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[bookmark: _Toc59055023]Introduction
The purpose of the report is to define a problem in the workplace, analyse information to identify the problem, propose a range of alternative solution as well as using a decision-making solution and their alternatives, finding a develop plan to implement solutions by communicating their stakeholders and assess appropriate techniques to successfully ensure solution to the business. Although my report is organized by the customer services in UK business, followed by problems in the workplace, then customer satisfaction, customer dissatisfaction, after the alternative solutions,then the conclusion  and references.

[bookmark: _Toc59055024]Customer Services in UK Business
Customer services is defined as a  good relation between customers trust and loyalty beyond the immediate interaction, in what business meet and exceed customer expectations, nonetheless customer services is a business wide philosophy that understand the customers wishes and needs.
 An Assessment was conducted in customer services in business relationship on a literature review and methodological issue (Barbara Lewis). On the other hand, customer services in business- to – business markets indicate the importance of customer services (Cunningham and Roberts, 1974). 
Moreover, customer services appear to be implicit assumptions within the notion of relationships that interacts with others in a perspective such as feedback. According to some researchers, they suggest that the collection of such market intelligence is the role of the sales engineers. Although in practice this can be a different scenario that can be fraught with problem such as pressure to achieve new sales and failures in management information systems (Donaldson, 1988).
Nonetheless, consumer services markets collection of customer feedback appears to become integral to the services process itself. Several tools have been proposed and widely discussed within the service quality literature (Gronroos, 1988). 
However, their present research projects seek to an investigation on how feedback is been collected in customer services and utilized within business- to business settings that covers a range of diverse business interfaces such as hotel chains.
In this paper they review the different streams of literature which are appropriate to their research as well as methodological challenges has been discuss and research into customer services in business- to business situations.
 Furthermore, customer services come from various inter- related and focus on consumer and business- to business marketing over 30 -year period. According to their research they manage to compare constructs frameworks as well as finding from several research fields. A sample was performed in terms of dimensions of services and quality from literature services in the 1980’s to compare the dimensions that has been proposed to describe relationships in business markets during the same time.
According to Cunningham and Roberts (1974) ease factors value was added   to the product and include technical advice to help in search quotations availability of manufacturing facilities such as comfort of contact with suppliers, and financial service, reliability factors that help to decrease uncertainties such as quality control, replacement guarantees and repair maintenance services.
Researchers such as Holmund and Koch (1995) they credit that the importance of dimensions are economic, functional, and technical. Another interesting model was Tikkanen et al (2000) who were presenting a relational and contextual perspective on customer satisfaction as well as dissatisfaction in industrial markets. They manage to observe that customer satisfaction occurs within a buyer- seller relationship.
Although between organisations relationships they need to be consider to performance the satisfaction of the buyer. However, customer services several concerns occur such as role of people in services production, delivery, and consumption such the quality control in traditional way is not the possible as people become integral to services of quality.
Moreover, this issue remains persistent perhaps less extend today, with a prevalence of e- commerce and e- services contexts, a significant number of consumers markets had a set of research evidence deals with links between customer services satisfaction, customer loyalty and profitability. For instance, costs and benefits of retained customers vis-a vis new customer, lifetime, value of customer and links between loyalty revenue growth and profitability (Zeithaml, 2008).
Although a further contribution understood the service quality in consumer markets that relates the definitions of dimensions and measurement issues, these definitions were offered by (Gronroos,1984) and (Berry et al, 1988). Most recent Bitrer, 2002 has examined the ability of technology to effectively customise services offering, as well as recovering from services facilities and infusions of technology were implemented to enabler both employees and customers in effort to achieve their goals.
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The aim of this study is to discuss the overall effect of customer services manual (CSM)on services industry workers using a Korean working conditions survey. Although some methods in customer services workers were used such as statically in the current studies (5613 men and 6333 women). Answers to these questions were to define the problem in customer services such as emotional, burden emotional, emotional dissonance, engaging angry customers and other covariates.
For instance, emotional burden includes either depressive events or stress levels, according to the statics odds ratio (OR) with 95% confidence interval and (95% CI of experiencing emotional burden calculated by logistics regression models. Interactions effect between CSM and engaging angry customers on emotional burden was also estimated.
Moreover, according to the result of that survey of emotional burden experience the most affect gender in interaction were men, especially with additive effect always on engaging angry customers, CSM compared to rarely engaging without CSM while in women the percentage were much lower.
However, in current statics were highlighted by the association in conclusion of the emotional burden and CSM in both men and women services workers were affected more severely by CSM. The results from those studies suggested that CSM should be changed appropriately to benefit workers. 
