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Abstract— Poor information systems in supply chain management have been shown in literature to be one of the causal factors of delayed orders,
stock mismanagement, and low customer satisfaction in food related sectors around the world, however the question remain that : is it the same
in the case of Nigeria? Therefore, this study investigates the effect of supply chain information management on customer satisfaction focusing on
fast-food industries in Nigeria. The study involved 400 respondents who were administered structured questionnaires and the data analyzed using
Exploratory Factor Analysis (EFA) and Structural Equation Modeling (SEM). The results indicated high factor loadings (INF: 0. 590-0.967; CS:
0.846-0.983) and good modelfit indices (CMIN/DF = 2.0170, GFI = 0.979, RMSEA = 0.024), which indicated that effective information flow
contributes to service accuracy, operational efficiency, and customer satisfaction. The results indicate that proper data man agement, real-time
tracking, and automated order processing are the main performance drivers. The study recommends that, within the supply chain system. there
should be an adoption of integrated information systems, improvement of staff training on information management, and the adoption of digital
solutions to minimize communication errors and facilitate service delivery.
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I INTRODUCTION

In  Supply Chain Management (SCM), Information
management is a key factor in the efficiency and
competitiveness of businesses. It entails gathering, processing,
storing, and sharing of accurate and timely information to
facilitate decision-making (Taylor, 2020). In fast-food,
information management improves order accuracy, inventory
management, customer interaction, and service quality
(Hanaysha, 2022). Good information systems allow companies
to monitor customer preferences, streamline supply chains, and
react swiftly to market needs (Amoako et al., 2025).
Nevertheless, the fast-food sector in South-Western Nigeriahas
grown at a high rate due to urbanization, shifting consumer
demands, and rising disposable income (Alade, Ureki, and
Adekoya, 2023). Nevertheless, ineffective information
management is an issue, which results in late orders,
miscommunication, stock mismanagement, and customer
dissatisfaction (Oleynik et al., 2015). Whereas developed
economies use sophisticated information technologies,
including Enterprise Resource Planning (ERP) systems, real-
time data analytics,and automated order processing, many fast-
food businesses in Nigeria continue to use manual systems,
which raises the risk of inefficiencies (Tama, 2015). Although
the use of digital solutions in service industries is increasing,
there is a lack of research on the effects of supply chain
information management in fast-food businesses in Nigeria.

Moreover, the fast-food business is based on speed,
precision, and customer satisfaction. Proper information
management systems can increase operational efficiency by
minimizing order errors, better inventory tracking, and smooth
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communication between suppliers, employees, and customers
(Hanaysha, 2022). Nevertheless, numerous fast-food
enterprises in South-Western Nigeria continue to face the
problem of outdated information systems, ineffective data
management, and the absence of integration between various
business processes, which results in operational inefficiencies
(Oleynik et al., 2015; Feriantoro et al., 2025).

Research in developed economies has shown that
companies with well-integrated information systems have
higher customer satisfaction, better decision-making, and lower
operational costs (Taylor, 2020). On the other hand, companies
with ineffective information management experience inventory
shortages, miscommunication, and delays in service, which
adversely affect performance (Tama, 2015). Studies have
revealed that fast-food restaurants that invest in real-time
information management systems are more efficient, have
better servicequality, and performbetter financially (Hanaysha,
2022; Lee et al., 2025).

