ECONOMICS AND MANAGEMENT OF ENTERPRISES

Michaela Sugrova

PhD Student, Department of Marketing and Trade,
Faculty of Economics and Management,

Slovak University of Agriculture

2 Tr. A. Hlinku Str., Nitra, 949 76, Slovak Republic

michaela.sugrova@gmail.com

ORCID ID: http://orcid.org/0000-0003-3052-1301

Peter Sedik

PhD Student, Department of Marketing and Trade,
Faculty of Economics and Management,

Slovak University of Agriculture

2 Tr. A. Hlinku Str., Nitra, 949 76, Slovak Republic
sedik.peter@gmail.com

ORCID ID: http://orcid.org/0000-0003-2495-5162

Andrea Kubelakova

PhD Student, Department of Marketing and Trade,
Faculty of Economics and Management,

Slovak University of Agriculture

2 Tr. A. Hlinku Str., Nitra, 949 76, Slovak Republic
a.kubelakova@gmail.com

ORCID ID: http://orcid.org/0000-0001-7157-3306

Veronika Svetlikova

PhD Student, Department of Statistics and Operations Research,
Faculty of Economics and Management,

Slovak University of Agriculture

2 Tr. A. Hlinku Str., Nitra, 949 76, Slovak Republic
svetlik.veron@gmail.com

ORCID ID: http://orcid.org/0000-0002-5415-9207

Impact of the product quality on consumer satisfaction
and corporate brand

Abstract. The paper is a result of quantitative research undertaken by the authors in 2017 to study correlation between product
quality, customer’s satisfaction and corporate brand by example of a big Slovak dairy Milsy JSC (Milsy a.s.).

To conduct a detailed analysis, the following scientific assumptions have been formulated: 1) There is a dependency between
product quality and the respondents’ satisfaction. 2) There is a dependency between the rate of visits to Milsy stores and the
economic activity of the respondents. 3) There is a dependency between the economic activity of the respondents and the
awareness regarding Milsy JSC and its brand. 4) There is a dependency between the quality of products and services prove
Milsy JSC and the frequency of purchasing the Milsy products. 5) There is a dependency between the price of products and the
frequency of purchasing the Milsy products.

The study of results proves positive connection. It is found that frequency of dairy product’s buying depends on whether the
customers are satisfied with the product quality. The results also showed that in terms of brand development and attracting new
customers students form the largest consumer group to work with, as far as they scarcely ever know where Milsy JSC brand
stores are located. The majority of the respondents perceive Milsy brand positively which allows concluding about its strong
market position.
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BnnumB SKOCTi NpoAyKLuii Ha 3a40BONIEHICTb CMOXMBa4iB | KOpNopaTUBHUI GpeHp,

AHoTauif. MeToto CTaTTi € OuUiHKa Kopensuii MK SKICTIO NpoayKLji, 3a4,0BONEHICTIO CMOXUBAYIB i KOPNopaTtuBHUM GpPeHaOoM.
MepBuHHY iHhopMaLiio 4ns NpoBeaeHHs AOCHiIAXKEHHS 6yNo OTPUMaHO LUASIXOM onnTyBaHHSA 743 pecnonfeHTiB y CnoBavpbKii
Pecny6niui wopo KpynHoro BnpobHMKa Kucnomono4Hoi npogykuii AT «Minci». 3a pesynstatamy NpoBeaeHoro AOCHiaKEHHS
6yno 3po6/eHO BUCHOBOK, WO AT «Minci» € NOTy)XKHUM 6pPeHAoM, WO Mae NO3UTUMBHUIA iIMIOK 3 Ornsigy Ha sKiCTb MPOAyKLil.
CTaTMCTUYHWIN aHani3 pesynbTaTiB NPOBeAeHOro ONMTyBaHHSA MoKasas, WO CMoXMBadi NPOAYyKLii Ha3BaHOro akLioHepHOro
TOBapuCTBa NePEBaXKHO 3a10BOMEHI AKICTIO Ta KyMyOTb NPOAYKLi0 OAMH pa3 Ha TwxaeHb. OnNnTyBaHHSA, BOgHOYacC, 3acBigynio,
Lo 6inblue NONOBMHU CTYLEHTIB HE KynytoTb NPOoAyKTY B MarasunHax AT «Minci», a TakoXX cKnagatoTb HanbinbLuy rpyny, Wo Mae
HaMmeHLLy 06i3HaHICTb CTOCOBHO MarasuHis 3rafgaHoi dipmu.

