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Water

Abstract

The study examined the effect political environment
on the performance of Salwa table water. Data were
collected using questionnaire administered to the
staff of Salwa table water in Gombe Sate. The
independent variable is political environment which is
proxies by on trade regulations, labour laws,
environmental laws and import tariffs, while the
dependent variable is the performance of Salwa table
water, Gombe. The population is made up of 49
respondents. Chi-square was used to analyse the
data. The result showed that there is significant
relationship between political environment and the
performance of Salwa table water. The study
recommended that minimizing government policy
inconsistencies on trade regulations, labour laws,
environmental laws and import tariffs would
enhance predictability. The study concludes that
government policy inconsistency should be
minimized to aid its predictability and regulatory
agencies enforcing compliance on regulations of
business operations.

Keywords- Political Environment, Corporate
Performance, Salwa, Table Water

1.0 I ntroduction

The political environment is said to be legal framework
where the firm operates and this is done through
government laws and regulations that guides the operations
of the business in question (Cristian-Liviu, 2013). The
political stability of the environment is necessity for
effective and efficient performance of business. The
management of the organization must take cognizance of
these constraints, actual and potential, and seek out the
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implications for the business organization
from legal advisers (Ogundele,& Abiola,
2012). Regard how and to what degree a
government intervenes in the economy.
Specifically, political factors include areas
such as tax policy, labor law, environmental
law, trade restrictions, tariffs, and political
stability. Political factors may also include
goods and services which the government
wants to provide or be provided (merit
goods) and those that the government does
not want to be provided (demerit or bad).

The need to investigate the factors
responsible for the uncertainty in the
performance of table water companies in
Nigeria and Gombe State in particular
necessitated this study. Unfavorable
environmental ~ factors  often  hinder
companies from operating at ther full
capacity  (Adeoye, 2015). Severd
environmental factors contribute to the
uncertainty in business performance,
including technological, economic, political,
and demographic factors (Oginni &
Adesanya, 2013; Aazir & Qazi, 2012).

Over the years, governmental policies
specific to the manufacturing sector have
often yielded underwhelming outcomes.
Government policies have a significant
impact on key production, quality control,
market accessibility, and financial viability
factors in the production of table water.
These rules cover a wide range of areas,
including as licensing requirements,
environmental laws, taxes, trade policies,
packaging restrictions, price controls,
rewards programs, and consumer protection
legidlation. Manufacturers in the table water
sector thus face a challenging regulatory
environment that has a direct impact on their
operations  overal performance and
sustainability. This includes manufacturing
procedures, cost structures, market
dynamics, and customer interactions.

Many studies were conducted to investigate
the factors responsibly for uncertainty in
business performance. For instance,
Akinruwa, Awolusi and Ibojo, (2013);
Agbolade, (2014); Adeoye and Elegunde
(2012) and Gloria, (2015) conducted a study
in Ekiti, Ogun, Osun and Lagos state
respectively, and reported that organizations
in the south western states of Nigeria, are
mostly faced with the Challenge of
environmental factors. Also Bayode and
Adebola, (2012); Olatunji, (2015) and
Olarewaju and Elegunde, (2012) conducted
a study in Oyo state but focus their attention
on large enterprises; they also found that
large business enterprises are faced with
unconducive business environment.

It observed that most of the studies
conducted to investigate factors responsible
for uncertainty in business performance in
Nigeria were basicaly conducted in the
Southern part of the country; there are few
studies conducted in North east and Gombe
State in particular. Therefore, this study
seeks to contribute to the existing literature
by empiricaly examining the effects of
political environment on the organizational
performance of SALWA table water. The
main objective of this study is therefore to
examine the effects of political environment
on organizational performance of SALWA
table water Gombe State.

20LITERATURE AND EMPIRICAL
REVIEW

2.1 Political Environment

The political environment plays a substantial
role in shaping the landscape of the table
water industry, encompassing a range of
governmental  actions, policies, and
regulations that directly influence the
operations and performance of businesses
engaged in the production and distribution
of table water. Within this context, the
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political environment exerts a notable
impact on various dimensions, yielding both
opportunities and challenges for industry
participants (Gao and Hafsi, 2015).

Government  regulations and  quality
standards represent a pivotal facet of the
political environment that significantly
affects the table water industry. Regulatory
frameworks established by government
agencies dictate the parameters for the
production, packaging, labeling, and safety
of table water. Adhering to these regulations
is paramount to ensure the integrity and
quality of the product, impacting production
processes and consumer trust Hilger 2022).

Licensing and permits emerge as another
key consideration within the political realm.
Table water companies often require
gpecific  licenses and permits  from
governmental bodies to operate lawfully.
Navigating these regulatory requirements
demands adherence to stringent guidelines
and criteria, underscoring the regulatory
nature of theindustry (Barnes, 2019).

Environmental laws congtitute a significant
component of the political environment's
influence on the table water industry.
Regulations centered on environmental
protection, waste management, and
sustainable practices hold direct implications
for the manufacturing and packaging
processes of table water. Compliance with
these environmental standards shapes the
industry's approach to resource utilization
and sustainability (Li & Wu, 2017).

The political environment constitutes the
lega framework that governs business
operations through governmental laws and
regulations. Political stability is essential for
effective business performance. Businesses
must navigate regulations, taxation policies,
labor laws, and trade restrictions, which are
influenced by government intervention in

the economy. Compliance with legd
requirements, including taxes and labor
regulations, is vital. Political stability
impacts organizational adaptation and
market  stability, affecting  overall
performance. Government policies shape
economic practices, attracting investments.
A stable political environment fosters
prosperity across economic, social, and legal
dimensions, while unstable political
conditions can create challenges for
businesses and industries.