Although these findings are available, but there is little
research on the role of information management in fast-food
businesses in Nigeria. There are studies that focus on the
positive aspects of digital transformation, and there are those
that point out the obstacles, including cost limitations,
inexperience, and infrastructure shortages (Hanaysha, 2022).
This paper, therefore, fills this gap by examining the impact of
supply chain information management on business
performance, operational efficiency, and customer satisfaction
in the fast-food industry in South-Western Nigeria.
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II. LITERATURE REVIEW

Empirical studies have repeatedly demonstrated that
information management influences business performance
within the SCM, but evidence is limited and there is no
consensus. Arli et al. (2024) conducted survey research on
customer satisfaction in fast-food restaurants across countries
and observed that effective communication increased loyalty.
Their emphasis on cross-national perception did not take into
account the mechanics of information flow. In comparison, Lee
et al. (2025) created a technical information system in
restaurants based on case analysis, focusing on efficiency but
not on the experience of end users, especially customers. This
opposition shows a long-standing gap between customer-
focused research and technology-driven methods. Hanaysha
(2022) conducted a quantitative study to determine the impact
of social media information on fast-food purchases and found
that brand trust mediated satisfaction. Although useful, the
focus on digital marketing overlooked internal operations like
inventory management and order accuracy, which this current
study takes into consideration. In a similar study, Agyabeng-
Mensah et al. (2020) used regression analysis to show that
digital logistics enhanced the performance of Ghanaian firms,
although the contextual differences in infrastructure and
consumer behaviour do not allow generalizing the results to
Nigeria. This comparison shows the lack of locally based
studies.

Moreover, Naik and Suresh (2018) reported on the issues of
digital transformation in logistics based on secondary data,
emphasizing infrastructural gaps. However, their macro-level
approach overlooked firm-specific practices, and this study fills
the micro-level evidence gap using SEM. Attah et al. (2024)
conducted interviews and claimed that cost and skills limit
technology adoption, but customer satisfaction was not
measured as an outcome. In the same vein, Christopher (2016)
provided a conceptual explanation of supply chain efficiency,
but did not provide any empirical evidence. More
methodologically, Lopez-Lemus et al. (2023) used SEM to
investigate leadership and information systems, establishing a
standard of rigorous modelling. Thresholds of model fit were
refined by Tabachnick and Fidell (2025), Kline (2023), and
Jobstetal. (2023) to guarantee statistical credibility. However,
the majority of methodological contributions were not applied
to fast-food operations.

Therefore, previous research focused on either technology
design, marketing, or methodological innovation but did not
combine them with customer satisfaction in fast-food settings.
This study fills that gap by using SEM to investigate the direct
relationship between structured supply chain information
management and customer satisfaction in the fast-food industry
in Nigeria, offering both contextual richness and empirical
strength.

2.1 Hypothesis Formulation

Information managementrefers to the process of collecting,
storing, processing, and retrieving information to facilitate
decision-making and business processes (Taylor, 2020).
Companies with well-designed information management
systems have enhanced coordination, service delivery, and cost
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savings (Hanaysha, 2022). The efficiency of information
practices within the fast-food industry determines the accuracy
of orders, demand forecasting, and inventory management
(Gilbert et al., 2004). In the meantime, Ongena and Ravesteyn,
(2020) state that information integration within supply chains
increases responsiveness and minimizes stockouts. Companies
with real-time tracking and automated data systems have a
higher level of operational efficiency and service quality
(Tama, 2015). Nevertheless, inefficient information
management remains a problem in many developing
economies, causing inefficiencies, data errors, and higher
operational costs (Naik and Suresh, 2018). According to
Christopher (2016), inefficiencies in information management
in the fast-food industry lead to mismatched orders, inaccurate
inventory, and customer dissatisfaction. According to Gounder
et al. (2018), information solutions based on technology,
including cloud-based management systems and Al-powered
analytics, can greatly enhance efficiency, but most businesses
do not use them because of their high cost, expertise, and
infrastructure constraints. Based on this background, this study
developed the following hypothesis:

Hoi: Supply chain information management have no significant
effect on customer satisfaction of fast-food industries in South-
Western Nigeria.
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Fig. 1. Conceptual framework

2.2 Conceptual Framework

Figure 1 shows the conceptual framework of the study that
investigates the influence of Supply chain information
management (INF) on Customer Satisfaction (CS) as a
performance indicator of fast-food industries in Southwestern
Nigeria. The INF construct, which is represented by five key
practices (INF1 to INF5), has a direct influence on CS through
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five outcome indicators (CS1 to CS5). The pathway between
INF and CS assesses the effectiveness of efficient information
flow, order tracking, and communication systems in improving
service quality and customer experience. The external factors
are covered in error terms (el to e10) and the importance of
proper information management in customer satisfaction and
operational performance is highlighted.

