
Lafia Journal of Economics and Management Sciences: Vol.  6, No. 1; Issue 1, 2021
ISSN: 2550-732X

Published by Department of Economics, Federal University of Lafia, Nigeria

Assessment of Total Management (TQM) and Customer Satisfaction in 
Cadbury Nigeria PLC, Lagos, Nigeria

Julius Paul Eyanuku
Department of Business Administration
Faculty of Management Sciences
National Open University of Nigeria (NOUN)
Corresponding Email:  jeyanuku@noun.edu.ng

Abstract
The study assessed Total Quality Management (TQM) and organizational 

performance in fast moving consumer goods firms. The measures of 

organizational performance were premised on customers' satisfaction and 

customers' relationship management. The survey research design was 

employed in the study questionnaire instrument was used for collecting data. 

The interview method was also adopted in order to validate responses from 

the questionnaire administered on 300 respondents. The data collected were 

analyzed by the use of frequency tables, percentages and ordinary least 

square. The findings from the study showed that there is a significant 

relationship (β=0.65, t=41.311, p=0.000) between total quality management 

and customer satisfaction. The findings also indicate that total quality 

management (β=0.52, t=21.412, p=0.000) is a driver of financial 

performance. The study recommends that fast moving consumer goods firms 

should improve their processes, products, services, and the culture in which 

they work in other to satisfy their customers and improve their financial 

performance.
Keywords: Management, Organization, Performance, Total Quality

1.  Introduction
Total Quality Management (TQM) philosophy is a wide approach 

aimed at achieving long-term success with a strong focus in customer 

satisfaction. Total Quality Management depends on the participation of all 

members of an organization to improve processes, products, services and 

their work culture.  It is also the management of total quality. It is called total 

because it tries to achieve quality in satisfying the needs of a shareholder, the 

quality of products and services to satisfy or exceed the customers' needs and 

quality of not only the professional but also the personal life of the members 

of the organization (Ugboro & Obeng 2000).
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The quest to deliver quality services hi Nigerian organizations 
requires organizations to continually update their services, so as to meet up 
with the demands of customers and remain competitive. While the old 
organisations which are regarded in this research as non-TQM needs to 
update their service insulation by bench marking their service, with that of 
TQM organizations, this can only be supported with an ideology which is 
focused on satisfying customers demand and which allows for continuous 
improvement. The TQM organization on the other hand, will have to continue 
to improve their service by looking at what obtains in other part of the world in 
order to meet or surpass customers' expectations (Dean & Bowen, 2004) 

The use of a strategic approach to quality management by 
organizations will therefore improve their competitiveness (Ghobadian, 
2002). This approach ensures that organization remains customer focused. 
The TQM, enables innovativeness as it empowers employees to take 
decisions that affects their job. For the organization to be innovative in its 
offspring, it requires a flexible structure which permits co-operation between 
different functions. The implementation of TQM involves the buying of 
different units involved in the process of service delivery into the ideology 
and practice of quality management, which should be championed by the 
leadership of the organization. That is, the support and primary activities of 
service and delivery must include quality in their activities (Dimitrades, 
2000) 

The problem here is: are customers really enjoying the services 
offered by the manufacturing companies  Related to this problem, empirical 
evidence implies that customers' patronage for and reaction to a particular 
product depends on their level of understanding of what the product can do 
and its benefits. In this regard, it is relevant to find out the perception of total 
Quality Management (TQM) by customers. The reason customer satisfaction 
improvement efforts often fall short of their objectives can vary significantly 
depending on the organization, market dynamics, expectations of the 
customer base, structure of the improvement efforts, and other causes. 
However, when comparing the effectiveness of TQM effort seen in leading 

organizations to companies whose efforts yield not significant improvement, 

some common, systemic differences become apparent.
Objectives of the Study:
i. To examine the effect of  Total Quality Management and customers 

relationship management
ii. To evaluate the effect between Total Quality Management and 

customers satisfaction
In order to achieve the objective of this research work, the following 
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hypotheses are formulated below: 
i. H0 : Total Quality Management does not significantly affect 1

customers relationship management
ii. H0 : Total Quality Management does not significantly improve 2

customers satisfaction
The study covers the headquarter of Cadbury Nigeria Plc, Lagos, 

Nigeria. The choice of the firm is predicated on the fact that sells branded fast 
moving consumer goods to the Nigerian market and exports to other Sub 
Sahara Africa (Palmer, 2006). Hence, it is believed that is operations are in 
line with international best practices as it relates to total quality management. 

