crncnl 

n I Vin l n 
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focus well on improving innovativeness as this will improve customer satisfaction and 

bring in new revenue. The results are comparable to the findings by Desai (2008) who 

reported that while new initiative in firm s with discontinuous growth repre ented 

only 14% of total projects, they contributed 38% to total revenue. Although the 

moderation effect of managerial focus on the relationship between quality driver and 

customer satisfaction was not statistically significant, firms need to pay adequate 

attention to managerial focus as it directly positively innuenced customer satisfaction. 

Results from simple regressions suggested that employee attitude is a fairly good 

predictor for customer satisfaction. The beta coefficient between employee attitude 

and overall customer satisfaction was 0.279. This agrees with several other studies. 

immerman ( 1995) reported that 70% of customer desertion were due to poor service 

compare to 20% combined for price and product qualit) . Adam (2006) found that 

employee attitude was often a leading cause of cu tamer defection (68%) followed 

by other dissatisfactions ( 14%) and customer migration to comp titor-; at 9o/
0

. 

4.7 Summary of the haptcr 

'J here was a statistically significant relationship bct\\Ccn quality drivers and customer 

·ati faction (B 0.391 , p< 0.05) and the model accounted ftlr 15.3~ 0 variabilit) (R 

0.153). Thi · met the first condition for testing mediation ell~ct. e t. customer 

perception was regressed on quality driver and the codlicicnt 0.418 \\a tatistn.:a lly 

significant (p<0.05) and the model C.\plaincd 17.4% of th~ \ariati m. mcctm 1 
the 

second condition for mediation cflc l. In kp thr ~.:. " ~.:d l n l.:lhtonll'l 

perception and resulted in a tati tic til) i •niti nt 

meeting the third condition f( r rn li 

(0.07J) and the ocm i ·nt 
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toderating Mediating Dependent 

Managerial Focu 
H5. ~ = 0.222*, R2 =0.049 

H 
R~ hange 
0.011 ~ 

\loderation 
not . ignificant 

'---, 

f 
I 

H, , Joint Effect, R2 change: Customer 
QD 0.153 .. , CP 0.042*, MF 

Satisfaction 

J u tomcr Perception l 
If, I ••• R2 0. 17 

'I I 
H,. ~ = 0.349 ... R2 =0.122 . 

f I II II ,,, 2 Mediation steo 3 

H,., p = 0.296'. R~ change 0.073 •. Mediation step 4 
Re ults suggested Partial Mediation 

, 

H1 p 0."91"'. R2 0. 153. (Re ult or H1 are ame a f or Afediation step 1) 

= ignifi nt. The QD= Quality Driver . CP= Cu tomer Perception, MF= Managerial Function 
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Table 4.20: Tabular Summary of Results for Hypotheses Testing 

Hypothesis 

H1 There is a statistically significant 
relationship between quality driver 

and customer satisfaction 

H2 : There is a statistically significant 

relationship between quality drivers 

and customer perception 

113: There is a statistically significant 

relationship between customer 
perception and customer satisfaction 

11.1: u tomer perception has a 
mediating/intervening effect on the 
relationship between quality drivers 

and customer satisfaction. 

~ ·r here is a stati stica lly signi ficant 

relation hip between managerial 
focus and customer sati ·faction. 

I 16 : Managerial focus ha a moderating 
effect on the relationship between 

quality driver & customer 

atisfaction 

I 17 Quality drivers, customer pcrccpti n 

and managerial I( u~ lllccti\cl) 

influence Cll t rn r ' ti f ti n 

II refers to th • irnpli · I null h 

I h • r 

th· Ill 

n I 

Test criteria 

p< 0.05 

Reject flo if p ~ 0.05 

p ~ 0.05 

Reject H0 if p ~ 0.05 

p ~ 0.05 

Reject Ho if p ~ 0.05 

p < 0.05 

Reject llo if p < 0.05 

p. 0.05 

Reject I 10 if p ~ 0.05 

p ~ 0.05 

Reject II ifp ~ 0.0: 

Findings 

p 0.000 

Rejected flo 

p == 0.000 

Rejected Ho 

P == 0.00 I 

Rejected Ho 

p - 0.010 

Rc',cctcd II . () 

-p 0.047 

Rejech:d II . 0 

r == o.t:o 

Failed ll 1\~)c..:t 

llu 

p - 0.001 

tl 



CHAPTER FIVE 

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

5.1 Introduction 

This chapter presents a summary of the key study findings and conclusion reached. It 

also discusses the theoretical and practical implications of the observed results. A 

number of the limitations encountered during the study are highlighted. The chapter 

ends with suggestions for further research arising from the study findings. 

5.2 Summary 

The current study sought to establish the influence of quality drivers on the 

sati faction of business customers within large Maize Flour Mill rn Nairobi and 

asses how customer perception and managerial fo u influence this relation hip. 

Several hypothe. es about these relationships were tested using primary data. 1 his 

section summarit cs the major findings. 

