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Abstract

This study examines the relationship between Total Quality Management (TQM) practices and
customer satisfaction, with a focus on Coca-Cola Bottling Company. Specifically, it investigates
the impact of continuous improvement and employee involvement on perceived quality and
customer loyalty A survey research design was employed, utilizing structured questionnaire
administered on employees of the departments Data collected was tested with multiple regression
statistical tool to test the hypotheses of the study with the help of SPSS software. Findings revealed
that continuous improvement significantly enhances perceived quality, while employee
involvement plays a critical role in fostering customer loyalty. The study highlights the necessity
of integrating continuous improvement strategies and employee engagement initiatives into quality
management frameworks to enhance organizational performance and customer retention. Based
on these insights, the study recommends that organizations adopt structured continuous
improvement practices, actively involve employees in decision-making, and establish robust
monitoring mechanisms to ensure sustainable quality enhancement. These findings provide
valuable strategic implications for organizations aiming to improve customer-centric performance
in competitive markets.
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1.0 INTRODUCTION

Total Quality Management (TQM) has emerged as a cornerstone of organizational improvement
and a strategic driver of customer satisfaction. Rooted in principles such as continuous
improvement, employee involvement, and process optimization, TQM provides a structured
framework for enhancing operational efficiency and aligning organizational processes with
customer expectations (Juran & Gryna, 2023). In an increasingly competitive global marketplace,
customer satisfaction is not only a key determinant of business success but also a critical factor for
fostering customer loyalty and retention (Kotler & Keller, 2022). Companies that excel in TQM
practices consistently report higher levels of customer satisfaction, as these methodologies ensure
that products and services consistently meet or exceed customer expectations (Imai, 2021).

Despite the widespread adoption of TQM practices across industries, many organizations,
including Coca-Cola Bottling Company, struggle to achieve measurable improvements in
customer satisfaction. Research indicates that challenges such as inconsistent implementation,
insufficient employee buy-in, and limited integration of customer feedback into decision-making
processes undermine the effectiveness of TQM initiatives (Wang & Chen, 2021). For instance,
organizations often focus on superficial quality metrics while neglecting the deeper cultural and
operational changes required for sustainable quality improvement (Oakland, 2022). The principle
of continuous improvement, while foundational to TQM, frequently encounters barriers such as
resource constraints, resistance to change, and inadequate monitoring mechanisms. However, it
remains unclear whether continuous improvement significantly influences perceived quality at
Coca-Cola Bottling Company, or if its effects are negligible. Similarly, employee involvement, a
key driver of quality improvement, is often hindered by factors such as insufficient training,
limited empowerment, and low motivation levels among staff (Deci, Olafsen, & Ryan, 2017). This
raises an important question: does employee involvement directly enhance customer loyalty, or is

its impact overstated?

Moreover, the lack of integration of customer feedback into continuous improvement processes
creates a disconnect between organizational goals and customer needs. A recent study by Meyer
et al. (2023) revealed that only 42% of organizations effectively use customer feedback to inform

their quality management strategies. This disconnect limits the ability of organizations to build
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strong customer loyalty, which is essential for competitive advantage and business growth.
Addressing this gap requires a nuance understanding of how specific TQM dimensions, such as
continuous improvement and employee involvement, influence customer satisfaction metrics like
perceived quality and customer loyalty. Thus, this study seeks to determine whether continuous
improvement significantly affects perceived quality at Coca-Cola Bottling Company and whether
employee involvement contributes meaningfully to customer loyalty, challenging the assumption

that these factors may not have a measurable impact.

2.0 LITERATURE REVIEW
Total Quality Management

Total Quality Management (TQM) is a holistic management philosophy that emphasizes
continuous improvement, customer orientation, and employee engagement. It provides a
structured approach to quality enhancement by integrating iterative improvement processes and
fostering active employee participation. Central to TQM is the principle of continuous
improvement, which ensures that organizations remain adaptive to customer needs and market
trends (Deming, 2020). Perceived quality, a critical determinant of customer satisfaction, is shaped
by customers’ evaluations of a product or service’s overall excellence (Parasuraman, Zeithaml, &
Berry, 2021). The connection between continuous improvement and perceived quality is evident
in methodologies like Six Sigma, which enhance quality through process standardization and
defect reduction (Antony & Banuelas, 2022).

