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ABSTRACT
This study is about the discussion on the relationship between attributes of product quality with brand loyalty in Nigeria. It helps to extend the understanding of the feelings and effects formed as a result of the reception of quality. Result obtained in the study were different from the product quality based in the perceived quality (Extrinsic Attributes) was still found to have significant influence on the Brand loyalty this happened because the customer has developed perception that derived from high level of customer, awareness, good image, sales, promotion etc. by doing this only cap can be closed with a clear picture on the extended scope of market economic which can be further extended.



 


CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF THE STUDY
Dr. Joseph Juran (2013) defined product quality as a means to incorporate features that have a capacity to meet consumers need (wants) and gives customer’s satisfaction by improving product (goods) and making them free from any deficiencies or defeats.
The quality of a product could be sub divided into real quality and perceived quality.
Nevertheless in this research work, will place more emphasis on perceived quality as such in the line with the marketing concepts, moreover the rhetoric of the matter in this, of what use is the quality if it does not have any influence on the customer?
	Shawn Grimsley (2015) defined brand loyalty as where a customer to repeatedly purchase a product by the same company instead of a substitute product produced by a competitor.
Brand loyalty is more than sample repurchasing customer may repurchase a brand due to situation oral constraints (such as vendor locking) a lack of viable alternations or out of convenience, such loyalty is referred to as “superior loyalty”. True brand loyalty exists when customers have a high relative attitude towards the brand which is then exhibited through repurchase behavior.
	According to Kolter and Keller (2006) this typee of loyalty be the extent of consumers faithful towards a specific brand and this faithfulness is expressed through repeat purchase and other positive behavior each as a word of mouth advocacy, irrespective of the marketing pressure, generating by the other competing brands.
It is important for it to be pointed out here that are not with standing, the redoubtable not intend to entangle himself in the fractions trajectory of attempting to distinguish and analogize time and superious loyalty in this work. Brand loyalty will be examined textually as it is in its definitions by Shawn Grimsley (2015). The repeatedly purchase a product by the same company.
	The topic of  this research, of course the influence of product quality on brand loyalty in Nigeria (A case study of customers of Peak Milk Ekwulobia).
	Many factors have some impact of bran loyalty, the include prince, peer and societal pressure, product availability and etcetera.
	Nevertheless we will restrict ourselves to the impact of product quality on such loyalty and with particular reference to customers of Peak Milk in Ekwulobia residents in Anambra State of Nigeria.
	Aguata is a local government Area East Central Nigeria. It is a region with marketing fertile land for agriculture with prominent product around like rice, yam, cassava and palm oil. Most of the population are subsistence farmers and traders there are also a large students community as a result of the presence of Federal Polytechnic Oko located at Oko.
1.1.1 BRIEF HISTORY OF PEAK MILK COMPANY
Friesland compins WAMCO Nigeria Plc is a multinational manufacturing company. It is an affiliated to Royal Cooperative compina of the Netherlands, the world largest industrial area its headquarters is in the Ikeja Industrial Area of Lagos State and operate an extensive distribution network across Nigeria. 36 states and the Federal Capital Territory. The company was incorporates in April 1973 as West Africa Milk Company Nigeria Plc and commenced operations in 1975. The largest diary cooperative in the world. The company as contributed to play a leading role in the productive, processing, packaging, marketing and distribution of various milk product in Nigeria with and annual turnover of 111.12 Billion in 2012 and a dominant market share driven by her keybrand, “Peak, Three Crowns and Friso. It pioneered the manufactured of evaporated milk and is the market leader in the introduction of fortified based milk product in Nigeria. Friesland compina WAMCO Nigeria Plc will maintain its No 1 position as the rations leading milk manufacturing company by investing in its people, capacity expansion projects and by being an excellent corporate citizen.
1.2 STATEMENT OF THE PROBLEMS
Product quality is the collection of features and characteristics of a product that contributes to its ability to meet given requirement. Early work is contributing product quality was on creating standards for producing acceptable product. Dr. Carvin identified 8 dimension as a frame work for thinking about the basic elements of product quality. Each dimension is self contained and distinct, a product can be ranked high on one dimension while being low on another. Eight dimensions of product quality includes performance, features, reliability, conformance, durability, serviceability, aesthetics and perceived quality.
Actually, any product that has good quality which can satisfy its customers, suppose to attract brand loyalty. But, at times it seems that some products that have quality seems not to attract brand loyalty. This could be as a result of customers finding it difficult to identify attributes of quality product or they don’t appreciate the quality product of a product.
Thus, this research set out to look at what a quality product is and also to identify influence of product quality on brand loyalty using Peak Milk as a case study.
1.3 PURPOSE OF THE STUDY
The main purpose is to investigate the influence of product quality on brand loyalty. The specific purpose are ascertain if product quality has influence on brand loyalty ascertain if customers of Peak identify product quality.
	To identify other factors that affect brand loyalty.
1.4 SIGNIFICANCE OF THE STUDY
This research work is especially relevant to those who are
i. Decision makers on the product quality levels 
ii. Management of producers of Peak (Friesland Compina WAMCO).
iii. It will add to the existing knowledge
1.5 RESEARCH QUESTIONS
1. To what extent does product quality influence brand loyalty?
2. Do customers of Peak Milk identify what product loyalty is?
3. What are the other factors that affect brand loyalty?
1.6 RESEARCH HYPOTHESIS
The researcher formulated the following hypothesis to guide the research
Ho: There is a relationship between product quality and brand loyalty
Ha: There is no relationship between product quality and brand loyalty.
1.7 SCOPE OF THE STUDY
This study is limited to consumers of Peak Milk Ekwulobia Anambra State.
1.8 DEFINITIONS OF TERMS
These terms were formed appropriate for definitions in this work:
Product: A product is any thins that can be offered to a market which satisfy a want or need.
Brand loyalty: Is the marketing efforts or outcomes that accrued a product with its brand name corporate to those that would accrue f the same product did not have the brand name.
 