2.2 Business Performance

In general, the concept of organizationd
performance is based upon the idea that an
organization is the voluntary association of
productive  assets, including human,
physical, and capital resources, for the
purpose of achieving a shared purpose.
Those providing the assets will only commit
them to the organization so long as they are
satisfied with the value they receive in
exchange, relative to alternative uses of the
assets. As a consequence, the essence of
performance is the creation of value. So long
as the value created by the use of the
contributed assets is equal to or greater than
the value expected by those contributing the
assets, the assets will continue to be made
available to the organization and the
organization will continue to exist.
Therefore, value creation, as defined by the
resource provider, is the essential overall
performance criteria for any organization.
How that value is created is the essence of
most empirical research in management.
Conversely, how that value is measured is
the essence of this research (Carton, 2004).

Performance has been defined as the
resultant of efforts in form of activities of
the business enterprise which includes its
strategy and  operational  activities,
management of al segments of business
enterprise such as the human resources,
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finance, production, marketing (Leitner,
2000). Business performance is the effort
expended by an enterprise so as to reach and
achieve its stated objectives which could
include: its employee’s satisfaction, its
customer’s  satisfaction, the  societal
satisfaction, its survival, sales growth, and
return on investment, employment, and
ultimately  profitability. This  means
performance is actual output as against
expected output (Mark &Nwaiwu, 2015).
Furthermore, Mark and Nwaiwu (2015)
added that business performance entails how
well the business enterprise is managed in
terms of the value perceived by customersin
relation to the organization’s delivery and
other stakeholder should be acknowledge
when defining performance.

Richard (2009) described Organizational
Performance (OP) as the rea output
measured against the intended or expected
output. They viewed OP as a term that is
made up of three major areas of firm
outcomes and these three areas are
Financial Performance that is made up of
profits, return on assets (ROA), return on
investment (ROI) etc. Product Market
Performance such as sales, market share,
etc. Shareholders return such as tota
shareholder return (TSR), economic vaue
added (EVA). Selden & Sowa, (2004)
looked at OP as what is designed to assume
that organisations are to accomplish certain
goals that are both specified intrinsically and
implicitly. Perrow, (1961) distinguishes
between two kinds of organizational goals,
official goals which are the general purposes
of the organization’s founders and leaders,
while the operative goals designate the end
sought through the actual operating policies,
the modifications and subversions of these
ends by personnel in decision making
positions and by the forces of pressure from
the external environment.

2.3 Theoretical Framework
2.3.1 Contingency Theory

Contingency theory is atheory developed by
Lawrence and Lorsch (1967). Contingency
theory postulates that there is no single best
way for business enterprises to perform.
Situations will Create different
environmental requirement for
owners/managers of an enterprise. The
solution to a manageria sSituation is
depending on the environmental factors that
influence on the situation. Fiedler claims
that if performance is to be improved, we
must cope not only with the environment but
aso with the situational factors which
influence performance. Performance can be
improved either by the environment’s fit to
the situation or the situation’s fit to the
environment.

For example, the theory relates to the
independent variables in the logic political
environmental factors, which the
management of any manufacturing industry
can adopt for the business while the
dependent variable relates to performance
which is the result of the business
environment adopted.

Political environment which are the
independent variables consider for the study
can be best appropriate depending on the
performance of Salwa table water discover
itself. Though, there is need for the
owner/manager to identify and comprehend
the situation before choosing the suitable
business environment. The adoption of
political has the capacity to enhance or
decrease the performance of the
manufacturing industry and their result shall
define the level of performance of the
business. However, if the right
environmental factor adopted will improve
employees’ performance, if otherwise
performance of the organization will
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decrease. This study attempted to study the
impact of external business environment
(political,) on manufacturing industry
performance. External business environment
stand as the independent variables of the
study while performance of Sawa table
water as the dependent variable.

232 The Corporate
Responsibility (CSR) Theory

Corporate Social Responsibility has many
perspectives, It involves both the behavior
of organizations to meet societal
expectations (Carrol, 1979) and those
voluntary undertakings aimed at improving
the environment in which corporations
operate so that they can function in a better
environment which may even supersede
societal expectations (Vogel, 2006). In fact
Kinderman, (2012) and Brammer, (2014)
believe that CSR is sharpened and grounded
in voluntary behaviours of corporations
intended to improve the environment of
doing business. Little wonder the European
Commission in Brammer, (2014) looked at
an ingtitutional perspective of CSR focusing
on “the determinants of whether and in what
forms corporations take on socid
responsibilities”.  They define  Social
Responsibility as “a concept whereby
companies integrate social and
environmental issues in their business
operations and in their interactions with their
stakeholders on a voluntary basis”. This
voluntarism appears to explain why despite
many researches indicating no or even
negative link between Corporate Socid
performance and profits, more corporations
still engagein CSR.

2.3.3 The Systems Theory

The Systems Theory Nwachukwu, (2006)
defined a system as “a set of interrelated and
interdependent parts arranged in a manner
that produces a united whole” while Kuhn,

Social

(1974) considers a system as ‘“any pattern
whose elements are related in sufficiently
regular way to justify attention. Laszlo and
Kripper, (1997) viewed a system as a
boundary maintaining entity with complex
interacting  components  that  sustain
relationships. With the social Sciences these
boundaries do not only become weak but
keep changing as behaviors change. The
systems theory holds that an organization is
a system that needs to work harmoniously
not only within itself but that it is a system
within a collection of other systems and,
therefore, needs to work also in congruence
with the other systems around it. What
happens in the larger system is capable of
affecting the organization either positively
or negatively. Boulding, (1956), the
economist torched on the systems theory but
termed it ‘The General Empirical Theory’
slightly different from Bartalanfty’s, (1968)
‘General Systems Theory.

The system theory, therefore, has its origin
in Biology with the work of Bertalanffy. The
theory started with two major assumptions
that were later adjusted to the contrary.
These are, one that a system could be broken
into its component parts and each part
anayzed separately, two that the different
sections of a system can be added linearly to
get an understanding of the total system.
These assumptions were later adjusted to the
effect that a system is not a summation of its
component parts which is linear, but a non-
linear aggregation of the interactions of
these component parts.