2. Literature Review
2.1  Conceptual Review

Quality is a significant element of production in keeping the 

customers satisfied. There are different definitions and competing views of 

the term quality by different people and the common element of the business 

definition is that the quality of a product or service refers to the perception of 

the degree to which the product or service meets the customers expectations. 

Crosby (2001) defines quality as the conformance to requirements or 

specifications and also suggested that to manage quality adequately, it must be 

able to be measured. Quality is also defined as the degree to which a set of 

inherent characteristics fulfill requirements (Vorley & Tickle, 2001).
The American Society of Quality sees quality as being subjective, 

with different individuals having their own perception of it. To them, quality 

can be seen as having two meanings the characteristics of the product or 

service ability to satisfy a particular need or a product or service devoid of 

faults. It can be defined as a state of conformance to valid requirements where 

valid requirement are defined as conditions that meets the needs of customers, 

measurable and achievable. Peters (2005) defined quality as a 'magic bullet' 

which provides lower cost, higher customer service, better products and 

higher margins. He also explained that 'quality is in the eyes of the beholder', 

this mean it is what the customer say it 
Kendo (2007) defines quality as a source of employee's 

empowerment. To him, a major aim of a company is to make itself attractive to 

its employees and customers while making profits for its shareholders. 

George Bernard cited in Stebbing (2002) notes that two forms of qualities 

exist in the world, efficiency and inefficiency. To him, efficiency is what every 

senior manager should strive to achieve and the efficiency in service is what 

the customers expect to get. He explained that organizations are inefficient 

because of the inadequate trainings given to employees by the employers or 
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the assignment of task to unqualified workers. Whichever way quality is 
defined, it is viewed as part of an organizational culture; this should be 
inclusive of all different facets of production. The definition of the concept of 
Total Quality Management is multifarious, but from whatever angle it is 
defined, it is about providing customer satisfaction which is the main 
objective of quality management. Stalh (2005) explains the concept as "a 
system approach to management that aims to enhance value to customers by 
designing and continually improving organizational processes and systems". 
Rhoades, (1999) defined TQM as "a people focus management system that 
aims at continual increase in customer satisfaction at continual cost. TQM is 
concerned with managing the entire system and not only a subsystem or 
functional departments. In this sense, "processes" are groups of activities that 
take inputs, add value to it, and provide an output to internal and external 
customers. "Systems" are collections of processes and resources. 

2.2 Empirical Evidence
The benefits of an effective Total Quality Management 

implementation can be studied with three different angles. Firstly, from the 
operating angle, the reason that Total Quality Management has become an 
attractive topic in both industry and academia is that it can be applied to 
improve/enhance global competitiveness (Juran & Gryna, 2001). According 
to Jablonski (2002), total quality management implementation can 
accomplish the internal benefits such as improving quality, enhancing 
productivity enhancement, or realizing better operating income. Secondly, 
from the financial performance angle, careful design and implementation of 
consistent and documented quality management systems can contribute 

significantly to superior financial performance (Juran & Gryna, 2001). Kendo 

(2007) stated that effective Total Quality Management system can contribute 

significantly to superior financial performance. Finally, from the angle of 

knowledge management, the implementation of Total Quality Management 

can increase and enhance organizational Knowledge, which in turn helps 

more understanding of how quality management practices can affect firm 

performance (Lockwood, Baker & Ghillyer, 2006).
Recent studies have examined the relationship between total quality 

management and various level of business performance. Although many 

results of prior studies supported the positive effects of TQM on 

organizational performance (Lockwood et al., 2006), there were several 

researches which concluded that the implementation of TQM might lead to 

ineffectiveness of firm performance (Cross & Leonard, 2004). Kaynak (2003) 
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indicated that the results of these aforementioned studies have different 
outcomes probably .due to the nature of research designs such as using TQM 
practices or business performance as a single construct.

Several studies have investigated the relationship between TQM and 
firm performance. For instance, Androwis et al. (2018) indicated that quality 
improvement had positive effects on improving a firm's financial and market 
performance. However, as the effects of Total Quality Management have 
different impacts on internal quality and external quality, Total Quality 
Management implementation that directly and positively improves firm's 
operating performance by Increasing quality performance (Kaynak 2003), 
has indirect effects on increasing customer satisfaction as well market share. 
It is  further noted that quality management can improve operating efficiency 
by reducing defect rate, and the. occurrence or rework. The improvement of 
operating efficiency will improve customer's ; satisfaction and eventually the 
company's financial performance. In addition, the improvement of: 
customers 'satisfaction and loyalty may sustain or enlarge market share, 
which can be eventually {transformed into better firm's financial performance 
(Alamdari,, 1999). 

