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Abstract

The study reviewed management perception of thecefbf Balanced scorecard utilisation on customer
satisfaction. Customer satisfaction is a lead caddeancial performance and low customer satisdacwill
ultimately reflect in the financials of any orgaatien. The study used the survey technique totéfitdrmation

on the effect of Balanced scorecard on customésfaetion. Ten companies in the consumer goodssitngu
were sampled and eight respondents were contaetecbmpany. It was found that the balanced scodetad a
significant effect on customer satisfaction at a I8%el of significance. The study therefore recomdes that
management tie the metrics that affect customésfaation closely to the organisational objectitesensure
that these are measured and where there is dfastite in the products/services, remedial actiareseasier to
identify and carried out to restore organisatiana favourable light with customers.

Keywords. Balanced Scorecard Utilisation, Customer SatigfactFinancial Performance, Consumer Goods
Industry

Introduction

The balanced scorecard, developed by Kaplan antbian 1992 is a performance measurement framework
that adds strategic non-financial performance nreasto the traditional financial metrics to givemagers and
executives a clearer and holistic view of orgamnsetl performance. The scorecard has evolved fisraarlier

use as a simple performance measurement framewtrla ifull strategic planning and management sysidra
scorecard was devised because of the need to oabep non-financial variables into the measures of
performance of organisations, it provides a franmbwibnat facilitates performance measurement angshel
planners identify what should be done, measureceaaduted.

Performance measurement is a critical factor irstivgival of any organisation as it is one of theys/in which

the desired strategic vision and mission of anyapigption can be achieved. Developing a world class
performance measurement system hinges on clearstadding of firms’ competitive strategies, oparadéil
goals and definitive statement of the employeeshpetencies and behaviors required to achieve thesfi
objective as well as developing well-structure@iinal business processes.

Nigerian manufacturing companies that are listedthan Nigerian Stock Exchange and operating in w&rio
sectors of the economy contribute to economic dnoavtd development. They need to measure and monitor
their performances from time to time, most espscibécause they use scarce resources and needk® ma
economic decisions on how best to use these resmuftie balanced scorecard has four perspectinesicial,
customer, internal business and learning and grpetbpectives.

In the past, performance measurement revolved drtha use of accounting or financial data to meashe
performance of firms. The use of financial dataultesl in misleading information because financialadwere
subject to manipulation by the preparers. Findrddda alone were criticised as being narrow actlitey in
qualitative characteristic because they are comidilem only the financial perspective and rely adstdrical
events. Therefore, financial data alone are saipassess very limited predictive ability and arenstime
observed to be inadequate to position organisationzerform effectively and efficiently and enattheem to
respond to customers and environmental complexitiethe information age (Kaplan & Norton, 1992).€Th
inclusion of only those items that could be expedss monetary terms motivated managers to focassskely

on cost reduction and ignore other important véembwhich were necessary to succeed in the global
competitive environment. Consequently, performaeealuation based on financial data alone can cause
managers to focus on short term objectives at ¢tiéndent of long term objectives and at the detritraf other
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stakeholders as well as the organisations theyesept. These criticisms led to the emergence afbast
measure of organisational performance which captoogh financial and non-financial indices.

The Balanced Scorecard (BSC) has become popuanriope and America but is still at the rudimentiamel

in Sub-Saharan Africa. Many studies have focusedhenimplementation of BSC in both private and publ
organisations in advanced economies with littleenefice made to the translation dynamics of BSC in
developing economies like Nigeria as observed by Bind Agara (2011). Studies by Etim and Agara (301
and Atarere and Oroka (2012) revealed that Nigenanufacturing companies are faced with challengiages
such as revenue growth, cost reduction technigoestomer satisfaction strategies, production ofliua
products or services to the customers, improvingleyees’ performance, and developing employeesdetm
the quick changing economic environment. Theselemgés arise mostly because many Nigerian companies
have not incorporated non-financial measures inr tperformance evaluation. There are fewer studies
documented on the adoption of BSC in developingnenues like Nigeria (compared to the West). Thiartle

in studies is despite the success recorded by auegpahat have implemented BSC. Therefore, it ighos
premise that this study was embarked upon, spatiifito examine the perceived effect of utilisingldnced
scorecard on customer satisfaction.

