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ABSTRACT

It is generadly believed that the quality of services of National Electric
Power Authority falls below expectation. This study is carried out to examine the
quality of these services and the reason(s) that hinders the organisation (NEPA)
from meeting the electricity requirement of the country in general which isamgor
impediment to industrial and economic devel opment.

Therefore, any meaningful attempt towards achieving economic development
in the country must first of al find ways and means to tackle the problem of
inadequate power supply.

This study therefore examines the activities of National Electric Power
Authority, Dala District, Kano and its efforts to tackle the unstable power supply
which has negatively affected her customers.

The need for stable power supply in the country in general cannot be
overemphasized. There is an urgent need to have power supply at all times. This
will bring about customer satisfaction and an overall improvement in the economic
development of the country which will in turn lead to rise in the standard of living

in the country.
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CHAPTER ONE

1.1 INTRODUCTION

Marketing has become an increasingly important activity within an
organisation especially in recent times. This could be due to the realization on the
part of management that the firms' profits and its very survival are inevitably tied
to the satisfaction of the consumer’s wants and needs. It has been the belief of most
people that until the consumer derives final utility, there are really no products or
services, there are only raw materials. The marketing view looks at the business as
directed towards the satisfaction of customer wants.

Marketing is a desirable force that should surround the entire organisation.
It should enter into the thinking and behaviour of all decision makers regardless of
their level within the organisation and their functional areas. When this thinking
pervades the organisation, such organisation is said to be adopting the marketing
concept. The marketing concept as a philosophy adopts the view that the primary
purpose of any organisation is to serve customers at a profit, Even though non-
business organisations may not seek profit, they have goals by which they measure
their success just as other organisations do in the other form. Organisations that
employ the marketing concept attempts to determine the needs of consumers they
plan to sell to. After the needs are determined, products or services are designed
to fulfil the needs of the consumers. Marketers then proceed to formulate the
various marketing strategies intended to appeal to the target consumers.

The organisation goes about achieving its market oriented strategies through
an effective use of its marketing mix variables. These variables include:
I The product or service which has to be right in terms of meeting consumer

requirements in every aspect as much as is commercially possible.

2. The price which must be acceptable to the consumers as being representative

of value for the product they purchase.
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3. The promotion which includes all elements concerned with planned
marketing communication, advertising and the management of personal
selling.

4, Distribution which include all strategies, channels systems and selection.
Studies on marketing have revealed that a marketer’s success depends

importantly on adequate knowledge of his markets and his products or services

and more specifically on his skills in effecting ownership transfer.

Historically, the study of marketing emphasised the purchase and sale of
physical goods in the private sector of the economy. Today, the situation is
different in that marketing expertise is now also highly valued by Managers of
service organisations. In {he public and non-profit sectors too, there is wide spread
interest in developing a stronger marketing orientation. The development cannot be
otherwise since all organisations perforin two basic functions, They produce goods,
services or an idea and they market it. This is true of all firs whatever their size.
Whether they are large organisations like NEPA or small enterprises. In a business
enterprise, marketing generates the revenue that the financial people manage and
the production people use in creating products or services. Hence, the challenge
facing marketing is to generate those revenue by satisfying customer's wants at a
profit and in a socially responsible manner.

Through the production and m:;rkctillg of goods, service or ideas
organisations satisfy a commitiment to society, 1o their customers, and to their
ownets.

Therefore, any organisation be it I;;rivatc or public responsible for rendering

services must ensure its quality as well as effective distribution system that will

satisfy the customers. Quality in this case refers to meeting agreed requirements of

the customer, now and in the future,

: KASH! o l
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12 STATEMENT OF PROBLEM

- The marketing of any product or service is not devoid of problems. The
Imarket_ing,of electricity is no exception. The supply of electricity is far from
meeting the agreed rcquirements of consumers. They get irregular supply of
electricity despile management's and government's effort to improve the situation.

It is on record that consumers spend days in blackout as a result of minor
utirectifted faults. This is not healthy for the organisation. We also have situations
in which the entire nation is left in blackout for hours as a result of systemn failure.
This is highly unhealthy. There are also instances whereby certain areas in a town
or city are supplied low voltage which can hardly start a fluorescent tube. This is
also unhealthy.

The supply of electricity has been inefficient and the deterioration in the
services of NEPA has not only put dissatisfaction in the minds of customers, but
also, the uncertainty the customers have as to whether the organisation will be able
to meet their future demand of electricity.

Aside from the seeming deterioration in the quality of NEPA services,
customers regularly complain of failure of the organisation to distribute to them the
right bills at the right tine. These cmuplzﬁnls borders on erazy bills and long period
of estimation which leads to high charges. This study will therefore seek to explain

this situation.

1.3 OBJECTIVE OF THE STUDY
This study intends to examine the marketing operations of clectricity supply.

It is also to look at the efforts being miade by the organisation to satisfy the necds
of the customers with regards to providing quality services and billing them

appropriately.



The objectives of the study among others include:

I. © To find out what has been responsible for irregular supply of electricity
throughout the country.

2. To find out the extent at which consumers of electricity have been
responding to the call by the organisation in order to meet their obligations.

. ! To identify the problems the organisation is facing towards its efforts to
satisly her customers electricity needs.

4. To make recommendations on how the organisation can improve over its
present and future services so that it can be able to satisfy the need of

numerous electricity consumers.

L4 JUSTIFICATION FOR THE STUDY

This study is an attempt to evaluate the marketing operations of NEPA with
respect to customer satisfaction. It is hoped that the findings of this study will help
the organisation in developing marketing policies towards satisfying electricity
consumers. In addition, consumers of electricity will find this study useful because

it would expose to them the numerous problems conlronting the organisation.

1.5 SCOPE OF THE STUDY

The study is focused on the marketing activities in National Electric Power
Authority (NEPA) Dala District, Kano. The historical background of NEPA in
general and Dala District in particular would be covered. Problems militating
against the provision of quality marketing services in the district would be
discussed and suggestions for the achievements of efficient services would also be

proffered.



1.6 METIODOLOGY FOR THE STUDY

The study intends to use both primary and secondary sources of obtaining
data. The primary sources include questionnaires, interviews and discussions. Some
sclected NEPA staff (senior & junior) and a sample of residential, commercial and
industrial consumers were engaged in order to obtain the primary data.

The secondary data is obtained by studying existing materials within and
oufside the organisation. These include text books, magazines, journals, seminar

papers and national dailies.

17 LIMITATION OF THE STUDY

Any rescarch work is bound to face some degree of problems. This study
is limited to the marketing operations in the area of electricity supply.

Another limiting factor is the time the project is expected to be presented
as well as the financial constraints. Questionnaire and discussions with individuals
and organisations wete the main tools through which data was obtained. The
- researcher had no control over the respondents. As such, they were left free to
respond the way they liked.

However, adequate cffort was made which rendered thie effect of the
limitations less effective thereby giving guarantee to the objectivity of the research’s

findings.

1.8 DEFINITION OF RELEVANT TERMS
The following terms will be defined for proper understanding of the study.

Product: Product refers to the output of any process. It can consist of a

tangible good, a service or information or some combination of the

three.



Market: Market is a conglomeration of buyers, with a set of similar needs and
problemns and sclicrs of products and services that are close or distant
substitutes of one another. The market is characterised by the
suppliers competing with one another to satisfy the needs of the
buyers. ’

System: A systemlis an integrated set of inter-connection task, processes or
activitics that enable operatives responsible for the tasks to achieve
their goals simultaneously. The accomplishment of such goals enable
the unit within which the system operates to achieve a predetermined
set of objectives. A system always provides as part of its out put,
deliverable, which is cither a product, a service or information or a
combination of the three.

Marketing: Marketing refers to the process of planning and cxecuting the

conception, pricing, promotion and distribution of ideas, goods and

. services to create exchanges that satisfy individual and organisational
objectives.
Quality: Quality refers to the Lotality of features and characters of the product

or service thal bears on its ability to satisfy stated or implied needs.
Quality can also be defined as fiiness for purpose of use.

Service: Services arc those scparately idemtifiable, essentially intangible
activities that provide want satisfaction, and that are not necessarily
tied to the sale of a product or another service.

Distribution: It is the process of stepping down high electricity voltage to smaller

voltages for casy consumptions by different categories of consuniers.

Vandalisation: 1t is the act of damaging or destroying public property intentionally.

* | P e ot qRY
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CHAPTER TWO
LITERATURE REVIEW
20 MARKETING

As in the case of any subject matter, definitions are not always ecasy to
formulate. This is certainly truc in the case of marketing. Due to the continuing
exposure to advertising and personal selling, most people think of marketing as
synonymous with selling and promotion. That is, someone is alwzl);s trying to sell
something. Tronically, selling is one of several functions that marketing perform and
often not the most important,

The American Marketing Association, the International Professional
Association in the Marketing discipline, attcmpted to standardize marketing
terminology by defining markeling as: ‘

, “the process of planning and executing the conception, pricing,
promotion, and distribution of ideas, goods and services o create
exchanges that satisfy individual and organisation objectives.”'

The definition is comprehensive in that it conceptualizes marketing activities as
permeating all organisational functions be they nonprofit organisations or profit
orientcd business.

Nevertheless, the most cxpressive, all cncompassing, yet short definition of
modern marketing by William J. Stanton (Fundamentals of Marketing) views
marketing as:

~ “The creation and delivery of standard of living to society.”?
2.1.1 THE MARKETING CONCEPT |

The marketing concept is a philosophy of business that states that the
customer’s wants-satisfaction is the cconomic and social justification for a firm's
existence. Consequenlly, all company activities must be devoted to finding out

o+

what the customers want and then satisfy those wants at a profit over the longrun.
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. According to Kotler, Philip (1991), the mﬁrketing concept starts by
determining customer’s needs and wants and then attempts to have the company
develop products or services to satisfy the customer. Therefore, the first step
management must take to implement the marketing concept is to cstablish an
information systeimn that allows the firm o learn about customer’s necds and to use
that information internally to create satisfying products or services.?

2.1.2 THE MARKETING MIX

Marketing Mix is the term that is used to describe the combination of the
four inputs that constitute the core of a company’s marketing system. The product,
the price structure, the promotional activities, and the distribution system. These
ingredients are inter-related and each of them contains countless variables.
Ultimately from the multitude of variables, management must select the
combination that will best adapt to the environment. That is, management is
seeking the mix that will lead to the optimal synergistic results.
21.21 PRODUCT STRATEGY

The product is usually the most basic element in the Marketing Mix. All

subsequent decisions for other clements in the mix depend on the type of product

being offered. In Marketing, anything capable of satisfying a consutner want or
need is called a product. Product could be a physical object, a service, a place, an
idea or even a personality, Managing the product ingredient includes planning and
developing the right products andfor services to be marketed by the Company.
The product strategy comprises decisions about package, design, branding,
trademarks, warranties, guarantees, product life-cycle and the development of new
products. It also considers that satisfaction of all consumers needs in relation to the
goods or service, marketing must assure that products and services provide

maximum benefits to customers and that they are compatible with customer necds.

M lTRRARY
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2.1.2.2 PRICE STRATEGY

One of the most difficult areas of marketing decision making deals with the
methods of setting profitable and justified prices. Price is one of the most crucial
elements in Marketing Strategy. Pricing decision dircctly affect every element of
the marketing mix. In pricing, management must determine the right base price for
its products. He must then establish policies concerning discounts, freight payment,
and many other price-related variables. Prices must be set to reflect the value of
benefits provided. They must select pricing strategies that maximise the present
value of revenue streams across all segments of the total market.
2.1.2.3 PROMOTION STRATEGY

Marketing management communicates with its target market through
promotional strategy. The promotion mix includes advertising, personal selling,
pub]jc relations and sales promotion. Promotion is an ingredient used to inform,
persuade, and remind consumets of the benefits provided by the firm's products and
services. The various aspects of promotion strategy must be blended together for
the organisation to communicate effectively with the market place,

2.3.4 'DISTRIBUTION STRATEGY (Place of Distribution)

Distribution strategy dcals with the physical distribution of goods and the
selection of marketing channels through which the products will reach the right
market at the right time and also develop a distribution system for physically
handling and transporting the products through these channcls. Markcting channcls
involve retailers, wholesalers, and other channel intermediaries.

The total package forins the marketing-mix the blending of the four strategy
elements of marketing decision making to satisfy chosen consumer segment. The

four fold classification (4Ps) is useful in study and analysis but it is the total

package, or mix that determines the degree of marketing success.*



2.1.3 MARKETING PLANNING

In simple English, planning is drawing from the past to decide in the present
wha; to do in the future. Or deciding now what we are going to do later, when and
how we are going to do it, and who will do it.

Planning also may be viewed as an extension of input-output theory. Once
management forcasts its desired output, that is, sets goals then through careful
planning it can determine what input factors will be needed to attain that goal.

The concept of planning is not new. However, market and economic
conditions in recent years have led to a better understanding of the need for and
value of formal planning. Truly, any success that management has in increasing
the profitability of marketing operations depends in large part upon the nature of
its marketing planning. Formal planning is one of the most effective management
tools available for reducing risks.

Marketing Planning involves setting goals and strategies for IIIL; marketing
effort in the firm. This planning would include the development of long-range
programs for the major ingredients in the marketing mix - the product, the
distribution system, the pricing structure, and the promotional activities. Planning
in all these areas must be done concurrently and must be carefully coordinated,
because each element in the mix interacts with every other element.