'J he results of the stud) revealed that the inllul!ncl! or quality dri l!rs on customer 

sati faction in the direct bu inc ·· trade of' large Maite I· lour "vtills in airobi i'l 

po ·i tive and stati ·tically highly ignilicant (p< 0.05) and is partial!) llll!diatcd b) 

customer perception. 'The attention of' enior linn management on ke) enabler 

variables (managerial focus) uch a emplo) cc attitude. linn agilit) and 

innovativeness had statistically igniti ant direct inllucnc~.: n u ttrncr atislaction. 

Jlowevcr, the moderation cflc t of m nagai I fi u 

qual it drivers and customer · ti f ti I h~.: jt int 

influence of qualit) dri ·pti n n 
ll ll\llh: I 

atistlrction wu 

( ll'tlit) of I r lin II 

I l 



the maize flour sector, business customer satisfaction is only a moderate predictor of 
referrals or the intention to recommend. Intention to recommend needs to be 
measured directly as it can only be moderately estimated from mere satisfaction. 

An importance-performance asses ment matrix revealed that performance of the 
Maize Flour Mills across the quality drivers matched their business customers' 
attribute importance rating only with respect to product quality. The Flour Mills fell 
short on performance of the other quality drivers relative to importance ratings. Ease 
of doing business and complaints handling scored particularly low relative to attribute 
importance. The low score on complaints handling was further supported by feedback 
from clo e to a fifth of the business customer respondents urging the Flour Mills to 
improve on complaints handling through greater attention to complaint details and 
fa ter complaints resolution. 

Among the customer perception construct , brand image had the greatest po iti e and 
statistica ll y significant effect on customer satisfaction (0 0.511, p 0.05). On 
managerial focus construct , the leading perceived barrier to innovation was Ia '"-of a 
clear need for innovation within the Maitc Flour Mill . I his agrees "ith the lindings 
of De ·ai (2008) who stre · ·cd the need for an innovati e mandate 'j, idl~ cll.!ar to all 
employees in ways that articulate creative beha iour at all le\ els. but reported .1 lack. 
of corp rate mind ·et to appropriately align human and other re our ·c and to han est. 
nurture and manage ideas to tum them into commercial 'cnturc . ~c~ drivers of' 
business agilit were a flexible management pr . -. nd ~.: s to ttmd. ,md right 
infonnation. 

the !·lour Milb \ould in rc 

hu inc s ~.: ust 

111 n: h llld i 

id ·r I Ill ' I nr I t 

th ll tt 
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highly statistically significant (p< 0.05). This implies that Flour Mills in Nairobi need 

to actively pay attention to the direct quality driver such as product quality and price 

as well as customers perception variables such as user imagery of the brand and firm. 

The moderation effect of managerial focu on the relationship between quality drivers 

and customer satisfaction was not statistically significant. llowever, managerial focus 

had positive and statistically significant direct effect on customer satisfaction (p< 

0.05). This suggests that any improvements on senior managers' attention to enabler 

variables like employee attitude, innovation and agility have direct but varying 

impacts on customer satisfaction. 

The results further suggest that business customers within the Maize Flour subsector 

arc more willing to do bu inc s with Flour Mills that offer uperior service quality, 

arc efficient in resolving complaints and foster positive brand imagery. To su" tain the 

"atisfaction of " uch customers, the finding showed that flour Mills need to con" itlcr 

the direct quality driverc.; as well as upstream firm enabler ariable., such as 'rnplo)ee 

attitude, firm agi I ity and i nnovativeness. 'I his promote'> po.,iti\c cu.,tomer pen:ept ion 

about the Mill and its nour brand thereby enhancing customer satislitction. 

5.4 Implication · of the Study 

·r he findings from thi rc ·carch present a number of i sues that ha' e implication fix 

the theory of marketing, managerial practice and poli ~ i sue . n th~: )~ the tud~ 

has contributed to the e olution and adaptation f cu t nl\.:r 

adding two enabler 

moderator and mcdi tor ariable r~: pe ti\ d~. 'J hac " 

mediating cflc t of cu torncr p r 

dri c rs and ( 

ati 

th td 

·r a/, oo I 

th 1111 

'nt nti n 1 

nl. 

II 



p< 0.05). This agrees with the findings of Jones and Sasser ( 1995) and Reichheld 

(2003). Quality of service had a particularly major and positive impact on customer 

satisfaction both directly and by its effects on other variables affecting customer 

satisfaction. It was closely followed by complaints handling. Thi is in agreement 

with the proposition of the Service Profit Chain (I leskett et a!. 1997) that service 

quality (which reflects on employee attitude) drives customer satisfaction and other 

previous studies indicating that the quality of service is often a major driver for 

customer satisfaction and overall firm performance (Pfeffer, 1998; Adams, 2006). 

On managerial implications, when attribute performance were plotted against attribute 

importance, results showed that the Maize Flour Mills need to improve their 

performance aero s the quality drivers especially on ervice quality and complaint 

hand I ing to match customers' attribute importance ratings. The need to improve on 

these two drivers is further supported by the ob ervation that qualit)' of crvicc had a 

particularly major and positive impact on customer sati.,raction both directly and b) 

its efTects on other variables anccting customer satisfltction. 