The Balanced Scorecard

According to Atarereand Oroka (2012), Parker (1979) was the first to conedhe idea of a balanced view
between financial and non-financial measures igijgl performance of organisations. Similarly, Paii€79)

did not do much to explain how his view could kenslated into concrete useable tools for managertemas
thus Kaplan and Norton who set in motion the BadaBcorecard (BSC) approach which successfully eatatt
Parker's point. The BSC was devised by Kaplan amdtdd in 1992. Between 1993 and 2001 the BSC
underwent several changes in strategies linkedetfopnance measures. According to Kaplan and Norton
(1992), an effective strategic learning processiireg a shared strategic framework that commurscéte
strategy and allows all participants to see howir tmelividual activities contribute to achievingettoverall
strategy.

The BSC recognises that management must considér financial performance measures (which tend to
measure the results of actions already taken—Idigators) and operational performance measuresctwtiend

to drive future performance, also known as leadcatdrs) when judging the performance of a compamy its
subunits. These measures should be linked witlcdhgpany’s goals and its strategy for their achiexemThe
BSC represents a major shift in corporate perfoomaneasurement. Rather than treating financiatatdis as
the sole measure of performance, companies re@dhé they are only one measure among a broatler se
Keeping score of operating measures @aditional financial measures gives managemetiadahced” view of

the organisation.

According to Chaudron (2003), the BSC is a way @asuring organisational, business unit or depatihen
success, balancing long-term and short-term actibakncing the following different measures of cass:
Financial, Customer, Internal Operations, HumanoRez Systems and Development (learning and growth)
tying the firm's strategy to measures of action.dWlwf the success of the scorecard depends on hew t
measures are agreed, the way they are implementeldoav they are acted upon (Bourne 2002).

Benefits of Balanced Scorecard Utilisation

There are many benefits derivable from the adoptibialanced scorecard as a performance measurement
technique. Etim and Agara (2011), states that BSQapable of enforcing the achievement of corporate
strategies. There are causal relationships betwbenperformance of the organisation and the effecti
management of the dynamics of the four perspeciieplan & Norton, 2006). The implementation of BSC
would result in improved operational performanaggréased profit, improved communication among staff
improved long and short term planning process,katter management of intangibles including capadsliand
human capital. Also, adoption of BSC influencesdlecation of resources, the reward for perforneaiscipport
innovation and positions organisations to functdfiectively and efficiently in a competitive envinment. BSC

is said also to help managers to understand theeraus interrelationships and causal effects ofrmateand
external factors that affect the firm to achievéropl level of operational efficiency (Huang, 2009)

The model is also capable of linking the measuwrdbké reward system of organisations, thereby tasgis the
promotion of hardwork among staff (Kaplan & Nortdr§96a). Further, Behery (2005), Woodley (2006) and

187



Research Journal of Finance and Accounting www.iiste.org
ISSN 2222-1697 (Paper) ISSN 2222-2847 (Online) E-I-,i,l
\ol.8, No.8, 2017 IIS E

Wongkaew (2007) in their individual case studiedlmntranslation to BSC in organisations obsereg, ihwell
implemented, the scorecard is a potent model cagztdnhancing the performance of the company tudheas
the capabilities of adaptation in different culigettings.