Knro4oBi cnoBa: 3a0BOMNEHICTb CMOXMBAYiB; SKiCTb; MOMOYHI MPOAYKTY; KoprnopaTtueHuii 6peHa; AT «Minci».
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BnusiHme kayecTBa NnpoayKuMM Ha YAOBNETBOPEHHOCTb NOTPe6GUTeNnen n KopnopaTusHbIin 6peHA

AHHoOTauus. Llenbio cTatbn ABASETCSA OLEHKA KOPPENALMM MeX Iy Ka4eCTBOM NPOAYKLMUN, YAOBNETBOPEHHOCTLIO NOTPebuTenei
1 KopnopaTuBHbiM 6peHaoM. [NepBu4Hyo nHopmaumio ans NPoBeAeHUs UCCNeaoBaHnsa Oblnn NonyYeHbl nyTem onpoca 743
pecnoHgeHToB B CnoBaukon Pecny6nvnke OTHOCUTENBHO KPYMHOrO NPOU3BOAUTENS KMCNOMOoYHOM npogyKkumm AO «Muncu».
Mo pesynstatam NpoBegeHHOro nccnegosaHus 6ol caenaH BbiBod, 4To AO «Mwuncu» ABRseTcs MOLWHbIM 6PEeHOOM, KOTOPbIN
VUMEET NONOXMUTENbHBIN UMUEX, NPUHMMAs BO BHYMaHNE Ka4eCTBO TOBApPOB 1 YCNYr, NPeaocTaBnsieMblX AaHHOW KOMNaHnen Ha
MOJIO4YHOM pbiHKe CnoBakun. CTaTUCTUHECKNIA aHaNIM3 Pe3ynbTaToB NPOBEAEHHOIO NCCEA0BaHNSA NoKasan, YTo notpebuTenm
NPOAYKLUMM HAa3BaHHOMO aKLMOHEPHOro 06LLecTBa NPEUMYLLIECTBEHHO YOOBNETBOPEHbI KAHYECTBOM MPOAYKLMUW, U MOKYNaloT ee
pa3 B Hegemo. Onpoc, BMecTe C TeM, nokasas, 4To 6onee MofoBMHbI CTYAEHTOB He MOKynalT NPOoAyKThbl B MarasmHax AO
«Mwuncu», a Takxe COCTaBNAT HaMbOMbLUYIO TPYMNY, UMEIOLLYI0 HaUMEHbLLYID OCBELOMJIEHHOCTb OTHOCUTENIbHO MarasvHOB

YNOMSIHYTOWN (OMPMbI.

KntoueBble cnoBa: yooBNeTBOPEHHOCTb NoTpebuTeneit; Ka4ecTBO; MONTOYHbIE MPOAYKTbI; KopropaTuBHbIid 6peHa; AO «Muncu»

1. Introduction

1.1. Image and Brand Awareness

The image characterises a person or a company. It crea-
tes an aura which distinguishes a particular company among
its competitors offering similar products and services. The
image is often connected with a unique offer of a selected
company. By creating a positive image, companies can in-
crease the value of their products and services (Hingston,
2002) [4]. The Corporate image is like a symbol or a picture
of an undertaking which gradually created its consumers,
customers, the media, its own employees and the general
public (Sibl, 2002) [20]. According to Szarkova (2007) [19],
the corporate image consists of several elements of com-
munication, such as logos, corporate colors, corporate uni-
forms, clothes and general appearance of employees, their
verbal and non-verbal communication, public behaviour,
representational items, promotional items, corporate sym-
bols, as well as business cards, head letters, company cars,
buildings, office locations and many other aspects (Nagyova,
Babcanova, & Kosiciarova, 2016) [14].

The product image includes consumers’ thoughts re-
garding the whole product range, which company produces.
(Cihovska, Hanulakova, & Lipianskd, 2001) [2]. The product
image cannot be distinguished from the corporate image.
The name of the corporation is part of the corporate brand
which represents both the producer and the products (Na-
gyova, Holiencinova, Kosiciarova, & Holota, 2016) [15]. More-
over, the term «image» is closely related to the term «brand».
American marketing associations defines brand as a name, ti-
tle, creative expressions or combination of before mentioned
elements. The main purpose is to distinguish one seller or
group of sellers from other competitors (Kleinova & Kretter,
2011) [7]. The brand image characterises one selected brand
of a particular product and includes experiences and opinions
which consumers connect with the brand (Tajtakova et al.,
2007) [22]. Moreover, the brand image has its significant im-
pact on the consumer’s purchase decision (Sugrova, Sedik, &
Svetlikova 2016) [21].