III. METHODOLOGY

The research was carried out in South-Western Nigeria,
including Lagos, Ogun, Oyo, Ondo, Osun, and Ekiti states
(Ajikah et al., 2023). Lagos is the commercial capital of
Nigeria, and it contributes significantly to information-based
business activities (Taiwo, 2021). The region was chosen
because it has a high density of fast-food enterprises and
information management issues are common.

The target population is the estimated more than 32 million
monthly fast-food consumers, with Lagos having the highest
number (Nigeria Bureau of Statistics, 2023). The research
targets fast-food restaurants like Mr. Bigg, Tastee Fried
Chicken, Chicken Republic, Kilimanjaro, and Domino Pizza,
which are prevalent in the area (AFFCON, 2023).

The sample size was calculated using the Taro Yamane
formula, which gave 400 respondents. A simple random
samplingmethod was employed to provide equalrepresentation
of the six states. The distribution is as follows: Lagos (152),
Ogun (70), Oyo (56), Osun (43), Ondo (41), and Ekiti (38).

Primary and secondary sources were used to collect data.
Primary data were gathered using structured questionnaires that
focused on accuracy of information, efficiency of data
management and effectiveness of customer service. The
secondary data were collected by using industry reports,
government records, and previous research on fast-food
information management.

To examine how information management affects business
performance, the research used Exploratory Factor Analysis
(EFA) and Confirmatory Factor Analysis (CFA). The
hypothesis was tested using Structural Equation Modeling
(SEM), a path analysis that measures the correlation between
information variablesand their impact on customer satisfaction,
inventory accuracy, and operational efficiency.

IV. FINDINGS

The demographic of the respondents involved in this study
is shown in Table 1, it was found that, the gender demographic
shows that females are highly represented, constituting 72.7
percent of the respondents. This demographic profile indicates
how women are involved or impacted by logistics management
in the fast-food sector. This may be a revelation since women
consumers tend to make food decisions in the household and
arekey playersinthe food sector (Inman & Nikolova,2017).In
the marital status context, the table shows thata significant82.9
percent of the respondents are single. This demographic
information is significant since singlesare a majortarget market
of fast-food restaurants, particularly due to the busy lifestyles
that are often attributed to this group (Pettinger et. al., 2018).
This high representation may provide information on how the
logistics management practices are satisfying the expectations
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of this group of people who are likely to value speed and
convenience.

TABLE 1. Socio-Economic Characteristics of the Respondents

Frequency Percent Valid Cumulative
Percent Percent
Gender
Male 105 273 273 273
Female 280 72.7 72.7 100.0
Total 385 100.0 100.0
Marital Status
Single 319 82.9 82.9 82.9
Married 19 49 49 87.8
Divorced 47 12.2 12.2 100.0
Total 385 100.0 100.0
Age
Less than 85 22.1 22.1 22.1
20yrs
21 —30yrs 198 51.4 514 73.5
31 —40yrs 61 15.8 15.8 89.4
41— 50yrs 24 6.2 6.2 95.6
50yrs above 17 44 44 100.0
Total 385 100.0 100.0
Occupation
Student 100 26.0 26.0 26.0
Civil Servant 52 13.5 13.5 39.5
Self- 233 60.5 60.5 100.0
employed
Total 385 100.0 100.0

Source: Author’s Field Survey (2025)

In terms of age, the majority of the dominant group is aged
between 21-30 years, which constitutes 51.4 percent of the
respondents. This demographic superiority is in line with the
industry targeting younger consumers who tend to be more
open to fast-food products. The literature available confirms
that this age group is more likely to consume fast-food, due to
their lifestyle choices and preferences (Agbo et. al., 2025). The
findings may give a more precise insight into the effects of
logistics management on a population thatis arguably the most
important to the fast-food industry. Finally, in terms of
occupation, 60.5 percent of the respondents are self-employed.
This statistic is interesting because self-employed people tend
to have irregular schedules and may therefore visit fast-food
restaurantsatdifferent timesthanthosewho are more structured
intheir employment. This demographic reality may offer useful
information on how logistics management is responding to
different consumption patterns and demands (Gardner, 2018).