Planning may cover long or short periods of time. Long-range planning for
3, 5, 10 or even 25 years usually involves top management and special planning
staff. It deals with broad, company wide issues such as plant, market, or product
expansion. Short-term planning typically covers a period of | year or less and it is
the responsibility of lower and middle-echelon executives. It involves such issues

as planning next year’s advertising campaign, making merchandise buying plans in

a store, or setting sales quotas for a sales force,

10



The annual marketing plan is one pan, or one time segment, of the engoing
marketing planning process, It is a master plan covering a year's marketing
operations, More attention can be devoted to tactical details in the annual plan than
is feasible in long-range planning.
2.1.3.1 THE PLANNING PROCESS

The planning process in diagram in Fig.{.1, The first is the situation
analysis, it this stage, managetnent makes a thorough analysis of the comipany's
existing situation - its markets, 1ts competition, the product, the distribution

channels, and the promotional programns.

Analyze the gituation Where are we, and where are we going

Determine the objectives | | These goals should ke
specific, realistic, and .
mutually consistent.

Select the Strategies How do we get to where
and tactics — we want to go?
To execution and How are we going?
gvaluation b—  Did we do (result}
what we said we'd

do? (goals)?
The process continucs with management deterinining the firm’s objectives.
Then the appropriate strategies and ta_ﬁ:tics are selected to reach these goals.
Périodically, the operating results should be evatuated. Each marketing plan that

emerges as a final result of this process should appear in detailed written form., -
i . F N B Y T
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The comerstone of successful 'marketing planning in a firt is the
measurement and forecasting of market demand. The key figure needed is the sales

forecast, because it is the basis for all budgeting and all operations in the firm,

2.1.4 MARKET SEGMENTATION
Market segmentation is the process by which Marketers divide potential

customers into smaller groups that seek similar benefits from a product, Benefits

may bc in product service, appearaunce, price, place of distribution or social
acceptability. The goal is to isolate groups that prefer certain features and then to
design a marketing plan for that specific .group of customers. Market segmentation
is the essential first-step in the pursuit of a market niche.

Market segmentation has three major advantages:

1. The organisation can develop a marketing mix that does a better job of
satisfying the newly identified small range of customer needs. All
customers ate not the same. They desire different features from a product
and weigh the importance of price differently. A single generic product
cannot meet as many customers needs; as one which is specifically designed
for a particular market segment. Scgmentation makes it possible to produce
specific products that provide desired benefits to groups of customers.

2. Segmentation lead to more efficient promotions and distribution, thereby
reducing cosis. Media usage patterns differ among market segments. Older
consumers watch more news prc;grarnlnillg on television than younger
consumets., Higlily educated consumers read more literary and news

magazines than do (hose with only high school education. Men watch more

12



sporting events on television than do women.

Numbers of readers, viewers or radio listeners are the key factors in
determining advertising costs. Promotions in low-distribution publications or low-
rated programs may be more efficient if the targeted segment uses those types of
media frequently. Segmentation allows firms to circumvent the high cost of
communicating with an entire population; instead they need to reach only the
targeted segment.

Per subscriber costs of advertising in trade magazines and journals are often
high compared to publications for general readership, but, especially for industrial
goods, cost per targeted customer may be substantially lower.

The same logic holds for distribution. When the purchasing, pattern
preferences of a market segment are known, distribution can be narrowed to those
channels of targeted customers.

3. Segmentation reduces Competitive pressure:

Mass market products may not supply certain small segments, or
alternatively, may not be supplying products with optimal benefits for individual
segments, By designing a product specifically for a market segment, a firm can
differentiate its products from competing brands and build a level of competitive
immunity.
2.1.4.1 BASIS OF SEGMENTATION:

Effective segmentation has two important features: it isolates needs on which
groups strongly differ and it isolates needs that can be fulfilled by adjusting

’ ;'ariables in the marketing mix.

13



Firms frequently divided markets geographically, A fir may discover thal
customérs in a certain geographical area generally purchase its products in specialty
stores, whereas customers in other geographical ares buy in department stores, a

- geographical division may represent a true segmentation - one based on purchasing
patterns.

Socio demographic segimentation groups customers according to differences
in objectively measurables such as age, sex, income, job status, family size, and
education levels. Differences in these variables often correlate with specific needs,
buying habits and media usage patterns.

Psychographic represent a second category of scgmentation variables.
Psychographic categorize people by personality profiles, habits, and psychological
needs. Knowledge of these Psychological characteristics can lead to product
modifications or to innovations in all clements of the marketing mix. Customers
who tend to be brand loyal seldom respbnd to price cutting; customers who have
strong need for peer acceptance respond. to image-based advertising; impulsive

customers respond 10 in-store displays; and packaging and place of distribution can

be critical for self-conscious buyers of intimate products such as condoms or

e ——

KAS!HIM J& - - ,
LIMITS OF SEGMENTATION . ' - -

medicines.

It is possible to isolate segments of a market that are simply too small to
pursue profitably. Some early ventures into the naturat food market failed for this

reason, A few customers can be very loyal, but not enough are willing to pay the

higher prices implied by low production levels, natural ingredicnts, and the

14



avoidance of preservatives, In general, the goal in scgmentation is to isolate
segments that desire specilic features from a product and still provide a large
enough scale that the market can be supplied at an acceptable cost.

A firm must also recognise that it cannot pursue every segment which it
isolates. Configuring products and developing distinct marketing plans for each
segment is costly, and no fitin can expect to have competitive advantage with all
segments. Firms must assess their own strengths and pursue thosc markets were
they have real competitive advantage.

2.1.5 PRODUCT POSITIONING

4 Positioning refers to the act of creating an overall perception or immpression
for a brand, relative to other brands. The firm tries to differentiate its products
from the competition by developing a consistent “image” for the product. This
image can be bascd on any of the benefits a product provides. Styling features,
quality, peer acceptability, brand identity, product attractiveness and service are
comunon dimensions used to differentiate a product.

Product positioning is the compliment to market segmentation. While
segmentation looks at the demind side where the goal is to isolate key. variables
vs;hich distinguish groups of buyers, positioning looks at the supply side. When
customers perceive one firms produc{ to provide more meaningful benefits than a

competitor’s products, the firm has acquircd some degree of pricing leverage.
Customets generally prefer products that provide more benefits and more are
willing to pay more for them. Successful position also provides distribution

leverage. Retailers want to carry products which customers request.

15
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2.2 QUALITY
“There are two qualities in the World, efficiency and
inefficiency; and only two sorts of people; the efficient
and the inefficient.”
- George Bernard Shaw
"Quality is a race without a finish line.”
’ - David Kearn
The word quality in the ordinary meaning of the word implics subjective
judgémcnt. Quality like beauty is in the eye of the beholder. What is considered
by one person to be of good quality could be considered by another to be of poor
quality and vice versa. In the context of Total Quality Assurance or Total Quality

Management, however, quality has a precise meaning. It is defined as “The totality

of features and characters of a product or setvice that bears on its ability to satisfy

stated or implied needs.”’

In addition to the above standard definition given by the international
organisation for standardisation bascd in Geneva Switzerland, many writers and
quality Gurus have given their own definitions of quality. FFor instance, Josecph
Juran defines quality as “Fitness for purpose of Use.”® While Philip Crosby(1986)
says “quality means conformance.”” Adedeji Badura and Babatunde Ayeni §l939)
in the book Practitioners’ Guide to Quality and process improvement give the
following system-oricnted definition of quality.

“Quality refers to an equilibrium level of functionality possessed by a

product or service based on the producers’ capability and the customer's needs.?
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The producers’ capability according to Badiru and Ayeni is defined "by the
aggregate capabilitics of the people, machine, and other production facilities
available to the producer.” The customers’ nceds they further say are defined “by
a combinalion of what the customer wants, what the customer nceds and what the
customer favours.” Each component of the producers’ capability and the customers
needs may be viewed as a sub system of the overall quality management.

Dr. Armand V. Feigenbaum is the best known advocate of a total system
approach to quality. A Total Quality system is defined as:

“The agreed company wide and plant wide operating structure,

documented in cffective, integrated technical and managerial

procedures, for guiding the coordinated actions of the people, the
machines and the information of the company and plant in the best

and most practical ways to assure customer quality satisfaction and

economical costs of quality.”

Quality is in essence a way of managing the organisation and has now
become a way of modcrn management.

While many definitions have been proposad, most can be sutmarisced by

L3

one of the following two statements:

L

I Conformance to specification - Quality is defined by the relative absence of
defect.
2. Meeting customers requitements - Quality is measured by the degree of

customer satisfaction with a product(service) characteristics and features.
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Buzzell and Gale(1987) distinguish between relative perceived quality and
”Ccmfum;uucc” quality which is the traditional way quality is normally thought of.
Relative perceived quality is different and demands an entirely new perspective -
one that calls for viewing quality externally, from the customer’s perspective, rather
than internally, from quality assurance point of view. Adherence to conformance
quality and relative quality is the essence and at the heart of the Total Quality
- Movement."

Quality is a term that is very common. In a day-to-day conversation, if
something needs to be classified as being “superior, it is often said to be of "good
quality.” Commodities that possess attributes that make them special are also
considered to be “quality’ commodities, as against the run-of-the mill items that are
ordinary or “inferior’ as opposed to the former.

Quality, for a product or a service has two aspects, both of which together
make for an appropriate definition of the term. The first relates to the features and
attributes of the product or service. These ensure that the product (for convenience
we will consider that the term " product’ also includes services) meets the needs of
its users. The second aspect concerns the absence of deficiencies in fhc produect.

The users of products - generally called customers, are satisfied by a product
only if it meets their expectations through its attributes.

Product satisfaction, has to do with the extent to which features and
attributes contribute toward making the product worthwhile for the customer.
product dissatisfaction has to do with the deficiencies that arise in a product owing

to non-conformance to desired specifications or degradation due to storage, for
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instance. Deficiencies in products give rise to customer complaints.

Problems in quality can therefore be a consequence of either the attributes
falling short of the customers’ expectations or the features possessing some
deficiency. Successlul organisations that are engaged in serving the society, need
to be conscious of both these aspects if they intend to consistently keep their
customers, and keep them from complaining.

The manner in which an enterprise serves its customers tells upon its long-

term success, then the concern for quality has to be “total” and cannot be confined
to those “experts’ who have traditionally been a part of the quality control function.
The entire enterprise has to be driven by a concern for the customer, and managers
at all levels have got to take charge of this total company-wide desire to produce
quality.
TOTAL QUALITY: According to Crosby Philip B.(1988), “Total quality is
performance superior in delighting customers. The means used are people,
committed to employing organisational resources to provide value to customers, by
doing the right things, right the first time, every time.”"!

The definition contains some important phraseology, which we need to look
at in detail.

Phase I: Performance Superior - This refers to the fact that an organization that is
on the- path of total quality has got to strive toward being the “best in industry”.
This is possible by providing value to customers that far exceeds that provided by
the competitors. By continuously striving towards this goals, organizations are able
to remain trim and responsive to changes in customer requirements, technology and
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any other envirollnncntal factors that hiave bLearing on its ability to provide its
customers the desired value.

Phase Il: Delighting customers - Today's customers are a kind who would not be
happy if a firm simply meets their expectations. Besides, the rate at which
competing {irms copy a product feature timt may have excellent organiisations have
got to continuously think of new ways of providing value. It therefore benefils
firms if they can anticipate their customers’ requirements and strive to exceed them,
This not only delights customers, it also provides firms with advantages that take
time for the others to emulate, since they have a head-start in figuring out what
their customers seek.

Phase 11I: Provide value - Value is defend as the ratio between quality and cost.

Thus, Value = Quality
Cost

If a customer is o perceive that the product or service that he buys provides
him value, then the guality of the good rclative 1o the cost incurred by the
customers must be higher than that of competitors. The cost incurred by a customer
could be the price, or even the life cycle cost, depending on the product.

Phase 1V - Doing the right Things - This phase emphasizes the importance of
ensuting that only those things be done in the organisation that add value to the
final output. All else is wasted effort. Many firms do “things well, and they scem
efficient, but since the things they do #dd no value from the point of view of
customers, they are not effcctive. Both efficiency and cffectiveness contribute to

total quality.
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Phase V - Right the First Time - This sﬁggcsts that organisations have to refine
their processes to a point where the output that is provided to the custorer is
exactly as planued, without errors of any kind. Beside, the product should have
become ready for the customer not as a consequence of rework or segregation, but
oh account of the process itsclf being in a state of control.
. The core of a total quality organisation can be deseribed in just om.-.,. siniple
phrase: “Everyone is vehemently commilted to serving their respective customers.”
Being customet oriented implies that an organisation is clear about who its
customers arc at a every level and stage of the process, and armed with this
information, energetically strives to provide more and more value to them. The
process of adding value involves tasks performed by every member of the
organisation. These are not just confine to those actions (hat directly contribute to
the product or the service that the end customers receive , but extends to the entire
range of activities that make for superior products and services along the value-
adding chain,
A “product’ in the context of totallquality is the output of any process. It can

consist ‘of a tangible good, a service or information, or some combination of the
three. Tangible goods are phiysical things that may be delivered by a process and
~ would include, for instance, automobiles or pencils. Services usuvally include work

that is done for someone else, while information which is essentially processed
data, could be in the form of manual report or the form of Comnputer Software. We

would use the term goods, interchangeable with both information and services,

o+

since what applies to goods applies to services and infortnation as well,
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Furthermore, whien referring (o a product, we would tacitly assume that we are
referring to products in any form,

Products usually possess “product features’, which are certain properiics
associat.c‘d with them, that make them useful to customers. Product features exhibit
a hierarchy with the final product as required by the ultitnate user, forming to top-
most level. Beneatlt it, in different levels are the features that have to be “built-in'
or met in the upstream processes responsible for the creation of the product.