Continuous Improvement

Continuous Improvement (CI) is an ongoing effort to enhance products, services, and processes
through incremental advancements rather than large-scale transformations. Rooted in quality
management philosophies such as Total Quality Management (TQM), Kaizen, Lean Management,
and Six Sigma, CI is driven by strategic leadership, employee involvement, technological
integration, and data-driven decision-making. Theoretical foundations such as Deming’s Plan-Do-

Check-Act (PDCA) cycle and Lean Thinking emphasize continuous refinement to optimize
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efficiency and customer value. However, challenges such as resistance to change, resource
limitations, and short-term business priorities often hinder effective Cl implementation. Recent
studies. Ghelani, H. J. (2024), and Mahdikhani, M., & Karbasi, A. (2025), (proper way to cite a
Scholarly work) highlight the benefits of CI, including waste reduction, production efficiency
improvements, and increased employee engagement. Emerging trends, such as Al-driven
predictive analytics, sustainability-focused CI strategies, and agile improvement models, are

reshaping the CI landscape to enhance long-term competitiveness and organizational adaptability.

Employee involvement

Employee involvement plays a crucial role in sustaining high-quality performance and fostering
customer loyalty. Engaged employees contribute actively to decision-making and quality
improvement initiatives, creating a sense of ownership and accountability (Hackman & Wageman,
2022). Research indicates that employee involvement directly influences customer’s loyalty by
enhancing service quality and customer interactions (Deci, Olafsen, & Ryan, 2017). Organizations
that prioritize employee participation report superior customer retention, as engaged personnel
deliver personalized and consistent customer experiences (Kotler & Keller, 2022). Studies such as
those by Meyer et al. (2023) highlight the link between employee engagement and increased
customer loyalty, demonstrating that businesses that implement participatory decision-making

strategies experience stronger customer relationships and lower turnover rates.

Customer satisfaction (DV included)

Customer satisfaction is a critical concept in marketing and business management, influencing
customer retention, brand loyalty, and financial performance. It is generally defined as the extent
to which a product or service meets or exceeds customer expectations (Oliver, 2010). Key
determinants of customer satisfaction include perceived quality, value for money, service
experience, and expectation fulfililment (Szymanski & Henard, 2001; Homburg et al., 2005). The
Expectation-Disconfirmation Theory (Oliver, 2010) explains that satisfaction arises when actual
performance meets or surpasses expectations, while the Kano Model (1984) categorizes customer
needs into basic, performance, and excitement attributes. Empirical studies indicate that higher

customer satisfaction leads to greater loyalty, repeat purchases, and financial growth (Fornell et
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al., 2010; Gruca & Rego, 2005). Furthermore, satisfied customers exhibit a higher willingness to
pay premium prices and recommend the brand, reinforcing competitive advantage (Homburg et
al., 2005). Businesses must continuously monitor and enhance customer satisfaction through
quality improvements, customer engagement strategies, and personalized service to maintain long-

term success (Rodriguez, Bosnjak, & Sirgy, 2012).