·1 he results of mediation and moderation testing have several managerial imp I ications. 

As the performance of quality driver was partially mediated b) customer perception. 

Mill need to routinely survey on customer attitudes so as to keep track or J...c) 

perception attribute ·uch as brand imagery that em rgcd a major dm cr or 
customer satisfaction. Results of the te t for moderation ell~ ·t suggc~t that 

improvements on attributes of managcri I r u u h nitutk'. bu-.in~:-. 

agility and inn vativcne s contributc din.: tl) ma .llh-.1. til)ll , In 

sustain the satisfa ti n of u h u tom r , th findin tills n~.: 

to consider the dirc t qu;tlit) drhcrs I i. I k s Sll h 

as •rnplo)eC attitud ·, firm 

Rarna h 111 111 I in I n 
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Management has to avail requisite work resources, align the same with their human 

resource and drive the innovation or creativity process. 

Results further demonstrated that there was room for Improvement of cu tomer 

satisfaction within the studied Flour Mills because overall atisfaction averaged 7.88 

± 1.28 on a scale of I to I 0. Furthermore only about I 0% of the respondents were 

extremely satisfied while 3. 7% were neither satisfied nor dissatisfied and another 10% 

scored 6 out of I 0 on overall satisfaction. The managements of the Flour Mills need to 

look at the concerns of customers scoring less than extreme satisfaction. 

The results have some implications that can be useful at national policy level. Kenya's 

strategy for revitalizing agriculture and vision 2030 both aspire to increase the 

country' regional and global trade through branding of key agricultural products, 

improved efficiency and competitivene s at firm level, including agro-proce ing. At 

wholesa le and retail level, the vision aims at impro ing eflicicnc , incrcas, market 

share of pr< ducts so ld through formal channels including supermarkets and at 

manufacturing level it aims at increasing Kenya's regional competitiveness in 

manufactured goods (Ministry of Agriculture, 2004: Ministr · of Planning, . 007) . In 

this regard, Vi ion 2030 aspires to invest in training. n:s~:arch and de\ clopmcnt and 

impro c cfficienc) in the marketing y tern . The current tud) rep mcd lack of 

a\ arcncss of the need to innovate, the mediation cllcct of ust<mer per ·cption .llld 

the need to focu on enabler ariablc . ·r he c an be im n. nt tr.lining 'lrca for 

ision 2030 to consider. Furthermon.:. the ' lumc tr, d~ 'ithin th~ L-a 1 Afrkan 

ommunity is expected to in rl:a • a rn~rn 

20 13). 'I his ' ill open new 

'I raining local firm n th 

n h lp t imp 

•. ~ I imiluliun uf lh !'itud) 

lth u •h thi 

th IU 

lh ir 
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Due to time, cost and operational constraints the study used a cross-sectional research 

design and focused on firms in Nairobi. Data were collected from business customers 

once to get their views and perceptions concerning the variables and construct under 

study. This is helpful in getting insight about the dynamics of a market segment or 

consumer group at a particular point in time. llowever, perceptions vary over time 

and across markets or regions as influenced by changes in consumer preference or 

economic changes that influence purchase and consumption patterns. For this reason 

there are opportunities for longitudinal and wider studies in the same area of research. 

The study focussed on a limited number of variables and constructs but consumer 

behaviour is influenced by many more factors. Other variables can provide additional 

insights and explanations concerning the drivers of satisfaction in the subsector. 

5.6 Suggestions for Further Research 

As thi was a cross-sectional research that studied cu. tomer . ati. faction dynamics in a 

sector at a particular point in time, first and foremost other research could LL e 

longitudinal research design to track changes over time. Rust et a!., ( 1999) reported 

that besides mere quality limits, perceived variabilit · and/ or consistcnc in ttualit 

over time is important to capture as well. ' uch deeper in ·ights on d) namics or qunlit) 

driver · would help marketer · and brand managers in a competith e mar"-ct 'iuch as the 

local rnaite flour ·ubsector to reline their market ofli:ring and customer satislltction 

programmes for better competitive ad antage. 

~ccondly more variables could be included a \\ell, "ider 'l: •r. phil:. lll:rritol) , nd 

industry sectors. Extra variabl scan include thl: c\OI\ in • trl:nd u~.;h,.., th~.; h~ 
11 

'in, 

dietary preference:. and in rc sin' tnailabilit) It m ti lllr ~.;" in 

Ken a as reported by 1ulwrnbu nd J ) n 

fortified flour blend Ill di ltr~ 
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Thirdly, managerial focus was found to directly influence on customer satisfaction yet 

its moderation effects on the relationship between quality driver and customer 

satisfaction was not statistically significant. It would be necessary to investigate 

further why that was so, through wider re earch on governance and resource 

management as they relate to customer perception. Finally, as customer perception 

was found to partially mediate the relationship between quality drivers and customer 

satisfaction, further research can assess the level of awareness (among players in the 

subsector) of the existence of such mediation effects. Investigation of such 

relationships in other product and service sectors can also be considered. This is 

because with such awareness marketers can formulate more holistic marketing and 

promotional programmes. 
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Dear Respondent; 

APPENDICES 

Appendix 1: Questionnaires 

Questionnaire for Maize Flour Mills 

This questionnaire is aimed at collecting feedback that can help maize flour mills 
serve their customers better with respect to features that influence maize flour 
purchase decisions. 

