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Introduction
This study report will present an investigation of customer service and satisfaction at KPMG, one of the world's leading Professional services firms. KPMG UK’s headquarters is located at 15 Canada Square, Canary Wharf, London England.
The global KPMG network was officially formed in 1987 through the merger of Klynveld Main Goedeker (KPMG) and Peat Marwick International. However, its roots go back much further: William Barclay Peat founded his accounting firm in London in 1891, which later merged into the firm. KPMG International is a network operating in over 140 countries and employing more than 275,000 people globally. It is one of the Big Four accounting firms, alongside Deloitte, PWC, and EY. The company examines how clients perceive service quality and identifies the key factors influencing satisfaction and loyalty. A mixed methods approach combining quantitative and business data will provide a comprehensive understanding of how service satisfaction affects business and client retention in KPMG’s UK operations. KPMG (2025)







[bookmark: _Toc212555354]2.0 Identification of a Business Problem with brief background and rationale

Identification of a Business Problem with a brief background and rationale. KPMG’s value lies in guiding clients through uncertainty; if it cannot, it weakens. The company is seeking client technology integration strategies to address climate technology and economic challenges, and KPMG must evolve its frameworks to remain competitive.
The “Great Convergence” described in KPMG’s futures report will show that disruptions are no longer isolated-they amplify each other without adaptive foresight. KPMG risks being reactive rather than leading. KPMG ‘s (2025).

[bookmark: _Toc212555355] 2.1 Background
KPMG is one of the “Big Four” accounting and consulting firms that operate across more than 140 countries in audit, tax, and advisory services
 (KPMG, 2025). The operational environment for KPMG has become progressively competitive and service oriented. The level of satisfaction experienced by each customer/client is increasingly becoming a key driver of organisational success. KPMG serves businesses and institutional clients, meaning the service satisfaction and experience of its clients directly influence KPMG's reputation, profitability, and client retention. 
Customer service satisfaction in professional services, such as auditing and consulting, is a different proposition than in consumer contexts because it involves sophisticated, relationship-oriented services (Ladhari, 2009). In professional services, clients expect not only technical competence but also reliability, responsiveness, and integrity. It is therefore important to understand how clients perceive KPMG's service quality to maintain trust and confidence in ongoing relationships.
[bookmark: _Toc212555356]2.2 The Business Problem
In recent years, professional services firms have faced growing scrutiny about client satisfaction and perceived value. Organisations that offer professional services. The digital transformation, boutique consultancy services, and changing client expectations have forced large firms such as KPMG to review how they deliver services. There are reports of clients complaining about delayed communication, insufficient follow-up on project deliverables, and a lack of personalisation, all of which affect their satisfaction.
[bookmark: _Toc212555357]KPMG has allocated considerable resources to client engagement frameworks and client feedback systems, but there is no evidence that these initiatives have effectively improved customer satisfaction. This misalignment presents a significant business problem: how to ensure that improved levels of customer service satisfaction are consistently measurable across the client base of service divisions. KPMG (2025).
2.3 Rationale for the Research
Understanding these satisfaction drivers helps KPMG identify specific areas for improvement in communication effectiveness, responsiveness, and service delivery consistency. This research will also provide an academic contribution to ongoing conversations surrounding the measurement and conceptualisation of customer satisfaction in the context of professional services. While models like SERVQUAL (Parasuraman et al., 1988) or the Expectation-Disconfirmation Theory (Oliver, 1980) are established models for explaining 'consumers' (B2C) experience, they have yet to be widely applied in more complex B2B contexts, such as the case of KPMG. This study will therefore link theoretical models with practical realities and their implications for both academics and professionals.
[bookmark: _Toc212555358]2.4 Key Debates and Developments
The ongoing discussion in the literature about whether customer satisfaction is not consistently defined and measured is reflected in traditional models focused on five service quality dimensions: tangibles, reliability, responsiveness, assurance, and empathy (Parasuraman et al., 1988), which may vary in applicability across industries. In professional consulting applications, some firms seem to rely on factors unrelated to tangible elements, such as expertise, trust, and transparency in communication Lovelock and Wirtz, (2016). This is a positive development, as it allows KPMG to reframe its value proposition to go beyond analytical solutions and such, to enhance the customer experience as well.
[bookmark: _Toc212555359]3.0 Research Aim, Objectives and Questions
[bookmark: _Toc212555360]3.1 Research Aim
This research's primary purpose is to evaluate customer service satisfaction at KPMG, identify the factors that shape customers' perceptions of service quality, and examine how these perceptions affect overall customer loyalty, retention, and the firm's reputation. The research will also recommend ways to improve customer service strategies within KPMG's UK operations (KPMG, 2025).
[bookmark: _Toc212555361]3.2 Research Objectives
. To evaluate customer perceptions of service quality in KPMG on the critical dimensions of reliability, responsiveness, assurance, empathy, and tangibles.