Marketing concept: It is a business philosophy based on the focus of business efforts or its management orientation that holds that key task of the organization is to determine the need and wants of target market and to adopt the organization to delivering the desired satisfactions more effectively and efficiently than its competitors.
Marketing mix: The marketing mix refers to the use of several variable (place, product, price and promotion) in other to achieve marketing objectives. Those variable are also known as the 4ps.
Quality: Is a measure of excellence or a state of being free defects, deficiencies any significant variations. It is brought about by strict and consistent commitment to certain standards that achieve infirmity of a product inorder to satisfy stated implied needs.
Brand: A name, term, design, symbol or any other features that identifies one seller’s goods and services as distinct from those of other sellers.
Concept: An idea at satisfy consumers wants and needs.
Loyalty: Is a faithfulness or a devotion to a person, country, group or cause or the state of being loyal, faithfulness to commitment or obligations.
Product concept: It purpose that consumers will prefer product that have better quality, performance and features as opposed to a normal profit.
Tangible product: Is any physical product that can be touched like a computer, automobile etc.





CHAPTER TWO
LITERATURE REVIEW
INTRODUCTION
	This portion of this research project explains the relevant available document (materials) used in the research project. Review of relevant literature helps the researcher to accurately define the problem and formulate appropriate research questions and hypothesis. Apart from acquainting the researcher on the level of work done in the area, thereby revealing what has been covered and those are covered, it enables the researcher to avoid duplication of previous studies or using methods that have proved futile and unproductive. It is a very important step in the researcher process.
2.1 Definitions of a product
	A Product is any that is capable of satisfting need which can be tangible or intangible. The price that can be charged depends on the market, the quality, the marketing and the segment that is targeted. Each product has a useful life after which it needs replacement, and a life cycle after which it has to be re-invented. A product needs to be relevant, the users must have an immediate use for it. A product needs to be functionally able to do what is is supposed to, and do it with a good quality. A product need to be communicated users and potential users must know why they need to use it, what benefits they can drive from it and what it does difference and also what it does to their lives.
2.2 types of product
	Basically, product are divided into two which are industrial product and consumer product; product classification are often based on the intend application.
	There are situation where by a particular product may serve as industrial product and in another situation an consumer products.
· Industrial products: They are those goods and services meant for production of other goods and services for use in the operation of the business or for resale to industrial users. Industrial product comprises of capital equipment, raw materials, typewriter, air-conditioner and industrial services.
· Consumer products: They are those goods and services purchased by the final consumers for personal use, family or household consumption. Consumer product are in such form that they can be used without further processing. Consumer product are classified into convenience, shopping and specialty products. This classification is essentially based on buyers buying behavior and the shopping efforts consumers expend in buying the product, shopping efforts refers to those activities like visiting retail stores to compare price and product characteristics, evaluation of product information contained in the sellers catalogues or advertising message .
· Convenience product: They are they those product which consumers purchase with a minimum effort. A minimum effort is required because the consumers has adequate information about the product characteristics prior to shopping. The buyer may not be willing to search for additional information about the product and also may may be willing to accept a close substitute convenience product is classify into staple, impulse and emergency items.
· Shopping product: These are product which the buyer makes a considerable effort by going from store to store comparing price, quality, styles, colors, size and suitability. This is so because the buyer lacks sufficient information about the product alternatives and their wants satisfying attributes. This act of product comparison enables him to acquire more knowledge in order to make a purchase decision.
· Specialty products: They are product for which consumers cannot willingly accept substitutes for specialty product, consumer establish brand loyalty. Consumer have sufficient product information and product attributes which make buying decisions less difficult. The consumers are ready to make extra efforts to ensure; it means that consumers cannot make any purchase if their choice are not in stock.
2.3 New product development process
	The new product development process involve several stages which began with idea generation and end with commercialization the series of new product development process include; idea generation, idea screening, concept testing, business analysis, product development, test marketing and commercialization.
· Idea generation: It is systematic search for new product opportunities. The new product idea may not come form both internal and external sources such as the research and development department, the sale force, the technical staff, customer, competitors, government etc. the company generate as may ideas as possible after identifying product categories of interest for every product existing in the market several ideas undergone before the actual ideas finally emanates.