All researchers concur on the usefulness of
the Systems Theory. The theory is not only
interdisciplinary but integrative in nature. As
Laszlo and Kripper, (1997) put it “Systems
theory promises to offer a powerful
conceptual approach for grasping the
interrelation of human beings and the
associated cognitive structures and processes



Creative Business Resear ch Journal
| SSN 2756-4940 (Paper) 2756-4932 (Online)
Volume 3, Number 2, September 2023

Department of Business Administration
Gombe State University, Nigeria

specific to them in both society and nature”.
It is “concerned with the holistic and
integrative exploration of phenomena and
events”. The term conveys “a complex of
interacting components together with the
relationships among them that permit the
identification of a boundary-maintaining
entity or process.

2.4  Empirical Review

Aazir and Qazi, (2012) analyzed the impact
of Political, Economic, Socia and
Technologica macro environmental forces
on Pizza fast food industry in Rawalpindi
/Islamabad and suggestions for improvement
in their performance. This research work is
based on co-relational (survey) research
design and instrument used for research is
interview. PEST analysis was selected to
analyze PEST forces in fast food industry.
The paper provides empirical data to
identify those factors that play key role in
improvement of performance. In this study
we found that the four factors P, E, S, and T
are the key factors that can determine the
performance of the fast food industry. The
result showed that P is somewhat
insignificant but other all three factors are
the key factors which show the significant
results. The study did not indicate the
number of person interviewed. Aazir and
Qazi, (2012) study analyzed the impact of
macro environmental forces on Pizza fast
food industry in Rawalpindi /lIslamabad
while ours is on the effects of external
environment and the performance of cement
manufacturing companies in  Nigeria
However, the population and sample size
was not known and how did the researcher
conduct the interview was not indicated.

Karibo (2015) examined the influence of
power supply infrastructure and government
policy  inconsistencies as  externd
environmental factors on small and medium
scale manufacturing firms in Nigeria. The

delimitation of the study was on small and
medium scale manufacturing firms in Lagos
State, Nigeria listed with the Manufacturers
Association of Nigeria with a population of
283 firms and a sample size of 148 firms
selected using the dtratified random
sampling technique. The research adopted
the quantitative research process with the
use of structured questionnaire. The data
from the questionnaire were analyzed using
the statistical package on social sciences.
The findings are: That power supply
infrastructure has significant influence on
the performance measures of small and
medium manufacturing firms in Nigeria and
that government policy inconsistency does
not have significant influence on the
performance of small and medium
manufacturing firms. From the findings of
the study, it is recommended that regional
industrial catchment areas be developed for
small and medium manufacturing firms and
the provison of independent power
generation as a centra power supply
infrastructure provided in the industrial
catchment areas; and that though small and
medium firms are not significantly
susceptible  to  government policy
inconsistencies but with the dynamics of an
emerging economy, government in Nigeria
should develop a manufacturing policy
guideline to improve on the performance of
small and medium manufacturing firms.

3.0METHODOLOGY

This study employs a descriptive survey
design to investigate its research objectives.
The target population comprises 49
employees of Salwa table water in Gombe,
out of which the researchers were able to
retrieve forty-four (44) questionnaire and
was anayzed for the study. Given the
manageable size of the population, the
researchers adopted census sampling thereby
used the entire population as the sample
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size. The respondents encompass a diverse
range of roles within the company, including
owners/managers, procurement  officers,
store managers, logistics officers, and sales
and marketing officers who are actively
involved in the production and management
of the company. The data collected through
questionnaire instruments was presented in
tables using simple percent. The collected
data will be subjected to analysis using the
Chi-square dtatistical method. The Chi-
square coefficient will alow for the

assessment of the strength of the relationship
between the dependent variable and the
independent  variable. This analytical
approach will contribute to a comprehensive
understanding of the research objectives and
the dynamics at play.

4.0 DISCUSSION OF FINDINGS

This section presents an analysis of data
collected through questionnaire on the effect
of political environment on employees of
Salwatable water in Gombe

Table 4.5: Descriptive Statistics on Political Environment

SN Ttems N

MMin Max  Mean Std.

Decision
Dev.

1. Trade regulation has significant
effect on the performance of 44
Salwa table water Gombe?

&

Government legislations (license
Permit) have a positive effect on 44
the performance of Salwa table
water Gombe?

3. Labour laws have 1mpacted
greatly on the performance of 44
Salwa table water Gombe?

4. Enwvironmental laws hawve
impacted positively onthe 44
performance of Salwa table water
Gombe?

5.  Importation  tariff has been
supporting onthe performance of 44
Salwa table water Gombe?

Sectional Mean

3 384 73 Accepted

3 3.61 1.78 Accepted

3 3.61 1.53 Accepted

3 411 .78 Accepted

5 3.86 .85 Accepted

3.13 0.98

Source: (SP55 V213 Output, 2023)

The table above presents data with respect to
the status of political factors and employees
of Salwatable water in Gombe. The analysis
shows agreement with al items. The
sectional mean of 3.13 indicates overall
agreement showing the status of political
factors and the performance of Salwa table
water Gombe. The sectional mean of 3.13
indicates that political factors have effect on
the performance of Sawa table water
Gombe in Nigeria.

Test of Hypothesis

This category of the chapter is set for testing
the validity of the formulated hypothesis in
chapter one of this particular research based
on the analyzed data from the respondents,
statistical package for social sciences
(SPSS) and chi-square was used in testing,
analyzing and interpreting the hypothesis
formulated and draw the valid conclusion on
the study, chi-square was used to accept or
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rgject the hypothesis the formula is as
follows:

X? = Y (0-E)?
E

X?= Chi-Square

O= Observed value

E= expected frequency

O-E= difference between observed and
expected value

To find the critical value, the degree of
freedom was cal culated by the formulae: (R-
1 (C-1)

Where:
R= number of rows
C= number of columns

In testing the hypothesis 5%( 0.05) level of
significance was chosen for the study, the
hypothesis can be tested as follows:
Hypothesis

HO: Political environment has no significant
effect on the organizational performance of
SALWA table water.