Wood and Sangster (2002) identified the followirgnéfits for organisations that adopted the BSC:

iv. The BSC provides management with a tool to focusteyy on and move the organisation in a co-
ordinated and transparent manner towards the ammient of its objectives;

v. It facilitates an understanding of how organisadigparticipants can contribute to the strategiccess of
the organisation by making it clear what itemsiamgortant indicators of success; and

vi. It guides the transformation of the organisation&on and strategy into a set of performance messu

According to Prosatis (2010) the BSC recognized esavh the weaknesses and vagueness of previous
management approaches, and provides a clear ptiseras to what companies should measure to ‘balldime
financial perspective. The BSC concept provideatsgic feedback and learning, a cross organisdtieam,
more open channels of communications, enthusigstimple, and initiatives are continually measured an
evaluated against industry standards. The scorés&mbwn to help reduce the vast amount of infaromathe
company IT systems process into essentials, unigumepetitive advantage, reduced time-frames, immtove
decisions and better solutions and improved presesMany organisations have difficulty establishing
mechanisms that translate strategic vision intcmEte goals and actions. This means businessels; pabvice
projects, or any prolonged group effort can berfedin the power of the BSC.

Customer Satisfaction

A customer of an organisation is a vital link beémeits production process and profitability. Acdoglto
Kairu, Wafula, Okaka, Odera, akerele (2013), customer satisfaction perspectagtures the ability of the
organisation to provide quality goods and/or sasjahe effectiveness of their delivery, and overastomer
service and satisfaction. These will result fronicg@r quality, availability, selection, functionaljt service,
partnerships and brand value propositions, which lad to increased customer acquisition and t&ien
(Gekonge, 2005). The BSC demands that manageddtartheir general mission statement on custopmeice
into specific measures that reflect the factorst theally matter to customers (Kaplan & Norton, 1R92
Customers’ concerns tend to fall into four categgritime, quality, performance and service costisfied
customers buy a product again, talk favorably tert about the product, pay less attention to ctingperands
and advertising, and buy other products from thegany (Kotler & Armstrong, 2004). Recent management
philosophy has shown an increasing realisatiomefitnportance of customer focus and customer aatish in
any business (Chabrow, 2002; Holloway, 2002; anddiaman, 2003).

According to Horngren, Harrison, and Oliver (2018)e customer perspective of the BSC helps managers
evaluate the question, “How do customers see us#foon Al-Najjar and Kalaf's (2012) perspective, 8T
achieve our vision, how should we appear to outoruers?" Hongreret al. (2012) further reiterated that
customer satisfaction is a top priority for longrtecompany success. If customers are not satidfied, will not
make repeat purchases nor would they tell othemitathe company products and/or services. Thergfore
customer satisfaction is critical to achieving tampany’s financial goals outlined in the finangi&rspective

of the BSC. Customers are typically concerned Wathr specific product or service attributes: prathiprice;
product’s quality; service quality at the time afes and product’s delivery time (the shorter thédr).

Since each of these attributes are critical to nmakiie customer happy, most companies have spebifctives
for each of these attributes. Businesses commas#ycustomer perspective key performance indickPss),
such as customer satisfaction ratings, to assessttey are performing on these attributes. Becaustomer
satisfaction is crucial, customer satisfactionngdi often determine the extent to which bonusegeaeted to
staff. For example, if customer satisfaction ragiage greater than average, the KPI will be pasitifzcustomer
satisfaction ratings are lower than average, manage will want to devise measures to improve custom
satisfaction. Other typical customer perspectivelsKidcludes percentage of market share, increasthean
number of customers, number of repeat customersyate of on-time deliveries. Al-Najjar and Kal&0(2)
identifies other typical measures under this pargpe customer complaints, customer lost/won, s&em new
product, and so on.
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According to the Balanced Scorecard Institute, meamanagement philosophy has shown an increasing
realisation of the importance of customer focus emstomer satisfaction in any business. Poor padace on
this perspective is a leading indicator of futueglthe, even though current financial picture magkl good. In
developing metrics for customer satisfaction, cotis should be analysed in terms of kinds of custerand

the kinds of processes for which companies areigiray a product or service to those customer groups