· Idea screening: All the new ideas should be evaluated in terms compatibility with the company’s product policies, product objectives and over all company objectives. The main objectives of idea screening is to evaluate and weed out from further considerations of those unviable, unsuitable poor and unattractively ideas. Basically, new product ideas can be evaluates using certain criteria. The new product ideas must be in technical management and financial means of the company and consideration of the existing marketing potential for the product. There are two types of error and a go error and a drop error.
i. A drop error: This occurs when a company dismisses a good idea because of lack of vision of its potential.
ii. A go error: This occur when  the company lets a poor idea proceed to development and commercialization stage.
· Concept testing: In this stage the consumers are presented with a proposed product in order to measure their attitudes at the early stage of the new product development concept testing may be carried out by asking consumer to react to a picture, written statement on oral description of a product. This enable the form to evaluate the initial attitudes before going into the next more expensive stage.
· Business analysis: It involves a detail review of the financial involvement of the new product introduction. The basis factors that are considered in the analysis includes the cost of producing the new product, time to recoup initial investment risk involved, estimated market potential, strength and weakness of competitors, competitive strategies, average rate of return on investment, use of existing facilities and resource and availability of raw materials considerations of distribution intermediaries etc.
· Product development: This is a stage in the new product development when the idea on a paper either in word description or drawing is converted into a tangible product. It involve product construction, it has to do with the determination of the quality of materials required for the product, method of production, plant capacity alternative size, colors and time requirement for commercialization. Packaging decision include the colour, alternative, sizes, cost and storage and promotional functions it is expected to perform. Branding decision involve the choice of a brand name, trade mark etc.
· Test marketing: It means placing a fully developed new product in few selected geographical markets and observing it actual performance to determine the feasibility of full-scale commercialization. Apart from observing the behavior of consumers, test marketing is also used to determine the response of channel members towards the new product and also the reaction of competitors. Based on the result of its test, the firm may decide to go into full-scale production, modify the marketing plan, or drop the product.
· Commercialization: This is a stage after the firm has successfully completed test marketing not set to lunch the new product with total marketing plan and full production. During the commercialization stage large sum of money is spent on promotional activities and expansion of production capacity.
2.4 The product life cycle
	The concept of product life-cycle represent the sales history or a product from the day it is introduced into the market to the day it is removed from the market. The product life-cycle is likened to the arrival of a new baby. The baby begin her life journey as an infant and grows to adolescent stage and from adolescent to a matured adult get old finally dies. Product life cycle attempts to describe a product sales, profits, customers and marketing emphasis form its beginning until it is deleted from the market.
Stages of the product life cycle
There are four stages of the product life cycle and these are the introduction, growth, maturity and decline stage.
Introduction stage: This is the stage when a new product is launched into the market and the objective is to generate customers interest. The level of sales performance depends on the newness and desirability of the product by the target consumers. During the introduction stage, however the sales growth and level of sales are low. In most cases, the slow sales growth is as a result of customers reluctance to change established patterns of behavior delays in selecting the appropriate distribution outlets and unexpected technical problem in the product or in production. This stage is characterized by loss due to high production and marketing coosts as well as limited competition. The firm need promotion,especially introductory advertising to pioneer the acceptance of theproduct by informing the consumers about the new product, it advantages ans uses.
Growth stage: The growth stage is characterized by increasing sales volume because the new product now gains wider market acceptance. The competitors begin to enter into the market especially if the profit outlook is attractive. Promotional emphasis begins to shifts from informative to persuasive message. Promotional expenditures become relatively higher than the expenditure on established product. Some firms that adopt a used apple policy will begin to enter the market more and more there by strengthening competition. The term used deliberately let a policy in which a firm deliberately let other firms develop market for new market and it later comes in during the growth stage.
Maturity stage: During the maturity stage the sales, growth rate declines that is sales will continue to increase at diminishing rate. Many competitors have entered into the market and the market becomes more competitive than ever. In order to withstand competition, companies try to maintain differential, advantages such as offering lower prices, improved product features or extended warranty. Some procedures are marginalized and consequently forced out of the market. Promotion is at its highest level because price reduction is an important competitive weapon at this phase the average = income mass markets make its purchase. A full line of product is made available at many outlets. The key elements of successful marketing at the maturity stage is designing a programme to reach more consumers and to find and promote new uses for the product.