Brand personality and image are known by the impression
which is created in the minds of consumers. However, con-
sumers distinguish similar products according to the brand
image. (Lesakova, 2007) [11]. The brand represents both the
product logo and the value which consumer perceives as an
added value to product benefits. First of all, it is an emotio-
nal value which exists only in consumers’ consciousness. It is
generally based on product quality and its attributes (Nagyova,
Kosiciarova, & Kadekova, 2014) [16]. It is essential to under-
stand how consumers perceive products and brands (Horska
& Siringoringo, 2012) [5]. Companies spend huge amount of

money on new product development, promotion and product
quality improvement in order to create a strong brand (Nagyo-
va & Sedliakova, 2014) [13]. Brand can be related to a particu-
lar country. Each company, operating either in the domestic
or foreign markets, has to take into consideration opportuni-
ties connected with the country brand and image (Kubicova,
Nagyova, & Kadekova, 2012) [10]. In addition, the relationship
between the consumer and the brand may change over time
(Kadekova & Kubicova, 2012) [6]. The perceived quality leads
to the identification of a strong brand by consumers. Howe-
ver, self-brand fitness leads to even stronger brand identifica-
tion (Razmus, Jaroszynska, & Palega, 2017) [18].

In today’s highly competitive environment, improving con-
sumer loyalty to brands allows companies to provide a com-
fortable long-term market position. Consumers express their
opinions and attitudes by being loyal to a particular brand.
The selection of other brands is influenced by other factors.
(Amine, 1998) [1].

1.2. Quality of Products and Services

Product quality is one of the decisive factors which have
a certain impact on consumers’ purchase, therefore several
quality labels have been introduced to guarantee the quali-
ty and the originality of products. Furthermore, consumers
can easily distinguish high quality products and make bet-
ter decisions related to their purchase (KosicCiarova, Nagyova,
Holiencinova, & Rybanska, 2016) [8].

The product quality of many new food products is not cer-
tain before purchase and consumers are able to assess it only
after the consumption of such products (Kubicova & Kade-
kova, 2012) [9]. Nevertheless, in case of other products, such
as jewelry or medicine, this quality remains uncertain even af-
ter the purchase because consumers are not able to asses it
(Palma et al., 2016) [17]. Moreover, quality can be described
through the packaging and services, which means that bet-
ter packaging and services may lead to the perception of high
quality (Guo & Jiang, 2016) [3]. Other authors, among whom
are Lewis, Grebitus and Nayga (2016) [12], classify attributes
of quality according to search, experience and the so called
credence attributes.

The difference between customers’ expectations regar-
ding service and the received services is service quali-
ty (Ueltschi & Krampf, 2001 [23]; Zeithaml & Parasuraman,
2004 [25]).

Zeithaml, Berry and Parasuraman (1988) [24] stated that
service quality is the consumer’s assessment of the overall
excellence or superiority of the service. They identified four
unique characteristics of service quality such as intangibility,
inseparability of production and consumption, heterogeneity
and perishability.
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1.3. Own Attitude to Submitted Problematic
Quality of products and services may be consi-

dered as a significant factor that contributes to crea-

ting a strong brand, or even a strong corporate image.

In today’s highly competitive environment, enterpri-

ses must continually put more emphasis on building

up strong brands with a positive image in the minds

of loyal, as well as potential, customers. This is a way

to ensure the loyal and satisfied customers. This pro-

cess is complicated. Therefore, it should be deve

loped in the long term. For this reason, we have de-

cided to examine the impact of the quality of products

and services of the selected dairy and to point at its

significance in building up a strong brand with a posi-

tive corporate image.