According to Atarereand Oroka (2012), this perspective is focused primadty the customer and market
segment in which the business will compete. It Hert underpins the revenue element for the financial
perspective objective as this will be realised frpatronage of customers. Therefore, the achievewietite
customer objective should ensure that the targe¢nee will be generated. The core objectives o$ thi
perspective as identified by AtareaedOroka (2012) are:

i. increasing the market share - which may be thradyertisement, sales, promotions, low-price of
products and services.

ii. increasing customer retention - Strategic meadhisscan be taken include; improving customer-
organisational relationship, responding to cust@meomplaints/suggestions, offering after-sale
services to customers, etc.

iii. increasing customer acquisition - the focus herdoisncrease total sales to new customers.
Strategic measures to be taken include giving reat $amples to new market segments, penetration
of new market segments, and introduction of newdpects and/or improving on existing old
products.

iv. increasing customer satisfaction - The focus hereon customer-survey satisfaction ratings.
Strategic measures that can be taken include ashamiimg of questionnaires to customers,
monitoring number of repeated patronage by oldousts, etc.

Wood and Sangster (2002), suggest organisationdifiéhe customer and market segments in whicly the
operate. Measurements should be made of factohsasicustomer satisfaction, retention, acquisitimstomer
profitability and market share.

In assessing the performance of organisations ugiegbalanced scorecard, Kaplan and Norton (206d) a
Horngren and Foster (2003) were unified in theinmm that there must to be congruency in the perémce of

the key functions such as the sales and customeicaeAlso, it is noted that the use of BSC hagdoaitive
impact on service delivery and strategic compediiass as reflected in the sales growth tataddition, Kairu

et al. (2013) revealed that the BSC emphasises perfa@naneasurement and management in four key
business areas. These four perspectives providengrehensive evaluation of the organisation tham th
traditional emphasis on tangible and financial &ssé the organisation. They argue that it is beedearning
improves the internal business processes; thisawggnent leads to improved customer satisfactionighvin

turn leads to improved financial results.

The Stakeholder theory by Freeman (1984) positatl itidividuals and groups that have an intereshn
well-being of a business entity and/or are affected the goals, operations or activities of the
organisation or the behaviour of its members havestake’ in what the organisation does. Thus,
stakeholders in relation to this study are empdsyand management who are internal to the opesatiothe
organisation, while customers, suppliers, competitare external to the operations of the orgawisati
Freeman (1984) observed that there are obvious dloks between stakeholders and strategies can
to be put in place to attain organisations’ goabtigh which the performances of employees are medsu

M ethodology

The Study Area

This study was carried out in Nigeria. NigeriansWestern Africa, sharing geographical border v@trad and
Cameroun in the East, Niger Republic in the NoR&public of Benin in the West and the Atlantic Qt@athe

South. It operates a Federal system of governn8éitstates divided into six (6) geopolitical zoneshva
Federal Capital Territory (FCT). Nigeria’s poputatiis over 160 million and it is one of the fastgetwing
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economy in Africa. Nigeria has about 200 listed pamies on the stock exchange as at December 20ibédli
among different sectors of the economy. The stadpdused specifically on consumer goods sectopenies
that are listed on Nigerian Stock Exchange (NSEwbich there were 29 as at December 2014. Thedliste
companies operate in the market and contributedo@mic growth and development, employment germrati
direct creation of wealth by contribution to theo& National Product (GNP), provision of technioabvation,
provision of competition and output for other besises (NSE, 2014). The manufacturing companiesareft
out as they play a vital role in provision of empgitent, consumable products and a source of reventle
government through payment of taxes.

For this study, the data were obtained from primaoyrces. The primary data were collected through
guestionnaire administered among the respondentheokelected companies. The justification for g
primary source is to be able to obtain first-hamirimation directly from the target respondentshef selected
companies as used in Al-Matarneh (2011).