Perceived quality

Perceived quality is a crucial construct in consumer behavior and marketing, influencing
purchasing decisions and brand loyalty by shaping consumer judgments on a product’s overall
excellence or superiority based on intrinsic attributes such as performance and durability, as well
as extrinsic factors like brand reputation, price, and packaging (Juran & Gryna, 2023). Studies
indicate that consumers often associate higher prices with superior quality, though this relationship
varies depending on product category and consumer experience (Juran & Gryna, 2023; Wang &
Chen, 2021). However, perceived quality is not solely dependent on price; brand image,
advertising, and prior consumer experiences also significantly influence it (Meyer et al., 2023).
Objective quality, defined as measurable product characteristics, initially enhances perceived
quality, but its impact diminishes over time unless reinforced by continuous marketing efforts and
customer engagement (Oakland, 2022). Furthermore, perceived quality has a direct impact on
customer satisfaction and brand loyalty, as consumers who view a product as high-quality are more
likely to repurchase and recommend it, thus strengthening a brand’s competitive edge, whereas
discrepancies between perceived and actual quality can lead to dissatisfaction (Kotler & Keller,
2022). Therefore, businesses must adopt holistic strategies combining product improvements,
strong branding, and continuous consumer engagement to sustain and enhance perceived quality
in competitive markets. Several theoretical perspectives underpin the relationship between TQM
and customer satisfaction. Deming’s Theory of Quality emphasizes continuous improvement and
employee involvement as key drivers of product and service excellence. His Plan-Do-Check-Act
(PDCA) cycle provides a structured approach to iterative quality enhancement (Deming, 2020).
Juran’s Quality Trilogy highlights the importance of quality planning, control, and improvement
in meeting customer expectations (Juran, 2021). Additionally, the Customer Satisfaction Theory

posits that customer satisfaction results from the gap between expected and actual service
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experiences, underscoring the necessity of aligning TQM initiatives with customer expectations
(Kotler & Keller, 2022).

Customer loyalty

Customer loyalty refers to a customer's consistent preference for a brand, product, or service,
leading to repeat purchases and long-term engagement. It is influenced by factors such as
satisfaction, trust, perceived value, and emotional connection, making loyal customers less likely
to switch to competitors and more likely to promote the brand through word-of-mouth (Kotler &
Keller, 2022). Loyalty is categorized into behavioral loyalty, based on repeat purchases and
customer retention, and attitudinal loyalty, which reflects emotional commitment and brand
preference (Prajogo & Sohal, 2021). Key drivers of loyalty include customer satisfaction, as
satisfied customers are more likely to remain loyal due to positive past experiences (Parasuraman,
Zeithaml, & Berry, 2020), and service quality, which enhances trust and reliability (Wang &
Cullinane, 2018). Additionally, perceived value plays a crucial role, as customers are more likely
to stay loyal to brands that offer superior quality relative to cost (Juran & Gryna, 2023). Emotional
connection further strengthens loyalty, with brands that foster deep emotional engagement
experiencing higher retention rates (Harter et al., 2022). Strategies to enhance customer loyalty
include loyalty programs that incentivize repeat purchases, personalized marketing efforts that
align with customer preferences, prompt complaint resolution to build trust, and continuous quality
improvements to maintain customer interest (Meyer et al., 2023). Ultimately, customer loyalty is
critical for business sustainability, as it increases retention, reduces acquisition costs, and enhances

profitability while fostering strong brand advocacy (Deci, Olafsen, & Ryan, 2017).

2.2 Review of Related Theory

Deming’s Theory of Quality Management

Deming’s Theory of Quality Management is a foundational framework in Total Quality
Management that emphasizes continuous improvement, leadership commitment, employee
involvement, and data-driven decision-making (Deming, 1986). His System of Profound
Knowledge (SoPK) integrates four key principles: Appreciation for a System, Knowledge of

Variation, Theory of Knowledge, and Psychology of Motivation, which collectively enhance
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organizational efficiency and quality (Deming, 1993; Deci, Olafsen, & Ryan, 2017). His 14 Points
for Management advocate for long-term strategic thinking, training, cross-functional
collaboration, and eliminating fear-based management to sustain quality improvement (Juran &
Gryna, 2023). The Plan-Do-Check-Act (PDCA) cycle, also known as the Deming Cycle, provides
a structured methodology for iterative problem-solving and process refinement (Imai, 2021). These
principles continue to shape modern lean manufacturing, Six Sigma, and agile management
practices, helping organizations like Coca-Cola Bottling Company to enhance operational
efficiency, reduce defects, and improve customer satisfaction (Wang & Chen, 2021).