2. Data and Methodology

The primary objective of the submitted paper is to exa-
mine and evaluate how the quality of products and servi-
ces affects the brand and the image of the selected dairy.
At the same time, we want to point at consumers’ satisfac-
tion with the products and services by Milsy JSC, as well as
at the overall perception of the brand and corporate image of
Milsy. Therefore, the company Milsy JSC is the main object
of the study. This company is one of the most important Slo-
vak dairies and focuses on the processing of milk and fresh
dairy products. The paper is divided into two parts. In the first
part, we provide a theoretical overview of the relevant issues,
while the second part of the paper is dedicated to our own re-
search, which was implemented through the anonymous sur-
vey. The survey was conducted in January-February 2017 in
the Slovak Republic. The results of the survey were our main
source of primary information.

A total of 743 respondents with 31% of males and 69% of
females took part in the survey. In terms of economic activi-
ty, the 743 respondents were represented by 2% of the un-
employed, 34% of the employed, 3% of entrepreneurs, 58%
of students and 3% of retirees. 538 out of the total number
of respondents knew the company Milsy JSC and its pro-
ducts. Based on the sample of respondents, we conducted an
analysis by using statistical methods with the results evalua-
ted graphically in Excel. Statistical Analysis System (SAS) was
used to carry out the analysis. We used the following statistical
methods as part of this analysis: the Chi-Square Test of Inde-
pendence, Cramer’s V Coefficient and the Kruskal-Wallis test.

To conduct a detailed analysis of the obtained results and
to achieve the main objective of the paper, we have formula-
ted following scientific assumptions:

Scientific Assumption No. 1: We assume that there is a de-
pendency between product quality and the respondents’
satisfaction.

Scientific Assumption No. 2: We assume that there is a de-
pendency between the rate of visits to Milsy stores and the
economic activity of the respondents.

Scientific Assumption No. 3: We assume that there is a de-
pendency between the economic activity of the respon-
dents and the awareness regarding Milsy JSC and its brand.

ECONOMICS AND MANAGEMENT OF ENTERPRISES

Fig. 1: Image of Company Milsy according to economic activity
Source: Own work based on the data of the survey (2017)

Scientific Assumptions No. 4: We assume that there is a de-
pendency between the quality of products and services
prove Milsy JSC and the frequency of purchasing the Mil-
sy products.

Scientific Assumptions No. 5: We assume that there is a de-
pendency between the price of products and the frequency
of purchasing the Milsy products.

3. Results

Based on the results of the survey, it can be concluded
that the main group of respondents was represented by wo-
men (69%) living in rural areas (57%) under the age of 26
(66%), with high school education (66%). In terms of econo-
mic activities, there were mostly students (58%) and those
with net monthly income up to € 500 (61%).

As noted in Figure 1, in terms of economic activity, 73% of
the unemployed respondents believe that Milsy JSC has built
up its positive image in the market of dairy products. How-
ever, only 38% of the students agree with this statement. In
contrast, none of the unemployed considers the company’s
image as bad. Meanwhile, 14% of the entrepreneurs do not
consider the image of Milsy as good. Based on the above, we
can conclude that customers perceive the company’s image
positively, except for the students who consider its image as
partially positive (41%).

In the first part of the analysis, we identified a dependency
between satisfaction with products and related services of the
company (Question: Are you satisfied with the products and
services of Milsy JSC?) and product quality (Question: Do you
find Milsy brand positioned on the item you buy a guarantee of
quality?). To conduct further research, we used the Chi-Square
Test of Independence. The analysis of the results is shown in
Figure 2. The results shown in Table 1 demonstrate a depen-
dency between the quality of products and the satisfaction of
the respondents (Chi-Square, Prob <0.0001).

Among the respondents who know Milsy JSC, 44 re-
spondents cannot verify the quality of the products and are
neutrally satisfied with the company products; 11 respon-
dents are more satisfied than dissatisfied. Only 6 respon-
dents who do not notice the brand of the purchased pro-
duct are very satisfied with the products of the company
they bought. 123 respondents say that product quality is

Fig. 2: Dependency between the quality of products and the respondents’ satisfaction with products
and services provided by Milsy
Source: Own work based on the data of the survey (2017)
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Tab. 1: Results of Chi-Square Test of Independence

Value \ Probability | Correlation \Cramer'choefficient
169.5820 ‘ < 0.0001 ’ Yes 0.2807

Source: Own work based on the data of the survey (2017)

a guarantee of satisfaction and are more satisfied than dis-
satisfied. Only two respondents consider product quality
as partially satisfactory and are more dissatisfied than sa-
tisfied. Based on the results of the survey, we can conclude
that those respondents, for whom the brand Milsy is the
guarantee of quality, are very satisfied.