2.3 Theoretical Framework  
The theory underpinning this study is European Foundation Quality 

Model (EFQM). According to Dubas and Nijhawan (2005), the European 

Foundation Quality Model (EFQM) Excellence Model is a non-prescriptive 

framework based on nine criteria. Five of these are 'Enablers' and four are 

'Results'. The Enabler criteria cover what an organization does. The Results 

criteria cover what an organization achieves. Results are caused by Enablers 

and feedbacks from Results help to improve Enablers. It contains a set of nine 

weighted criteria that are utilized in the assessment process. The Model is 

based on the premise that: Excellent results with respect to Performance, 

Customers, People and Society are achieved through Leadership driving 

Policy and Strategy, that is delivered through People Partnerships and 

Resources, and Processes (Sekaran, 2003).
The EFQM model is based on the idea that customer satisfaction, 

people satisfaction and impact on the society are achieved through the 

leadership driven policy and strategy, people management, resources and 

processes, leading ultimately to business results. Organisations that are 

characterized by a relatively high degree of customer and employee 

satisfaction are believed to have a positive effect on society, will excel and 

achieve business results (Porter & Tanner, 2006). This is based on the fact that 

results are achieved through key processes which are funded and supported by 
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Table 1: The Stages of Quality management and Characteristics

 

Total Quality Management

 
 

Policy deployment

 

Involves suppliers and customers

 

Involve all operations

 

Process management

 

Performance measurement

 

Team work

 

Employee involvement

 

Quality Assurance 

 

Quality system development 

 

Advanced quality planning 

 

Comprehensive quality manuals 

 

Use of quality cost 

 

Involvement of non production 
operation 

 

Failure mode and effect analysis

 
 

Quality Control 

 

Develop quality manuals 

 

Process performance data 

 

Self inspection 

 

Product testing 

 

Basic quality planning 

 

Uses of basic statics 

 

Paper work control 

 

Inspection

 

Salvage 

 

Sorting, grading and re-blending 

 

Corrective actions 

 

Identify source of non conformance 

 

Source: Adapted from Dale, Boaden and Lascelles (2004a)
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skilled people with a clear direction. For an organization to achieve results, it 
must have an able executive leadership which drives the enablers of business 
success. Quality Management

According to Hellsten and Klefsjo (2000), TQM is a management 
system which consist of interdependent unit namely core values, techniques 
such as process management, benchmarking customer focused planning or 
improvement teams and tools such as control charts. Dahlgaurd, Kristensen 
and Kanji (2001) see TQM as a corporate culture that is characterized by 
increased customer satisfaction through continuous improvement involving 
all employees in the organization. Oakland (2005), noted that 'for an 
organization to be truly effective each part of it must work [properly together 
towards the same goal, recognizing that each person and each activity affects 
and in turn is affected by each other. The methods and techniques used in 
TQM can be applied throughout any organization.



 Dale et al. (2004b) identify six different levels of TQM 
implementation, these includes uncommitted, drifters, tool pushers, 
improvers5 award winners and world class. According to them, these stages 
do not necessarily represent the stages through which organizations pass on 
their TQM journey. These levels, according to them are to help organization in 
identifying their weaknesses and proffering solutions to them through the use 
of continuous improvement. The stages are explained below:

3. Materials and Methods
The survey research design was employed in the study. The total 

population of Cadbury Nigerian Plc staff members as at 31 December 2020 is 
562. Using the Taro Yamane online sample size estimator at 95% confidence 
interval and 5% margin of error, the total sample size for the study was 234. 
117 sample size (50% of the estimated sample size) was added to the samples 
size in order to capture the non response rate. Hence the total sample size was 
352. The data used for the study were collected using questionnaire designed 
and developed by the researcher. Three hundred questionnaires (300) were 
returned and considered useable for analysis. The questionnaire consists of 
two parts: Section A deals with the personal data of the staff while section B 
presented questions to be answered by the respondents and or customers. In 
order to ensure the finding of this research the Cronbach Alpha was used to 
test the reliability of questions. The result from the validity test shows 
Cronbach Alpha to be between the range of 0,743 and 0.82 on the average of 
all the variables considered which is above the required 0.7 mark, This is an 
acceptable level according to Sekeran (2003). 

 The above table shows the gender distribution of the respondents. 66 
percent of the respondents are male while 34 percent of the respondents are 
female.