The population of the study is made up of 29 martufing companies registered in the consumer geedsr
of the NSE as at December 2014. The choice of tipailption is justified by the fact that all the qoamies in
the sector have similar characteristics. The conegan this sector convert raw materials into fieid produce
and have similar organisational structures. Thgetarespondents are the managers/directors ofati@us units
or departments of the selected companies. The elwithese respondents is to ensure reliability atwliracy
of the information obtained due to the familiaritithese staff to the operation of the selecte@mimgtions.

The sample size for the study is 10 selected fr@nt@npanies operating in the consumer goods seastng
simple random sampling. The whole sector was censititoo large for the study and it was done te giqual
chance of appearance to all the companies andntinate bias in the selection process as observeelévant
studies. The 10 selected companies had 150 mamaageheads of units. In selecting the respondentben
selected companies for questionnaire administratibe study considered and purposively selected 80
respondents comprising of managers and direct@ts dre bestowed with the responsibility of perfonoe
measurement within their respective units or depants. The selection is because the companiesthawsame
structural setting. Eight (8) respondents were csete purposively in each of the selected comparttesse
include one (1) manager/director of finance/acceutwo (2) managers/directors of sales/marketimg (1)
manager/director of planning, two (2) managersdines of human resource/personnel departmentsvemd2)
other managers/directors. This selection was madause of similarity in the structural settingstied target
organisations. The choice of these respondentwussfigpd to give each company equal opportunity of
representation and to avoid bias.

Method of data collection

The data for the study were collected through dgomsaire. The questionnaires were adopted from A284.3)

and Al-Matarneh (2011) but were modified to sué tibjective of the study. Cronbach’s alpha was eysa to
ensure the reliability of the instrument, the siigaint value of the reliability statistics was 0@9Content
validity was conducted by obtaining the opinion @fperformance measurement expert on the research
instrument. The questionnaires were administeradtieéananagers/directors of the selected departneentsits

of the selected companies. This was to enableatmle of authentic information from the target plation. A

five point Likert scale was used in the questiormalhe questionnaires were delivered physicalpatoffices

of the various organisations and retrieved later.

Analysis of Data

A total of 80 questionnaires were administered afutvhich 60 (75%) were completed and returned. &mp
percentages were used for the description of tkee @lad one way Analysis of Variance (ANOVA) wasdise
test the formulated hypotheses. Table 1 presesponelents’ perception of the utilisation of balahseorecard
on customers’ satisfaction measures. Twenty-se?d fespondents representing forty-five percent#5
perceived very strongly the BSC utilisation effentcustomer loyalty; twenty-two (22) respondentgesenting
thirty-seven percent (37%) perceive the effect 8CBon customer loyalty; eight (8) respondents iEprEng
thirteen percent (13%) were undecided on the etf€&SC utilisation of customer loyalty; two (2)spondents
representing three percent (3%) did not perceieeetfiect of BSC on customer loyalty; and one redpan
representing two percent strongly disagreed tha& BSlisation had any effect on customer loyalty.
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Nineteen (19) respondents representing thirty-twocent (32%) perceived very strongly the BSC wilen
effect on improvement in service delivery customéwgenty-eight (28) respondents representing fegyen
percent (47%) perceive the effect of BSC on impnoest in service delivery customers; eight (8) resfemts
representing thirteen percent (13%) were undeciaethe effect of BSC utilisation on improvementsiervice
delivery customers; five respondents representightgercent (8%) did not perceive the effect of(B6n
improvement in service delivery customers; andaspondent selected the strongly disagreed option.

Seventeen (17) respondents representing twenty-eggbent (28%) perceived very strongly the BS@sation

effect on increased customer satisfaction; thing-q31) respondents representing fifty-two pero@&a%o)

perceive the effect of BSC on increased customgsfaetion; ten (10) respondents representing deesn
percent (17%) were undecided on the effect of BS$iisation on increased customer satisfaction; ¢he
respondents representing two percent (2%) did ewtgive the effect of BSC on increased customésfaation;

and one (1) respondent representing two percen} é2%ngly disagreed that BSC utilisation had afigat on

increased customer satisfaction.