2.3 Empirical review

Deming (2021) analyzed how continuous improvement initiatives influence perceived quality and
customer satisfaction.  The study found that organizations adopting TQM practices, including
continuous improvement strategies, experience higher levels of customer satisfaction due to
improved product and service alignment with customer expectations The study recommends that
companies should integrate TQM principles, particularly, continuous improvement, into their

operational processes to enhance quality perception and customer satisfaction.

Prajogo and Sohal (2021) in ‘TQM and Customer-Centric Strategies in Service Industries’
investigate the impact of TQM implementation on service quality and customer perception. The
study confirmed that structured TQM approaches significantly improve service delivery, resulting
in higher customer satisfaction scores. The study recommends that organizations should
continuously assess and refine their TQM frameworks to remain adaptable to changing customer

preferences.

Imai (2020) in ‘Kaizen and Long-Term Quality Improvement: An Empirical Assessment evaluate
the effectiveness of Kaizen methodologies in sustaining high-quality product and service
standards. The findings highlighted that businesses employing Kaizen experience incremental but
lasting improvements in quality, leading to sustained customer satisfaction. The study recommends
that companies should adopt Kaizen as an integral component of their TQM strategy to ensure

consistent quality improvements over time.
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Wang and Cullinane (2018) examined the relationship between structured continuous
improvement initiatives and customer satisfaction in their study, "Structured Continuous
Improvement Frameworks and Customer Satisfaction.” The study shows organizations that
integrate structured TQM frameworks report significantly higher customer satisfaction ratings
compared to those with unstructured quality management practices. Businesses should implement
well-defined quality improvement frameworks to systematically enhance service delivery and

customer experience.

Juran and Gryna (2023) analyzed the correlation between employee engagement and customer
loyalty in service-oriented industries. The study found that organizations with strong employee
engagement strategies experience better customer retention and improved service consistency. The
study suggests firms should invest in employee training and motivation programs to enhance

workforce commitment and improve customer loyalty.

Meyer et al. (2023) assessed the contribution of employee involvement initiatives to customer
satisfaction. The research demonstrated that active employee participation in quality management
results in more reliable service delivery and increased customer trust. The study suggests that
organizations should create an inclusive work environment where employees feel empowered to

contribute to service quality improvements.

Harter et al. (2022) explored the long-term effects of employee engagement on customer trust and
loyalty. The study concluded that higher levels of employee engagement lead to stronger customer
relationships and enhanced brand loyalty. The study suggests that companies should prioritize

employee well-being and satisfaction to foster long-term customer trust.

Deci, Olafsen, and Ryan (2017) examined how employee motivation influences customer
experience and brand loyalty. The study highlighted that motivated employees deliver superior
customer service, fostering customer loyalty and trust. The study suggests that businesses should
adopt motivation-driven engagement strategies to ensure consistent and high-quality customer

interactions. (Properly arranged)
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3.0 METHODOLOGY

This study is cross-sectional study. A cross-sectional study captures data at a single point in time,
providing insights into the relationship between Total Quality Management practices and customer
satisfaction without requiring long-term tracking. It is cost-effective and time-efficient, allowing
researchers to collect and analyze data quickly, making it suitable for assessing organizational

performance.

This study adopts a survey research design, enabling the systematic collection of primary data
from a large number of respondents to gain insights into their perceptions and experiences with
Total Quality Management practices in organizations The survey method is particularly
appropriate as it allows for the examination of relationships between TQM dimensions and
customer satisfaction outcomes among employees and managers directly involved in or affected

by TQM practices.