 

4.

 

Data Analysis

 

Table 2:  Gender of the Respondents

 

Respondents 

 

Frequency

  

Percent 

 

Male 

 

198

 

66

 

Female 

 

102

 

34

 

Total 

 

300

 

100

 

Source: Field Survey, 2021
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 The table above shows that 26 percent of the respondents had 
OND/NCE certificate, 54 percent of the respondents had HND/B.SC degrees, 
18 percent of the respondents had M.Sc/PGD degrees while 2 percent of the 
respondents had P.hD.

Table 5: Marital Status of the Respondents

 The above table shows that, 40 percent of the respondents are in the 
age bracket 25 - 35, 30 percent are in the age range 36-45, 24 percent of the 
respondents are in age bracket 46 - 55 while 6 percent of the respondents are in 
the age bracket 56 and above.
 
Table 4: Educational Qualification 
Respondents Frequency Percent 

OND/NCE
 

78
 

26
 

HND/BS.C
 

162
 

54
 

M.SC/PGD
 

54
 

18
 

P.hD

 

6

 

2

 
Total

 

300

 

100

 
Source: Field Survey, 2021

 

 
 

Respondents Frequency Percent 

Single 126 42 

Married 174 58 

Total 300 100 

Source: Field Survey, 2021 
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Respondents

 
Frequency

 
Percent

 

25-35
 

120
 

40
 

36-45
 

90
 

30
 

46-55
 

72
 

24
 

56 and above  18 6 

Total  300 100 

 Source: Field Survey, 2021

Table 3: Ages of Respondents



 The analysis results model shows a goodness of fit as indicated by the 
2

coefficient of determination R  with value of .426. This implies that total 
quality management accounts for 42.6%% of the variations in customers 
relationship management. 57.4% of variations are brought about by factor not 
captured in the objectives. The results (R=.653) shows that there is a 
significant relationship between total quality management and customers 
relationship management. 

The t-statistics value reveals that total quality management (ß=.627 t=41.311, 
p=0.000) is a significant driver of customers relationship management. Hence 
the null hypothesis is rejected and the alternative accepted that total quality 
management significant affects customers relationship management.

H02: Total Quality Management does not significantly improve customers 
satisfaction

 
 
Table 7: Coefficients 
Coefficients a 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

T Sig. B Std. Error Beta 
1 (Constant) 4.669 .319  14.616 .000 

Exposure .627 .015 .653 41.311 .000 

a. Dependent Variable: CRM 
Source: Field Survey, 2021 

 

Model R R Square 
Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .528a .279 .263 1.13221 
a. Predictors: (Constant), TQM 
Source: Field Survey, 2021 

Table 8: Model Summary 
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 From the above table, 42 percent of the respondents are single while 
58 percent are married.
H01: there is no significant relationship between Total Quality Management 
and customers relationship management
 
Table 6: Model Summary 

Model R R Square 
Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .653a .426 .417 .015806 
a. Predictors: (Constant), TQM 
Source: Field Survey, 2021 



 The t-statistics value reveals that total quality management (β=0.52, 
t=21.412, p=0.000) is a significant driver of customers satisfaction. Hence 
the null hypothesis is rejected and the alternative accepted that total quality 
management significant affects customers relationship management

4.1 Discussion of the Findings
Total Quality Management which is about total customer service and 

continuous customer satisfaction is applicable not only in the manufacturing 
industry but in the service sector as well, where the customer is just as 
important. In fact, customers in the service industry are more sensitive to 
service quality and service delivery than in manufacturing because they are 
always in contact with front-line service personnel, which is not the case with 
factory workers. The result from the test of the first hypothesis which provides 
an explanation into the first objective establishes that total quality 
management is a significant driver of customers relationship management. 
The result is in tandem with the positions of Andrle (2004), Asher (2006), 
Huang and Lin (2002) who assert that there is a need for firms to improve on 
their practices of total quality management in order to enhance their 
relationship with customers.