Decline stage: In the decline stage, sales volume falls as new product replaced old ones and consumers show dis satisfaction with the later. Cost control becomes necessary and many firms fallout of business. Advertising expenditure is drastically reduced in order to control cost. When firms face sales decline, the possible courses of actions of open to them are to reduce the number of product items they make the number of retail outlet and the promotion they use. However, product revival can be achieved by product repositioning, repackaging or other desirable product adjustment. The firms also have the options of marketing or terminating the product.
2.5 Quality product explained
	Product quality is the understanding that the product offered by sellers have more selling points that are not owned by a competitors product.
	Therefore, companies are trying to focus on quality product an compare them with the product offered view is not the highest quality product if the zoom is not needed and desired by the market.
	According to Kotler and Armstrong (2004:283) product quality is the ability of  demonstrate a product quality in the function, it include the overall durability, reliability, accuracy, ease of operation and repair products are also other products. Attributes Kotler (2002:272) state other product is characterizes of a product or service that relies on its ability to satisfy customers needs are expressed or implied.
	Based on the above opinion can be concluded that product quality are the quality or characteristics of product or service that depend on its ability to demonstrate its function, among others, the overall durability, reliability, accuracy, ease of operation and repair product attributes are also other products to satisfy consumer needs and wants.
2.6 Overview of product quality and brand loyalty
	In marketing concept the achievement of the overall organizational goals depends on how best is a company in delivery satisfaction better than the competitors. From the marketing point of view, competitive advantage can be achieved through a series of intermediate objectives such as perceived quality achieving satisfaction greater commitment and confidence on the part of customers as well as final objectives which is to enhance loyalty.
	Further more, in order to  increase the brand loyalty customer base, it is suggested that an organization needs to create the awareness, reputation, image, brand, extension innovation and perceived quality of its product. Product quality is defined as a means to incorporate features that have a capacity to meet consumers need (wants) and give customer’s satisfaction by improving product (goods) and making them free from any deficiencies or defeats (Dr. Joseph Juran 2013). As mentioned by Garvin (2008) there are dimensions of product quality which include performance, features, reliability, conformance, durability, serviceability, aesthetics, perceived quality.
	In order to increase the brand loyalty customers base, it is suggested that an organization need to create the awareness,, reputation, image reputation, brand extension, innovation and perceived quality of its product. It is also noted relationship with the customer. Best practice organization recognizes that the emotional aspects of their brand are reflected in how customers experience that brand across every touch point. Today’s these opportunities by helping them better understand customer motivating and then deliver on those unique insights through mass customization non-mass communication loyalty towards product brand can be delivered in many ways.
	According to Kotler 2011, a brand is a name term, sign, symbol or design or a combination of them intended to identify the goals and services of one sellers or group of sellers and to differentiate them from of the competitors. Alor and Kelter, 1990 believed that loyalty is closely associate with various factors one of the main ones being the experiences of use. Customers may be loyal owning to high witching barriers related to technical emotional or psychological factor which make it costly difficult for the customer to change. In another point of view, customer may also be loyal because they are satisfied with the supplier or product brand, and this want to continue the relationship.
	Research has been done and it is noted that there is an effect of product quality and after sales service, on a consumer intensions to repurchase vehicles from the original dealer. A good quality product creates customers delight. In turn, delighted customer remain loyal and talk favourably to others above the company and its product studies shows big differences in the loyalty of customers who are less satisfied somewhat satisfied and completely satisfied. Even a slight drop from completely satisfaction can create an enormous drop in loyalty. Several researchers have been done and it is as noted that there are positive relationship between performance quality and customer satisfaction.
	However, the correlation differs between once product and service to another. According to a researcher constructed by Crown, (2005) who examined for business, found strong correlation between satisfaction and loyalty to fast food  and dry cleaning.
	However, satisfaction and loyalty is to be dependent on the characteristics of the total product and services itself. It was discovered in the previous literature that brand reputation to have a strong effect on loyalty. The effect of customer satisfaction on loyalty appears to be contingent and it was suggested that satisfaction will only have a direct effect on loyalty when customers are able to evaluate product quality through their experienced with the product and service itself. As stated and mentioned by Rust and Oliver (2006) who suggested that customer’s satisfaction or dissatisfaction emerges as a response to a single or prolonged set of service encounters. It also mentioned that satisfaction is “Post consumption experience which compare perceived quality with expected quality, whereas service quality refers to a global evaluation of firms service delivery system. 