A “process’ is defined as a series of planned transformations of certain
inputs into outputs. The inputs are often referred to as causes or conditions, and the
outputs as outcomeé. A process is usefﬁl from the standpoint of the customer if
it adds value to the inputs, and makes the outcome more desirable. The value
addition can take place in the form of.

1. Titne Value implying the output is available when required.
2. Place Value indicating that the output is provided in the manner, and with
the attributes as required.

From the stand point of total quality, a process outcome, even if used by
internal customers is as usclul as one lhz;t serves external customers, Furthermore,
all processes provide a link in the custopler-Sllpplicr chain, and relate with one
another in a mamer that provides support and impetus to the attainment of the
organisation’s objectives.

SERVICE QUALITY: Service quality excellence has become the most recent
‘buzz’ phrase in management circles and the strategic objectives of many tajor

4 - L1 " .
firms. Adopting service quality as a basis for a business strategy is an attraclive
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option for companies finding it increasingly difficult to compete on the basis of
price or technology alone, or for any company willing to make the long-term
commitment needed to create a service-oriented culture.

1t is an altractive option because the lo.ng—lcnn commitment to create the
appropriate culture can pay off in the form of an even long-term sustainable
advantage over the competition. Unlike most strategies, a strategy based on
cxccllcl'll service quality is nearly impossible to imitate or reproduce. Service
quality converts a company from an anonymous object into a familiar face. A good
service company has a personality in its customer’s eyes and every good service
company has a personality which is unique and different from any other.

Because service quality is difficult to imitate, a company with good service
is less open to attacks by competitors. Even when competitor(s) finally do arrive,
customers resists change. Customers loyalty is based as much on sentimental
attachment and habit, as on objective evaluations of the price/quality ratio. Most
customers who have already experienced good service with company will not want
to take the risk of experiencing bad service with a new company within certain
limits, they will be willing to pay a slightly superior price for a guarantee of good
service.

A customer is satisfied if his expectations are met. Knowing what the
customers’ expectations are, permils a company to create a desirable service
‘package’. We talk about creating a service package because a service represents
a combination of different offerings to the customer,

»
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Woe betide the company that promises what it can’t or doesn't intend to
provide. Besides losing the customer, it gives him a wonderful opportunity to tell
others how he was misled. On the average, studies show that, a customer will tell
elevev (11) people about a bad service experienced.

For service quality, work relations are an important issue, becausc they are
generally mirrored in cimployee’s relationships witl; their customers. An ciployee

who is rude with his fellow workers is tikcly to be rade with customers as well.

Ll

2.2.0 BACKGROUND TO THE QUALITY MOVEMENT, STANDARDS,
AWARDS AND PRIZES

2.2.1 ‘BACKGROUND TO THE QUALITY MOVEMENT

The Quality Guru, Feigenbaum has identilied quality as “the single most
important force in organisations success-and growth.”'? According to Badaru and
Ayeti, “the quality of products and services will be one common basis for the trade
communication in the global village. Companics and countries must recognise the
trend and refocus their efforts.” Jolin C. Marous, Chairman of Westinghousc
Electric, in 1990 told a “Quest for Excellence” conference in Washington D. C.
that, “total quality is the absolute answer to all our problems, professional])f and
personally, in this country.?

How and where did the quality .'ni'ovcmcnt all being? Let us attempt at
answering that question with another question. Which country makes the best cars,
motorcycles, catneras, television scts, videos, watches, to mlent.ion a few, The

answer is: Japan. It is generally known that the quality movement started in Japan

and this has helped them to achieve world economic dominance with a relatively
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short petiod of 40 years, from the end of the World War ITin 1945, The emergence
of Japan as an economic leader has had a profound effect on the quality revolution.

Dr. Willaim Edwards Deming laid the foundation for the quality movement
that started in Japan. The lapanese enthusiastically adopted and methodically
implemented Denning’s Philosopliies to improve the quality of their products and
services. The Japanese approach to quality is single, straight forward and effective.
It is the simplicity of the approach that |In:|kcs it understandable and workable in
any organisation. In a Japanes production environment, quality is viewed as a
bolotom—up, top-down and lateral integration of function. In Japan quality refers not
only of product or service but also of after-sales service, quality of management,
the organisation itself and the human being. The drive and motivation for quality
improvement is one of Japan's major export to the rest of the World. In 1961,
" Juran, one of the World's quality Gurus, pointed out that the Japancse attenlion to
quility improvement would be the impetus that would take them 1o the top of the
world market. The key to the success of Japan in the world market lies in the

multilateral approach to quality management. The approach covers the following

elements:

*

I. Avenues for identifying, analysing and correcting mistakes are put in place.

2. Each employee is given the basic tools needed for the quality improvement

efforts.
4, Attitude of pride in workmanship is encouraged throughout the organisation,
5. Each cimployee is‘ empowered to ﬁrcsidc over the quality issues affecting his
' or her job.
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6. Lach employee exhibits a sense of responsibility for the products or services
lie or she generates.

Elapzul’s success bas established the yardstick by which all quality
improvement measures will be measured throughout the world. Japanese quality
improvement and management improvement models are now being widely adopted
all over the world. Most of the basic tools that the Japanese used to study and
nnprove qualily origmated froom Western organisations. In late 1990s, Western
Companics began to recognise and accept the fact that Japanese success in the
World Market place was as a result of the high quality products and services
offered by Japan. Western 0rganisuii0ns that originally ignored Deming's
philosophies are now searching to find out how Japan turied the philosophies into_
pragmatic production approaches. Awareness of the Japanese approach to quality
led American industries to begin to focus attention on the quality management and
statistical techniques now being disseminated throughout numerous publications.

2.2.2.1 QUALITY STANDARD

‘The Japancse initiated the quality rpvolution in the 1950s and the Americans
and Western Europe joined the movement in the 1970s. Today, the quality
movement is gathering momentum world wide as companies and couniries jostle
for competitive advantage. The striving for better quality world wide has led to the
need for unified international quality standards. The international organisation for
standardisation (ISO) in Geneva, Switzerland is the organisation charged with
developing quality standards internationally. The agency is composed of the
national standard bodics of 91 countries, Nigeria is one of these countries. The
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agency has prepared the quality standard known as 1SO 9000. The standards were
first published in 1987. They were developed to help companies effectively
document the quali.ty system’s elements required to maintain an efficient product
or service. They are also not specific to any industry, product or service, 1SO 9000
is a set of individual but related international standards on quality management and
"quality assurance. The five individual standards that make up the 1SO 9000 series
are:

ISO 9000 - This is the road map that provides guidclines for selecting and using
1So 9001, Iso 9002, Iso 9003 and 1so 9004. A supplementary publication, Iso 1802,
provildcs quality related definitions. Iso 9000 is titled: Quality Management and

Quality Assurance Standards: Guidclincg for use.

Iso 9001 - This standard preselllts a comprchensive model for quality
assurance for design, manufacturing, installation and servicing systems.

Iso 9002 - This presents a model for quality assurance in production and
instaliation. ]

Iso 9003 - This presents a model for quality assurance in final inspection
and test.

1so 9004 - This prm;i(le guidelines to users in the process of developing in
house systems.

The 1so 9000 serics standards define the minimumn requircments a supplicr
must meet to assure its customers that they are receiving high quality products.
Companics that are certified and registered as‘meeting Iso standards will be

/

perceived as viable suppliers to their customers. This has had a major impact on
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compaflics around the world. Through Iso 9000 standard businesses can now be
evaluated consistently and uniforinly.

Nigeria has formally adopted the Iso 9000 standards scrics; products and
services are certified to the Nigerian Industrial Standard (NIS) Product Quality
Mark, administered by the Standard Organisation of Nigeria (SON). Products or
service that maintain their quality for upto 5, and 10 years respectively are awarded

the “silver” and “Gold” version of the NiS Mark.

223 QUALITY AWARDS AND PRIZES

To create awareness, reduce resistance and challenge organisations to aim
at :lligller guality, countries and inernational agencies and organisations institute
prizes for companies and individuals as a means of recognition. In Japan, the
Deming prize was established in 1951 to commemorate the friendship and
achievements of Deming. It consists of two different awards, the Deming Prize and
the prize for application, which were gﬁvarded to individuals or companies after
examination by the Deming Prize Committee. This committee is not ‘zovernmental,
The award is considered to be the most distinguished quality control award and
there are many companics who make the prize their first goal in their efforts for
the promotion of quality control.

In the United States, the Malcolm Baldrige National Quality Award
(MBNQA) is the most coveted prize. The award was established by congress and

'

was signed into law l;y president Ronald Reagan on August 20, 1987 as the

’ Malcolm Baldrige National Quality Award Improvement Act. The award was set
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up by the US department of Conumerce in memory of the late commerce secretary,
Malcolm Baldrige who did a lot to promote quality awareness in US industry. It
ciles as ils purpose (o “promote quality awarcness, to recogiuize guality
achievement of US Companics and to publicized successful strategics.” Put in
simple terms, the award is designed to honour the companies that have shown the
greatest commitiment to quality improvement and management.

The awards ate given in three categories: Manufacturing, Service and Small
business. No more than two awards per category can be awarded per year. The
awards are managed by the US National Lnstitute of Standards and Technology, an
agency of the US Commerce Department's Technology Administration. The private
s;ctor is also actively involved in the award process.

The award exatnination items and scoring criteria form a compreliensive
base for measuring a guality improvement process. The general examination
categorics are as follows:

1. Leadership

2, [nformation and Analysis

3 Strategic Quality Planning

4.  Human Resources Utilization

5. Quality Assurance of Products and Services
6. Results from Quality Assurance of Products and setvices.

7. , Customer Satisfaction

In 1988, the tu;rurd's first year, 66 Américan Companies applicd for awards
that were eventually won by motorola, westing house and Global metallurgical. The
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awards contain some excellent criteria for mcasurilig the status of quality
im;;rovement efforts. Badiru and Ayeni(1993) rcport that in just a few years
MBNQA has become an important agent for transforming company attitudes
towards quality from complacency 1o rencwed enthusiasm.

Also in the US the Ishikawa Medal (named after professor Kaoru Ishikawa,
the “Father of Quality Circles” is awarded to companies for achievement of
outstanding leadership in Advancing the Human Aspects of Quality by the ASQC
instituted in 1993, the Eastinan Chemical Company, a subsidiary of Eastman
Kodak, became the first company to win the award that year, '

Outside the US, The Deming Prizc and the Nihon Keizai press prize are
awarded in Japan, Also in Japan, the I1ighest decoration presented to non-Japaunese
citizens is the Second Order of the Sacréd Treasure by the Emperor of Japan. So
far only W. Edwards Deming and Joseph M. Juran have been decorated for their
contribution to the Japanese Quality revolution,

Internationally, the International Quality Europe Award' which highlights
Europe’s prevailing focus on quality, is gaining wide acceptance from all over the
world. Two of the awards for the 1991 competition hield in Madrid, Spain, went to
two Nigerian Compunics; QObLokun Bola Dara Nigeria Limited, and South Coast

Development Company Limited.

2.2.4 THE QUALITY GURUS, THEIR IDEAS AND TEACHINGS

Professor Tony Bendell writing in the Department of Trade and Industry

A

’ (DTI) booklet, the quality Gurus: What can they do for your company? says,
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quoting Roget, that "a guru is a goodman, a wise man and teacher.” A Quality

Guru, according lto Bendell, should be all these, and morcover a “Charismatic

individual whose concept and approach to quality within business and possibly life

generally, has made a major and last jmpact.”
According to Bendell, three clear groups of Quality Gurus can be identified
covering the period since World War I1. These are:

1. The early Americans who took t.hé message to the Japanese. They include
William Edwards Deming, Joseph M. Juran and Armand V. Feigenbaum
(Early 1950s).

2 The Japanese who developed new concepts in response to the Americans’
messages. They include Kautu Ishikawa, Genichi Taguchi and Shigeo
Shingo (late 50s upward).

3. The new Western wave of Gurus who following Japanese industrial success,
have given rise to increased quality awareness in the West. They include
Philip B. Crosby, Tom Peters, Clﬁusc Mollet. (1970-1980s).

Below are the messages of some individual Quality Control Gurus.

WILLIAM EDWARDS DEMING
Together with Joséph Juran, W, Edwards Dening is generally recognised as

the father of Total quality movement. He was decorated with the Second Order of

the Sacred Treasure, the highest award given to a non-Japanese citizen by the

Emperor of Japan in 1960, for his .comrib'ulion to the J apanese Quality Revolution.

Here are Dcming"s 14 Points for Management:
1. Create constancy of Purpose 1o improve product and service.
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10.

11.

12,

Adopt new philosophy for new economic agé by management learning
responsibilities and taking leadership for change.

Cease dependence on inspection io achieve quality; eliminate thé need for
mass inspection by building quality into the product.

End awarding business on price; instead minimise total cost and move
towards single suppliers for items.

Improve constantly and forever the system of production and service to
i‘mprove.

Institute training on the job.

Institute leadership; supervision should be to help do a better job; overhaut
supervision of management and production workers.

Drive out fear so that all may work effectively for the organisation.