In providing an explanation into the hypothesis two, the result 
establishes that total quality management influences customers satisfaction. 
That is, the relentless pursuit of improvement in service delivery brings about 

 
Table 9: Coefficients  
Coefficientsa  

Model 

Unstandardized 
Coefficients  

Standardized 
Coefficients  

T  Sig.  B  Std. Error  Beta  
1 (Constant)  3.711  .280   13.274  .000  

RModellin
g  

.193  .024  .528  21.412  .000  

a. Dependent Variable: Customer satisfaction  
Source: Field Survey, 2021 
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 The analysis results model shows a goodness of fit as indicated by the 
coefficient of determination R2 with value of .279. This implies that total 
quality management accounts for 27.9% of the variations in customers 
relationship management. 72.1% of variations are brought about by factor not 
captured in the objectives. The results (R=.528) shows that there is a 
significant relationship between total quality management and customers 
customers satisfaction. 



added value to customers by making the organization focused on satisfying 
customer's needs. The result is in line with the position of Cooper and Ellram 
(2003); Filppini and Forza (1998); Martinez-Lorente, Dewhurst and Dale 
(1999) and Oakland (2002) who emphasized that firms should see total 
quality management as a strategy to meet customers' needs which will in turn 
bring about customers satisfaction. The findings of this research attest to the 
benefits that accrued from the implementation of TQM. It has shown that it is 
a strategic tool for an organization to employ in the quest to remain 
competitive. If adequately deployed, the principle brings about added value to 
an organization in terms of efficiency in operation, employee satisfaction, 
customer satisfaction, and even profitability.

5. Conclusion
The study assessed the impact Total Quality management on 

organizational performance using customers relationship management and 
customers satisfaction as the measures of organizational performance. The 
findings of this research as well as the one reported in literature supports the 
idea that the management of the organization has a major role to play in terms 
of ensuring a culture which permits every member of the organization to be 
involved and contribute to quality improvement, as the involvement of 
employees in detecting and monitoring the quality performance requires a 
decentralized organizational structure. This structure permits for innovation 
as it permits everybody in an organization to seek solution to a particular 
quality problem Quality function development is a total quality management 
process in which the voice of the customers is deployed throughout the 
research and development, re-engineering and manufacturing stages of the 
product development. Voice of the customer is only a component of quality 
functions development, that is, the tasks of identifying customer needs, 
structuring customer needs and providing priorities for customer needs.

The findings of this research suggest several implications for 
managers of non-TQM, as there is the need to imbibe a total quality culture 
which will put them at the forefront of competition rather than manage quality 
partially or through inspection. It must be noted that the gains of a total quality 
culture far outweighs the cost of implementation as seen expressed in this 
research and the competitive nature of the industry calls for the organization 
to refocus it's strategies to suit the market demands. In this case, it would 
require an ideology which supports this strategic thinking to meet up with the 
challenges. The study recommends that fast moving consumer goods firms 
should improve their processes, products, services, and the culture in which 
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they work in other to satisfy their customers and improve their financial 
performance.

References
Alamdari, F. (1999). Industrial In-flight entertainment: The customers' 

perspective. Journal of air transport management, 5(4), 34-54. 
Androwis, N., Sweis, R.J., Tarhini, A., Moarefi, A.& Hosseini Amiri, M. 

(2018). Total quality management practices and organizational 
performance in the construction chemicals companies in Jordan, 
Benchmarking: An International Journal, 25(8). 3180-3205. 
https://doi.org/10.1108/BIJ-05-2017-0094

Andrle, J. (2004). Total quality Management in Public Transportation', 
Research Result Digest, (3), 1-33.

Asher, M. (2006). Managing Quality in the service sector, Kogan Page, 
London

Blumberg, B., Cooper, D. R., & Schindler, P. S. (2005).  Business Research 
Methods', (1st ed.). Berkshire: McGraw Hill.

Cooper, M. & Ellram, L. (2003). Characteristics of supply chain management 
and the implications for purchasing and logistics strategy. The 
International Journal of Logistics Management, 4(2), 13- 24.

Crosby, P. B. (2001). Quality is free: The art of making quality certain, New 
York: New American Library, Penguin.

Cross, R., & Leonard, P., (2004). Benchmarking: A strategic and tactical 
perspective, an article in dale managing quality, (2nd ed.) New York: 
Prentice Hall

Dahlguard, J. J, Kristensen, K. & Kanji, G. (2006). Fundamentals of total 
quality management, London: Chapman and Hall

Dale, B. G., Boaden, R. J. & Lascelles D. M. (2004a). Total quality 
management: An overview managing quality, New York: 
Prentice'Hall

Dale, B. -G., Boaden, R. J., & Lascelles, D. M. (2004b). Levels of total quality 
management adoption' managing quality, New York: Prentice Hall

Dean, J. W. J. & Bowen, D. E. (2004). Management theory and total quality 
improving research and practice through theory development' 
Academy of Management Review, 3(19), 392–418.