. To identify and analyse the key service quality determinants of overall customer satisfaction with the service delivery at KPMG.

. To examine the link between student or KPMG customer service satisfaction and customer loyalty or customer retention relevant to professional service experiences.

. To provide strategic service quality improvements to KPMG's customer service management, supported by the research findings.

These research objectives address both theoretical and practical aspects of service quality measurement and the relationship between customer satisfaction and customer relationship management, as outlined by Kotler and Keller (2016). 
[bookmark: _Toc212555362]3.3 Research Questions
Considering the identified aims, the research will address the following questions:
What do clients think of the quality of KPMG's service, and in what way do their service experiences differ across service areas (audit, tax and advisory)?
What factors are the most significant influencers of customer satisfaction from KPMG's clients' perspective?
In what way does customer satisfaction translate to loyalty, retention of existing clients, and/or obtaining more work from these clients?
What strategic actions can KPMG take to ensure higher levels of customer satisfaction and customer allegiance? 
These questions will clearly define and bound the research purpose, enabling a focus on the measurable aspects of customer service while remaining relevant to both the organisation's strategic direction and academic research. These questions also suggest that customer satisfaction inherently recognises the functional and relational aspects of service performance (Zeithaml et al., 2018).
[bookmark: _Toc212555363]3.4 Link between Aim, Objectives, and Research Questions
The overall purpose of the research aim is to assess and enhance customer satisfaction with KPMG's customer service. The objectives elaborate on this aim by outlining the analytical and evaluative stages. The research questions promote coherence among theory, evidence, and practice in data collection and analysis. This structured alignment follows best practices in research design as described by Saunders et al. (2019) in developing the study to systematically examine KPMG's use of customer feedback and satisfaction metrics to enhance client relationships, and to leverage information gleaned from that process to establish or sustain a competitive advantage in the professional services industry.
[bookmark: _Toc212555364]4.0 Preliminary Literature Review
[bookmark: _Toc212555365]4.1 Customer service and satisfaction concepts
Customer satisfaction has long been regarded as an important measure of success in every business, as it directly influences customer loyalty, reputation, and profitability (Kotler and Keller, 2016).  Subsequent research clarified this model, noting that not all dimensions are equally relevant across industries Zeithaml et al., (2018). Therefore, services related to consulting and auditing rely more on intangibles such as expertise, credibility, and trustworthiness than on physical cues to drive satisfaction Lovelock and Wirtz, (2016).
[bookmark: _Toc212555366]4.2 Service Quality in Professional Services
In these contexts, Homburg and Garbe (1999) suggest that customer satisfaction is driven by trust, open communication, and perceived competence. The nature of the work: KPMG provides audit and advisory services and requires ongoing client contact, which ultimately requires adherence to ethical and regulatory requirements. Customer satisfaction is not only about functional outcomes but also about how the services are delivered and communicated.
According to Buttle (1996) and Kang et al. (2002), in knowledge-intensive industries, service quality perceptions are jointly influenced by technical qualities, the service output, and the delivery process (functional quality). For instance, clients may evaluate KPMG's performance not only by whether audits were conducted accurately, but also by how efficiently, transparently, and in a spirit of cooperation the service was conducted. Interpersonal communication, responsiveness to feedback, and proactive problem-solving are part of perceived satisfaction.
Furthermore, in professional services, co-creation of value between provider and client is important. According to Vargo and E. Lusch (2008), under the Service-Dominant Logic framework, value is jointly created through ongoing interactions and trust-building rather than unilaterally delivered. For a service-driven firm like KPMG, service quality enhancement is critical.
