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ABSTRACT

The textile industry is an important sector in Peru, which thanks to the quality of its products,
continues to be the preferred supplier for many countries. However, for some years its production
has been decreasing, which has made it impossible to consolidate as a stable sector. The purpose
of the research was to determine the influence of quality management on customer satisfaction in
small and medium-sized enterprises within the textile sector of Lima-Peru. A quantitative
methodology was used, of non-experimental design, correlational level and cross-sectional, with a
sample of 259 clients. The instrument used was the questionnaire on a Likert scale for the 2
variables; with a reliability of 0.810 and 0.6, respectively. Among the results, it was detailed that
there is a weak and significate correlation between quality management and customer satisfaction
(r =0.321, p < 0.001). With regard to linearregression, it was determined that 8.9% of the
leadership level explains customer satisfaction (p = 0.27, p = 0.01). In addition, 11.7% of the level
of worker participation explains customer satisfaction (f = 0.344, p = 0.001). This research
provides a clear contribution by filling the gap due to the evident lack of research aimed at
evaluating the implementation of these variables in developing countries, especially in Latin
America and specifically in Peru.

Keywords: Quality management, customer satisfaction, leadership, textile industry; SMEs
Jel classification: M30, M31, L67

Introduction

China, Bangladesh, Vietnam and Turkey lead
global textile production. While in China
they reach a turnover of almost 9 million
dollars a month, in Peru only 328,000 dollars
are reported, representing 0.8% of world
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production in this industry and in turn 4.8%
of the country's GDP (Martinez-Condor et
al., 2020). In this sense, competition within
the textile sector of these countries with Peru
is very high, leaving Peru with a small
portion of global demand (Inocente et al.,
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2020). Compared to other sectors, the textile
industry in Peru has suffered a significant
decline, the competition of imports from
China, India and Vietnam being one of the
main reasons, given that the prices offered by
these countries are much lower than Peruvian
prices (Martinez-Condor et al., 2020). Peru's
commercial competitiveness in textile
production subsectors however, is high; due
to the quality that characterizes its fabrics,
Peru meets a significant part of the demand
from FEuropean and North American
countries that remain loyal customers due to
these characteristics (Inocente et al., 2020).
This has made customers more aware of
product quality, and in turn leads companies
to consistently adopt new initiatives in order
to improve their quality. (Shafiq et al., 2019).

In today's world, the main challenge for
organizations is to cope with increasing
customer demand. This incentivizes many
organizations to change the activities of the
manufacturing  process, especially in
developing countries (Patyal & Koilakuntla
2017). As previously described, the textile
industry is an important sector in Peru, which
thanks to the quality of its products,
continues to be the preferred supplier for
many countries. However, for some years its
production has been decreasing, which has
made it impossible to consolidate as a stable
sector (Martinez-Condor et al., 2020).
Therefore, this study aims to analyze two
important factors in the textile trade, such as
quality  management and  customer
satisfaction, and thus be able to answer
questions such as: does quality management
affect customer satisfaction? Does the
leadership of a company affect customer
satisfaction? Does the level of participation
of a company's workers affect the level of
customer satisfaction? Although it is true that
various investigations have been carried out
that analyze the correlation and/or incidence
between quality management and customer
satisfaction in different areas (Afthanorhan et
al., 2019a; Afthanorhan et al.,, 2019b,
Aljumah et al., 2020; Al-Tit2015; Endara et
al., 2019; Giindiiz & Giindiiz, 2017; Hussain
et al., 2015; Ismail & Yunan, 2016; Jaleel et
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al., 2021; Janahi & Al Mubarak, 2017; Kant
& Jaiswal, 2017; Kundi et al., 2014; Kundu
& Datta, 2015; Ngo & Nguyen, 2016; Patyal
& Koilakuntla, 2017; Shahneaz & Salma,
2013; Shafiq et al., 2019; Yuen & Van Thali,
2015). It has been apparent the lack of
research aimed at evaluating the
implementation of these variables in
developing countries, especially in Latin
America and  specifically in  Peru
(Benzaquen, & Charles, 2020). In Peru, the
increase in different companies leads to
competition between them, which is why
their certification as quality firms is
necessary, thus allowing improvement of the
quality of their products. Additionally,
companies have been interested in the
various benefits that this certification
provides, such as a more pleasant working
environment, cost reduction, productivity
growth, among others (Benzaquen, &
Charles, 2020), and the textile area is not
exempt from this need / requirement.
However, it has not been possible to
appreciate an investigation that has been
carried out in a company in the textile sector
that establishes the incidence of quality
management on customer satisfaction
through a linear regression in Peru.