A structured questionnaire serves as the primary data collection instrument. Designed to gather
quantitative data, the questionnaire focuses on four key variables: continuous improvement,
employee involvement, perceived quality, and customer loyalty. A five-point Likert scale, ranging
from "Strongly Disagree™ (1) to "Strongly Agree™ (5), is used to measure the degree of agreement
with various statements relating to these constructs. The questionnaire was divided into four
sections: demographic information (gender, age, position, and length of service), continuous
improvement practices, employee involvement in TQM, and perceived quality/customer loyalty.
Data was collected through a self-administered questionnaire, which was distributed to the selected

employees.

The study population comprises all employees of Coca-Cola Bottling Company, totaling 6,152
individuals from various departments, including production, quality control, marketing, and
customer service. To ensure adequate representation of perspectives on TQM practices, a stratified
random sampling technique was employed. Using Cochran’s formula for sample size
determination, a final sample size of 362 respondents was selected, ensuring sufficient statistical

power to detect relationships between the variables under investigation.
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The calculation follows Cochran’s formula for an infinite population, where no = (Z2 * p * (1 - p))
/ €2, with a confidence level of 95% (Z = 1.96), a population proportion of 0.5, and a margin of
error of 5%. This initially resulted in 384 participants, which was adjusted using finite population
correction, yielding a final sample size of 362. Stratified sampling ensured proportionate
representation across departments and hierarchical levels within the company, enhancing the

generalizability of findings.
Model specification
Model 1: Effect of Continuous Improvement on Perceived Quality

The first hypothesis (H1) examines whether continuous improvement affects perceived quality.

The regression equation is:
PQ=P0+B1Cl+e
Where:

e PQ =Perceived Quality (Dependent Variable)

e CIl = Continuous Improvement (Independent Variable)
e PO = Intercept

e PB1 = Coefficient of Continuous Improvement

e ¢ = Error term
Model 2: Effect of Employee Involvement on Customer Loyalty

The second hypothesis (H2) investigates the relationship between employee involvement and

customer loyalty. The regression equation is:
CL=a0+alEl+p
Where:

e CL = Customer Loyalty (Dependent Variable)

e EIl = Employee Involvement (Independent Variable)
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e o = Intercept
e ol = Coefficient of Employee Involvement

e p=Error term

Combined Effect of Continuous Improvement and Employee Involvement

To assess the combined impact of both independent variables on perceived quality and customer

loyalty, a multiple regression model can be specified as follows:

PQ=y0+y1CI+y2EI+v
CL=380+01CI+52EI+&

Where:

e v0,00 = Intercepts
e v1,81 = Coefficients for Continuous Improvement
e v2,82 = Coefficients for Employee Involvement

e v, = Error terms

4.0 DATA ANALYSIS

The data collected were analyzed using descriptive statistics, while hypothesis testing was carried
out through multiple regression analysis, facilitated by SPSS software. The ANOVA table was

used to determine the statistical significance of the regression model.

ANOVA Table

The ANOVA test evaluates whether the overall regression model is a good fit for the data, and
tests whether the independent variables significantly predict the dependent variables. The results

are presented as follows:
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Source Sum of Squares df Mean Square F Sig.

Regression  45.312 2 22.656 252.575 0.000
Residual 32.198 359  0.0897
Total 77.510 361

The F-statistic of 252.575 with 2 and 359 degrees of freedom, and a p-value of 0.000, indicates
that the regression model is statistically significant at the 5% level (p < 0.05). This suggests that
the independent variables—Continuous Improvement and Employee Involvement—together

significantly predict the dependent variables, Perceived Quality and Customer Loyalty.

Coefficients Table

The Coefficients Table provides the values of the regression coefficients (both unstandardized and
standardized) for each predictor variable, helping to assess the strength and direction of their

relationships with the dependent variables.

Predictor Variable  Unstandardized Coefficients Standardized Coefficients t Sig.