Table 4.22 Contingency Table

2
ol E | 0E | (O-EY iO—I'EE)

32 1266 |54 29.16 1.10

12 | 174 |-54 |29.16 1.68

8 |266 |-18.6 |337.09 |12.67

36 | 174 |18.6 |337.09 |19.37

32 |266 |54 29.16 1.10

12 | 174 |-54 |29.16 1.68

25266 |-16 |256 0.10

19 |174 |16 2.56 0.15

36 | 266 |94 88.36 3.32

8 |174 |-94 |88.36 5.08

44.43

OPTIONS[Q11|Q12]Q13 [Q14 Q15 [TOTAL

YES 32 |8 |32 |25 |36 |133

NO 12 |36 |12 |19 |8 |87

Total 44 144 |44 |44 (44 | 220

Expected frequency for Yes
RTxCT = 44x133 = 26.6
GT 220
Expected frequency for No
RTxCT = 44x87 =174
GT 220

Degree of freedom DF= (R-1) (C-1) = (2-
DED=1)4)=4
From the X Table 4 under 5% (0.05) = 9.49

Decision rule

Since the calculated value (44.43) is greater
than the table value (9.49) at DF 4 under
5%, we reect the null hypothesis which
stated that ‘Political environment has no
significant effect on the organizational
performance of SALWA table water, and
accept the alternative hypothesis which state
that: Political environment has no significant
effect on the organizational performance of
SALWA table water.

5.0 CONCLUSION AND
RECOMEMDATIONS

The political landscape in Nigeria exerts a
favorable and noteworthy impact on the
performance of cement manufacturing
enterprises, a correlation that is both positive
and statistically significant, substantiated by
a substantial effect size. Consequently, it is
deduced that the political environment of a
business wields a pivotal influence in
shaping its overall performance outcomes.

Ensuring adherence to  government
regulations pertaining to table water
manufacturing in Nigeriaisimperative. This
measure holds the potential to enhance the
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predictability and stability within the sector,
much like its impact on the cement
manufacturing domain. Effectively
addressing political challenges necessitates a
commitment to transparency, sound
governance practices, and consistent and
steady political leadership. This entails
optimizing regulatory processes, curbing
instances of corruption, and fostering an
environment  conducive to  business
development. These actions collectively
contribute to fostering a thriving landscape
for table water manufacturing enterprises in
Nigeria.
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Service Quality on Customer
Satisfaction among Selected

Fast Food Restaurants in
Gombe Metropolis

Abstract

This study investigated the effect of service quality
(tangibility, reliability, responsiveness, assurance
and empathy) on customer satisfaction among some
selected fast food restaurants within  Gombe
metropolis. A quantitative approach was used and
data were collected using a research questionnaire,
which was distributed to 300 customers that were
randomly selected. Data was analyzed using
statistical package for social science (SPSS
software and structural equation modeling
technique. The finding showed that some items of
service quality (tangibility, reliability,
responsiveness and empathy) have a significant
relationship on customer satisfaction while
assurance was found to have negative effect on
customer satisfaction. The study also recommends
that, restaurants should improve on assurance on the
overall service quality antecedents which shows a
negative connotation towards customers satisfaction
in this study.

Keywords: Tangibility, Reliability, Responsiveness,
Fast food Restaurant and customer
satisfaction.

1.0 I ntroduction

Customers are very essential and critica elements in
business transactions and each business require some
strategies to perform and to create a relationship and trust
between their products and customers. Businesses triumphs
as aresult of degpening and satisfying the needs and wants
of customers for them to always pay constant patronage to
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the business and hence creating and building
a lasting relationship in the long-run. While
satisfaction is said to be a feeling that
surfaces from an evaluation process, that is
when the consumer of a good or service
compares what is received against what is
expected from the utilization of that good or
service (Fu & Juan, 2017). Satisfaction can
also be seen as an overall effective response
to a perceived discrepancy between a prior
expectation and a perceived performance
after consumption (Candri et al., 2022).
Satisfaction  defined by Chonsalasin,
Jomnonkwao and Ratanavaraha (2020) as
the degree which one beieves that an
experience evokes positive  feelings.
Chonsadlasin et al. (2020) also stated that
satisfaction is the customers’ evaluation of a
product or service in terms of whether that
product or service has met their needs and
expectations. Brandtner, Darbanian,
Falatouri and Udokwu (2021) consider
satisfaction as an evaluation by customers
that the food or service they have received is
at least as good as it is supposed to be. In
any organization satisfaction of customer is
more important because if the customer is
satisfied with the services or products, the
position of the firm will be good in the
market. The rule is that customers will get
satisfaction should the service delivery is

meeting or surpass the  customer
expectations. Satisfied customers have a
direct impact on restaurants’ financial

performance and long-term survival (Polas
et al., 2022).

Customers who are dissatisfied in fast food
restaurants do not return to the same
restaurants and they can complain to more
people about poor quality of services they
might have experienced from such a fast
food restaurant. If a fast food firm does not
care about its customers’ satisfaction they
should not expect customers to aso care
about their products (Powton, 2018; Top &
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Ali, 2021; Demir et al., 2020; Ali, 2020; Ali,
2021). Dissatisfied in this regard, customer
can spread and share their experiences and
articulate the negative story about the
service provider (Chicu et al., 2019). Such
thing should in case it happen, will
deteriorate the service provider’s brand
iImage and good names. Satisfaction or
dissatisfaction with a program or facilitiesis
influenced by prior expectations regarding
the level of quality (Giao et al., 2020).
Customer satisfaction is seen as an essential
part of marketing and it plays an important
role in the market. Customer satisfaction is
also articulated to be a crucial element in
service quality assessment because the
higher the customer satisfaction the higher
the performance of a business (Uzir et al.,
2021). Customer satisfaction is built on the
quality of services offered by an enterprise
(Sharma & Srivasta, 2018). It is a doctrine
that emphasizes the significance of making
worth for customers, predicting and
handling their presumptions and manifesting
the capability and duty to meet their
requirements.