Break down barriers between departments; research, design, sales and
production must work together to foresee problems in production.
Eliminate Slogans, exhortations and numerical targets for the workforee,
such as ‘Zero defects’ or new productivity levels. Such exhortations are
diversory as the bulk of the problems belong to the system and beyond the
power of the wé;kforcc.

Eliminate quotas or work standards, and management by objectives or
numerical goals; substitute leadership.

Remove barriers that rob people of their right to pride of workmanship;
hourly workers: management and engineering, eliminate annual or merit

rating and management by objective.
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13, Institute a vigorous cducation and ;clf i11'1;_)1'()vctr|c;1t. programe,

14, Put everybody in the company 1o work 1o accomplish the Irzm:;f ormation.
In addition to the 14 point management plan Deming also identifies 7

impediments to achieving quality trausformation. These he calls Deadly Disease.

Some of them are:

1. A lack of Constancy of Purpose
2. Emphasis on Short-term profits
3. Evaluation of performance, merit rating and manual review

4,  Mobility of Management
5. Management by use only of visible figures, with litile or no consideration
of unknown or unknowable figures.
Demings identifies the obstacles tlial he sees in addition to these diseases as
a range of attitudes which can get in the way of the necessary transformation e.g.
*Hope for instant pudding’ or our quality control departiment takes care of all our
problems of quality’. He advocales action based on a seven point plan.
Deming’s 7 Point Action Plan
1. Management Struggles over the 14 Points, deadly Diseases and Obstacles

and agrees meaning and plans direction.

2. Management take pride and develops courage for the new direction.

3. Management explains to the people in the company why changc is
necessary. ‘

4, Divide every compa;ly activity into stages, identifying the customer of each

stage as the next stage. Continual improvement of methods should take at
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each state and stages should work together towards quality.
5. Start as soort and as quickly as possible to construct an organisation to guide
continual quality improvement. Deming advocates the Deming or Shew Hart

~cycle as a helpful procedure for improvement of any stage.

6. Everyone can take part in a team to improve the input and output of any
stage.
7. Embark on construction of organisation for quality. (Deming sees this as

requiring the patticipation of knowledgeable statisticians).

Recently, Deming appears to have attempted a summary of his 60 years'
experience. This he calls the system of profound knowledge. It describes four
interrelated parts.

1. Appreciation for a system i

This emphasises the need for managers to understand the relationships
between functions and activities. Every one should understand that the longterm
aim is for everybody to gain-employees, shareholdets, customers, suppliers and the
environment. Failure to accomplish the aim causes loss to everybody in the
System,

2.'  Knowlcdge of émtistical theory

This includes knowledge about vuriation, process capability, control charts,
.intcractions and loss function. All these need to be understood to accomplish
effective leadership, and tcam work.

3. Theory of Kn‘uwlczlgc
All plans require prediction based on past experience. An exmple of
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success cannot be success{ully copied unless the thcolry is understood.
4, Knowledge of Psychology

It is necessary to understand human interactions. Differences between people
must be used for optimisation by lcaders. Please have intrinsic motivation to
succeed in many areas, Extrinsic motivators in employment may smothier intrinsic
motivation, These include pay rises and petformance grading, afthough these are
sometime viewed as a way out for managers.
JOSEPH M. JURAN

Like Deming, Juran was also decorated with the second order of the sacred
treasure by the Emperor of Japan. lmriﬁsic in Juran's message is the belief that
quality does not happen by accident as part of the quality trilogy of quality
planning, quality control and quality improvememt. He summarises the planning

aspects in his *Quality Planning Road Map consisting of the following steps:

L. Identify who are the custoniers.
2. Determine the needs of those custoniers
3. Translate those needs into our own language

4, Develop a product that can respond to those needs.

3. Optimisc the product features so as to meet our needs as well as customer

¥

needs
6. Develop a process which is able to produce the product or setvice
7. Optimise the process
8. Prove that the process can produce the product under operating conditions.
,
9. Transfer to operations.
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According to Juran, the mission of his recent work is:

Creating an awarencss of the quality crises of the 1980s.

Establishing a new approach lo‘quality planning, and training.

Assisting  companies 10 rc-plzn_i existing processes avoiding  quality
deficiencies.

Establishing mastery within companics over the quality planning process

thus avoiding the creation of new chronic problems.

Juran’s Tormula for result is;

1.

2.

3

4,

Establish specific goals to be reached
Establish plans for reaching the goals
Assign clear responsibility for meeting the goals

Base the rewards on results achieved.

ARMAND V. FEIGENBAUM

Feigembaum’s message is in the form of ten crucial benchmarks for total

quality success, These are:

1.

2.

Quality is a company wide process

Quality is what the customer says it is

Quality &l!(] cost are a suin, not a difference
Quality requires both individual and team zealotry
Quality is a way of managing

Quality and innovation are mutually dependent
Quality is an ethic

Quality requires continuous improvement
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9. Quality is the most cost-effective, least capita!-inteﬁéive route to productivity
10.  Quality is implemented with a total system connected with customers and
supplicrs.
KAORU ISIIIKAWA

Ishikawa sces company-wide quality control movement as itnplying that
quality does not only mean the quality of product, but also of afler sale service,
quality of management, the company itself and the buman being. This has the
effect that: '
1. Product quality is improved and becomes uniform.

Defects are reduced.

2. Reliability of goods is improved

3. Cost is reduced

4, Quantity of production is increased, and il becomes possible 1o make
¥

rational production schedules. ,
5. . Wasteful work and rework are reduced
6. Technique is established and improved

7. Expenses for inspection and testing are reduced

8. . The sales market ié enlarged

9. Beticr rclalfiouships are established between departiments
i0. False data and reports are reduced

i1.  Discussion are carried out more frecly and democratically

12. Mectings are operated more freely

13.  Repairs and installation of equipment and facilities are done wnore rationally
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14, Human relations improved.
PUHILIP B. CROSBY

Crosby's Quality improvement process is based upon the four Absolutes of

Quality Management

r

l. Quality is defined as conformance to requirements not as “godness’ nor
‘elegance’,

2. The system for causing quality is prevention, not appraisal

3. The performance standard must be Zero defects, not “that is close enough'.

4, The measurement of quality is the price of non-conformance, not indices.

The 14 steps to quality improvement are the way that the quality
improvement process is implemented in an organisation. They are a management

tool which evolved out of a conviction that the absoluie should be defined,

understood, and communicated in a practical manncr to every member of the

organisation:

1. ~ Make it clear that management is committed to quality

2. Form quality improvement teams with senior representatives from each
department.

3. Measure processes to determine where current and pofential quality

*

problemns lie.

4, Evaluate the cost of quality and explain its use as a management tool.
5. Raise the quality awareness and personal concern of all employees.
6. Take actions to correct problems identified through previous steps.

4

7. Establish progress monitoring for the improvement process.
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10,

11

12,

13.

14,

Train supervisors to actively carry out their part of the quality improvement
programine. '

Hold a zero defects day to let every one realise that there has been a change
and to reaffirm management commitment.

Encourage individuals to cstablish improvement goals for themselves and
their groups. - .

Encourage employees to communicate to management the obstacles they
face in attaining their improvement goals.

Recognise and appreciate those who participate,

Establish quality councils to cotnmunicate on a regular basis.

Do it all over again to emphasise that the quality improvement programme
never ends.

Cosby later enunciated five new characteristics essential to becoming and

eternally successful organisation,

1.

2.

3.

4,

5.

I;eoplc routinely do things right the first time.
Change is anticipated and used to advantage.
Growth is consistent and profitable.

New Products and services appea_rl when needed.

Everyone is happy to work there.

- TOM PETERS

Tom Peters is probably best known for his customer orientation, Concerning

customer responsiveness, he describes (welve attributes or traits of a quality

»

revolution.
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The twelve traits are:

1.

2.

s

Management obsession with quality
This stresscs the importance of practical action to back up the emotional
commitment,
Passionate systems
Fatlure is ivariably duc to passion without system, or systemn without
passion, Peter belicves., Both are necessary and an ideology is important
whether based on Gurus or not.
Measurement of quality: This élmuld begin at the onset of the programine,
should be displayed, and should be carried out by the participants.
Quality is Rewarded: Quality based incentives compensation can cause an
carly break through in top management’s attitude.
Every one is trained for quality: E.vcry person in the organisﬁtion should be
extensively trained. Instruction in cause and effect analysis, statistical
process control, and group interaction should be given to all.
Multifunction Team: Quality cycles (QC) or Gross functional Teams (CFT)
such as Error Cause Removal or Corrective Action Teams should be
introduced. Based on his experience, Peters favours Cross functional teams.
Stall is Beautiful: There is no such thing as a small improvement. There
is significance in the fact that a change has occurred.
Parallel organisation structure devoted to quality improvement: This
describes the creation of shadow quality temns and cmphasizges that it is a

route through which hourly paid worker can progress.
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9. Every one is involved: Suppliers especially, but distributors and customers
too must be part of the organisation’s quality process. Joint improvement
teams may be formed.

10.  When quality goes up, cost go down: Quality improvement is the primary
source of cost reduction. The elementary force at work is simplification of
design, process or procedures.

L. Quality improvement is a never-ending journey. All quality is relafive. Each
day, each product or service is getting relatively better or worse, but never
stands still.

12, Create endless "Hawthome' effect: This is the antidote to the 12-18 month

doldrums. New goals, new themes, new events are the antidote.

CLAUS MOLLER
Moller sees Personal Quality (PQ) as the basis of all other types of quality.

He identifies two standards of Personal Quality: the ideal performance level (IP)
and the actual performance level (AP). Improving the performance development of
the individual lead to increased competence in the three vital areas of productivity,
relations and quality.

. Moller present twelve rules to help improve the actual performance level
(AP).

These are:

. -Set personal quality goals
2, Lstablish your own personal quality account
i H Check how satisfied others are with your efforts
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4, Regard the next link as a valued customer

5. Avoid errors

6. Perform tasks more effectively

7. Utilise resources well

8. Be committed

9. Learn to finish what you start-strengthen yourself discipline

10.  Control your stress
11.  Be ethical-maintain your integrity
i2. Demand quality.
Concerning company quality, Moller identifies |7 hallmarks of a quality
company. These are: |
L. Focus on quality development
Quality development is just as much as part of company life as budgets and
accotmnts

2. Management visibility strives to meet the high standards the programme sets
for efficiency and human relations,

3. Satisfied customer/users: They remain loyal to the company.

4. Conunitted employces: Employcés thrive, Turnover and absenteeism are
below normal,

5. Longterm development: The company invests more in long-term quality

development than in short-term profits,
6. Clearly defined ‘qualil.y goals: Quality goals for all areas clearly defined.

Results are publicised.
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10.
11.

12,

14,

15.

16.

17.

2.25.7

Quality performance rewarded: Quality performance is rewarded visibly, and
is a prerequisite for promotion.
Quality control perceived positively: Quality control is not perceived as a
sign of distrust, but rather as a means 10 develop and maintain quality.
Next person in work process is a valued customer. No link\person in the
chain should suffer because of mistakes made by others.
Investnent in personal training and development: Employees are the
company’s most important resource.
Prevcntiou/réduction of mistakes: Sizeable investments are made to prevent
and limit mistakes.
Appropriate decision Level: The level of decision-making is placed no
higher in the organisation than necessary.
Direct route to end users: Products and services are produced and delivered
by the most direct method available.
Emphasis on both technical and human quality.
Company action dirccted towards customer necds. Meeling the customer
needs is reflccted in all company actions.
Ongoing Value Analysis: Work which does not create *value’ is dropped.
Company recognition of its role in society: The company assumes its role
in contributing to society.

SOME UNIFYING PRINCIPLES AND CONCEPTS

After reviewing the works of the Quality Gurus for the period 1940-19991,

Professor Tony Bendell made the following Seven Point summary of their message:
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Management Commitment and empioyees awareness are essential from the
early stages for implementing Total Quality Management (TQM). Deming's
Philosophy, Peters’ Top twelve Traits, Crosby’s Zero defects and Moller's
Personal Quality are possibly the most useful for encouraging this attitudes.
The awareness should be backed up by facts and figures. Planning and data
col.lcclion are important. Costs of quality can be used to measure the
pr:)gress of improvement and Jura_n is perhz}ps the Guru who has made the
most impact in this area, although Crosby has also contributed.

Total Quality management programmes normally employ teamwork to
faciiitate improved communication and problem-solving. Cross-functional
teams are particularly advocated widely by Peters and Crosby, and can be
very successful if other Total Quality Management is in place.

Simple tools for Problem solving and improvement such as Ishikawa
methods should be learned and used by all employees.

Tools also include more teclmicaﬂ tools to control industrial design and
manufacturing.

Management tools should be studied to achieve quality. These include
Crosby's zero defect -appr-oach, and the concepts of company wide quality
and total quality associated with Ishikawa and Feigenbaum.

]

In order to move from an inspection to a prevention culture characteristic
of TQM, emphasis is normally p}aced on the identification of internal
customers and suppliers. This implies that understanding is necessary to
mect the external customers' requirement. This customer focus is probably
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emphasised most strongly by Juran, Grosby (internal customer). Peters and
Deming's recent teachings (external customer).

Ronald M. Furtuna (1992), writing in Total Quality: A Managers Guide for

the 1990’s Counsels that “quality cannot be copied, there is no step-by-step

Cookbook that applies equally to all company situations and cultures”™®

He however identified what he called “ 15" cohesive set of principles” which

he lists as [ollows:

b2

Lo

0.

10.

Ii.

12,

13.

Customer first orientation.