4.1 Exploratory Factor Analysis of the Variables

Table 2 shows the results of an Exploratory Factor Analysis
(EFA). The "Supply chain information management" (INF)
shows slightly different results. Although INF1 and INF2 have
high loadings and R2 values, justlike those in the IMPand TMP
domains, INF3 has a significantly lower loading of 0.590 and
an R? of 0.348. This indicates that INF3 is not as closely
associated with the latent construct as the other items in this
domain. Although the contributions of INF3 are lower, the CR
of this domain is still rather high at0.888, which indicates good
internal consistency (Tavakoland Wetzel, 2020). The AVE of
this domain is a bit lower, 0.734, which may suggest that the
construct definition should be refined further. Nonetheless, the
Customer Satisfaction (CS) domain has high loadings and R2
values, which indicate a strong correlation with the latent
construct and a large percentage of variance explained (Hair et.
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al., 2010; Babalola & Harinarain, 2024). The CR of 0.950
indicates that the items are internally consistent, and the AVE
0f0.826 indicates that the constructis well defined. In short, the
EFA findings indicate that the constructs in all domains are
well-defined and the items in each construct have high internal
consistency and a strong correlation with the latent construct.

TABLE 2: Exploratory Factor Analysis Result

Standard Loading R? CR AVE
INF1 967 0.935 0.888 0.734
INF2 958 0918
INF3 .590 0.348
CS2 .886 0.785 0.950 0.826
CS3 915 0.837
CS4 .846 0.716
CSs 983 0.966
Source: Author’s filed survey (2025)

Note:
INF = SUPPLY CHAIN INFORMATION MANAGEMENT
CS = Customer Satisfaction

4.3 Effect of Supply chain information management on
Customer Satisfaction

Table 3 and Figure 2 gives a detailed outcome of the
goodness-of-fit indices of a structural equation model (SEM)
thatexamines the impact of inventory management practices on
customer satisfaction. These indices are essential in
determining the extent to which the proposed model fits the
observed data and each index provides a different view of
model fit. The Chi-square/degrees of freedom (CMIN/DF) is an
absolute fit measure, where lower values indicate a better fit.
According to Tabachnick and Fidell (2007), a value less than 3
often indicates a good fit. The CMIN/DF value in this model is
2.0170, which indicates a good fit and that the structure of the
model is sufficient to explain the observed data. The Goodness
of Fit Index (GFI) is a number between 0 and 1, where higher
numbers indicate a better fit. A GFI value of over 0.95 is
typically regarded as acceptable, according to Sathyanarayana
and Mohanasundaram (2024) and Hair, Black, Babin, and
Anderson (2010). The model's GFIscore 0f.979 falls withinthe
acceptable range, providing more evidence of its validity.

Moreover, the Adjusted Goodness of Fit Index (AGFI) is
also a significantindicator, and it is equal to .943 in this model.
According to Lopez-Lemus, et. al., (2023), an AGFI value of
more than 0.90 is generally acceptable, which means that the
model explains a significant amount of the variance in the
observed variables. Root Mean Square Residual (RMR) is
another measure of absolute fit, with lower values indicating
better fit. Hitt, et. al., (2020) statethata good RMR value is less
than 0.08. The RMR value of the model is.032, which is within
the acceptable range, meaning that the residuals (i.e., the
difference between the observed and predicted values) are
small.