CHAPTER THREE
METHODOLOGY
Introduction of the chapter
	This portion of the research project explains the procedures which were used in carrying out the research no important explanatory information about thee procedure was left out. Research methodology is designed for generating, collecting and analyzing the data resigned for solving a specific research problems such as the one wider study the impact of product quality a brand quality in Ekwulobia.
3.1 DESIGN OF THE STUDY
In this study, survey method was used in conjuction with the description research tool. Survey is defined as techniques when delineals a situation where a representation sample of the population is studied and the result generalized.
3.2 AREA OF THE STUDY
The area of this study is Ekwulobia, Aguata L.G.A of Anambra State in Nigeria.
3.3 POPULATION OF THE STUDY
The population of this study is 2000. In this work  the population was classified into males and females residents in Ekwulobia.
3.4 SAMPLE OF THE STUDY
For the purpose of convenience and case of distribution of the research instrument a sample size was raised with Taro Tarmane formula
n = 
where n= sample size
          N= population size
          e= error margin
2
 
n=  = 200
a sample size of 200 was used for this study 100 for males and 100 for females
3.5 INSTRUMENT FOR DATA COLLECTION
A combination of oral interview and structured questionnaire were employed for this study.  It must be admitted that the questionnaire is arguably, the most crucial and recent source of information and sometimes the most costly and error phone in any research.
	The secondary data were obtained for references of other work, related to this study. These include journals, textbooks, libraries and individual project reports of post graduate students of marketing. These entire were extensively quoted in the work.
3.6 VALIDATION OF THE INSTRUMENT
The instrument of this research work was the questionnaire. The questionnaire was thoroughly checked by my supervisor and the Head of Department of Marketing, who found it worthy and approved it accordingly.
3.7 DISTRIBUTION AND RETRIEVAL OF THE INSTRUMENT
A total of 200 questionnaires were distributed for this research work. However, 50 of them were returned unfilled out of the 200 completed 150 each were filled by the males and females of Ekwulobia.
3.8 METHOD OF DATA ANALYSIS
The data generated for the study were analyzed using the sample tabulation format. The respondents were categorized according to the nature of their responses and the percentage of each responses was calculated.
The hypothesis were tested using chi-square 
The formula for chi square is as follows
X2  = 
Where 
X2 = chi square 
fi = observed frequency
fe = expected frequency.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 Introduction of chapter
	Here we are going to present out data using the tabular and chi-square method. Each of our research questions will be presented and analyzed using the tabular format. However, our hypothesis will be tested using the chi-square statistics.
4.2 PRESENTATION AND INTERPRETATION OF DATA PROPER
ANALYSIS OF RESEARCH QUESTION
TABLE 4.1: RESEARCH QUESTION SEX
	Response
	No of respondent
	Percentage

	Male
	100
	66.66

	Female
	50
	33.34

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the above statement, out of the 150 respondents 100 or 66.55 were male while 30 or 33.34 of the respondent were female 
TABLE 4.2: RESEARCH QUESTION MATERIAL STATUS
	Response
	No of respondent
	Percentage

	Married
	60
	40

	Single
	90
	60

	Total
	150
	100%


From the above 60 or 40% of the respondent consists the married while the 90% of 60% of them were single.
TABLE 4.3: RESEARCH QUESTIONS EDUCATIONAL QUALIFICATION
	Response
	No of respondent
	Percentage

	Primary school
	40
	26.66%

	Certificate
	-
	-

	WASC/GCE certificate 
	50
	33.34%

	HND/BSC and above
	60
	40%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the above statement 40 or 26.66%of the respondents have their primary school certificate, 50 or 33.34% of the respondents were WASC/GCE holders while 60 or 40% of the respondents were HND/BSC holder and above certificate.
TABLE 4.4: RESEARCH QUESTION WHAT IS YOUR AGE GROUP
	Response
	No of respondent
	Percentage

	20 years
	65
	43.34%

	21-30 years
	45
	30%

	31-and above
	40
	26.66%

	Total 
	150
	100%


From the above table out of 150 respondent 65 or 43.34% of the respondents were 20 years, 45 or 30% of them, 21-30 years while 26.66% of them were 31 and above in age.
TABLE 4.5: RESEARCH QUESTION WHAT IS YOUR
	Response
	No of respondent
	Percentage