Top management leadership of the quality improvement process

Focus on continuous improvement.

Respect for employees and their knowledge; employees are actively involved
in the improvement process.

Reduction of Product and process variation.

Provision of ongoing education and training of employees.

Familiarity with a statistical way of thinking and the use of statistical
methods throughout the organisation.

Emphasis on prevention rather than detection .

View vendors as long term partners

Performance measures that are consistent with the goals of the organisation.
Standardisation - the development of and adherence to the best ways to
perform a given task.

Emphasis of product and service quality are design.

Cooperation and involvement of all functions within an organisation.
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14, Awareness of the needs of internal customers.
15, Substantial cultural change.

In emphasising thc need for total system intcgration as one of the unifying
principles of TQM, William H Davidow and B. Uttal (1989) have this to say,
“Though we have tried to simplify the elements of producing outstanding service,
and their subsidiary principles, putting llllem into practice is ncever simple. On one
hand, all the elements hang togclhcr.‘ The best infrastructure in the world is little
more than a drag on the profits if employees snatl at customers. The most elegant

scrvice strategy is so much hot air if it is not based on accurate measurement of

customer expectations and corporate service performance. The most inspiring

-

leadership cannot compensate [or a product so poorly designed that it breaks down
often and it takes forever to fix.”"’

As Aristotle observed, excellence is a habit, an attitude. We belicve it is this
attitudinal dimension that led Philip Crosby (1989) to say that “people hold the key

to quality. Crosby went further to say "Through the years, I have come to realise
that, there is a lot involved in running a company that has little to do with the
content of the management systetns. It all hds to do with people: if we take care
of the customers and the employees, everythiing else takes care of itself. It is hard
to find an organisation that both customers and employees regard with continuous

t

affection and appreciation.” Attention to the people therelore is the most
fundamental unifying principle in the whole quality management movement.
Excellent companies treat their employees exceptionally well, which is a

factor in, and a result of, their success. Robert Haas CEO of Levistraus Associate
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thinks employee engagement and satisfaction are fundamental to runnin g a. strong
business. Speaking to fortunc magazine hie had this 1o say, “you have to create an
cnvironment where everyone fecls like a representative of (he organisation. Unless
you have people whio know what you stand for and what to make cvery transaction
Ahe best, you are going to stub your tog”.

[3

2.2.6 MYTHS AND MISCONCEPT IQNS

Due to the all embracing nature of TQM and the bewildering variety of
approaches, some myths and misconceptions have tended to detract from the
subject. Lionel Stebbing (1989) has attempted to dispel some of the myths and
misconceptions.

According to Stebbing, quality assurance is not:

1L Quality Control or inspection
2. A super-checking activities
3. Responsible for engineering dccis_ions
4. A massive paper generator
5. | A major cost area | { 73765
0. A Panacea for all ills.

Stebbing goes on to say that quality assurance is:
1. Cost effective
2. An aid to productivity
3. A means of éell.ing it right, first time, everytime.

4. A good management sense
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5. The responsibility of every onc.

3

2.27 BARRIERS TO QUALITY

Laura A. Liswood (1991), a one time senior examiner for the Malcolm
Baldrige National quality Award and author of the book Serving Them Right,' lists
10 barriers to the achievement of quality in an organisation.

Here they are:

1. The difference in people
2, Believing that customers ate expendable —

1 ' ;. KAQ' L " - ""---..._.
3, Unwillingnhess to pay the price e . " liBRagy

4, Supervised commitment
¥

5. Listening but not hearing, looking but not seeing

6. Using assembly line principles for service delivery

7. Quality service is hard to define and measure.

8. The protective shicld of policies, procedures and protocol.
9. Preoccupation with short term resulls.

10.  Overselling

Liswood wrote within the context of service industries and acknowledged
the above list was not exhaustive.

John Macdonald(1993) of the British Institute of Management in his book

Understanding Total Quality Management in a week' list 10 reasons why TQM

fail. They arc: )

E

48



1. A lack of managemet  commilinent
2. A lack of vision and planning
3 A satisfaction with the quick fix

4, The process of change becate tool bound

5. The word quality became constraining

6. The culture change and project abproach became conflicting.
7. Quality management became burcaucratic.

8. Management did not change its behaviour

9, The people were not really involved
10. A lack of business measurables to measure TQM

Many barriers always stasd on the way of quality. Chief among which is the
habitual unwillingness of people to chiange. One aspect of this attitude is the
constant, view of majority of cxccutives in corporations that their number one
problem is finance and not quality, In this context Quality is equated to quality
control, which of course is quite different. The aim of Quality is to make quality
control superflous. A change in behaviour therefore is the necessary starting point
for the implementation of any qualily improvement programme.

People always fail to sce the causal relationship between quality and all
other functions. The first step in the quality programme is to break down all
barriers to quality.

2.2.8 LEADERSHIP: THE MAJOR IMPERATIVE FOR QUALITY

” Experience companies and non-profit organisations that ate itplementing

-

total quality show that strong leadership s the single most itmportam prerecuisite
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for success of the process. The importance of leadership in the Total Quality
Management process is underscored by its being placed number one out of the
seven examination categories for the Malcolm Baldrige National Quality award, the
highest award for quality in the USA.

It is difficult to define leadership but as Warren Bennis (1981) said, like
beauty, it is casy (o recognise good leadership when you see one. Having tried for
many years to defined leadership without much success, Bennis settled for the
following:

- The leader is the original, the manager is the copy.

- The leader develops, the manager maiitains.

- The leader originates, the manager imitates

- The leader focuses on people, the manager focuses on systems.
- The leadership challenges status quo, the manager accepts it.

The leader does the right things, the manager does things right.

Leadership as Steven Covey et all (1989, 1994) have observed, is not
Management. Leadership is the first creation, while management is the second
creation. It is the leader's duty to create shared vision, strengthen, coach, and
mentor to help develop the capacities of individuals and teams. It is the leader’s
duty to build relationships of trust, do long-range planning, scan horizons, look at
stockholders needs, study the trends of the market, work on systems, create
alignment. The leadership is the organ that spends time doing important things that
make the significant difference.™

rl
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”

Prominent business writers including Tom Peters and Robert H Weatherman
Ir.(1982) now believe that the leader has three key responsibility.

1. Creating an empowering shared vision.
2 Articulating the business mission
3 Cultivating shared values.”!

According to Convey et al, vision is the ability to see beyond our present
reality, to ereate, to invent what does not, yet exist, to become what we not yet are,
It is fueled by the realization of the unique contribution we have the capacity to
make the legacy we can leave. It clarifies purpose, gives direction, and empowers
us to perform beyond our resources. Shared vision becomes the constitution, the
criterion for decision making in the group. It bounds people together. It gives them
a sense of unity and purpose that provide great strength in times of challenge.

Convey et al say of the mission as the blue print before the construction; the
mental before the physical creation. An empowering mission statement gives
meaningful expression to conscience inspired vision and values. Empowering
mission statement focus on contribution, on worthwhile purpose that create a
collective deep burning “Yes"”! They come from the hearts and minds of everyone
involved. Empowering organisational mission statement, are as Convey et al say,
in harmony with what has come to be called universal mission “to improve the
economic well being and quality of life of all stakeholders.” Values are the
supporting principles that guide the vision unto a successful fulfillment. Values

motivate and sustain performance. They constitute the anchor for any employment

o

programme. They guide future actions and give the organisation a reference point
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by which to examine past practices.

Below is Quality leadership action steps as suggested in the manual in

search of quality by Sue Mckibbin Ph.d(1990).2

1.

¥

Be a Role Model: Reinforce your Company’s quality vision and goals
throungh words and deeds. Remember that associates look to senior
management for inspiration, slraicgic direction and a sense of purpose.
Art'iculate a quality-based vision for the company, then back it up with your
actions,

Live Quality: Make quality your number one pre-accupation. Think and talk
quality day in day out. Whenever there is a choice to be made, ask “"What
is the best way to assure quality on this?” No compromise or short cuis are
allowed. Even it they save time am'l money in the short-term, they will come
back to haunt you later on.

Communicate. Encourage two-way communication, Listen to everyone, all
the time. Ask questions and encourage honest answers. By keeping your
fingers on the pulse of the company, you will be able to quickly spot
problems and anticipate opportunities for quality improvement.

Remain Flexible. It may sccin 1110;0 natural to keep things predictable and
controlled. But that usually gets in the way of productivity and customer
satisfaction. Stay flexible even if 1t feels uncomfortable at times.
Facilitate Employee Involvetnent,

Delegate rcsponsil;ilitics, then step side. Empower associates'ihroughcmt

your organisation - not just those in management positions. Remember that
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6.

everyone want to do his best and make significant contributions. Turn that
desire into reality.

Reward competence with Increase Authority. Encourage decision making at
all levels by informed competent individuals and teams. As a leader,
consider being less decisive and more supportive. Refrain from second-
guessing the work of others.

Find Errors in the System.

Don't blame others if something goes wrong - that is the surest way 1o stifle
initiative and squelch motivation. Instead of pointing the finger at people,
identify process improvement alternative so the mistake does not happen
again,

Coach, Don't Boss.

Don't be surprised if you do a little backsliding. It is perfectly normal to slip
back into “let me tell you what to do” mode. When that happens, just shift
gear. Remember, your job is to coach and support and not to boss.

Show that you Care

Make trust, respect and caring your own personal quality benchmarks.
Without these three lynch pins, there can be no gains in your company's
overall quality. Treat people inside and outside the company this way, and

you will be well rewarded.
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2.3 SERVICES

' Services may be defined as those scparately identifiable, essentially
intangible activities that provide want-satisfaction, and that are not necessarily tied
to the sale of a product or another service. To produce a service may or may not
require the use of tangible goods. However, when such use is required, there is no
transfer of the title (permancint owtiership) to thiese tangible goods.

2.3.1 CHARACTERISTICS OF SERVICES
The special nature of services stems from several distinctive clharacteristics.

These characteristics not only create special marketing challenges and opportunitics,

but they often result in marketing programs that are substantially different from

those found in product marketing.

L. Intangibility: Since services are céscntially intangible, it is impossible for
custoiners to sample, to tastes, feel, see, hear or smell services before they
buy them. This fewture of services places some strain on a marketing
organisation. The burden falls mainly on a company’s promotional programn.
The sales force must concentratc on the benefits to be derived from the
services, rather than emphasizing the services itself.

2, Inseparability: Service often cannot be separated from the person of the
seller. Some services must be crated and dispensed simultancously.

From a marketing standpoint, inseparability {requently means that dircct sale
is the only possible channel of distribution, and a seller’s services cannot be
sold in very many markels.

3. Heterogeneity: It is impossible for a service industry, or even an individual
seller of service, to standardize output. Each unit of the service is somewhat
different {rom other units of the same service. It is often difficult to judge

the quality of a service. It is particularly difficult to forecast the quality in
s A
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advance of buying a service.
The scrvice company sliould therefore pay particular attention to the product
planning stage of its marketing program. From the beginning management
must do all it can to ensure consistenc‘y of quality.
4, Perishability: Scrvices are highly perishable, and they cannot be stored.
. Unused electric power is lost for ever. Furthernnore, the market for services
fluctuates considerably by season, by day of the week and by hour of the

day.

2.3.2 ANALYSIS OF MARKETING OF SERVICES:

Market analysis is cssentially the same, whether a firm is selling a product
or a service. Marketers of services should understand the components of
population and income as they affect the market for their services. In addition, they
must carcfully analyse why their customers want their services and determine
whether the several market segments Ila_\'re the shme or different buying motives.
Also, sellers must determine the buying patterns for their services - when, where,
and how do customers buy, who does the buying, and who makes the buying
decision. The psychological determinants of buying behaviour - attitudes,
perceptions, personality are pertinent in the marketing of services. In like manner,
the sociological factors of social-class structure and small-group influences are

market determinants for services.



CHAPTER THREE
3.0 HISTORICAL BACKGROUND OF NATIONAL ELECTRIC POWER

*

AUTHORITY (NEPA).

The National Electric Power Authority (NEPA) was established by the
Federal Government Decree No.24 of 1972. It was established with the mandate
to "maintain an efficient, coordinated and economic system of electricity supply for
all parts of the federation.”

The history of NEPA could be traced to the development 01; electric power
in 1898 when the first generating plant was installed in Lagos which supplied
c]éclricity t;f) the town. The pattern then was in the form of individual generating
stations set up at various towns and cities. The generating stations were either
handled by the Public Works Department, Native Authority or Municipal
Authorities.

The trend however changed in 1950 when the government passed the
Electricity Corporation of Nigeria (ECN) Ordinance 15 of 1950 which aimed at
integrating power development by brihging the various electricity generating
stations under one control for effectiveness and efficiency.

' The Elecltricity Eorporal.ion of Nigeria (ECN) then became the statutory
body responsible for generating, transmitting, distributing and sales of electricity
to all consumers in Nigeria.

In 1962, the Nigor Dams Authority (NDA) waa oatablished by an Act of
Patliument. The act specified that the Niger Dam Authority was to be responsible
for the construction aid maintenance of the Dams and works on the River Niger
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and elsewhere.

The Niger Dams Authority was also to generate electricity by means of
water power, improve navigation and. promote irrigation and fisheries. The
construction of Kainji Dam was carricd out by the Niger Dams Authority. The
construction work commenced it March 1904 and was completed on schicdule in
December, 1968. .