Section A: Background Information 

I) Name ofthe firm (Optional) ........................................................... . 

2) Job Title of Respondent ....... .......... ........... . Years worked at firm ..... . 

3) Numberofemployees: ~ 25 D 26-500 51-100 D > 1000 

4) Age of firm in years: ~ 10 D 11-20 D 2 1-30 O > 30 0 

5) /\veragegrosssa le / month(KShm) : < 250 26-500 51-1000 100 0 

6) Key maize nour brands: a) b) c) 

7) Plea<;e state whether your firm is registered with the 1()110\ ing -; tandards: 

Standard r-Tick the \'landards registered ll'i/h 

ISO 9000: Quality management system 
t ~ 

ISO 22000: Food safety management system 
t---:-

ther 

, cction B: Pcrcci ed Relati e Importance of Qualif) Drh r 

8) Please rate the relati importan of th~.: oil "in • c, tu1~.: in inllu 11 111 , a 

business customer's choi c of am, itc 11 ur upplkr. 

S r icc 
ll tlil) 



Section C: Perceived Flour Mill Agility 

9) Agility refers to a firm's readiness and ability to re pond to change 
(opportunities or challenges) faster than its competitors. In your view, on a scale 
of I to I 0, to what extent do the following traits enhance a business' agility? 
Tick the appropriate box 

I Not Important at All, 10 Extremely Important 

Trait Rating I 2 
.., 

4 J 5 6 7 8 9 10 

Rapid decision making and execution 

A high performance culture 
t-

Ability to access the right information at the right time 

Flexible management of teams and human resources 
r--t- -r- t~ --

Decentralised management reporting structure 

Lean ope rat ions- waste/ unwanted steps are quickly 

1"1!/IIOVI!d 

1 O) In your view, on a scale of I to I 0, ho\ agile arc the f(llll)\\ ing dcpartm~.:nts al 

your firm? Tick the appropriate ho\ 

I Not A~ile at , 11/, I 0 1:..\·tremdy Agill' 

Department Rating 6 7 8 9 10 
--------------------+-~-4--+-~-+~~~ Marketing 

~ales -----------------------t--t--t--r--r-+--~+-~-4~ 

Customer service 

Research and development 

ri (In formation ·r echnol g)) 

II 



II) To what extent do you agree with these reasons as barriers to your firm's 

innovativeness? Tick the appropriate box 

I Extremely Disagree, 10 Extremely Agree 

I 2 3 4 5 6 7 8 9 10 

The need to innovate is not vividly clear to all 

employees 
Senior managers are not keen on harnessing & 

1- r-- - - -- - --,_ 
managing new ideas 

Ownership for innovation is fragmented across the 

firm 
-

Most workers are disengaged from the firm's 

creative capacity 

We have misalignment of job roles with talent 

ac~sition 

Section D: ustomer Perception and Satisfaction 

12) E tent to which the nour mill strives to enhance customer perception 

Firms can enhance customer perception or.· their b_rand or firm through various 

activities. 'I o what extent do you agree w1th the follm ing statements? f'ick the 

appropriate hox 
l~xtrcmch 

Rating 2 

We usc adequate communications strategies to com C) hrand 

identity 
We conduct sun c):. to compare our hrand ic.Jcntit) to u cr 

imagery 

\\'c conduct adequate promotional a ti\ itic on our hmnd 

We sune} compctitor po itiuning of their brand 

our 

hrand 
r ro ill nin ' 

II 



13) Tools for capturing customer feedback: 

Firms can use a variety of methods to capture feedback from customers. On a scale of 1 to 10 

to what extent do you agree with the following statement ? Tick the appropriate box ' 

I Extremeh Disagree, I 0 Extreme I A ree 

Statement Rating I 2 
,., 

4 5 6 7 8 9 J 10 

To develop a new brand we survey for features critica l to 

quality 
To alter an existing brand we survey for criti ca l to quality 

features 
We conduct surveys oflcn to assess customers' image of our 

brand 
We conduct customer satisfaction surveys often 

We conduct distributor satisfaction surveys oflen 

We interview distributors of other mills on quality drivers 

We interview customers of other brands on quality drivers 

l·ecdhack got through our frontline stafTis used well by our 

firm 
We usc mystery shoppers in satisfaction surveys 

-
7Jwnk voufor takm~ lime to C0/1/jJ/e/e th1.1 \/trW\' 

y 



Questionnaire for Business Customers 
Dear Respondent: 
This questionnaire is aimed at collecting feedback that can help maize flour mills to serve their customers better with respect to features that influence purchase decision 