In addition, the Normed Fit Index (NFI) and the
Comparative Fit Index (CFI) are incremental fit indices, where
values nearer to 1 represent better fit. According to Moshagen
and Auerswald (2018), values above 0.95 are usually good in
both indices. The model's NFI and CFI values are.953 and.959,
respectively, indicating that it represents a considerable
advancement over a null model lacking any predictors. The
RMSEA is a fit measure per degree of freedom, with smaller
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numbersindicating a better fit. An RMSEA value of less than
0.08 is generally acceptable, according to Sathyanarayana and
Mohanasundaram (2024). The RMSEA value of the model
i5.024, which falls within the acceptable range, and this means
that the model fits the covariance structure of the data. Finally,
the Tucker-Lewis Index (TLI) or Non-Normed Fit Index
(NNF]) is an incremental fit index, where values nearer to 1
represent a better fit. According to Morrison, et. al., (2017) and
Hershberger, (2014), a TLI value of more than 0.95 is usually
good. The TLI value of the model is.953, which means that the
proposed model is a significant improvement over a null model
with no predictors.

TABLE 3: Model Fit for the Effect of Supply chain information management
on Customer Satisfaction

Index Score Threshold Status  Supported Literature
Ullman, (2001);
. Tabachnick and Fidell,
CMIN/DF  2.0170 CMIN/DF<3 Fit (2007): Tabachnick
and Fidell (2007)
Hooper, Coughlan,and
. Mullen, (2008); Hair,
GFI 979 GFI>0.95 Fit Black, Babin, and
Anderson, (2010)
Loépez-Lemus, et. al.,
AGFI 943 AGRI>0.90 (2023)
RMR .032 RMR <0.08 Fit Hitt, et. al., (2020)
NFI 953 NFI>0.95 Fit Moshagen, and

Auerswald (2018)
Laiand Green (2016)
Morrison, et. al.,

RMSEA 024 RMSEA<0.08 Fit

TLI 953 TL>0.95 Fit (2017) and
Hershberger, (2014)
Hitt, et. al., (2020);

CFI 959 CFI1>0.095 Fit Wixom and Todd,

(2005)

Source: Author Field Survey, (2025)
01 -01 26 M 05
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Figure 2: Model Fit of the Effect of Supply chain information management on
Customer Satisfaction
Source: Author’s Construct through AMOS 21 (2025)
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In conclusion, all fit indices show that the suggested model
fits the data nicely. This means that the inventory management
practices, as theorized in this model, are good predictors of
customer satisfaction.

4.4 Test of Hypothesis

Ho1: Supply chain information management has no significant
effect on customer satisfaction of fast-food industries in south
western Nigeria.

From Table 4, the line of interest for testing the hypothesis
is:

CS <--- INF 1.046 .078 23.593 €8

This line (equation 1), Table 4, indicates the relationship
(path) between Supply chain information management (INF)
and Customer Satisfaction (CS). The standardized regression
weight (also known as the path coefficient) is the estimate of
1.046, which is the expected change in the dependent variable
(CS) when the independent variable (INF) increases by one
standard deviation, all other variables held constant. The
standard error of the estimate is .078, which is the S.E. of the
estimate. In addition, the critical ratio is 23.593, which is
obtained by dividing the estimate by the standard error. The
critical ratio is applied to test the hypothesis that the path
coefficient is significantly different to zero. A critical ratio of
morethan 1.96orlessthan-1.96(atthe.05level)wouldindicate
that the path coefficient is significantly different than zero.
Nevertheless, the p-value is less than .001, which is usually
regarded as highly statistically significant. In this case, the
critical ratio (23.593) is greater than 1.96, suggesting that the
path coefficient is significantly different from zero. Thus, we
would not accept the null hypothesis and conclude that supply
chain information management do significantly influence
customer satisfaction of fast-food industries in southwestern
Nigeria,basedon thismodel. This findingimplies that customer
satisfaction is linked to better supply chain information
management, which is significant to fast-food industries in
southwestern Nigeria. These businesses can possibly increase
customer satisfaction by working on their information