In the fast food industry, the main element
of customer satisfaction is the nature of the
relationship among customers and suppliers
of products and services. Service quality has
been regarded as a mgor factor for the
achievement of organizations due to the
close relation it has with customer
satisfaction particularly in the service
industry and is also viewed as a vitd
component to the fast food restaurant’s
achievement and success (Rathnasiri, 2021).

In today’s competitive business world,
service quality has become one of the most
strategic tools for measuring customer
satisfaction. Therefore, there is a need for
every business sector to satisfy and maintain
their customers or else their rivals will take
them away from them. In reality customer



Creative Business Resear ch Journal

| SSN 2756-4940 (Paper) 2756-4932 (Online)

Volume 3, Number 2, September 2023

Department of Business Administration
Gombe State University, Nigeria

satisfaction will affect company and its
product as well, because happier customers
means more products sales and hence more
profit (Jamal et al., 2021). Fast Food
industry can be seen as a mature industry
with  a highly competitive market
environment in the food sector. The Fast
Food restaurant Industry worldwide is such
a business that cannot survive and operate
without customers. It has become one of the
main drivers of global economic activity, in
that the industry supported the creation of
more jobs all over.

The development of long-term relationships
with customers should be the ultimate goal
of every Fast Food restaurant. If they want
their business to grow, the longer a
restaurant company satisfies a customer, the
more profit they generate through the
provision of qualitative services. Therefore,
this study will be focusing on the constructs
of service quality dimensions namely:
tangibility,  rdiability,  responsiveness,
assurance and empathy which are facilitated
through the people aspect of service quality
as variables to measure the effect of service
guality on customer satisfaction. Therefore
the am of the study is to investigate the
effect of service quality on customer
satisfaction of fast food restaurant in Gombe
metropolis.

1.1 Resear ch Questions of the study

The research problem is therefore to answer
the following research questions:-

1. To what extent tangibility affects
customer satisfaction in selected Fast
Food Restaurants operating in Gombe
Metropolis?

2. To what extent reiability affects
customer satisfaction in selected Fast
Food Restaurants operating in Gombe
Metropolis?

3. To what extent responsiveness affects
customer satisfaction in selected Fast
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Food Restaurants operating in Gombe
Metropolis?

4. To what extent assurance affects
customer satisfaction in selected Fast
Food Restaurants operating in Gombe
Metropolis?

5. To what extent empathy affects
customer satisfaction in selected Fast
Food Restaurants operating in Gombe
Metropolis?

1.2 Resear ch Objectives of the study

The main objective of the study is to
investigate the effects of service quality on
customer satisfaction in fast food restaurants
in Gombe metropolis, and the specific
objectives of the study are:

i). Examine the rdationship between
tangibility and customer satisfaction among
Fast Food Restaurants in Gombe Metropolis.

ii). Examine the relationship between
reliability and customer satisfaction among
Fast Food Restaurants in Gombe Metropolis.

iii). Examine the relationship between
responsiveness and customer satisfaction
among Fast Food Restaurants in Gombe
Metropolis.

iv). Examine the relationship between
assurance and customer satisfaction among
Fast Food Restaurants in Gombe Metropolis.

v). Examine the reationship between
empathy and customer satisfaction among
Fast Food Restaurantsin

Gombe Metropolis.
1.3 Statement of the Problem

Delivering quality service is one of the
major chalenges facing the fast-food
industry (lwarere, 2010). It is an essentia
condition for success in the emerging keenly
competitive and global market. However,
with the upsurge in the setting up of fast-
food restaurants, retaining customers
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becomes an issue in particular when factors
such as quality and safety are important
consumer concerns. As competition and
other environmental influences increase
globally, there is growing emphasis on
quality improvement and cost reduction in
companies to achieve customer satisfaction
and enhance organizational value (Iwarere,
2010). Organizations have come to realize
that in this current turbulent economic
climate as well as the existence of keen
market competition that, it’s easier to attract
customers through satisfaction than to
maintain them. This is because, in current
times, better performance is a priceless vigor
to press forward a firm’s profit and
sustainable development (Harcourt &
Ikegwuru, 2020). If expectations are greater
than performance, then perceived quality is
less than satisfaction and hence customer
dissatisfaction occurs (Mwangi, 2018).
Despite the numerous plans and programs
put in place by fast foods firms to satisfy
customers, there is still evidence of
challenges and according to (Haflin et al.
2022) identified some of these to include:
Spoilage of items and proximity to expiry
dates, fake products (Substandard products),
absence of production dates for some
products, product damage as a result of poor
handling and dehydration, instruction
manuals are written in foreign languages,
deceitful labeling, and over pricing.
However, Kotler (1997) asserts that it is not
enough to be product-driven or technology-
driven, without bringing the power of
customer into the center of the business. The
failure of any firm to meet the required level
of expectation may spell doom for the outfit.

Thus, there is need to identify the service
quality gap and to continuously adapt to
customer assessment or perception of
service quality in the fast food industry in
order to ensure high customers satisfaction
and continuous patronage (lwarere, 2011).

14

Very few studies have been done in the fast
food industry and almost none in Gombe
metropolis and even fewer in the context of
developing countries (Porter & Kramer,
2019). This study therefore attempts to fill
the gap by investigating the effects of
service quality on customer satisfaction of
fast food restaurants in Gombe metropolis.

2.0 Literature Review

The literature review focused on conceptual
framework of the study, empirical evidences
and hypotheses to review the factors of
service quality that have effects on customer
satisfaction of fast food restaurants in
Gombe metropolis.

2.1 Conceptual Review

From the review of related literature, it
shows that customer satisfaction as a
dependent variable plays a role on the direct
relationship with the independent variable
service quality. The main assumption is that
the relationship between the duo variables
will depend on the degree of the
independent variable. Below is a conceptual
model that shows the service quality
dimensions that was used to measure the
effects of the independent variable on the
dependent variable:

Fig. 1 Effects of Service Quality on
Customer Satisfaction

Tangibility

e,

| Retiabitity i

Source: Adapted from (Shamsudeen &
Yasir, 2022).
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2.2 Theoretical Background

There have been many theories of severa
stages of service quality over the past
decades. The field has been constantly
developing and evolving at a rapid rate over
the past decades, which necessitated the
emergence of views widely, reported in the
literature (Dahari et a., 2011; Azam et a.,
2014 & Tham et al., 2017).