Section A: Background Information 
1) Name of the firm (Optional) ........................................................ . 
2) Job Title of Respondent .............................. Years worked at firm .. . 
3) Number of employees: ~ I 0 0 11-20 0 21- 40 0 > 40 0 
4) Ageoffirminyears: ~ 100 11-200 21-300 >300 
5) Average gross sales/ month (KShm): ~ I 0 11-25 26-50 >50 
6) Key maize flour brands: a) -------------- b) ---------------- c) -----------------

Section B: Quality Drivers Importance-Performance Assessment 

7) Importance attached to feature. that influence purchase deci<>ion!-. : 

On a -;calc of I to I 0 how important arc the following fcatun:-; in influencing our 
choice or maitc nour supplier? 'l'ick the approprwte hox 

-.----
r·caturc I = ot Important at II 10 = ~~ trcmcl) Imp )rtant 

1-- Rating I 2 3 4 5 6 7 8 l} 10 
f.-Quality of the Flour 

- ---Quality of ~crvicc 
f-- --- -~ -

C omplaints llandling 

Ease or doing Busin s 

1-- I --I· lour Price 
L-. ._ ..... 



8) Level of performance ofthe supplier's quality features: 

Based on your experience with nour suppliers, on a scale or I to I 0 what level of 
performance relative to your expectation would you give your major maize nour 
supplier on the following attributes? 

Tick the appropriate box 
Feature I = Extremely Poor I 0 = Extremely Good 

Rating I 2 3 4 5 6 7 8 9 

Quality of the flour 
How good has quality been? 

Quality or ervice 
flow good has service been? 

Complaints llandling 
1/ow good has the supplier been 
at resolving comJ:!..aints? f- . 

base or doing Business 
Tick ' l~tt. Poor' if it ha1· heen 
ext remelv hurd & 't::xt Good' i/' 
it hos heen extremelv easy 

-- -- ,_ ---- --I· lour Price 
Tick 'Ett Poor' ij1t has heen 
extremely w~favourahle & 'Ext. 
Good' if it has heen extremely 
favourahle 

'---

9) Please rate the relative importance of the folio\\ ing tcature in ·hoo-.ing ~our 
mai1e nour supplier. 

(I = least import nt, -- m t im rt nt 

10 

--

1 



Section C: Enabler Features and Customer Perception 
1 O) Influence of senior management's attention to enabler features 

-Based on your experience with flour uppliers, on a scale of I to I 0 how good do you feel your major maize flour supplier is on the following attributes? 

Tick the appropriate box 
Performance Attribute 

I = Extremely Poor I 0 = Extremely Good 
Rating I 2 3 4 5 6 7 8 9 10 

Employee attitude 
(Employees passion for good 
service to customers) 
Business Agility (Flexibility in 
supplier's operations and services 
in meeting customer needs) 

~usincss lnnovativcncss (Supplier 
(~ffering (~f new, a/lractive business 
so lui ions or opt ions) 

II ) Influence of customer rerccrtion on the choice ora supplier: 
'ustomer perception refcr'i to the attitude a CU'itomcr has concerning a product or firm. In your view, to what extent do the following influence ;our choice or flour supplier'? J'ick the opproprwte hox 

1 Contnhule\ Lillie. Ccmlrihute\ 1/igilll' 

Rating 

our desire for flour brand 
features that arc critical to quality 

our imagery of a flour brand's 

2 3 

----------------
of qual it) dm ers 

4 7 8 l) 10 



Section D: Perceived Flour Mill Agility 
12) Responsiveness of processes or departments to changes in business environment. How would you rate the responsivene s of the various processes or departments of you supplier to changes in the busines environment? 

r· k h IC I e appropriate box 
I Not at All Responsive, I 0 Extremely Rcspon ive 

Process or department 1 2 3 4 5 6 7 8 9 10 
1--l--- - l--Marketing 

!-Sales 

Cu tomer service 

After sale service 
Promotional activities 

Finance 
~ 

Distribution 
Senior management 

- --L- --- --
13) What would you like your current major mai/c llour supplier to improve on 

relating to the variables li'ited below? 
Variable Improvement needed 
Employee attitude 
Quality ofmai/c llour 
Quality ofser icc 
Complaints handlin~'~--t---------------------~ l:asc of doi!Jg_ busin_c.:...:·s;..:;.·s_-t------------------­Pricing 
Promotional activities 

ustomcr satisfaction 

Othc:_r -------L----------------

Sc tion F.: Overall Sati faction 

14)0 crall s·lti fitction \\ilh) ur um:nt m iz n ur uppli r. 



