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Value is characterised as the summation of each customer's effective assessments of each object of attitude that generates customer satisfaction (Wicks & Roethlein, 2009). It is a measure of how a company's products and services reach or surpass customer expectations. Customer satisfaction is characterised as the number of customers, or percentage of total customers, whose recorded experience with a business, their products or their services (ratings) exceeds stated satisfaction objectives. For the company, customer satisfaction plays an important role. It is not only the leading indicator for assessing customer loyalty, recognising unhappy customers, rising turnover and increasing revenue; it is also a crucial differentiation point that helps you attract new customers in competitive business environments (Manju, 2018). It is highly important for companies to understand the customer experience and the customer journey over time. Customers now connect in multiple channels and media with businesses through various touchpoints, and consumer interactions are of a more social nature. Such changes require businesses to incorporate multiple business functions, including external partners, in order to create and deliver meaningful customer experiences (Guo, 2018).

[bookmark: _Toc28779292]Introduction
Dyson Ltd is a British technology company founded by Sir James Dyson in 1991 in the United Kingdom. Home appliances such as vacuum cleaners, air purifiers, hand dryers, bladeless fans, heaters, hairdryers, and lights are designed and manufactured. Dyson had over 12,000 staff worldwide as of February 2018 (Tovey, 2017). It was revealed in January 2019 that Dyson would move its headquarters to Singapore to ramp up production for its electric vehicle, claiming that Asia trade will be its main focus and commenting that the company was dissatisfied with EU / UK regulatory restrictions (Neate, 2019). Today, more than 65 countries around the world have Dyson devices. Dyson has evolved to a technology company with more than 1,000 engineers worldwide from one man and one concept (Dyson Community, 2019). In a crowded and competitive marketplace, Dyson faces many challenges. These challenges such as globalisation and a changing business environment, increasing digitalisation, increasing brand awareness and competitiveness, managing reputation, managing information, increasing customer expectations, etc. make the organisations be continuously innovative. Like any other company, Dyson is not resistant to these challenges. Still, it seems that those thriving and prospering companies have effective and efficient marketing systems and processes in place along with a distinct value proposition and marketing strategies that are key to achieving sustainable competitive advantage.

[bookmark: _Toc28779293]Brand Identity
According to (Chandler & Munday, 2011), the brand identity is customer familiarity and/or the degree of this familiarity with a particular company, product or service. A calculation of the recall of a specific brand by the target consumers.
When you're not in the house, a brand is what people say about you. It's your identity as a company, the personality that tells your marketing material, and the set of principles and intentions that drives all you do. The whole idea of a "brand" is something that is overlooked and even forbidden in his business, according to James Dyson. James believes that the Dyson brand is just as good as its latest product, and as such, he believes that it is needless to brand as a name (Hodgson, 2018).

[bookmark: _Toc28779294]Managing reputation
Rapidly growing discipline and corporate necessity, reputation management is widely recognised as a powerful intangible asset that can be one of the most important sources of competitive edge in a fiercely competitive market, and good reputation management practises continue with companies constantly under increased scrutiny from the business community, regulators and corporate governance (Weigelt & Camerer, 1988).
According to Reputation Institute (2017), corporate governance has a greater impact on the credibility of the company than ever before, and Dyson is listed as the most reputable company. Consumers are 72 percent more likely to purchase products from companies with outstanding reputations and bad reputations.

[bookmark: _Toc28779295]Globalisation and Competitiveness
Business globalisation contributes to global goods, global brands, and global advertising. Global communication strategies suggest a broad standardisation degree. Nevertheless, standardisation also clashes with the different cultures around the world. Standardised advertising often does not suit the societies in the best way (van Raaij, 1997).
Quality companies are now facing increasingly difficult and more complicated conditions for growth. These include increased aggressiveness and so-called corporate turmoil, globalisation trends, new demands and economic rivalry strength, and rapid technological innovation. To be competitive, each organisation is forced to make good use of its real capital, finances or employees ' capacity and to evaluate the world in which it operates. All this helps the evolving companies change continuously, adapting the roles, priorities and tasks of the methods of organisation and management to changing market conditions (Zelga, 2017). Dyson works in a monopolistic competition where many rivals are able to differentiate their business product completely or partially. A number of competitors have concentrated on a chosen market segment where they can better meet the needs of consumers, who are charged a correspondingly higher price (Kotler, 2000). In a global marketplace, how do companies compete? Part of the answer is an effort to build and attract satisfied customers. We can now add a second part: effective companies are able to adapt through strategic planning and careful management of the marketing cycle to a continually changing marketplace (Kotler, 2000).
Dyson is the most popular brand among the many vacuum cleaners on sale in Great Britain. In 2018, they were used by an estimated 14.5 million people, nearly four times the number of Hoover users. Once so famous in Britain, the American brand Hoover became synonymous with the word "vacuum cleaner." The word "hoover" is still commonly used today, with the market now dominated by Dyson (Statista, 2019). Dyson’s main competitors are Hoover, iRobot and Electrolux.