	A Nigeria
	105
	70

	Not a Nigeria
	45
	30

	Total
	100
	100%



From the above table is show that 63.33% of the respondents answered yes to the question while 36.67 of the respondent answer no to the question.
TABLE 4.6: RESEARCH QUESTION DO YOU HAVE SOME CONCERNS RELATIVE TO THE FEATURE OF PEAK MILK PRODUCTS
	Response
	No of respondent
	Percentage

	Yes
	80
	53.34

	No
	70
	46.66

	Total
	100
	100%


Therefore from the table above 53.34% of the respondent agreed that they have some concerned while 46.66% of them were of the respondent that says no.
TABLE 4.7: QUESTION WHAT TYPE OF CONCERN
	Response
	No of respondent
	Percentage

	Favourable 
	85
	56.66%

	Unfavourable
	65
	43.34%

	Total
	100
	100%


SOURCE: FIELD SURVEY 2011
The above table show that 85 or 56.66% of the respondent have concern while 65 or 43.34% of them said they have no concern.
TABLE 4.8: RESEARCH QUESTION WHAT YOUR AGE GROUP
	Response
	No of respondent
	Percentage

	Under 20 years
	55
	36.66%

	31 and above
	45
	30%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the above statement, out of the 150 respondents 55 or 36.66% of their number is between 20years or 31 and above of them where between 31 and above while 45 or 30 of them were above.
TABLE 4,0: RESEARCH QUESTION HAS PRODUCT QUALITY IMPROVED COMPANY’S VOLUME?
	Response
	No of respondent
	Percentage

	Yes
	85
	56.66%

	No
	65
	43.34%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
Out of the 150 respondents that returned their questionnaires, 85 or 56.66% of them answered yes to the statement 65 or 43.34% said no.
TABLE 4.10: RESEARCH QUESTION WHAT IMPACT DUES PRODUCT QUALITIES HAVE ON YOUR PREFERENCE FOR ONE PRODICT OWNER THE OTHER ALITERNATIVE 
	Response
	No of respondent
	Percentage

	Very high
	50
	33.33%

	High
	45
	30%

	Low
	35
	23.3%

	Very low
	20
	12.34

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the above statement out of the total respondents 50 or 33.33% of them have preference of very high to one product over the other 45 or 30% of them says high, 35 or 23.3% of them says 100 while 20 or 12.34% of them have very low preference.
TABLE 4.11: RESEARCH QUESTION SELECT FROM THE FOLLOWING VARIABLE, WHICH SUSTAIN YOUR LOYALTY TO A PRODUCT MOST?
	Response
	No of respondent
	Percentage

	Advertising
	75
	50%

	Sales promotion
	40
	26.66%

	Price
	35
	23.34%

	Total
	150
	100%


SOURCE: SURVEY 2011
From the above statement of the total respondents 75 or 50% select their own through advertising, 40 or 26.66% of them also does their through pricing of goods sold.
TABLE 4.12: RESEARCH QUESTION IF YOUR ANSWER TO QUESTION(S) IS YES HOW WOULD HAVE DETERMINED THAT?
	Response
	No of respondent
	Percentage

	Through sales from sales personnel
	45
	30%

	Frequent rate of placement of order by distribution
	40
	26.66%

	The rate of which retail ask for order refill
	35
	23.34%

	Favourable words of month for satisfied consumers
	30
	20%

	Total
	150
	100%


SOURCE: FIELF SURVEY 2011
From the above statement out of 45 or 20% of respondents says through sales report, 40 or 26.66% says through frequent rate of placement, 35 or 23%, 34 of them does their own through rate of refill while 30 or 20% of the does their through favourable words of month.
TABLE 4.13: RESEARCH QUESTION HAS PRODUCT QUALITY SPECIFIED ADDED TO YOUR PROFIT MARGIN?
	Response
	No of respondent
	Percentage

	Yes
	100
	66.66%

	No
	50
	33.34%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the above it is show that 100 or 66.64% of the respondents discovered that project quality had actually added to the profit margin of the company while 50 or 33.34% said no to the statement.
TABLE 4.14: RESEARCH QUESTION DOES THE PROBLEM POSED BY SALES DEPARTMENTS AFFECT YOUR COMPANY ADVERSELY?
	Response
	No of respondent
	Percentage

	Yes
	105
	70%

	No
	45
	30%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the outcome the data show that 105 or 70% of the respondents were in support of the statement while 45 or 30% of them were not in support of the statement
TABLE 4.15: RESEARCH QUESTION WHAT TYPE OF COMPANY’S ACTIVITIES DO YOU CONDUCT, DOES IT AFFECT PROFITABILITY?
	Response
	No of respondent
	Percentage