According to Pakurdr et a. (2019) service
quality is an integral and vital element
towards the success of an organization.
Hossain et a. (2021) states that service
quality’s impact on the outcome of a service
process such as loyalty, reationship,
satisfaction, image and trust has made it
very popular among scholars. Ostrom,
Fotheringham and Bitner (2019) agree that
consumers’ judgment of the service
encounter is directly proportional to the
level of services provided.

However the SERVQUAL model has been
tested for validity and reliability in many
different industries and cultural settings.
This model has produced promising results
and is widely adopted by researchers (Khan,
Lima & Mahmud, 2021). Other researchers
such as Razaet al. (2020) had also described
SERVQUAL as the most appropriate model
to measure service quality. This model is
often used by researchers worldwide to
gauge customer’s satisfaction with a service.
Abisuga, Wang and Sunindijo (2020) opined
that Parasuraman et al. (1985) developed the
conceptual framework for the SERVQUAL
model. Consequently, in the course of its
development, a number of different
competing theories based on various
standards have been postulated for
explaining customer satisfaction. The
theories adopted in this study includes:
Dissonance Theory, Contrast Theory,
Expectancy Dis-confirmation Paradigm
(EDP), and Comparison Level Theory.
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The Expectancy Dis-confirmation

Paradigm

Drawing on the shortcomings of the above
early theories of consumer satisfaction,
Oliver  (1977; 1980) proposed the
Expectancy Dis-confirmation Paradigm
(EDP) as the most promising theoretical
framework for the assessment of customer
satisfaction. The model implies that
consumers purchase goods and services with
pre-purchase  expectations about the
anticipated performance. The expectation
level then becomes a standard against which
the product is judged. That is, once the
product or service has been used, outcomes
are compared against expectations. If the
outcome  matches the  expectation
confirmation occurs.

Dis-confirmation occurs where there is a
difference  between expectations and
outcomes. A customer is either satisfied or
dissatisfied as aresult of positive or negative

difference  between expectations and
perceptions. Thus, when service
performance is better than what the

customer had initially expected, there is a
positive dis-confirmation between
expectations and performance which results
in satisfaction. In contrast, when service
performance is not as good as what the
customer expected, there is a negative dis-
confirmation between expectations and
perceptions which causes dissatisfaction.
This type of discrepancy theory has a long
history in the satisfaction literature dating
back at least to Howard’s and Sheth’s
(1967) definition of satisfaction which states
that it is a function of the degree of

congruency between aspirations and
perceived reality of experiences.
The Comparison Level Theory

(underpinning)

The Comparison Level Theory argues that
there are more than one basic determinants
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of comparison level for a product: (1)
consumers prior experiences with similar
products, (I1) sSituationa  produced
expectations  (those crested through
advertising and promotiona efforts), and
(1) the experience of other consumers who
serve as referent persons.

Applying the Comparison Level Theory to
the confirmation/dis-confirmation process,
Khatoon and Rehman found that experience
based standards or norms play a role as a
baseline for comparisons in consumer's
satisfaction judgments. They found that
situational induced expectations had little
effect on the customer satisfaction, while
expectations based on prior experiences
were the mgor determinant of customer
satisfaction. This finding suggests that
consumers may give less weight to
manufacturer-provided information, when
they have persona experience and relevant

infformation ~ about  other  consumer
experiences.
Unlike the Expectancy/Dis-confirmation

paradigm, the Comparison Level Theory
suggests that consumers might bring a
number of different comparison standards
into  the  consumption  experience.
Consumers might be more likely to use
predictive expectations based on external
communication (advertisement) before the
purchase (in their decision-making), while
different standards (for example, past
experience and experiences of other
consumers as suggested by Khatoon and
Rehman model) might become more likely
after the purchase. There is, however,
inadequate information concerning what
standards these consumers bring into the
consumption  experience  are  being
confirmed and dis-confirmed. Theoretical
discussions aside, the use of past experience
suggested by the Comparison Level Theory
as the comparison standard in customer
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satisfaction  investigations may serve
managers to compare their performance with
their rivals, and undertake required actions
to catch-up or for product differentiation.

2.3 Empirical Evidences

There are many empirical studies on the
variables of service quality that affect
customer satisfaction in the fast food
restaurants business. This study reviews
some of the essential service quality
attributes mentioned above that influence
customers’ decision to return to a fast food
restaurant for another meal.

Raput and Gahfoor (2020) conducted a
study to investigate the impact of service
quality on customer satisfaction in restaurant
industry in Pakistan and different service
dimensions were been studied. Restaurants
for both fast food and conventiona food
were selected for this study. The findings
indicate that there is a highly significant
relationship  between service quality
(tangibles,  reliability,  responsiveness,
assurance and empathy) and customer
satisfaction in restaurant industry. A study
conducted by ElI Kheshin (2020) on
managing service quality in Egypt using five
dimensions of service quality illustrates that
reliability, responsiveness, and tangibility
have direct effect on customer satisfaction in
hotels. From the results it demonstrates that
the presence of all variables posits that, only
reliability, responsiveness and tangibility
variables show a significant impact on
customer satisfaction in hotels, while both
empathy and assurance variables impact
become insignificant.