TABLE 4: Regression Weights

Estimate S.E. C.R. | Label

CS < INF 1.046 .078 23.593 Hkk
INF1 <-- INF 1.000

INF2 <-- INF 1.183 .021 55.494 Hkok
INF3 <--- INF 597 .101 5.886 HkE
CS4 <- CS 1.000

CS3 <- CS 1.147 .031 36.683 HkE
CS2 <- CS 1.240 .027 45.370 HkE
CS1 <- CS 1.023 .042 24.506 HkE
INF4 <--- INF 115 .064 1.787 074
INF5 <-- INF 1.231 .060 20.534 ook
CS5 <- CS 739 .036 20.388 ook

Source: Author Field Survey, (2023)

4.5 Discussion of Findings

The findings of this research indicated that the model fit
well with the observed data, with the Chi-square/degrees of
freedomratio (CMIN/DF =2.0170) being less than 3, which is
the acceptable level of model fit (Hair et al., 2019). The
Goodness of Fit Index (.979) and the Comparative Fit Index

http://ijses.com/
All rights reserved

International Journal of Scientific Engineering and Science

ISSN (Online): 2456-7361

(.959) were also above the.95 threshold, which means that the
model was a good fit to the data patterns (Hu & Bentler, 1999;
Kline, 2023). Moreover, the RMSEA (.024) and the Tucker-
Lewis Index (.953) indicated that the hypothesised paths were
satisfactory in explaining the variance in customer satisfaction
(Jobst et al., 2023). The overall results indicate that effective
supply chain information management are strong predictors of
satisfaction in the fast-food industry.

Moreover, the results support the findings of other
researchers who note that effective information management
can improve the quality of services, minimise errors, and
facilitate communication throughout the supply chain (Oleynik
etal.,2015; Naik & Suresh, 2018). As shown in the results, in
accordance with Hanaysha (2022), when businesses implement
structured information flows, customers feel more reliable and
trusting, which leads to higher loyalty. Similar evidence by
Agyabeng-Mensah et al. (2020) indicates that the incorporation
of digital information systems facilitates accuracy in order
fulfilment and inventory control, which directly affect
satisfaction. Furthermore, recent research highlights that
information capabilities are strategic assets that increase
competitiveness in service provision (Barney, 2020; Qureshi et
al., 2023). In a nutshell, the results of this research thus
confirms that information practices are critical in the
determination ofsatisfaction in fast-food businesses in Nigeria.
When information systems are precise, timely, and accessible,
customers are more likely to feel that they are getting more
value, which can help with operational efficiency andlong-term
loyalty (Liu & Li, 2020; Park & Lee, 2021).

V. CONCLUSION AND RECOMMENDATIONS

The results of the model indicated that supply chain
information management had a significant impact on customer
satisfaction and the relationships were strong and reliable. The
benefits of better information accuracy, timeliness, and
communication can be measured in terms of customer
perceptions of service quality and reliability. The findings
indicate that when fast-food companies have organised and
effective information flows, they are in a better position to
satisfy their customers, reduce errors, and achieve consistency
in service delivery. This gives a clear indication that customer
satisfaction is directly related to the efficiency of information
handling in the industry.

To enhance performance, companies must work on
improving the accuracy and timeliness of data at all customer
touchpoints. There should also be more focus on making
information systems more accessible and usable to facilitate
operations. The adoption of robust policies that ensure data
integrity and accountability will assist in the elimination of
inefficiencies and the development of customer trust.
Responsiveness and reliability will also be improved by
investing in cost-effective digital solutions, such as automated
order processing, inventory management tools, and integrated
communication platforms. By prioritizing these strategies, fast-
food operators will be capable of improving customer
experiences, increasing loyalty, and building more competitive
positions in a more challenging market.
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