[bookmark: _Toc212555367]4.3 Measuring Customer Satisfaction in Consulting Firms
KPMG's internal client feedback mechanisms involve post-engagement surveys and NPS to assess satisfaction (KPMG, 2025). However, very little has been published on how clients perceive service quality relative to Deloitte and EY, its major competitors. In line with this, the present research provides empirical evidence to fill these gaps by directly measuring clients' perceptions and identifying actionable areas for improvement.
[bookmark: _Toc212555368]4.4 Gaps in the Literature
While there is substantial research on customer satisfaction, less has focused on large professional service firms such as KPMG. Most of the literature focuses on retail or hospitality businesses, where satisfaction can be easily quantified through repeat business or online reviews (Ladhari, 2009). The work of KPMG, by contrast, is highly complex and relationship-based; therefore, satisfaction is more abstract and multi-layered.
However, while frameworks such as SERVQUAL provide useful measurement tools, they tend to disregard the contextual issues of regulatory compliance, confidentiality, and client involvement in decision-making that characterise professional service engagements. There is also, according to Homburg and Garbe (1999), a specific lack of research on the impact of internal service quality, the extent of employee participation, communication culture, and leadership support on external customer satisfaction.
[bookmark: _Toc212555369]
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Self-source, (Accessed: 9/11/2025)
5.0 Research Methodology & Design
Firstly, KPMG's methodology ensures that design is not an isolated activity but is integrated into the transformation program by combining human-centred research, design thinking, and compliance frameworks, which will help clients to achieve successful digital transformation, a critical challenge given that only about 30% of companies manage transformation effectively. KPMG applies its blend of design thinking, customer experience research, and agile methods to ensure solutions are both technically feasible and strategically aligned. KPMG (2025) with a mixed-methods approach that combines primary and secondary research (Bryman et al., 2015). The primary research is conducted through an online survey of individuals who have formerly worked at KPMG. This will help ensure ethical grounds for the research, as company approval is not required since current employees are not included.
Secondly, the online survey will be conducted via Google Forms, ensuring that data is collected anonymously. The data will be processed in SPSS to identify statistically significant relationships among the research variables. This is done using the different types of data output generated by SPSS, including descriptive and inferential statistics and correlation analysis. The latter of which is done from the basis of Cronbach’s Alpha (Saunders et al., 2019).
[bookmark: _Toc212555370]
6.0 Business Relevance & Practical Implications
Customer satisfaction is a key performance indicator in service-oriented organisations. It will affect customer loyalty, reputation, and profitability. Kotler and Keller (2016) point out that satisfied customers renew service contracts, increasing the likelihood of repeat engagements across service lines and referral business for further growth. Dissatisfied clients may freely disaffiliate and damage reputations in an industry premised on trust and credibility. Moreover, given growing customer expectations about what personalised, technology-enabled service delivery means, firms are required to align their customer experience strategy, digital innovation, and value co-creation.
Given KPMG's commitment to a client-centric transformation, as discussed by Vargo and Lusch (2008), this presents an interesting opportunity to examine how global service frameworks can be understood through surface-level perceptions of satisfaction in overall client experiences among KPMG clients in the UK. Therefore, KPMG can bolster its performance across key areas of customer satisfaction and achieve a higher level of internal consistency in workforce output; higher customer satisfaction will result from improved worker efforts.
[bookmark: _Toc212555371]









7.0 Plan of Work and Time Schedule
Gantt Chart
	 Research Project Plan/Weeks
	Month 1
	Month 2
	Month 3

	Topic finalization and proposal writing
	 
	 
	 

	Literature review
	 
	 
	 

	Research methodology
	
	
	

	Proposal completion and submission
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