Ji and Ko (2022) examined the factors that
explained customer satisfaction in the fast
food restaurant segment and show their
results suggested that compared with food
quality/reliability, physical design and price,
service responsiveness was the most
important ~ contributor  to  customer
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satisfaction. Bhuian (2021) conducted a
study on the impact of service quality on
customer satisfaction in  hotel business
development in Best Western Princess Hotel
in Norrkdping, Sweden. Evauation of the
outcomes shows that responsiveness,
empathy, tangibility, assurance, and
reliability significantly influence customer
satisfaction hence determining the nature of
services provided. The study that
investigates the effect of various dimensions
of service quality of banking service on
customer satisfaction in Bangladesh was
conducted by Rahaman et al. (2020) a total
of 212 waking Bangladeshi banking
customers participated in this research. The
findings show that, except employee
competency, all other variables such as
reliability, assurance, tangibility,
responsiveness, empathy, and access to
service have positive influence on customer
satisfaction.

2.4 Hypotheses of the study

Hal: There is a significant and positive
effect of Tangibility on Customers’
Satisfaction.

There is a significant and positive
effect of Reliability on Customers’
Satisfaction.

There is a significant and positive
effect of Responsiveness on
Customers’ Satisfaction.

Ha2:

HA3:

Ha4: There is a significant and positive
effect of Assurance on Customers’

Satisfaction.

There is a significant and positive
effect of Empathy on Customers’
Satisfaction.

3.0 Methodology

The study adopted a survey research design
to examine the effects of service quality on
customer satisfaction of fast food restaurants

HA5:
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in Gombe metropolis. The data required for
the study was collected through
guestionnaire as instrument for data
collection. The type of data obtained for the
study was the primary type. The population
for the study is one thousand two hundred
(1200) customers (Preliminary Survey,
2021) and a sample size of 300 customers
was derived for the survey by using the Taro
Yamani sample sSize  determination
technique. A 5-point likert-scale type from
strongly agree to strongly disagree of a
ServQual gquestionnaire as propounded by
Parasuraman et al. as cited in Sari et a.
(2020) was administered by means of a
convenience sampling technique. Data
collected from the study was analyzed using
Software Package for Socia Science (SPSS)
version 23 and Partial Least Square for
Structural  Equation Modeling  (PLS),
version 4 (2022).

4.0 Resear ch Findings
4.1 Measurement Model via Smart PLS

A measurement model is a mode that
specifies  relationships  between  latent
constructs and their indicators and to see if
the model fits into the data. To evaluate the
measurement model, we examined the
internal consistency reliability, convergent
validity, and discriminant validity (see
Tables 1 and 2). Composite reliability (CR)
was utilised to evaluate the interna
consistency of the measurements, which
ranged from 0.762 to 0.952, thus surpassing
the 0.70 cut offsin amost al the cases (Hair
et a., 2017). For convergent validity, the
average variance extracted (AVE) was
conducted. Convergent validity was
confirmed because the AVE for al the
constructs ranged from 0.678 to 0.868, thus
exceeding the 0.5 thresholds (Hair et 4d.,
2017). Therefore, our measurement model! is
achieved; the mentioned results are
presented in Table 1.
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Source: PLS-SEM V4.0, 2022

Figure 2 above shows the measurement
model of the study.

The Adjusted R sguare for this study is
0.740 (74.0 per cent). Therefore, 74%

Table 1: Construct Reliability and Validity

variance in the customer’s satisfaction of
fast food restaurants in Gombe metropolisis
explained by tangibility, rdiability,
responsiveness, assurance and empathy.

Constracts It=ms Loadmess AVE CE A
Tangibility TG1 [FPE=EED 0.767 0.767 0.o30
TG2 0.817
TG3 0252
TG4 0814
TGS 0876
TGG 0842
Foeliability RE1 0.842 0683 0928 0. 08
RE2 0691
RE3 0.876
RE4 0.883
REBE3 0814
RE& 0.845
Responsiveness RPIN1 0852 0710 0.o24 0897
RPIN2 0859
BEPIN3 0.871
BRPINS 0,844
RPIM6 0. 782
Assurance ABEL 0.0 0. 770 0252 0. 3658
ABED 0915
ABE3 0795
ABE4 0206
ABES 0.772
ASSG 0256
Empathy EFP4 0931 0.868 0352 0024
EPS 0243
EP6 0921
Customer Sansfacton CE1 0. 736 0675 0.0 0877
C82 0.822
CS83 0.869
C54 0. 772
CE5 0. 749
C56 0.7

Source: PLS-SEM V4.0, 2022
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Note: AVE represents Average Variance than 0.65 (Hair et al., 2019). All construct
Extracted, CR represents Composite met the minimum benchmark for both
Reliability;, CA represents Cronbach’s composite reliability and AVE which is
Alpha. 0.675 and 0.952 respectively. Factor

loadings should not be below 0.65 (Hair et

4.1.2 Average Variance Extracted (AVE) al., 2019). All items loaded above 0.65 on

On Table 1 al constructs have a Cronbach’s Table 1, were retained. Also, the AVE and
Alpha coefficient above .65, and a construct CR of each variable on Table 1 is above
having a Cronbach’s Alpha coefficient of 0.675 and 0.952 respectively, which serves
less than 0.65 can be ignored for a tested as the minimum threshold for AVE and
data. Provided other construct in the model composite reliability.

has a Cronbach’s Alpha coefficient greater

Table 2: Discriminant Validity using Fornell-larcker criterion

Constructs 1 2 3 4 5 6

ASS 0.770

EP 0.048 0.782

RB 0.109 0.652 0.685

RPN 0.105 0.710 0.369 0.710

TG 0.125 0.664 0.277 0.654 0.767

CS 0.084 0.571 0.166 0.621 0.0641 0.675
Source: PLS-SEM V4.0, 2022

4.1.3 Discriminant Validity al other correlation column and row wise

are below 0.710 and finaly for tangibility,
having AVE coefficient of 0.767, All other
correlations column and row wise are below
0.767 judging by the Fornell-larcker
discriminant validity criterion, the data
shows that discriminant validity has been
achieved, as the square root of AVE of each
construct is higher than other correlations
(Franke, 2019).