Eighteen (18) respondents representing thirty per(20%) perceived very strongly the BSC utilisateffect
on innovation and reward; thirty-one (31) responsleapresenting fifty-two percent (52%) perceive ¢ffect of
BSC on innovation and reward; ten (10) respondeatgesenting seventeen percent (17%) were undkoide
the effect of BSC utilisation on innovation and eed; one (1) respondents representing two per@nj did
not perceive the effect of BSC on innovation andamel; and none of the respondents selected thagiro
disagree option.

Twenty (20) respondents representing thirty-threecgnt (33%) perceived very strongly the BSC watiien
effect on customer satisfaction with new producteli@ment; twenty-seven (27) respondents reprasgnti
forty-five percent (45%) perceive the effect of B8@ customer satisfaction with new product develepim
eleven (11) respondents representing eighteen qie(t@%) were undecided on the effect of BSC wiien on
customer satisfaction with new product developmeng (1) respondents representing two percent (ot
perceive the effect of BSC on customer satisfactiaih new product development; and one (1) responhde
representing two percent (2%) strongly disagreed BSC utilisation had any effect on customer &ation
with new product development.

Twenty-three (23) respondents representing thidgirte percent (38%) perceived very strongly the BSC
utilisation made their organisation more responsiveustomers; twenty (20) respondents represettliinty-
three (33%) percent perceive the BSC made theiarisgtion more responsive to customers; fifteen) (15
respondents, representing twenty-five percent (26#e undecided on the effect of BSC utilisationrdean
their organisations’ level of responsiveness taamsrs; two (2) respondents representing threeeper@%)
did not perceive the effect of BSC on their respmrsess to customers; and none respondent seldwted
strongly disagree option.

Twenty-five (25) respondents representing forty-fpescent (42%) perceived very strongly the BSsatilon
effect on customers’ strengthened trust, respettcanfidence in their organisations’ products; ttyetao (22)
respondents representing thirty-seven percent (P&egive the effect of BSC on customers’ strenggddrust,
respect and confidence in their organisations’ pctel eight (8) respondents, representing thirteercent
(13%) were undecided on the effect of BSC utilmatbn customers’ strengthened trust, respect anfidemce
in their organisations’ products; three (3) resporid representing five percent (5%) did not pecéhe effect
of BSC on customers’ strengthened trust, respettcamfidence in their organisations’ products; and (2)
respondent representing three percent (3%) stratighgreed that BSC utilisation had any effect ostamers’
strengthened trust, respect and confidence in tinganisations’ products.

Eighteen (18) respondents representing thirty per(20%) perceived very strongly the BSC utilisateffect

on reduced customer complaints; thirty-one (31lpoesents representing fifty-two percent (52%) piercehe
effect of BSC on reduced customer complaints; se@@nrespondents representing twelve percent were
undecided on the effect of BSC utilisation on restucustomer complaints; four (4) respondents reptes)
seven percent (7%) did not perceive the effect 8€Bon reduced customer complaints; and none respbond
selected the strongly disagree option.

Twenty-four (24) respondents representing fortycpat (40%) perceived very strongly the BSC utiimat

effect on improved product/service quality; twestx-(26) respondents representing forty-three per¢£3%)
perceive the effect of BSC on improved productfeenquality; seven (7) respondents, representingvav
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percent (12%) were undecided on the effect of B8Isation on improved product/service quality; tWB)
respondents representing three percent (3%) dipeateive the effect of BSC on improved productiser
quality; and one respondent representing two pe(@8a) strongly disagreed that BSC utilisation laay effect
on improved product/service quality.

The respondents largely agreed on the effect oB®€ on various dimensions of customer satisfadiath a
mean of 79.44%). The above description indicated tihe managers perceived that the utilisation aibBced
Scorecard had some effect on customer satisfaction.