In the next part of the research, we examined a depen-
dency between the rate of visits to Milsy stores (Question:
Have you ever visited Milsy brand store?) and the economic
activity of the respondents (Question: What is your economic
activity?).

The results of the analysis are shown in Table 2. Based on
the results, there is a proven dependency between the rate
of visits to Milsy stores and the economic activity of the re-
spondents (Prob = 0.0008).

Based on the analysis, the majority of the respondents who
visit Mils stores are employed (41 respondents, or 56.9%). Ma-
jority of the students (55.6%) do not attend Milsy stores at all.
Moreover, the students (108 respondents, or 63.2%) are the
largest group of the respondents whose visits to Milsy stores
are least frequent and who have the lowest awareness of the
company’s stores.

The next part of the research is dedicated to the analy-
sis of the economic activity (Question: What is your econo-
mic activity?) and its influence on the awareness of the com-
pany (Question: Rate on a scale from 1 to 5 (1 is the best, 5 is
the worst), the following factors of perception of Milsy JSC

Tab. 2: Results of Chi-Square Test of Independence
(dependency between the rate of visits to Milsy stores
and economic activity)

Value | Probability ‘ Correlation ‘Cramer’choefficient
26.6476 |  0.0008 ‘ Yes ‘ 0.1574

Source: Own work based on the data of the survey (2017)

Tab. 3: Results of Kruskal-Wallis test

Chi-Square 15.6946
DF 4
Pr > Chi-Square 0.0035

Source: Own work based on the data of the survey (2017)

(awareness of the company and brand). For analysis was
used the non-parametric Kruskal-Wallis Test (see Figure 3
and Table 3). The results of the survey proved that the eco-
nomic activity of the respondents significantly influences
their awareness of Milsy JSC (Prob = 0.0035).

The employed (48 respondents or 47.5% of the respon-
dents) show the highest awareness of the company and its
brand, whereas the students (48 respondents or 61.5% of the
respondents) have a very low awareness of the company and
its brand.

In the following part of the analysis, we paid attention to
the dependency between the frequency of purchase by the
respondents and the quality of products and related servi-
ces (Figure 4 and Table 4). Rated on a scale from 1 to 5
(1 - the best, 5 - the worst).

Fig. 3: Dependency between the economic activity of the respondents and their awareness of Milsy and its Brand
Source: Own work based on the data of the survey (2017)

Fig. 4: Dependency between the quality of products and services and the frequency of purchase of Milsy products
Source: Own work based on the data of the survey (2017)
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Tab. 4: Results of Chi-Square Test of Independence

Value \ Probability | Correlation \ Cramer’s V coefficient
79.7108 | <0.0001 | Yes 0.1925

Source: Own work based on the data of the survey (2017)

The respondents who are most satisfied with the quality of
Milsy products (60 respondents or 46.9% of the respondents)
purchase related products once a week. The lower quality of
the product is, the less likely the respondents purchase such
products. Table 4 shows that there exists a correlation bet-
ween the quality of products and services and the frequen-
cy of purchase of products regarding the examined company
(Prob < 0.0001).

Table 5 also shows that there exists a dependency bet-
ween the product price and the frequency of purchase of re-
lated products at Milsy (Prob < 0.0001).

Tab. 5: Results of the Chi-Square Test of Independence
(dependency between the products price and the frequency
of purchase of Milsy products)

Value ‘ Probability ‘ Correlation | Cramer’s V coefficient
92.5682 | < 0.0001 | Yes 0.2074

Source: Own work based on the data of the survey (2017)

4. Conclusions

We consider the quality of products and services to be one
of the most important factors when it comes to building up a
strong brand and a positive corporate image. By means of the
survey and by using the statistical methods, we have analysed
consumers’ satisfaction with the products and services provi-
ded by Milsy JSC. We have also studied the overall perception
of the brand and the corporate image of Milsy. We have found
that Milsy JSC, its products and related services are identified by
538 out of 743 respondents. The image of the company is per-
ceived as positive by the majority of its customers, except for the
students because most of them (41%) perceive the image of the
above company as partially positive. Within our research, we set
an objective to inquire whether there is a dependency between
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