Appendix 2: Large Maize Flour Mills in Nairobi 

Maize flour mill Main flour brand Number of active 

Business customers 
Kabansora Millers ltd Shujaa 20 
Mombasa Maize Millers ltd (Nairobi) Ndovu/ Cosmo 40 
Pembe Flour Mills Ltd Pembe 40 
Savco Grain Millers Ltd Savco 10 
Osho Millers Safari 10 
Bingwa Millers Bingwa 10 
Dan dora Millers 10 
Sweet Meal Commodities 10 
Unga Group Ltd Jogoo/ Hostess 10 
Nairobi Flour Mills Ltd Jimbi 15 
Premier Flour Mill s Ltd Jembe 15 -,- - - -t- -Kuguru Food omplex Ltd ateress 10 
Golden llarvest Mills (Uzuri Foods) Golden/ Mothers Choice 15 
Alpha Millers Ltd Kifaru -

10 - - -Total number of businc. s cu, tomcr, 225 

(I) Sources ol the Maite l·lour Mill s: 

K/\M (2012). Kenya Manufacturers and l·xporters Director ·. 2012. page 9'1. "emu 
Association of Manu racturers. Mwanti road. We tlands. air )bi 

Ken)a Poste l Directories (2012). Kenya Telephone Director). 2012. airobi Fdition. 
page 645. T clposta ·r owcrs. airobi. 

(2) ourccs of the active business customer : 

'J hesc were from the respective ustomcr d, t ba 
Mills. 

of th~.: \,rilll tai~~.: l·ll)lll 



Appendix 3: Letter oflntroduction to Respondents 

UNIVERSITY OF NAIROBI 
COLLEGE OF HUMANITIES AND SOCIAL SCIENCES 

SCHOOL OF BUSINESS 
DOCTORAL STUDIES PROGRAMME 

Telephone: 4184160/1-5 Ext. 204 
Email: s;ommerce@uonbi.g.ke 

26h November, 201 2 

TO WHOM IT MAY CONCERN 

R •: KABARE NDUNC - 080179020/2009 

P.o. Box 30197 
Nairobi, Kenya 

and u tomcr 

'J he purpo c of thi letter therefore, i · to kindly request y u to · s i ·t und fncilitut in carrying out the researchfstudy in your organization. questi nn ire i here" ith att. cht:d for your kind con ideration and ncce sary action. 

Data and information obtained through thi l:.' rei \\ill be u r ,1 • Jcmi pUfJX l: only. Hence, tht: re pondents are requ ted not to indi t thl:ir name 
questionnaire. 

~ e look lorn rd to your c perati n 

'I h.m · you . 



Appendix 4: Hypotheses for the variables and their constructs 
Full list of hypotheses for the variables and their constructs: 

H
1
: There is a statistically significant relationship between quality drivers and 

customer satisfaction. 

Separate hypotheses for the five constructs within quality drivers were of the 
following form, where pq refers to product quality: 

H1pq: There is a statistically significant relationship between product quality 
and customer satisfaction. 
J fl sq: There is a statistically significant relationship between service quality 
and customer satisfaction. 
f fJ ch: There is a statistically significant relationship between complaints 
handling and customer sati.\faction 
1 h ·h: There is a statistically sign(ficant relationship he tween ease t~f husiness 
and customer sati.\faction 
JJ1fiJI : 71wre is a statistimlly significant relatiomhip hetween product price 
and customer satis(actum 

11
2 'I here is a statistically signilicant relationship bct"ccn qualit) drivers and 

customer perception. 

II 

Separate h}pothese\ for the five comtruct.\ lrithinquality drin•n ll'l'l'l' c~frhe 
fol!ou ingjimn, H here PCJ refers to product quality: 

f f ,pq: 7here /\'a .\tati.\lically significalll re/ariomhip b 'Ill • 11 procbu r qu din 
and cu\tomer perception. 
Jl" 7here 1.\ a .\llJii\ticul~v \igniflcwu r•latiomhip b 'f lt t" '<' 1 it< tfll t!av 
ami cwtomer perception. 
/114 h !here;, a \/uli\tica/1 ' \i ,,; 1 mll t"<'lltion lliJ b ll\ n 
lwmllmg a mit mtom r J r •ption 
112 h: l here ;, cJ rati\ti all ' 111' 



H3b;: There is a statistically significant relationship between brand image and 
customer satisfaction. 
H3Ji: There is a statistically significant relationship between firm image and 
customer satisfaction. 
HJc/ There is a statistically significant relationship between criticalfeatures 
and customer sati.\faction. 
HJcs: There is a statistically significant relationship between competitive 
substitutes and customer satisfaction. 

H
4

: Customer perception has a statistically significant mediating (intervening) 
effect on the relationship between quality drivers and customer satisfaction. 

lis There is a stati stically significant relation hip between managerial focus and 
cu tomer sati sfaction . Simple hypotheses: 

ffsea: There is a statistically significant relationship between employee altitude 
and customer satisfaction. 
115/il: 7/u're is a statistically sign({tcant relationship hetweenjirm agilitv and 
customer sat i.~(act ion. 
tt5fi: 11wre iva statistically significant relatiomlup hetweenfirm 
imwvativeness and customer .wtis/(rction. 

11
6

: Managerial focus has a statistically ·ignificant moderating effect on the 
relationship between quality drivers and customer satisfactton. 

1 h Quality drivers, customer perception and managerial f ~u collcctiH:I~ 

influence customer satisfaction. 