Table 1: Perceived Relationship of BSC to Custo8wisfaction Measure

Perceived Balanced scorecard utilisation effect on | 1 2 3 4 5 Total
Customers’ loyalty 27 22 08 02 01 6(
Improvement in service delivery to customers 19 28 08 05| 0d 6(
Increased customer satisfaction 17 31 10 01 01 6(
Reward for performance and support innovations 18 31 10 01 0d 6(
Customer satisfaction from new product development 20 27 11 01 01 6(
More responsive to customers. 23 20 15 02 00 60
Strengthened customer trust, respect and confidenge 25 22 08 03 02 60
Reduced customer complaints 18 31 07 04 00 60
Improved product or service quality 24 P6 07 02 01 60
Total 191 238 84 21 0¢ 540
Mean Average 21.22| 26.44 9.33 233 0J6 60
Percentage (%) 35.37| 44.07, 15.5% 3.88 1.11 100

Source: Field survey, 2015
Legend: 1 — Strongly agree; 2 — Agree; 3 — neitlygee nor disagree; 4 — disagree; 5 — Stronglygdisa

The study tested the hypothesis: balanced scoretdishtion has no significant effect on custoreatisfaction
in Nigerian manufacturing companies. Table 2 isdat source for the ANOVA found in Table 3.

Table 2: Summary of Customer Satisfaction Measures

Groups Count Sum Average Variance
Strongly Agree 9 191 21.22 12.94444
Agree 9 238 26.44 18.27778
Neither 9 48 9.33 6.5
Disagree 9 21 2.33 2
Strongly Disagree 9 6 0.67 0.5

Source: SPSS version 16.0

One way ANOVA was used to examine the effect otpmed BSC utilisation on customers’ satisfactign b
assigning Strongly Agree, Agree, Neutral, Disagree Strongly Disagree on customer satisfactioniogetfhe
ANOVA summary in Table 3 show the result of theiation of response among the various respondetis. T
computed value of the F statistics is 146.19 wieetkea critical table value af, kyis 2.61. The p-value of 0.0000
indicate the perceived Balanced scorecard utitisaéiffect on customer satisfaction is statisticalignificant
among Nigerian Manufacturing companies at p<0.0&ceSthe computed value is greater than the critadze
value, the null hypothesis (balanced scorecardsatibn has no significant effect on customer fattson in
Nigerian manufacturing companies) is not acceptetd] the study therefore concludes that the perdeive
balanced scorecard utilisation has significantatfe customer satisfaction in Nigerian companies.
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Table 3 ANOVA Table

Sour ce of
variation SS df MS F P-value Fcrit
Between Groups 4704.222 4 61056 146.1948 0.0000 2.605975

Within Groups 321.7778 40 041444

Total 5026 44

Sour ce: SPSS version 16.0
Discussion

The result revealed that there is significant effet perceived balanced scorecard utilisation ostamer
satisfaction measures in Nigerian manufacturing ammes at p<0.05. This is in line with Kaplan andrtdn
(2001) and Horngren and Foster (2003) assertioas ttiere is congruency in the performance of thg ke
functions such as the sales and customer servitesresult is logical, since for consumer goodsanizations

to achieve decent financial performance requiresstile of the products of the organizations. Ihine with
Buzzel, Gale and Saltan (1974) and Anderson, Foamel Lehmann (1994) studies which provide empirica
evidence to support the economic benefits of immgeustomer satisfaction.

Conclusion

Balance scorecards have come to stay. Howeverettdhg best out of them, managements need to fidenti
clearly the tasks in the four perspectives that faitilitate the achievement of organizational go&ustomer
satisfaction is a key element to the achievememrgénizational objective. Organizations need mal fout the
factors that contribute most significantly to traisfaction of their customers and ensure thatetHastors are
not ignored. This is because customer satisfaddoa leading factor. Even though an organizatiory e
experiencing financial success, present customssatisfaction will lead to a reduction in the fingh
performance in future periods for the organization.
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