In September, 1969, the then Federal Military Government decided to merge
the Electricity Corporation of Nigeria (ECN) and the Niger Dams Authority (NDA)
into a single body. To achieve this, a Canadian Firm of Consultants - “Showmont
Limited” was appointed in 1970 to study the technical details and the possibility
of making a merger a success. The firm submitted its report in November, 1971,

On 29th June, 1972, the Pederal Government promulgated Decree No.24
{which became effective from June 1972}, By this Decree, the merger of electricity
Corporation of Nigeria and Niger Dam Authority into a single body with tl.le name:
National Elcctricity Power Authority (NEPA) became cffective on January 6th,
1973,

FUNCTIONS OF NATIONAL ELECTRICITY POWER AUTHORITY:

l. Generation of clectricity |
2. Transmission of electricity

3. Distribution of electricity

4, Sales/Marketing of electricity

In the light of tlie above functions, National Electric Power Authority has
certain contractual agreement wilh its custotners. Any prospective custoiner of
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NIIPA is required to satisly the following:

1.

10.

11

¥

Completion of specially designed application forms for the connection of
electricity. These forms are supplied to the prospective customer(s) free of
charge.

f’aymcnt of necessary fees like connection fees, security deposit, capital
contribution, etc. |

Standard premises for service and metering.

All installations in the premises must pass confirmation tests to be
conducted by NEPA's officials for safety purposes.

Responsible for the internal witing of the premises as well as the internal
maintenance and repairs of internal faults after NEPA's Meter Point.
Ensure the security of NEPA's equipment installed in his/her premises.
Report faults to the nearest NEPA service Centre. He/She should state the
strect and possibly the pole number that supplies electricity to his premises.
To notify the authority of any breakdown, failure, loss or damage to the
meter or any NLEPA apparatus ‘inslallcd in his premiscs. Failure of which
may attract penalty.

To draw the attc;ltion of the authority to lapses in reading meters or any
irregularity in bills distribution.

To pay electricity bills promptly to avoid disconnection aild subscquent
penalty. |

Avoid vandalisation or theft of NEPA cquipments and installations.
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Otherwise, the culprit would be liable under miscellancous Decree 20 of 1984.

On the other hand, the National Electric Power Authority has the following

obligations to its customers.

1. Provision of steady and reliable power supply.
& To maintain and repair the Authority’'s Network,
3. To read all meters in customers premises, bill all the reading taken,

disl;ibulc the bills to the customers and collect all revenue due to the

Authority.

Today, the National Electric Power Authority meets the nation’s total
maximum energy demand of 2,300 megawatts from a total installed capacity of
6,098 megawatts. There are nine generating stations in the country. Six of these
generating stations are thermal while three are hydro,

The thermal stations and their generation capacity are as follows:

(1) Afam - 700.9 mw
(i)  Oji river - 30 mw
(iii)  Delta . 820 mw
(iv) Egbin - 1,320 mw
(v) ljora - 66 mw

1,020 mw

(vi)  Sapale

The hydro power stations at Jebba, Kainji and Shiroro with an installed

capacity of 578.4 mw, 760mw and 600 mw respectively.

P
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32 ORGANISATIONAL STRUCTURE OF NEPA

The 1able in Appendix I¥ shows a rough structure of NEPA as an
organisation. Greater detail is given to the distribution and marketing sector which
the project is more concerned with. ' .

The Corporate headquarters serves as the nerve centre or nuclcus of the
organisation which has been moved to the Federal Capital Territoty Abuja. The
Lagos Office serves as a liaison office. The Corporate Headquarters is headed by
a Managing Director and Chief Executive.

At the Corporatc Headgquarters we have the major arms of NEPA system.
The Generation, fransmission and engineering, the distribution and Marketing,
Finance and Administration, Corporate scrvices and Legal Scrvices.

These arms are grouped into four major groups called sectors and cach

sector is headed by an Executive Director (ED). These sectors are:

1. Genetation, Transmission and Engineering Sector
2, Distribution and Marketing sector

3. . Corporate Services

4. Finance and Accounts

[

The Distribution and Marketing Scctor is further divided into cight arcas
called the zones with the Zonal Headquarters located in the following cities.
1. Lagos Zane Lagos
2, Kano Zone Kano
3. Ibadan Zone Ibazlzm

4, Enugu Zone Lnugu
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5. Kaduna Zone Kaduna
6. Jos Zone Jos
7. Benin Zone Benin
8. Yola Zone Yola
Euach of these zones is licaded by a General Manager (Distribution and
Marketing).
Each Zone in controlling a number of Districts. The Districts are headed by

district Managers (Distribution and Marketing).

*

33 KANO ZONE
Kano Zone is one of the eight zones of the distribution and marketing sector.
There ate four D.ism'cls under Kano Zone, The District are:
1. Dala District
2. Nassarawa Dislrict —_——

KAS. 11 la, v EERE.
. | AL}
3. Katsina District M LIBG_ARY ’

—

4, Dutse District

Out of these four districts, Nassarawa and Dala Districts are the largest and
are regarded as Grade “A” Districts. They are described as the largest not just in
terms of area of coverage but also on the revenue generation. These two districts
have their District offices within Kano metropolis with service centres spread in

most of the Local Governinents in the state,
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3.4 DALA DISTRICT

Dala District is one of the four Districts in Kano Zone, This District in turn
has three undertaking offices that serve as revenue collection centires and service
centres. The undertakings are as follows:
1. City undertaking
2. Zaria Road undertaking
3. Kurna undertaking.
| These undertaking offices are headed by undertaking Managers (Distribution
and Marketing) Aside from the undertaking offices, there are service centres
located in the Local Governinent areas that are connected to the national grid. The
.service centres are also referred to as outstations,

34.1 CITY UNDERTAKING:

This undertaking is the largest in Dala District in terms of customer
population and the network. The undertaking office is lolcatcd at the centre of the
old Kano City. This is a denscly populated area and about 80% of the population
are Hausa whilc about 15% are non-Hausas by origin but have blended with the
indigenes through intermarriages. The remaining 5% of the population is made up
of non-indigenes that happened to secure accommodation within the city which is
esurrounded by a wall that was contructed centuries ago.

The distribution of bills and meter reading in the city is extremely difficult
because of the unplanned nature of the settlement. There arc hardly street names

or house numbers. However, most of the registered customers receive their bills
regularly.

62



34.2 ZARIA ROAD UNDERTAKING

Zaria Road undertaking has a large area of coverage in terms of landmass.
The inhabitants of this undertaking are mostly non-indigenes of Kano. The
settlement is well planned with streets zind house numbers which makes it easier
for NEPA to distribute bills and read meters there. The area is sparsely populated.
Most of the indigenes here moved from the denscly population areas like Kano city
and settled there. |

The area has good network of roads and the electricity network is equally
good. The major customers of Dala District like Spanish steel fabricating company,
Gongoni Nigeria Limited are located in Zaria Road undertaking. These major
customers have very high consumption of electricity and they pay regularly.

., The distribution of bills in this undertaking is fairly easy because customers’
liouses can easily be located. Bills distribution and meter reading arc carricd out
in this undertaking without hitches. This can be adduced to the fact that most of
the copsuiners hicre are enlightened and they know what their civic responsibilities
are. About 85% of the industrial customers of Dala District are in Zaria Road,
undertaking. The whole of the Sharada Industrial Layout and Challawa industrial
layout are in Zaria Road undertaking. T.his undertaking contribute about 70% of

the revenue generated in Dala Dislrict.

3.4.3 KURNA UNDERTAKING

This is the third undertaking that make up Dala district. The area of
coverage of this undertaking is the North West of Kano, This area is inhabited by
mixed tribes but majority are Hausas albeit some are non-indigenes of Kano State.
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. The cconomic activitics in the arca are farming, petty trading 'am.l a few
small scale industries. However, the bulk of electricity consumption are for
residential uses. A neglible percentage of the consumers are for commercial uses.

Structures are springing up on daily basis in this area but the structures are
not well planned. Reading of meters and bills distribution are made a little difficult
because of the unplanned nature of this settlement inspite of the sparse population.

In the District Office and the undertaking offices, there are five departiments.

They arc:

I Markcting Departinent
2, Distribution Department
3. Accounts Department
"4, Personnel and Administration

5. The Computer Dcparuucntl
MARKETING DEPARTMENT
"The marketing department in Dala District is headed by a Senior Manager
{(Marketing). This department is responsible for the following duties.
(;':l) Reading of all categories of meters. Single phase, three phase and maximun
demand (MD) meters.
(b) The departiment is responsible for sending the readings obtained (input) to
the Computer Centre for billing.
{¢) The Marketing Department collects the output of the readings sent to the

computer (bills) for on-ward dislribution (o custotners.
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(d)  Itis this department that is responsible for proéé.ésing of all new application
forms and metering of all new services in the District.
(e) The marketing section occasionally visits customers when on cash drive.
THE DISTRIBUTION DEPARTMENT
| ()  The Distribution Department is solely responsible for the maintenance of the
network within the District.
(b)y It is also responsible for the extension of the network to new arcas.
(¢}  The Distribution section is headed by Senior Manager (Distribug i;)n).
THE ACCOUNTS DEPARTMENT
The accounts department is responsible for receipting of all payments made
to NEPA. |
This department is also responsible for the disbursement of all the district's
imprest account. ‘
THE ADMINISTRATION AND PERSONNEL DEPARTMENT
This department is responsible for the welfare of all personnel in the district.
All issues perlaining (o (Iisciplinclof staff are handled by this departiment.
This department is also responsible for the interpretation of all Headquarters
policies, circulars and guidelines in the district.
THE COMPUTER CENTRE DEPARTMENT | 473765
» The computer department in Dala District is headed by a Manager
(Computer). This department is responsible for billing of all consumers in the
district as the District's billing is all computerized.
"l"hé computer billing system in use in Dala District is the New Billing
System (NBS). The new billing system, unlike the old billing system in use in

.»some NEPA districts has the following udvantages,
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(b)

(c)

(d)

(H

[nformation can be obtained for 15 months for a customers account. This 15
months transaction for the customer can be made available in report form
for enquiry and reconciliation purposes.

The New Billing System (NBS) caters for only one district. In other words,
it is a district based billing system. This allows for concentration as the
centre will have a manageable number of customers to bill in a month.
This billing system also allows daily production of bills and an individual
bill can be churned out, It operates an on-line system.

This Computer Centre has cash enquiry facilities. This takes care of
customers’ account status even i the bill has been misplaced, a copy of it
can be printed for the customer,

The New Billing System (NBS) generates several reports for management
decision making.

The programmes arc menu driven which prevents or minimi.scs operational
errors.

The Computer department uses inputs received from the marketing and

accounts departments. The marketing departinent sends meter readings for existing

accounts, customer Record Maintenance Document (CRMD) for opening of new

accounts, change of name or address or change of meter data.

* The Accounts Department sends in the cash stubs for payments made within

the month. It also sends in Customer Account Adjustment Document (CAAD).

This document is for the adjustment of wrong credit or wrong debit previously

made against customer’s account.
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CHAPTER FOUR
40 DATA PRESENTATION AND_}\NALYSIS

If there is any public agency in Nigeria which has been the subject of the
vilest and most widespread ridicule, it is the National Electric Power Authority
(NEPA). Vested exclusively with the responsibility of providing public clectricity
power for the whole country, the organisation has had to strive to meet public
expeclations in that respect. Yet it would seem that no matter how hard it tried
under the circumstance facing it, it is yet to succeed in meeting ils statutory
obligations.

Before t.lic very public it is striving to serve, NEPA is largely seen in several
uncomplimentary terms. To somne, it is a weak organisation that is yet to wake up
to its responsibilities. To others, NEPA is simiply an organisation that has outlived
its usefulness and needed to be assisted into extinction,

To compound the problems further, until recently, the organisation had not
bothered to avail the public on regular basis adequate insight into its operational
handicaps, since expectedly it has been contending with several. Hence, it has been
appraised by the public in relative ignorance.

This study has discovercd the following to be some of the factors that have

13

hindered NEPA from meeting its statutory obligations,

4.1 OBSOLETE AND AGEING EQUIPMENT

The entire stock of infrastructure which the organisation is using is absolute
or at best ageing. According to official sources, about 36 percent of NEPA installed
capacity is over 20 years old and 48% over 10 years old.

With electricity generation, many electric equipments have life span, and by
the time you don't take this into consideration you find out that when you want the

equipment to deliver, it will no longer do so. The implication of this is that most
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of its plants are presently in bad shape and therefore in dire need of rehabilitation
or replacement.

" With obsolete equipment and outdated matcrials the Awthority is in dilemma
of meeting up with increasing detnand with inz'ldcquatc working materials coupled
with the high cost of importation against the background of depressing economy
and depreciating currency status. Yet, there is a trend of declining investment in
and an attendant stagnating expansion in the public power supply sector.
Investment in the electricity sector is lagging behind considering the fact that no
major investinent has been undertaken by the govermnent in the sector in the past

10 years.

42 VANDALISATION

Vandalisation has much more horr?:ndous cffects on the society, the state and
even the vandal himself than can ever be imagined ordinarily. It goes beyond just
causing blackout.

Since electricity is a service that has pervasive influence on the life of a
nation and her citizens, it should be cxpected that vandalisation of NEPA
equipment will have far-reaching cffects on different aspects of the nation's life.
While the vandal carries out his act to benefit himself and himself alone, the brunt
is agonisingly borne by the whole nation - the young and old, the rich and not so
rich and the poor. |

Let us take a cursory look at the way vandalisation affects different sectors
of the nation starting with the immediate comumunity where the act is carried out.
4.2.1 EFFECT OF VANDALISATION TO THE IMMEDIATE COMMUNITY

When the community’s source of electricity supply is vandalised and the
community thrown into darkness, all social and economic activities arc grounded.