Literature review

The quality of a product is essential for the
well-being of human beings; taking into
consideration that advances in quality
awareness were motivated by quality
products with Feigenbaum in the mid-20th
century (Li et al., 2018). These challenges
related to quality raise the question of
evaluator the improvement process and
techniques used to manage this quality at
each stage carried out to develop the product,
considering the effort of the employees and
the time of each cycle with the objective of
satisfying customer expectations and demand
(Gunasekaran et al., 2019).

The workplace and the worker are all
challenges that management in both small
and large companies must face, therefore,
quality can be considered as one more
challenge that is interrelated with these.
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Additionally, quality represents a strong
component that influences people's
satisfaction (Haque & Oino, 2019; Channa &
Sajid, 2020); likewise, it can represent a
competitive advantage for a company (Islam
et al., 2012). The quality of both the service
and the product is of great importance, since
these factors influence the customer's
purchase or consumption decisions, as
indicated Parasuraman et al., 1988. Quality
can be defined as the difference between the
expectations that customers have and the
experience perceived by them, both of the
product and of the service obtained.
Additionally, excellent quality influences the
improvement of the  organization's
productivity (Channa & Sajid, 2020).

Within scientific literature there are different
studies that define customer satisfaction.
According to Pajuodis 2015, customer
satisfaction arises from a comparison process
measured by the quality of the service and /
or use of the product; Kotler & Keller,
(2012), argued that this comparison can
generate a feeling of pleasure or
disappointment according to customer
expectations, and when it comes to customer
satisfaction (Abdallat & Emam, 2001), it is
something which arises prior to the purchase
decision and is manifested after having used
the service or product (Bendaraviiené &
Vilkyte, 2019).

Customer satisfaction is something which
allows differentiating the interest and
preference of a certain product or service by
the customer. It is important to maintain and
increase this satisfaction, as it is a factor that
strongly influences the performance of
companies, which allows them to evaluate
their position in the market, as well as
increasing higher profits and sales. Managing
customer satisfaction is an important
responsibility and characteristic within
organizations and is something which should
be carried out by each of the people involved
(Channa & Sajid, 2020).

On the other hand, the relationship between
quality of service and customer satisfaction
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has been evaluated by different authors in
different market contexts, as mentioned in the
introduction section. Shahneaz & Salma
(2013), findings from the evaluation of a
department store revealed that elements of
quality such as competence and customer
knowledge significantly influence overall
customer satisfaction. The findings of
Aljumah et al., (2020), indicated that the
quality of service in the Islamic bank of South
Africa positively influences perceived
customer satisfaction. Kundi et al., (2014),
different attributes of service quality in a
higher education institution examined,
obtaining  positive and significant
relationships between the studied attributes
and customer satisfaction as a result.

Under this context, the objectives of this
research were the following: to determine the
impact of quality management on customer
satisfaction; determine the impact of the
leadership level on customer satisfaction; and
determine the incidence of the level of
participation of workers on customer
satisfaction; all this focused on a company in
the textile sector located in Lima, Peru.

Therefore, the main hypothesis of this study
is:

Hl: Quality management has significant
effect on Customer Satisfaction.

Methods

Design

This is quantitative research, carried out at a
correlational and transversal level. By the
same token, the design is non-experimental,
according to Salkind (2010), non-
experimental designs are used to answer
questions about groups or whether there are
differences between groups. The conclusions
are descriptive in nature, taking into account
that to conclude on the causal relationships
based on non-experimental research, it is
carried out in a post hoc manner.
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Sample and procedures

This study focused on Small and Medium
Enterprises (SMEs) in the textile sector of
Lima, Peru, since these companies are still in
development. Through surveys you can find
out the current state of companies and
consequently, make improvements. In order
to obtain information about the customer who
buys from a company in the textile sector, the
survey technique (Zaitoun & Agel, 2015) was
taken into account for each study variable. A
non-probabilistic and convenience type
sampling was carried out, selecting a total of
259 people. The respondents were informed
about the purpose of this study, in the same
way data was collected through online
surveys and the information provided
through the responses was kept confidential.

Instrument

A questionnaire was used for each variable,
starting with Ferrero (2019). In the case of the
Quality =~ Management  variable, the
questionnaire consisted of two dimensions
(Level of leadership and Level of worker
participation), each consisting of six items.

For the Customer Satisfaction variable, the
questionnaire was made up of three
dimensions (Purchases, Stocks and Sales), in
turn made up of seven, six and two
dimensions respectively. The instruments
used were validated by a judgment of 4
experts; while the Cronbach's alpha statistic
was used for reliability. The same that was
developed in Quansah (2017) and Trizano-
Hermosilla & Alvarado (2016). It is
important to mention that the data have been
processed through the SPSS v.24 statistical
program at a 95% confidence level. The
Spearman Rho statistic was used to evaluate
the correlation of the study variables and
linear regression to find out which of the
independent variables best predicted the
value of the dependent variable.

Results

A reliability of 0.810 was obtained for the
Quality Management variable questionnaire
and 0.6 for the Customer satisfaction variable
questionnaire. According to Osho (2016),
values above 0.6 are considered satisfactory.