Appendix 5: Simple and Stepwise Regression Analyses 

Table 5.1: Simple Regression: Quality Drivers Predicting Satisfaction 

Product Service Complaint Ea e of Price 
Quality Quality Handling Business 

R .207 .441 .338 .127 .2000 - -
R2 .043 .194 .114 .016 .040 
F 3.521 19.038 10.169 1.290 3.308 
Sig (p) .064 .000 .002 .260 .073 
Constant 6.340 5.105 6.545 7.455 6.908 
B .193 .358 .196 .070 .132 
standard error .103 .082 .061 .061 .073 - - .207 .441 .338 ~ (beta} _._. .127 .200 
T 1.876 4.363 3.189 1.136 1.819 
S ig (P) .064 .000 .002 .260 .073 

Satisfaction refers to ustomcr Satisfaction . Source: Primary Data 

Table 5.2: Stepwise Regression: Quality Driver Predicting Satisfaction 

M dIS o e • ummary 
Adjusted T Std . Frro r of 

Model R R Square R Square the l· st i mate 
I .44 I (a) . 194 .184 I 1.0607 1 
2 .496(b) .246 .227 1.0'3262 
3 .496(c) .246 .2 17 1 1.03920 
.t .496(d) .246 .207 1.0-1596 
5 .509(e) .259 .2 10 I 1.0-1396 

> • ictors: fCo nstant), Service Quali t a I red ( )' 
b Predictors: (Constant ). Service Quality . Complaint ll andlin • 
c Predictors: (Constant), 'ervicc Qual it), Complaint llandlin •. Produ t Qualil\ 
d Predictor'>: (Constant), en-icc Quality, omplaint l landlin •. Pr du t u.li; . Pric~ 
c Pn.:dictor-, (Con tant) .. c.:r icc.: Qualit), mpl int II n lin 1 Produ t • 1 ,, l 
or Businc s. . u tomcr- ati r tion 



ANOVA_it) 

Modelj Sum of Squares Df Mean Square F Sig_. 
I Regression 2 1.419 I 2 1.419 19.038 .OOO(a) 

Residual 88.883 79 1.125 
Total 110.302 80 

2 Regression 27. 130 2 13.565 12.72 1 .OOO(b) 
Residual 83.172 78 1.066 
Total 110.302 80 

3 Regression 27. 147 3 9.049 8.379 .OOO(c) 
Residual 83.156 77 1.080 
Total 110.302 80 

4 Regress ion 27. 157 4 6.789 6.206 .OOO(d) 
Residual 83.146 76 1.094 
Total I 10.302 80 

5 Regression 28.563 5 5.713 5.242 .OOO(e) 
Residual 81.740 75 1.090 
Total I I 0.302 80 

a Predictors: (Constant), Serv1ce Quality 
b Predictors: ( onstant), ervice Quality, omplaint llandling 
c Predictors: ( 'onstant), ervice Quality, Complaint llandling, Product uality 
d Predictors : (Constant), Service Quality, Complaint llandling, Product Quality, Price 
e Predictors: (Constant), Service Quality, Complaint llandling, ProJuct <.)uulit) , Price, l' nse of 
Business 
f Dependent Variable: ' ustomcr Satisfaction 

' tandardited 
Model Coefficients Coefficient r ~I g. 

B Std. l:rror Beta 
S. IO S .66" 7.703 .000 

.358 .4-1 I .363 .000 
2 4.532 6.:5 l .000 

."07 .77 :. (lQ.t .llll 

. 137 .2 -.3 1 
3 -l . l6-l 



Table 5.3: Simple Regression: Customer Perception Predicting Satisfaction 
Critical Brand Firm Competitive 
Features Imagery Imagery Substitutes 

R .259 .513 .152 .075 
R2 .067 .263 .023 .006 
F 5.678 28.194 1.878 .449 -- - -Sig (P) .020 .000 . 174 .505 
Constant 7.049 5.570 7.639 7.635 
B .131 .302 .061 .043 
standard error .055 .057 .045 .064 
~(beta) .259 .5 13 .152 .075 
T 2.383 5.310 1.370 .670 

1-S ig (p) .020 .000 .174 .505 '--- -

Table 5.4: tepwise Regression: Customer Perception Predicting Satisfaction 
M dIS 0 c ummary 

/\djustcd R Std. l ~ rror of 
Model R R Square Square the 1-stimatc 
I .5 11(a) .261 .254 1.01419 
2 .520(h) .270 .251 1.01609 
~ .S29(c) .2!!0 .252 I.OI'i17 
4 .S1S(d) .2!!6 .24!! 1 1.01808 

a Prcd1cl<lrs: (Constant), Brand I magcry 
h Predictors: (Constant), Brand Imagery. ritical l·caturcs 
c Predictors: (Constant). Brand Imagery. Critical I caturcs. Firm Imager) 
d Predictors: (Constant). Brand Imager). Critical l·caturcs, l·irm Imager) '-;uh-.titutes 

~1odcl 

2 

I otal 

Rc ression 
lh idu,1l 

I ot I 

,\\0\ \ ( ) 

uan:s Dl 
29.012 I 
X 1.291 7) 

0 

2 14. 
I 0. 

,(}()( h) 

d) 



Coefficients( a) 

Unstandardizcd Standardized 1 

Model Coefficients Coefficients T Sig. 
td. 