Dimitrades, Z. S., (2000). Total involvement in quality management, teem 
performance management. An International Journal, 6(7/8), 117- 
121.

Dubas K, & Nijhawan I. (2005). A test of the EFQM excellence model of 
TQM. The allied Academies International Conference: Academy of 

             Lafia Journal of Economics and Management Sciences:         Volume 6, No.1; Issue 1, 2021

12 P a g e 



Marketing Studies^ Las Vegas Nevada Encyclopaedia of the Nations: 
A f r i c a :  N i g e r i a :  N i g e r i a  I n d u s t r y ,  ( o n l i n e ) ,             
"http:www.nationsencyclopedia.com/Africa/Nigeria-Industry.

Filppini, R. & Forza, C. (1998). TQM impact on quality performance and 
customer satisfaction: A causal modeZ', International Journal of 
Production Economics, 55(1) 1-20.

Frankfort-Naclimias, C. & Nachmias D. (1996). Research methods in the 
social sciences, (5th ed.), New York: St. Martin's Press.

Ghobadian, A., Speller, S., and Jones, M., (2002). Service quality: Concepts 
and models', International Journal of Quality and Reliability 
Management, 11(9), 43-66.

Hellsten, U., & Klefsjo, B., (2000), TQM as a management system consisting 
of values, techniques and tools. The TQM Magazine, 12(4), 238-244.

Huang, Y., and Lin, B., (2002). An empirical investigation of total quality 
management: A Taiwanese case', The TQM magazine, 14(3), 172-
181.

Jablonski, J. (2002). Implementing TQM; Competing in the nineties through 
total quality management, (2nd ed.), San Diego: Pfeiffer

Juran, J. M. & Gryna, F. M., (2001). Juran's quality control handbook, New 
York: McGraw-Hill Book Company.

Kaynak, H. (2003). The relationship between total quality management 
practices and their effect on firm performance', Journal of Operation 
Management, 21(4), 405-435

Kendo, Y. (2007). Quality as a source of empowerment', The Quality 
Magazine, 9(5) 357-363

Lockwood, A., 'Baker, M., & Ghillyer, A., (2006). Quality management in 
hospitality, London:  Cassell

Martinez-Lorente, A. R., Dewhurst, P., & Dale, E.G., (1999). TQM and 
business innovation', European Journal of Innovative Management, 
2(1), 2-19

Oakland, J. S., (2002). Total Quality Management: The route to improving 
performance, (2nd ed.), Oxford: Butterworth Heinemann Ltd

Oakland, J., (2005). Total quality management, (2nd ed.), Oxford: 
Butterworth Heinemann Ltd 

Palmer, A. (2006). Principles of service marketing, (2nd ed.), London: Me 
Graw-Hill

Peters, V. J., (2005), Total service quality management, Managing Service 
Quality, 9(1), 6-12

Porter, L. J., & Tanner, J., (2006). Assessing business excellence - A guide to 
self-assessment, Oxford: Butterworth-Heinemann, Porter, M., 

             Lafia Journal of Economics and Management Sciences:         Volume 6, No.1; Issue 1, 2021

13 P a g e 



             Lafia Journal of Economics and Management Sciences:         Volume 6, No.1; Issue 1, 2021

14 P a g e 

(2006). What is Strategy? Harvard Business Review, 7(6), 61-78.
Seibert, S., Silver, S. & Randolph, W. (2004) Taking empowerment to the next 

level: A multiple level model of empowerment performance and 
satisfaction', Academy of management Journal, 47(3), 332~350.

Sekaran, U. (2003). Research methods for business: A skill building 
approach, (4th ed.), New York: John Wiley and Sons Inc.

Stahl, J., (2005). Management: Total quality in a global environment, Oxford; 
Blackwell Publishers Limited,

Stebbing, L. (2002). Quality management in service industry, London: Ellis 
Horwood Limited.

Turney, P., & Anderson, B. (2009). Accounting for continuous improvement', 
Sloan Management Review, 30(2), 37-47.

Ugboro, O., & Obeng, K., (2000). Top management leadership, employee 
empowerment, job satisfaction and customer satisfaction in TQM 
organisations: An empirical study, Journal of Quality Management, 
(5), 247-272.

Vorley, G., & Tickle, R, (2001). Quality management, principles and 
techniques, (4th ed.), Guildford: Quality Management and Training 
Publication Ltd.


	Page 1
	Page 2
	Page 3
	Page 4
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9
	Page 10
	Page 11
	Page 12
	Page 13
	Page 14