Table 1. Correlation between Quality Management and Customer Satisfaction

Customer Quality
satisfaction management
Spearman's Customer Correlation 1.000 ,321%*
Rho satisfaction coefficient
Sig. (bilateral) 0.000
N 259 259
Quality Correlation ,321%%* 1.000
management coefficient
Sig. (bilateral) 0.000
N 259 259

**_The correlation is significant at the 0.01 level (bilateral).
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The results shown in Table 1 respond to the
research hypothesis. Table 1 shows a
significant, positive and weak correlation
with Spearman's Rho statistic (de Winter et
al., 2016; Baskar et al., 2020) with 95%
confidence between quality management and
customer satisfaction. This means that the

changes made to improve quality
management to a greater or lesser extent will
be reflected in a greater or lesser measure of
customer satisfaction. According to Gogtay
& Thatte (2017), the closer the value is to +1,
the stronger the correlation.

Table 2. Multiple linear regression model

R2 Standardized
coefficients
Model Beta (B) t Sig.
Quality management 0.108 -0.149 -0.994 0.321
Leadership level 0.089 0.270 2.597 0.010
Workers 0.117 0.344 3.329 0.001

participation level

From table 2, it is understood that a high level
of leadership (f =0.270, p=0.01) and worker
participation (B = 0.344, p = 0.001) in the
textile sector company 1is significantly
associated with a level high customer
satisfaction. On the other hand, a low level of
quality management explains a high level of
customer satisfaction with a 10.8%
probability.

Through the linear regression model, placing
globally as predictors the quality
management, level of leadership, level of
worker participation, an R2 is 0.149 and F =
14.924 with a significance of 0.000. This
means that the model explains 14.9% of
customer satisfaction significantly.

Discussion

The objective was to determine the impact of
quality =~ management on  customer
satisfaction, whose correlation  value
obtained (r = 0.321, p = 0.000) is positive,
weak and significant. In addition, it was
determined that 8.9% of the leadership level
explains customer satisfaction (fp = 0.27, p =
0.01). Also, 11.7% of the level of worker
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participation predicts customer satisfaction
(B =0.344, p = 0.001); all this focused on a
company in the textile sector located in Lima,
Peru. This result agrees with Islam et al.,
(2012) and Afthanorhan et al., (2019a), who
confirmed a positive and significant
relationship in the quality of service with
regard to client satisfaction as well as within
the library environment. The general services
therefore, were important in creating a high
increase in performance. Channa, & Sajid,
(2020), found a strong relationship between
quality and cost with satisfaction in the textile
industry in Pakistan. Together with Kundu &
Datta (2015), who found that electronic
quality management is strongly correlated
with customer satisfaction, allowing them to
confirm that trust is a mediating variable of
service quality when analyzing the same
model with gap value and perception value.
In addition to Hussain et al., (2015), through
the modeling of structure equations, they
indicated that the quality of service, the
perceived value and the brand image have a
significant positive impact on customer
satisfaction, which a turn can lead to brand
loyalty. In the same way with Suwandej
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(2015), who modeled the total quality
management for a municipality, which
allowed to explain that successful public
organizations require leaders, teamwork,
training,  appropriate  incentives  and
evaluation and effective communication.
Similarly, with Al-Tit (2015), who concludes
that the dimensions of service quality in
addition to customer satisfaction have a
positive influence on customer retention. As
with Ngo & Nguyen (2016), who revealed
that customer satisfaction and quality of
service are very important benchmarks of
customer loyalty and, in turn, customer
satisfaction predicts the impact of quality of
service on customer loyalty. Together with
other authors such Janahi & Al Mubarak
(2017); Ismail & Yunan (2016); Yuen & Van
Thai, (2015) and Kant & Jaiswal, (2017).

Conclusion
The purpose of the research was to determine
the influence of quality management on
customer satisfaction in small and medium-
sized enterprises within the textile sector of
Lima-Pert.

This study empirically determined the impact
of quality management on customer
satisfaction = was  determined, whose
correlation value (r = 0.321, p = 0.000) is
positive, weak and significant focused on
SMEs within the textile sector of Lima, Peru.
This means that the changes made to improve
quality management will be reflected in
customer satisfaction. In addition, it was
determined that 8.9% of the leadership level
explains customer satisfaction (p = 0.27, p =
0.01), in the same way 11.7% of the level of
worker participation predicts customer
satisfaction (= 0.344, p = 0.001).

The results of the research serve as a
reference for que las PYMEs del sector
textile de Peru to adopt changes to improve
quality management; in such a way that it is
reflected in an improvement in customer
satisfaction levels. This study serves as a
reference for future research on quality
management and / or customer satisfaction in
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the textile industry, especially in developing
countries such as Peru.
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