	Customer needs wants
	45
	30%

	Competitors strategies
	25
	16.66%

	Pricing and promotion
	30
	20%

	All of the above
	50
	33.34%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the above data, 45 or 30% of the respondents accepted that customers needs and wants is one of the company activities conducted, 25 or 16.66% of them used competited strategies 30 or 20% of them conducted their company’s activities through pricing and promotion while 50 or 33.34% of them used all of the above activities.
TABLE 4.16: RESEARCH QUESTION DO YOU HAVE MARKETING PROFESSIONALS IN YOUR ORGANIZATION?
	Response
	No of respondent
	Percentage

	Yes
	110
	73.34%

	No
	40
	26.6%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the data of the analysis of the question, 110 or 73.34% of the respondents were fully support of the statement while 40 or 26.6% of the respondents said no to the statement.
TABLE 4.17: RESEARCH QUESTION IF YOUR ANSWER TO QUESTION (15) IS YES, HOW MANY ARE THEY IN NUMBER?
	Response
	No of respondent
	Percentage

	1-5
	70
	46.66%

	6-10
	60
	40%

	Above 10
	20
	13.34%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the above statement, out of the 150 respondents 70 or 46.66% of their number is between 1-5, 60 or 40% of them where between 6-10 while 20 or 13.34% of them were above 10.
TABLE 4.18: RESEARCH QUESTION: HOW DO YOU LOCATE YOUR PRESENT SITE DOES IT AFFECT PROBABILITY?
	Response
	No of respondent
	Percentage

	Through personal effort
	95
	13.33%

	Through friends
	35
	23.33%

	Through government allocation
	20
	12.34%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the above statement 95 or 63 or 63.33% of the respondents locate their site through personal effort 35 or 23.33% of the, are through friends while 20 or 12.34% of them are through government allocation 5.
TABLE 4.19: RESEARCH QUESTION WHAT TYPE OF TRAINING DO YOU GIVE TO YOUR PRODUCTION DEPARTMENT?
	Response
	No of respondent
	Percentage

	Apprenticeship
	45
	30%

	On the job training
	35
	23.34%

	Correspondent course
	15
	10%

	In saving training
	55
	36.66%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the above statement 45 or 35% of the total respondents were strongly in favour of the statement, 35 or 23.34% of them accepted the same statement while 15 or 10% of the respondents also has their various types training in the production department.
TABLE 4.20: RESEARCH QUESTION HOW IS THE EVIRONMENT YOU ARE OPERATING IN?
DEPARTMENT?
	Response
	No of respondent
	Percentage

	Accommodating
	65
	43.33%

	Conducive
	35
	23.34%

	Hostile
	50
	33.33%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the above table 65 or 43.33% of the respondent said that they environment is accommodating, 35 or 23.34% them answered that it is conducive while 50 or 33.33% of the respondents said that the environment is hostile to them.
	Response
	No of respondent
	Percentage

	Below
	65
	43.34%

	10-20years
	55
	36.55%

	Above 20 years
	30
	20%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
Table shows that 65 or 43.34% of the respondents have put in more than ten (10) years in services, 55 or 36.66% of them have worked in the organization between 10-20years while 30 or 20% of them had put in over 20 years.
TABLE 4.23: RESEARCH QUESTION WHAT IS YOUR PERSONAL POSITION IN THE ORGANIZATION?
TABLE 4.21: RESEARCH QUESTION HOW DO YOU SOURCE YOUR FINANCE?
	Response
	No of respondent
	Percentage

	Personal saving
	70
	30%

	Borrowing form 
	20
	16.66%

	Banks and friends
	10
	

	Banking on credit
	10
	20%

	Ploughing bank profit
	40
	33.34%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the above information 70 or 30% of the respondents some their finance by personal saving, 20 or 16.66% of them are by borrowing from banks and friends 10 or 20 of them are through buying on credit which 40 or 33.34% of them source their respondents said that the ploughing back profit to them.
TABLE 2.22: RESEARCH QUESTION HOW LOND HAVE YOU BEEN AN EMPLOYEE OF THE COMPANY?
	Response
	No of respondent
	Percentage

	Management staff
	105
	70%

	Senior staff
	25
	16.66%

	Junior staff
	20
	13.34%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the above, it is clear that out of the 150 respondents, 105 or 70% of them are management staff, 25 or 16.66% of them were senior staff while 20 or 13.34% of them are Junior staff.
TABLE 4.24: RESEARCH QUESTION WHAT DO YOU THINK THAT WILL HELP TO DETERMINE CONSUMER PATRONAGE OF THE PRODUCT OF PEAK MILK?
	Response
	No of respondent
	Percentage

	Available goods
	95
	63.34%

	Other promotions
	30
	20%

	Quality
	25
	16.66%

	Total
	150
	100%


SOURCE: FIELD SURVEY 2011
From the above table, it is clear that out of 150 respondent, 95 or 63.34% of consumer want available goods, 30 or 20% of them want other promotion while 25 or 16.66% of them want quality.