The bolded diagonal numbers represents the
square root of the AVE of each latent
construct. Table 2 is the result of
discriminant validity. For there to be
discriminant validity, the square root of
AVE of each construct must be higher than
other correlations. The AVE of Customer
Satisfaction is 0.675. All other correlations
below are greater than 0.675. Similarly, for

assurance dimension, the AVE is 0.770. All 4.1.4 Effect Size of Exogenous Variables
other correlations column and row wise are (f)

below .770. Likewise, for empathy which . -

have AVE coefficient of 0.782 al other F-Square measures changes in coefficient of
correlations column and row wise are below determination n the event of removing an
0.782. Also, for reliability dimension the exogenous variable from the model. F-
AVE is 0.685 all other correlations column square value of greater than or equa 0.02,

0.15 and 0.35 are regarded as small, medium

and ro ise ae beow.0.685. For
w W y and large respectively (Cohen, 1988).

responsiveness dimension the AVE is 0.710
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Table 3: Effects Size

Construct 2 Effect Size

Tangibility 0.000 Small

Reliability 0.015 Medium
Responsiveness 0.056 Large

Assurance 0.039 Large

Empathy 1.263 Larger

Source: PLS-SEM V4.0, 2022

Effect Size study empathy is the most important

Table 3, shows the effect size of tangibility,
reliability, responsiveness, assurance and
empathy on customer satisfaction in fast
food restaurants in Gombe metropolis.
Tangibility has a small effect size, while
reliability is denoted with a medium effect
size and whence responsiveness and
assurance dimensions have large effects on
customer satisfaction respectively. However,
empathy has larger effect on customer
satisfaction. Therefore, in the model of this

Table 4: Predictive Relevance

predictor of customer satisfaction as it
shows a larger effect size on customer
satisfaction of fast food restaurants services
in Gombe metropolis.

4.1.5 Predictive Relevance of Exogenous
Variables

The study utilized the RMSE Q2 value to
assess the predictive relevance of the
exogenous variables. The result is presented
in Table 4.

Construct Q?predict

RMSE MAE

CS 0.725

0.529 0.37

Source: PLS-SEM V4.0 effect size, 2022

Note: Q2 means Predictive Relevance, RMSE
means Root mean square error and MAE means
mean absolute deviation

RMSE means Root mean square error or
RMSE is a frequently used measure of the
difference between the numbers (population
values and numbers) which is estimated by
an estimator or mode. The root mean sgquare
is also known as root mean square deviation.
The RMSE details the standard deviation of
the difference between the predicted and
estimated values. Each of these differences
is known as residuals when the calculations
are completed over the data sample that was
applied to be determined, and also known as
prediction errors when estimated out of
sample. The root means square error or

20

RMSE accumulate the magnitude of the
errors in estimating different times into a
single measure of predictive power. Sharma
et al. (2019) shows that the RM SE and mean
absolute deviation MAE are particularly
suitable when, the aim is to select the best
predictive model among a set of competing
models. RMSE represents Sum of sguared
of observed omitted values; MAE represents
Sum of Squared Error.

4.2 Test of Hypotheses

The study tested the hypotheses to determine
the extent of the relationship between
customer satisfaction and service quality
dimensions which are tangibility, reliability,
responsiveness, assurance and empathy in
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fast food restaurants in Gombe metropolis. hypotheses.

Table 5 presents the result of the test of

Table 5: Path Coefficient
Hypotheses Testing Sample (M) (STDEV) Pvaues Decision
HA.;: TG->CS 0.163 0.051 0.001 Accepted
HA2:RB -> CS 0.125 0.066 0.051 Accepted
HAz RPN -> CS 0.192 0.062 0.002 Accepted
HA4 ASS->CS 0.000 0.046 0.851 Rejected
HAs: EP->CS 0.627 0.052 0.000 Accepted

Source: PLS-SEM V4.0 Path Coefficient, 2022

*** p< 0.01; **p< 0.05; *p<0.1

From Table 5, it can be deduced that
Tangibility dimension has a positive and
significant  relationship on  customer
satisfaction, positively significant at P value
<0.001 to customer satisfaction. Therefore,
HA; is accepted that there is a significant
and positive relationship between tangibility
and Customer satisfaction. Similarly,
Reliability dimension has a positive and
significant  relationship on  customer
satisfaction, positively significant at P value
<0.051. Thus, Ha; is accepted which states

that, there is significant and positive
relationship  between  reliability and
customer  satisfaction.  Responsiveness

dimension has a positive and significant
relationship on customer satisfaction,
positively significant a P value <0.002 to
customer satisfaction. Therefore, HA3 is
accepted that there is a significant and
positive relationship between responsiveness
and customer satisfaction. In the same test
also, Assurance dimension has a negative
significant  relationship on  Customer
satisfaction, negatively significant at P value
<0.851. Therefore, Has is reected which
states that there is significant and positive
relationship  between  assurance and
customer  satisfaction.  But  Empathy
dimension has positive and significant
relationship on customer satisfaction,

21

positively significant at P value <0.000 to
customer satisfaction. Therefore, Has is
accepted which dstates that, there is
significant relationship between empathy
dimension and customer satisfaction.

5.0 Conclusion

Previous theories and researches conducted
in the area of service quality shows that,
there is a definite positive relationship
between service quality dimensions and
customer satisfaction. Service quality in the
fast food restaurant industry has become a
major factor of reationship building. In
order to improve customer satisfaction and
improve business performance service
guality dimensions are considered to be
essential for building long-term relationship
with customers. The results of the test of
hypotheses have indicated that service
guality dimensions have significant and
positive  relationship  on  customer
satisfaction with the exception of assurance
in the selected fast food restaurants business
in  Gombe metropolis. Besides, it was
discovered that the service quality
dimensions used in the study, such as
tangibility,  reliability, responsiveness,
assurance and empathy have significant
effects on customer satisfaction. The study
concluded that, the extent of service quality
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in restaurants within Gombe metropolis is
between small to large level of customer
satisfaction. The study aso recommends
that, restaurants should improve more on
tangibility, reliability, responsiveness and
empathy even including assurance which
shows a negative connotation towards
customers’ satisfaction in this study.
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