Constant 1.230 8.34 0.000
Continuous Improvement (X1)0.512 0. 0.367 5.12 0.000
Employee Involvement (X2)0.478 0.361 498 0.000

The regression model summary showed an R2 = 0.586, indicating that approximately 58.6% of the
variance in Perceived Quality and Customer Loyalty can be explained by the independent
variables, Continuous Improvement and Employee Involvement. This suggests a moderately
strong model fit, with a considerable portion of the variation in customer satisfaction outcomes

accounted for by the predictors.
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5.0 DISCUSSION AND CONCLUSION

The findings from the regression analysis reveal that both Continuous Improvement (CI) and
Employee Involvement (EI) significantly contribute to enhancing Perceived Quality and Customer
Loyalty. The positive and statistically significant coefficients for both predictors demonstrate that
organizations focusing on process improvements and employee engagement are more likely to
witness substantial gains in customer satisfaction and loyalty. These results align with several prior
empirical studies that reinforce the importance of these Total Quality Management (TQM)

principles.

Specifically, the impact of Continuous Improvement on customer satisfaction and loyalty
resonates with the work of Deming (2021), who emphasized that organizations that consistently
improve their processes tend to align better with customer expectations, thereby enhancing
perceived quality. Our results confirm this, showing that a one-unit increase in Continuous
Improvement leads to a 0.512-unit increase in Perceived Quality and Customer Loyalty. This
finding also supports Imai’s (2020) empirical evaluation of Kaizen, where incremental
improvements contributed to lasting customer satisfaction. Organizations, therefore, should
institutionalize continuous improvement frameworks—such as Kaizen or Six Sigma—to identify

inefficiencies, gather customer feedback, and implement structured changes.

Further corroboration comes from Prajogo and Sohal (2021), who found that TQM
implementation, particularly in service industries, improves service delivery and leads to higher
customer satisfaction. This reflects our finding that structured quality improvement efforts lead to
a substantial proportion (58.6%) of the variance in customer satisfaction outcomes. Building on
this, organizations are encouraged to promote cross-functional collaboration and regularly update

their quality frameworks to remain adaptable to evolving customer needs.

The role of Employee Involvement is equally compelling. Our model shows that a one-unit
increase in Employee Involvement results in a 0.478-unit increase in Customer Loyalty, supporting
the findings of Juran and Gryna (2023) who emphasized the link between engaged employees
and improved customer retention. The work of Meyer et al. (2023) also affirms that active

employee participation leads to more reliable service delivery and stronger customer trust.
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Similarly, Harter et al. (2022) highlight how high employee engagement cultivates long-term

customer loyalty and consistent service performance.

These findings suggest that organizations should create inclusive workplace environments that
encourage employees to take part in quality-related decision-making processes. Structured training
programs, recognition systems, and open communication channels will not only increase employee
motivation but also foster innovation and commitment to service excellence. As Deci, Olafsen,
and Ryan (2017) observed, employee motivation directly translates into superior customer service
experiences. Therefore, investing in employee development and well-being is not merely a human
resource concern—it is a strategic imperative for customer satisfaction and organizational

performance.

Moreover, the insights from Wang and Cullinane (2018), who demonstrated that structured TQM
frameworks result in significantly higher customer satisfaction ratings, underscore the importance
of adopting comprehensive monitoring and evaluation mechanisms. Organizations must develop
key performance indicators (KPIs), conduct regular audits and surveys, and use data analytics to
measure and refine their quality improvement strategies. Incorporating real-time feedback loops
from both employees and customers will enable firms to respond swiftly to issues and sustain high-

quality service delivery.

In conclusion, this study provides robust empirical support for the strategic relevance of
Continuous Improvement and Employee Involvement in enhancing customer satisfaction and
loyalty. By aligning with well-established TQM literature and current research, the findings
underscore the value of integrating structured improvement processes and employee-centered
practices into organizational strategies. Firms that embed these principles into their operations
stand to benefit from increased customer retention, improved service quality, and a stronger
competitive position in the market. Ultimately, sustainable business success hinges on a dual
commitment to operational excellence and workforce engagement. (The discussion and conclusion

was done in line with past studies. The recommendations were embedded in it without numbering.)
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