Small scale business concerns like battery chargers, barbing and beauty salons,
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coldrooms and others who depend on electricity to operate their businesses are
forced to close shop. The result of this on the community is that not oulf do the
generality of people stop to enjoy the services of these business concerns but so
many young and able bodied people in the society are rendered unemployed and
become a burden to their relations.

For the big industrial concerns who can afford power generating sets, the
noise and fume from such generating sets constitute a health hazard. Besides, since
it is much cheaper to use NEPA supplied electricity than to use generating set, the
cost of production for these industrial concerns automatically goes up and the
additional cost is transferred to consumers of their products. After all they are in
business to make profit.

Apart from the above, the immediate community suffers social inertia as
amenities of life which add meaning to life and make living a little easier like
radio, fan, television and video cannot be enjoyed by the community not because
NEPA ‘does not want to supply electricity but because of the damage on NEPA
equipments by vandals.

4.2.2 EFFECT OF VANDALISATION TO THE STATE

Wilful damage on property built or procured with tax payer's money has
always been a crime against the state. Electricity projects are undertaken by the
government at no small cost. When such projects are brought to ruin by vandals,
guvérnmcnl is forced to spend money that could have been used for other
developmental projects to replace the vandalised equipment. The present economic
situation is even making such replacement difficult and that is why so many
communities whose electrical installations are vandalised remain in endless

" blackout.
Beside, big factories and business establishment desert places where stable

#

electricity supply cannot be easily secured for their production. The aftermath of
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this is that government is deprived of the revenue which would have accrued to
government purse in form of taxes.
4.2.3 EFFECT OF VANDALISATION TO THE VANDAL

Unknown to the vandal, the risk and disadvantages of vandalisation far out
weigh the advantages.

I*:irst, the vandal is placing his life on the line as he faces the risk of being
efectrocuted while attempting to carry oul lis crill;illall act. If it happens, the vandal
not only cuts short his promising life but also throws his family into sorrow and
| misery.

If the vandal does not dic frol]l.;::ICCITOCllt.iOIIS he may suffer permanent
disability which renders him useless not just for vandalisation but even for gainful
and iawful endeavours. |

If the vandal is caught, he will be arraigned before a Special Tribunal and

if found guilty, he is sentenced to life imprisonment under decree No.22 of 1990.

The miscellancous offences Decree No.22 of 1996, section 9 provides “That any
'pcrson who unlaw(ully disconnects, removes, damages, tamper, meddlcs, with or
in any way whatsoever interferes with any plant, works, cables, wires or asscmbly
of wires designed or used for transforming or converting shall be guilty of an
offenice and liable on conviction to be sentenced to imprisonment for life.”
Section 10 of the same Decree provides that “any person who unlawfully
discotnect, removes, damages, temper, meddles with or in any way whatsoever
interferes with any electric fittings, metets, or any appliances used for generating,
transforming, converting, supplying or selling electricity shall be guilty of an
offence and liable on conviction to an imprisonment for a ferm not exceeding 21

years.”
‘The act of vandalisation of NEPA property is not a trivial matter considering

the attendant evils of such action which include; grounding of tlrousands of
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businesses that depend on power supply to operate, waste of raw materials,
depreciation of idle machinery, breach of job agrecements, untold hardship to

thousands of households and loss of revenue to NEPA.

43 THE CARELESS MOTORIST
" Sometimes NEPA and its customers are made to bear the brunt of reckless
altitude of sotne motorists. Damage to NEPA property by motorists come in
different ways. It could be a trailer loaded so high to the sky (hat it becomes
difficult for such a vehicle 10 pass under an overhicad line without causing damage.
It may also be a driver losing control and leaving the road to hit a NEPA

Pole or transformer and causing severe damage. The whole neighbourhood is

thrown into darkness but as usual, NEPA carries the blame.

473765
44 THE ACTION OF VIOLENT RIOTERS OR DEMONSTRATORS
There are situations, when ignorant of the cause of power outage in their
arca, some people take laws to their hands by resorting 0 violence and attacking
NEPA olffices, workers and installations in their surrounding. This usuatly happen
when there is an important event of national interest being shown on television
especially during soccer matches, involving the nation’s national teams. The general
belief is that such a violent action will bring early restoration of power supply.

+

However, such actions are not only lawless and criminal but also self
defeating. Wilful damage of any public property (which NEPA equipment is) under
any guise, is against the law of the land and anybody caught doing this will be

made to face (he full wrath of the law, Besides, rather than aiding quick restoration

of power supply, such actions worsen the situation as it will take a longer time to
repair or replace the damaged equipment and take care of the harassed and

maltreated staff, .
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4,5 THE EFFECT OF BUSH BURNING

Bush burning is a practice common to hunters and farmers. For the farmers,
it is done to rid farmlands of debris of weeds and stumps cleared from farmlands
during planting season. For the huaters, it is done to case the process of getting
games during hunting since animals will be driven out of their hideouts by the
ragging fire. Related to bush burning is the dumping of refuse close to NEPA
installations at public refuse dumps in our cities. After somelitnes, firc is usually
set on the refuse dump. |

More often than not, this has been done without due regard for NEPA
installation around where the bush burning and refuse dumping are carried out.

The firc goes on raving everything around including NEPA poles, towers and

transformers. The result as usual, is blackout for the neighbourhood.

46 METER THEFT AND ITS EFFECT

Of all the forms of vandalisation the most rampant in recent time is tneter
theft. Such is the sweeping rate of meter theft that within a space of two weeks,
Dala District alone lost over 40 meters to meter thieves.

This serious criminal act has been hampering revenue generation activities

in NEPA.

47 THE ACTIVITIES OF SABOTEURS AND ITS EFFECT

NEPA staff do defraud the organisation or deny it access to its cash
entitlements from customers. Many a times, a dubious customer would look for a
dishonest NEPA stalf with whom to connive in order 10 [ind ways of either not
paying his bills or paying a fraction of the bills. The result is that money which
is supposed to go into NEPA's account would either go into pockets of the

dishonest staff or else remain unpaid, while NEPA services would continue to be
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chjoyed.

Some members of the public pressurize the stalf of NEPA to do what they
should not do by offering them incentives and becanse of the cconomic situntion
in Nigeria, some people may be tempted to take money to go and connect a
premises even wilhout meter and without formal application for new supply and
this adds to NEPA's problems.

4.8 THE EFFECT OF NATURAL DISASTERS

Natural disasters such s windstorm, flood, soil crosion and thunderstorm
have continucd to wreak havoc on NEI‘A installations. Million of Naira are being
lost to nature’s sabotage, cansing huge destruction to structures and facilities. In
a situation whereby NEPA has no control over natural calamity places the

organisation at the metcy of the unknown.

49 NEED FOR UPWARD REVIEW OF TARIFF

First and foremost, the biggest gain of the customer is improved services.
That is what should matter to them most. But improved service go with adequate
payment. The customer should be ready to pay for improved service.

There is need for the authority to charge an economic rate for services so
as to be able to cope with the ever rising inflationary any trends in our cconomy
and even in global cconomy.

Improved service or performance is contingent on economic tariff. NEPA
will have to be in a position to generale enough funds to carry out all
rehabilitation, maintenance of sub-station and construction of relief sub-stations,
ete.

-

Most people who believe that the present tariff is adequate seems to flog the

idea that NEPA is charged with the rcSponsibility of providing electricity at a

73



minimum rate. Some extremists believe that electricity should be a social service.
Most of those in this school of thought have not come to terms with the reality of
the present that the days for “free this free that” have gone at least for now, In the
new dispensation, the organisation needs billions of naira for rehabilitation of the
power stations, not to talk of constructing new once.

All equipment needed by the Authority for its expansion now cost a fortune.
It is an established fact that NEPA needs, N125.5 billion to upgrade her facilities.
NEPA’s outstanding liability stands at N47.257 billion.

If electricity supply is to remain steady and every one will wish for nothing
less, there is an urgent need for NEPA to generate the much needed funds. No one
is going to kid himself/herself that all customers of electricity will wake up one day
and settle all outstanding debts which itself may not be able to meet all that is
needed.

People who believe that the present electricity tariff is adequate should have
a second thought. Let us consider the present charges of some other African
countries. While Nigeria as of present charges an average of 1.6 cents for a unit
of electricity, Gambia and Coted’ivoire charge 7 cent each, Zimbabwe charges 8.9
cent; Cameroon 9.8 cents while Tanzania charges 10 cents for a unit of electricity.
It is true that Nigeria presently charges the lowest tarill among the Alrican
countries considered.

Another interesting fact to consider is that 95% of major inputs used to
reinforce the system as well as for use in running and maintaining the existing
facilities are imported. Given the high and ever increasing cost of inputs and low
tariff being charged by NEPA, it has been difficult to run the services effectively

and efficiently.
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Over the past 10 years, there has been little government investiment in the
power sector which has prevented NEPA from any expansion programime. Since
the Authority’s cash flow is constrained by low tariff levels and low collections,
funds have been inadequate to support the maintenance of the system. Absence of
investment and low revenue have therefore combined to threatened excellent
delivery of electricity services which is required for domestic comfort, social
services, industrial development and cotnmercial transactions. NEPA needs upward
review of tariff to survive and remain cﬁpablc.

Tariff should be related to the cost of input in terms of the cost of foreign
exchange required to purchase these equipments. To maintain good scrvice, tariff
should be hiked somehow to make ends meet. This would iimprove revenue for the
little profit realised to be ploughed back into the system. NEPA should increase
tariff so as 10 make profit to re-invest and improve working condition for her staff.

Aside from (he cost of materials, NEPA needs to close the gap between the
financial input and the revenue. For instance, it cost NEPA N8.00 to generate each
kilowatt of electricity but customers are charged only }42.00 for each kilowatt. This
means that electricity is heavily subsidised in Nigeria. It is important that this gap
between cost of production and tariff be slightly closed so that the butden of
mounting operational costs be reduced for the Authority to do the wonders
expected of it as it is determined as cver before Lo improve power supply given the

desired support. This would improve the Authority’s efficiency.

—

KASH 1
B S (N '-..R r 3

———

75



' . | CHAPTER FIVE
50 SUMMARY, CONCLUSION AND RECOMMENDATIONS
51 SUMMARY

There are many factors contributing to power interruption in Nigeria. Within
the Autl;orily, there is the terminology “planned and unplanned outages. For the
planned outages, the Authority takes time off to do repair and maintenance work
to avoid a major breakdown. Before this job is embarked upon customers are
normally informed through the media, both print and electronic telling them about
the interruption and length of time involved.

The unplanned outages come up due to faults, they are kind of “accidents,
could be tripping of a protective device t.b save the equipment due to over loading,

or fault in the equipment or an ‘unholy’ intervention in the network, like

vandalisation, erosions affecting the transmission towers, bush burning, storm
thunder or other fault that could be man made. For instance, illegal activities
(tapping power illegally) thus over-loading the system which could trigger off the
lripying of protective devices thereby causing interruption of supply. Over loading
impact on the quality of service. 4 73 7 65
NEPA has all the human rcsourc';s and excellent man-power but the case of
declining investment and in view of the capital intensive nature of the industry,
steady power supply is not at sight.
| Customers on the other hand are not helping matters. Their seeming
reluctance to settle their electricity bills or their penchant to evade payment for
services contribute immensely to NEPA problems.
NEPA relies heavily on financial resources to keep the system going. When
this is not available, people say NEPA is inelficient. This is bad judgement often
__.,madc out of crass ignorance of the intrinsic and sensitive nature of its operations,

NEPA can ensure regular supply to all customers if all variables necessary for
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generation, transmission and distribution of power are available and controlled.

This would include human attitude which impact on the network, regular and
prompt payment of debts to enable the Authority acquire materials to maintain and
improve services, avoidance of illegal activities and vandalisation and prompt
reports of Taults for immediate attention so as to avoid further deterioration,

It has been observed in the course of this study that NEPA is not interested
in making things difficult for anybody, once all forces necessary for efficient
service agree, NEPA will perform, if water supply is not enough for hydro-power
generation NEPA cannot effect a change in the inflow of water through the rains
which is natural phenomenon except to hope for special divine intervention. Bul
as for the problems that are humanly possible to surmount, the Authority bends

over backwards to do its job.

52 CONCLUSION

NEPA has not succeeded in meeting its statutory obligations inspite of all
the human and excellent manpower the organisation has.

The major causes of the unachieved achievable statutory obligation of NEPA
are multifarious and they are as follows:
L. Faulty wiring of premises by consumers.
2. Overloading of the local electrical systems (transformers) by consumers and

disloyal NEPA staff.

3. The activities of careless and reckless motorists running into NEPA
installations like transformers, substations and even electric poles.

4. The activities of Road construction damages NEPA underground cables.

3 Theft and vandalisation of NEPA equipment by unscrupulous person.

6. Indiscriminate bush burning

:7. Low gas pressure and low water level for generation stations,
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8. Illegal connections

9. Stiff foreign exchange regime.

10.  Lack of adequate funding.

11, Mounting debts owed electricity consumers.
12.  Obsolete and or unserviceable cquipments,

Yet, against all thesc overwhelming odds, NEPA continue to work
strenuously to give electricity consumets the best under the circumstances. NEPA
can do better if it were not hamstrung by (hese odds.