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On the other hand, customer satisfaction seems to be the most highly sought value in today’s business world. According to the World Bank (2015) services industry accounted for 68.9% of world GDP which is equivalent to 10% compared to 20 years ago, apparently trend to be more in Asian countries such as China, Philippines, and Korea. For instance, China percentage of GDP dedicated to the services industry 17% in the past 20 years, Philippines by 13% in the same period and Korea only by 5%. As the size of service sectors becomes larger, health issues associated with the industry, most importantly emotional labour.
Employees for instance may need to exert excessively positive attitude in greeting customers even when they are severely depressed almost all components at a job can led to absenteeism, job anxiety and general negative work performances as well as burnout syndrome. Which is a combined state of emotional exhaustion and depersonalization, in certain cases excessive emotional demand may result in serious psychological problems such as depression. Therefore, is not far to say that emotional labour imposes highly deteriorating effect on mental health services sector workers. 
Furthermore, explanations of emotional dissonance referred to discrepancies between the felt and displayed emotion, although this gap is seen as a type of role conflict with strongly indicates depersonalization and emotional exhaustion, it is truly clear that according to this study customer services manual, though it may benefit customers severely can cause emotional burden on employees as well as their customers. 
The manual promotes emotional dissonance in workers by limiting the freedom of expression, although both genders are at a danger of psychological problems, woman employees seem to be affected by CSM more severely. This can be due to vary causes such as current social structure when women are involved in a job with low job power. Therefore, current study push research and managers to review proposed of CSM again and recommended changes in CSM is necessary to protect workers especially women employees need this kind of protection from danger of emotional burnout.     


[bookmark: _Toc59055027]Customer Services Dissatisfaction
Customer services dissatisfaction as service failure are inevitable, forms must be prepared to recover and learn from services failures. Nonetheless the majority of customer dissatisfied with way organisation resolve their complaints. According to previous research showed that organisation learning curves for customer dissatisfaction follow a U-Shape function of operating experience and heterogeneous across firms.
According to (Stata,1989) organisation performance may be only sustainable consequently to learn their crucial problems. On the other hand, according to (Argote,1999) empirical evidence had evaluated organisation such as costs, quality, and timelines. Although organisation cannot afford to lose touch with their markets and customers. (Heskett et al ,1997) credits that customer dissatisfaction is an important driver to repeat purchase as well as losing customers are not the best option especially the loyal ones.
Moreover (Lapre and Tsikriktsis,2006) they focus more on the customer dissatisfaction in the airline industry, the findings indicated that customer dissatisfaction with airlines followed the U- shape function of operating a negative experience with customers, based on literature on learning curves marketing and organisation learning the hypotheses of customer dissatisfaction complained of occurrence of a services failure such as handle properly the baggage, also face the implications for the area (service failure v propensity to complain) both hypotheses are strongly supported.
The environment in which airlines operates are turbulent and even the routine baggage handling in often as nonroutine. However, after reporting services failures with services providers customers begun to pay close attention to recovery attempts, (Tax and Brown,1998) credits that customer expected to be treated fairly on the sequent dimensions: outcome, process, and interaction.
On the other hand (Girtell, 2003) found incredibly significant variation amongst airlines for job flexibility; job flexibility correlated with customer complains. In addition to job flexibility relational competence also contributes to heterogeneity in propensity to complain. As mentioned above hiring, training and empowerment prepare employees for services recovery.  
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Alternative solutions were explored in casual links between service firms’ knowledge investments, as well as their innovation outputs and business growth based on a bespoke the other hand, they combined the activity-based approach of the innovation value as well as innovation processes.
However, this introduces the concept of encoding that includes the relationship through learning improvements, the effectiveness of firms and the innovation processes. Nonetheless the external openness is the initial process to significance of internal openness such as (team working) in later stages of the process.
Business and organisations in order to be successful they need to link customers importance as well as their needs to be explored in stages such as innovation processes, encoding linkages with private and public organisations outputs.
Moreover, business to progress need, business growth in direct relation to both extend of firms’ service innovation as well as diversity of innovation in order to reflect on their marketing strategy and business process change.
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In conclusion of this report, I have identified that customer services is  a sector that affects all businesses and organisations in UK such as the relation between customers and staff within the organisation. On the other hand, in customer service is the philosophy to understand customers wishes and needs.
According to Donaldson (1988) the problems and failures in customer service appears to implicit assumptions of relationships that interacts with other in a perspective of feedback, although problem may occur in the workplace affecting the emotional as well as causing angry customers.
On the other hand, customer services can be both ways customers satisfaction and dissatisfaction such as positive attitude by greeting their customers, however the negative impact can be the performance of an organization as causes crucial problems Stata (1989). Moreover, the alternative solutions are the innovation of value and processes as well as the effectiveness of firms' openness of team working and reflection on marketing strategy and business change. 
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