B I ~ ITOr lkta 
I (Constant) 5.750 1 .430 13.387 .000 

Brand Imagery .302 .057 .5 13 5.310 .000 
2 (Constant) 5.833 .441 13.227 .000 

Brand Imagery .34 1 .073 .580 4.655 .000 
Critical Features -.054 .063 -.107 -.858 .393 

3 (Constant) 5.691 .461 12.354 .000 
Brand Imagery .341 .073 .579 4.651 .000 
Critical Features -.064 .064 -.126 -1.002 .319 
Firm Imagery .042 .040 .104 1.054 .295 

4 (Constant) 5.900 .536 11.013 .000 
Brand Imagery .342 .073 .582 4.660 .000 
Critical Features -.042 .069 -.084 -.609 .544 
l· irm Imagery .04 1 .040 .101 1.026 .308 
Substitutes -.049 .064 -.086 -.769 .444 

a Dcrendcnt Variable : Customer Satisfaction 

Table 5.5: Simple (~egression: Managerial Focus Predicting S~tCi. faction 

Dependent Statistic Independent Variable 
Variable 

ustomcr 
Satisfaction 

R 
R2 

Employee 
Attitude 

.279 

.078 
6.693 
.012 

.06 1 

.'279 
2.- 87 

.012 

llnno alive 
' ulturc 
. 119 
.014 



Table 5.6: Factor Analysis 

(a) Quality Drivers 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .578 

Bartlett's Test of 
Sphericity 

Approx. Chi-Square 

Df 
Sig. 

Rotated Component Matrix (a) 

Component 
I 2 

Product Quality .763 -.042 
. ervice Quality .855 .133 
Complaintllandling .162 .872 
I:ase of Business .597 .286 
Product Price .063 .869 
· xtraction Method: Princi al Com oncnt /\nal sis. y 

Kaiser ormali/ation. 
a Rotation converged in 3 iterations. 

Total Variance Explained 

( omp­
oncnt 

Initial Eigenvalues 

Rota 

75.195 

10 
.000 

tion Method: Varima "ith 



(b) Customer Perception 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .625 

Bartlett's Test of 
Sphericity 

Approx. Chi-Square 

Of 
Sig. 

Component Matrix(a) 

Critical Features 
Reference to Substitutes 
Firm Imagery 
Brand Imagery 

Component 

I 
.889 
.71 3 
.307 
.806 

' , ethod: Princi I, tr<~CtiOI M p at Com onent p /\nal)'sis . 
a I components extracted. 

Total Variance Explained 

Initial Eigenvalues \ ! ~.>..traction 
%of umulativc 

'Total Variance ~0 'I otal 
2.0--12 51.057 51.057 

2 .960 23.994 75.051 .. .669 16.713 91.763 .) 

4 .329 8.237 100.000 
! ~.· traction Method: Principal 

(c) ana~ rial unction 

KMO and Bartl ·tt' 'I ( t 

65.378 

6 
.000 



Component Matrix(a) 

Component 

I 
Employee Attitude .540 
Firm Agility .754 
Innovative Culture .865 

Extraction Method: Pnnc1pal Component Analysis. 
a I components extracted. 

Total Variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared Loadings 
~ Cumulative 

%of Cumulative 
Total Variance % Total %of Variance \ % 

I 1.609 53.624 53.624 1.609 1 53.624 53 .624 
2 .924 1 30.815 84.439 
3 .467 15.561 1oo.ooo I J 

' L. traction Method: Pnnc1pal C omponcnt /\nalys1s. 
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Appendix 6: Map of the Study Area (Nairobi) 



Appendix 7: Table for determining sample size 

Sample size 
Continuous data Categorical data 

(margin of error = .03) (margin of error = .05) 
Population a = .10 a = .05 a = .01 p = .50 p =.50 
size t = 1.65 t = 1.96 t = 2.58 t = 1.65 t = 1.96 
100 46 55 68 74 
200 59 75 102 116 
300 65 85 123 143 
400 69 92 137 162 
500 72 96 147 176 

1-600 73 100 155 187 
- --700 75 102 161 196 - - - -800 76 104 166 203 - - -900 76 105 170 209 - - -1000 77 106 173 21 

- 1- - -1500 79 110 183 230 
- -2000 83 112 189 239 

'4ooo -
"83 119 198 254 

-6000 -· -
259 83 119 209 

-8000 83 119 209 262 
[ 10000 83 119 209 264 .._ 

.'ourcc: Bartlett J . l ~ .• Kotrlik J. \\'., md IIi • •in 
De termini ng ppropri tc mpl 
I <•clmolo;{y. l l'amill •, m1ll' •r orm u 

80 

132 

169 

196 

218 

235 
·-

249 
- f- -

260 
- 270 
- . 

278 

13o6 
-

32 

135 I 

362 

367 

70 

p = .50 

t = 2.58 

87 

154 

207 

250 

286 

316 
-

34 1 
-36 
-182 

-199 
--461 

499 
·-:70 
-

~q 

-613 
-~ 

l_ 