On the possibility of uninterrupted power supply, this study has come to the
conclusion that it s achievable provided that natural and unnatural forces fall in line
to positively affect power supply operations, if funds are available to make major
- purchases and do turn around maintenance (TAM) job on failing installations and
further t(; replace or rehabilitate over-aged plants, most of which have outlived their

recommendcd life span.

To make funds available for uninterrupted power supply, customers should
pay their bills as an when due. Once the customers do not renege on their civic
obligations, there will be cnough funds (0 ensure uninterrupted supply. There is
need to mobilise sufficient funds to keep the system going. with sufficient funds,
NEPA can hope to meet the insatiable needs of their customers for uninterrupted
power supply.

Also, all illegal activities that impact adversely on supply should stop. This

calls for vigilance of all and sundry to make sure that those hoodlums who

vandalise and steal NEPA equipment are stopped.

53 RECOMMENDATIONS

[

- 'The Tollowing recommendations are given with the hope that they will help

in providing solutions 10 the problems highlighted in this research finding.
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“HELP NEPA TO HELD YOU” - NEPA. This old cliche by NEPA may not
strike most customers as very important in the efficient performance of the
organisation’s obligations. Apart from material imputs into the operations of the
industry, the obligations of the customer and the general public are of great
importance in maintaining almost every aspect of the operations. Power cuts affect
all and sundry; industrial, commercial and residential customers who in their
different ways have their different contributions to make towards the efficient
operations of the organisation and also have negative effects on outputs in all
spheres of NEPA's existence. But as it is been rightly maintained by the
organisation, it is not solely responsible for power interruption.

Customers should therefore wake up to their responsibilities to NEPA to
enable NEPA serve them better. Customers responsibility to NEPA does not stop
at paying electricity bills. There are other social responsibilities of the customer and
the public in general which would help in the improvement of the Authority's
services 10 customers.

L It is expected of the customer to guard the Authority’s installations and
cquipment as il they were the individuals property, This is of optimum help
to NEPA to ensure that the network is in perfect shape to serve the
customer. Thus, all suspicious movements around NEPA installations,
illegal connections and reconnnections and vandalisation must be reported
to the authority or the nearest law enforcement agency within the locality.

2, Customers are expected to report fault(s) whenever they are observed.
Reporting of fault for immediate attention is very important. This enables

' NEPA officials to ensure that the system is healthy without leakages and
surges of voltages that could cause damages to the system,

& It is important that customers vacating their premises to inform NEPA office
to come and read the meters off so that final bills could be given and upto
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date payments could be made based on the last reading of the meter. This
way, the customer will not leave any outstanding bill for the next tenant to
inherit. It is necessary for the new tenant to ensure that there is no
electricity bill left for him/her to inherit by the previous tenant if he is
moving into a new premises. There is no excuse in the argument that a new
tenant met some outstanding bills in his new premises. It is the premises
that is owing and if he/she 1~. in the premise, he/she is the debtor.
Customers can also assist NEPA by providing the best atmosphere for them
to work. NEPA officials on duty should be assisted and not harrassed.

Do not offer bribe to NEPA staff on official duty so as to stem the act of
negligence of duty until gratis is given.

To counter the syndrome of declining investment and the stagnating
expansion in the public power supply sector, the privatisation of the power
monopoly is recommended. It is hoped that when fully privatised, the
problem of dwindling investment in the sector will be addressed. Also, the
outfit will become more efficient.

Thousands of electricity consumers ranging from residential, commercial and
even industrial consumers often delay or outrightly refuse to pay their bills,
They tend to forget that it is money generated from bills collection that is
used in maintaining facilities, equipment vehicles and staff salaries nation
wide.,

Consequently, the customers should ensure that NEPA is assisted
maximally in its pursuit of revenue collection by settling their bills
promptly.

Some Power Plants ought to be completely replaced since spare parts for
them are no longer being designed and manufactured by the original

developers.  Those that need refurbishing ought to enjoy comprehensive
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10.

1.

14.

turn-around maintenance (TAM) to last some few more years before the
production of their spare parts are phased out.
It is of utmost importance to establish new stations to relieve the ageing

ones of serious burden.

The load on transformers should be monitored quarterly to avoid

+ overloading. No new customers should be connected to any transformer

when the loading is upto 85% of its rating.

There is an urgent need for local production of distribution and marketing
tools, parts and equipment.

This study has seen the need for sound human resources management and
stall motivation to enhance performance. It is highly recommended.

On damage to any NEPA installation by reckless drivers, the consumers and
general public can render help by taking down the registration number of
such a vehicle and report to the nearest NEPA office where appropriate
action will be taken to track down the driver and make him to pay for the
repair of the damage. This way, it will be casy to effect quick repair or
replacement of the damaged equipment.

Consumers and the general public should not encourage destruction of
l\ilil’A property in their area as a way of protesting power blackout. They
should always take their grievances to the local NEPA office and if they feel
they have not been treated well enough, they should not hesitate to take
their case to higher authority.

Purchase of stolen meter is as criminal as stealing it. Anybody who buys
stolen meter is an accomplice of the man who stole the meter. Both are

liable for prosecution if caught.
Always insist on getting your meter from the right source which is

at NEPA office after completing the application forms for new supply.
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17.-

18.

19.

20.

Anything short of this is tantamount to aiding and abetting the meter thief.
On the attitude of staff towards NEPA customer, the staff must be courtcous
and polite. The staff must understand that the customer is always right,
There should be proper reading of meters and appropriate billing as well as
prompt distribution ol the bills 1o customers for scitlement. This will no
doubt encourage customers to pay their bills as and when due.

The government should be magnanimous enough to pump in money to
NEPA to enable the organisation sustain the system and improve services.
NEPA should consider publishing the names of major defaulting consumers.
There should be tough measures to compel such defaulting consumers to pay
for NEPA's service promptly.

NEPA's management should provide its staff with the necessary tools and
materials for their work so that they would be effective in attending to

cuslomcers on e,
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APPENDIX A

SAMPLE SIZE
One of the methodology chosen for this research was to take sample size of
different electricity consumers so that questionnaires can be sent to them. The study
intend to lake sample size of 3 catcgorics of consuiners. The selection of the
number of questionnaires to be administered is based on the population of the

selected areas.

l. Residential consuners
2. Commercial consumers
3. Industrial Consutners
1. Residential Electricity Consutiers

Under this category of consumers, the study intend to cover two residential
arcas namely:
(&) Hausawa/Gandun Albasa 10 questionnaires

b

(b)  Galadanchi Quarters/Kano City 10 questionnaires

2. Commercial Clectricity Consumers:

Under this category, the study intend to take two commercial areas as
sample:

(i) Kofar Ruwa to give at least 10 questionnaires,

(L) Zoo Road Shopping Cemres, (o give at least 10 questionnaires (o

sclected shops.

3, Industrial Elcgtricil..x" Consumers:

Under this category of electricity consumers, the study intend to take two
industrial estates with at least 3 or 4 consumers from each estate:

1. Challawa Industrial Estate

(@) Nigerian Bottling Company 1 questionnaire
) Moaodern Tannery Company I questionnaire
’

. (¢) Cerammic Manufacturers Nig.Ltd 1 questionnaire
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2, Sharaca Industrial Estate
{a) DBagauda Biscuits 1
(b)  Giwarite Nig. Ltd 1
(¢}  Pyramid Sugar 1
(d  Gongoni Nigeria Ltd. 1
Therefore, the overall sample size is as follows:
(a) Residential Consumers number of questionnaires
{b) Commercial Consumcers number of questionnaires

{c) Industrial Consumers number of guestionnaires

Total sample size number of questionnaire



APPENDIX B
DEPARTMENT OF BUSINESS ADMINISTRATION
AHMADU BELLO UNIVERSITY, ZARIA
TO WHOM IT MAY CONCERN
Dear Respondent,

I am writing to introduce Mr. Yusuf Karik, who is taking a research in
partial fulfilment of the requirement for the award of Masters in Business
Administration (MIBA),

The topic is:

“MARKETING QUALITY SERVICES” (A Case Study of National Electric
Power Authority, Dala District Kano)." .

The abjective of the study is to come up with possible solutions, that will
help in solving the problem irregular electricity supply being faced by electricity
CONSUINETs.

This will involve studying the total operations of National Electric Power
Authority, Dala District in relation to the consumers. After which problems can be
identified.

[ am therelore assuring you that, all the information you will give in these
questionnaire, will be treated confidentially and they will absolutely be used for
this academic rescarch. |

Thanking you for your cooperation.

Yours faithfully,

A. B. AKPAN

Research Supervisor
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APPENDIX C

DEPARTMENT OIFF BUSINESS ADMINISTRATION
AHMADU BELLO UNIVERSITY, ZARIA
QUESTIONNAIRE FOR DISTRIBUTION SECTION
TOPIC: "MARKETING QUALITY SERVICIS:” (A Case Study of Nutional
Electric Power Authority Dala District, Kano).
INSTRUCTIONS: Please write your response freely on the space provided,
Question Cne:
What do you think is responsible for the incessant power failure you are

experiencing nowadays?

Question two:

What is the present condition of the transformers and feeder Pillar in Circuit.

Question Three:
How old in tenns of years are the transformers and feeder Pillars that are

used in Electricity supply now?

Question Four:
How do you cope with the maintenance of the Network in the District
during these hard-time.

Question Five: |
What is the present state of ve:llicles for Fault Clearing, cash drive and

related activities?
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Question Six:

Do consumers report promptly whenever there is fault in  their

neighbourhood?
(a) Yes []
(b) No (]

Question Seven:
Are consumetrs in the habit of harassing and attacking NEPA Officials when
there is blackout in your district.
(@  Yes []
(b)) No []
Question Light:
Do you experience cases of vandalization of NEPA equipment in your

locality?

Question Nine:
If your response to question eight is in the affirmative then how long does

it take the Authorily to replace such vandalised equipment?
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APPENDIX D
DEPARTMENT OF BUSINESS ADMINISTRATION
AHMADU BELLOQO UNIVERSITY, ZARIA
QUESTIONNAIRE
A SURVYEY OF ELECTRICITY CONSUMERS IN KANO
TOPIC: MARKETING QUALITY SERVICES (A CASE STUD‘Y OF
NATIONAL ELECTRIC POWER AUTHORITY DALA DISTRICT
KANO) |
INSTRUCTIONS: You are to tick in the space provided for your chosen response
or answer and write where necessary.,
Q.1  Indicate which catcgory of consumer you are
@ Residential
(b) Commercial
(c) Indostrial
Q.2  Where are you located.
Q.3  What is the naune of your Company or organisation
Q.4 How often do you get electricity supply.
(@)  Sometimes within the day
(b)  Sometines within the week
(¢) ‘Throughout the week
. (é) Throughout the month ‘
Q.5 At what time do you get electricity supply?
" {(a)  During the day
~(b) During night time
(c)' Both day and night
Q.6 In Case you get electricity supply:
* (@)  Does it come in low voltage
(by Does 1I come in high voltage

(¢  Does it come in normal vollage
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Q.7 What is the situation of electricity supply in your area at the moment.
(a) Regular
(by  Irregular
(¢)  No supply at all
Q.8 Do you have alternative source of power supply apart from the one being
supplied to you by NEPA?
Yes || No |]
If you have alternative, what is your reason for having it? Please explain

briefly

Q.9 Have you been paying your electricity bill on time, not incurring any
arrears? '
Yes | ] No ||
Q.10 How is your electricity billing system?
(a)  Actual Meter Reading
(b) By estimation
Q.11 How regular is your meter being read

(a) Once monthly

{b) Once quarterly
(c)  Once yearly

Q.12 Have you been disconnected before for non-payment of electricity bill?
Yes || No [}
Q.13 Would you agree to an increase in the present electricity tariff rate you are
paying if the services of NEPA will improve much better.
Yes | ] No 1]
Q.14 If your answer is No in Q.13 give your reason(s) for not supporting the

increase in electricity rate:
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Q.15 How do you view the services of NEPA in relation to distribution of

electricity ______
Q.16 How regular do you receive your bills
(@  Monthly
’ (b)  Once in two months
(c) Quarterly
17.  What advise can you give NEPA so as to help in solving the problem of

erratic power supply; please conment freely:

Thank you for taking time to fill these questionnaires.
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APPENDIX E

DEPARTMENT OF BUSINESS ADMINISTRATION

AHMADU BELLO UNIVERSITY, ZARIA

QUESTION FOR MARKETING/ACCOUNT SECTION
TOPIC: "MARKETING QUALITY SERVICES” (A Case Study of NEPA
' Dala District, Kano).

Question One;

How regular are electricity consumers in paying their

eleetricity bills?

(a) Residential Consumers;

Fairly Regular

Regular

Not Serious

(b) Commercial Consumers:

Regular

Fairly Regular

————

Not Serious

(c) Industrial Consumers:

Regular

Fairly Regular _____

Not Regular

Question Two:

Question Three:

Do you carry out disconnection excrcise
What impact does electricity  disconnection have on

CONSUMers.

Question Four:
Question Five:
Question Six:

Question Seven:

(a) One month
(b) Two months
(c) Six months
(d)  One year

Do you think electricity consumers contribute to blackout in
the areas?

How often do you receive reports of illegal electricity
connection or reconnection after disconnection? '

Do you receive complaints of wrong billing from the
consumers?

How long does it take to correct a genuine case of wrong
billing?
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Affenpry F

ORGANISATIONAL CHART OF NEPA HEADQUARTERS
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