CHAPTER FIVE
5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS
This study was conducted to find out the  impact of product quality on consumer brand loyalty in Ekwulobia Anambra State. The opinion of the expert is that product is the major determinate on consumer buying decision for consumer product especially confectionary product. The company should closely and regally monitor its business environment is very turbulent in order to determines current trends (opportunities and threats) and competitively position itself now and in the future to come.     
5.1 SUMMARY FINDINGS
Based on the summary of findings of the studies, this research was designed to provide answer to the various research questions that would help in the establishment of the relationship between products.
	The data collected an analyzed in this work has inference could be drawn from the respondents to the research question. The research found out that the company and other business organization is lacking marketing profession and also that the consumer is strictly concerned about product failures.
	Above all, the quality of a product attracts the alternative and concern of consumers most other features, the tasked of a product and the flavour are the important feature. It was found out that although quality was great influence on consumer preference.
	The research also found out the company is lacking other variables as promotional message with great pension to advertising play a major role in establish and sustaining board loyalty.  
	It was found our that the quality of a product added to modest pricing and affective promotional message goes along way to sustain loyalty impact on the part of the consumer.
	The researcher also discovered that there is poor product in the production unit.
5.3 CONCLUSION
Based on the conclusions drawn from the findings of the studies, the following points were drawn.
1. That the research project successfully investigated into the contribution of product quality level to the entire marketing process.
2.  The researcher did this by using simple questionnaires that facilited the ability of the consumer to make the various analysis by themselves based on their individual experience.
3.  The analysis of the answer given to the question was given clearly and easy comprehension.
4.  Again, the quality of the product alone can not make the consumers be brand loyalty of there are no combination with other marketing communication variable which will make the consumers have full knowledge about the product.
5.  Finally, it is based on the findings that some recommendations were made as to how the Nigeria bottling company could handle product marketing mix to improve in the marketing of its product
5.4 RECOMMENDATIONS
Based on the above conclusion the following recommendation “the following recommendations were on the research study.
1. That the company and other business organization should endeavour to employ enough marketing professionals in their business.
2. They should also improved on the poor quality of her product packaging contributes to move demand a particular product.
3. That the company should employed other agents of advertising such as the radio, newspaper, television and magazine which will reach the customers.
4. That the colour of the product has great negative effect on the product, the company should consider it more important and improve on it for more and positive consumption rate.
5.5 SUGGESTIONS FOR FURTHER STUDIES
Therefore, the suggestion here is for the company because the company’s packaging is for poor quality.
	Therefore, the company has to improve on that by employing more workers who are capable to carry their responsibilities. Again, there is inadequate member of advertising agents which the company is lacking.
	The company itself suppose to have as many number of advertising agents in order to attracts the consumer about the products that is on hire.
	Finally, the government should on a regular internal basis organize seminars for the management and staff of the Nigeria Company and other business organization, to educate them on the importance and application of marketing concept.
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QUESTIONNAIRES
QUESTIONNAIRE ON THE IMPACT OF PRODUCT QUALITY ON BRAND LOYALTY
Please indicate your answer by taking (x) in the appropriate box provided.
SECTION A: PERSONAL DATA
1. Gender:	Male			Female
2. Martial status:	Single		Married
3. Educational qualification:	WASC/ND
	HND/BSC			MSC/MBA
SECTION B:
5. Do you have some concerns relative to the features of Coca-cola products such as the taste, the flavour the colour and the texture?
Yes				No
6. Do they consider competition strategic?
Yes				No
7. Does the problem posed by sales department affect your company adversely?
Yes				No 
8. Do you have marketing professional in your organization?
Yes				No
9. Has product quality added to your profit margin?
Yes				No
10. What impact does product qualities have only our preference for one product over the other alternative?
Very high			high			low	
Very low
11. What type of company’s activities do you conduct, does it affect profitability?
Customer needs wants
Competitor’s strategies
Pricing and promo	
All of the above
12. How the environment you are operating is is it?
Accommodating
Conductive
Hostile
13. What sustain your loyalty to a product most?
Advertising
Sales promotion
Price 
14. What do you think that will help to determine the consumer patronage of the products of Nigeria bottling company Plc?
Quality			Promo
15. Does product quality effect sales?
Yes 		   No