[bookmark: _Toc28779296]Competitive Analysis
Markets are often described as being powered by competition from dog-eat-dogs. Support, however, is also central to markets. Without the trust and support of suppliers and consumers, companies could not do anything (Edwards, 2019). Competitive positioning is at the heart of contemporary theory and practice of marketing. How a company chooses to position itself and/or its products is central to marketing strategy development and to a large extent dictates marketing implementation through marketing mix elements and customer relationship management attention (Hooley, et al., 2008). 
Hoover is Dyson's top rival. Hoover is a private company founded in 1907 in Solon, Ohio. Hoover operates in the household products sector as well as Dyson. Hoover has a population of 9,500 less than Dyson.
iRobot is known to be one of the biggest rivals of Dyson. iRobot was founded in 1990 in Bedford, Massachusetts. Unlike Dyson, in the domain of Household Products, iRobot also competes. iRobot generates $1.8B less revenue compared to Dyson.
Electrolux is regarded as one of the biggest competitors of Dyson. Founded in 1919, Electrolux is located in Stadshagen, Stockholms län. Electrolux, like Dyson, also works in the area of Consumer Electronics. Electrolux generates more revenue from $10.7B relative to Dyson (Owler, 2019).
Changes in the global economy are taking place at an ever-increasing rate on multiple fronts in the first twenty-first century. Through introducing new models and implementing winning strategies that saw it rise to the top in the industry, Dyson is responding appropriately to these changes: 20% to 30% of Europe's vacuum market (Shaer, 2015).

[bookmark: _Toc28779297]Porter’s five industry forces
Porter's five-force model is very useful in defining and evaluating most of the main factors that decide the competitiveness of the industry (Porter, 2008).
Bargaining power of suppliers
Suppliers have weak bargaining power as the company is the leader in the market (UK) and a large number of units are delivered. Because of their designs, Dyson vacuum cleaners cannot be replaced, making them exclusive on the market. Suppliers are therefore disadvantaged (DocDroid, 2015)
Bargaining power of buyers
Dyson offers different products from its rivals (design and proprietary bagless technology). The bargaining power of customers is weak due to the lack of comparable products for consumers to compete with Dyson's products. Buyers, however, are more price-sensitive and can turn to another store if the goods are not differentiated (Euromonitor International, 2019)

Threat of substitutes
Competitors are trying to imitate their products, such as the U.S. tunnel vacuums and Miele swivel-head vacuums. Nevertheless, Dyson believes in patents to secure their proprietary goods, such as patented ball technology for improved manoeuvrability within the vacuum cleaners (Varrasi, 2011). Dyson's patenting of its products and winning multiple patent suits (hoover in 2000), makes it strategically positioned on the market to continue to dominate it, resulting in a mild replacement of its products (Dayer, 2002).
The threat of new entrants
Competitiveness in a market where companies like Dyson have been investing in R&D for a while requires high initial capital and skills (Arnott, 2010). A new UK player called Grey Technology, however, has introduced a revolutionary new product on the market with the same capabilities as Dyson but less expensive (Poulter, 2013).
The threat of competitors
As a result, Dyson is the UK's leading vacuum cleaner (20% market share). It did a decent job by providing technological support and increasing customer satisfaction in its business (Stephenson, 2012). But the industry's competition is strong on a more global scale, as Dyson ranks 4th out of 5 firms from the same industry in terms of global turnover (Shepherd & Fraser, 2016).

[bookmark: _Toc28779298]Business goals
Unlike publicly traded corporations that aim to optimise the resources of shareholders, Dyson is a private family enterprise. As a result, its owner is preparing and concentrating its capital on long-term growth (Business Case Studies, 2019). The super-ordinate aim of Dyson is to give customers the most creative and technical product on the market, which works better and improves our daily cleaning activities (EPSRC, 2015). Dyson Ltd is the pioneer in vacuum cleaners in the UK (2018) with a market share of 20 per cent, followed by VAX ltd and Hoover candy company with 9 per cent and 7 per cent respectively. Nevertheless, with the launch of new vacuum cleaner models, new players are emerging in this industry. Therefore, Dyson's subordinate targets are to remain competitive in a market where rivals innovate their goods and win market shares (Euromonitor International, 2019).

[bookmark: _Toc28779299]STP – Segmentation, Targeting and Positioning
The method of splitting the market into smaller groups, with similar needs, is segmentation. Segmentation can be achieved by breaking down a large market or building up from individual clients. The justification for market segmentation is to make the best use of the resources of the business. No more products are available that satisfy everyone –customers have become too discerning. Targeting helps the organisation to use various strategies for each target group. Many organisations are targeting several markets at once, as this offers a more stable situation. When one segment fails, another segment will hold the business afloat. Positioning is associated with targeting. Positioning is where the company stands in the mental map of its target segments relative to competitors. This is about the subject of interpretation. Positioning is likely to be multidimensional, i.e. multiple factors are calculated against it. Price will almost certainly be one of these, price will be another, and reliability, brand image, service quality, or product range may be other (Blythe, 2006). Men and women between the ages of 25 and up are the target market for Dyson's equipment. Dyson appeals to customers who are interested in a high-performance vacuum and energy-efficient goods. Their products appeal to the new generation when it comes to their purchases that want the new technology. Consumers who are more likely to purchase Dyson products are consumers who do not mind a higher price for a better product and now understand more money spending, save money in the future. Dyson continues to improve and stay ahead of its rivals (Stephen, 2017).

[bookmark: _Toc28779300]Dyson – SWOT Analysis
The next table shows which are the main strengths, weaknesses, opportunities and threats of Dyson ltd. Detailed information are in Appendix 1 (Bhasin, 2019).
	Strengths
	Weaknesses
	Opportunities
	Threats

	Innovative Products
	High price 
	Global Expansion
	Market Fluctuation in the UK

	High Quality
	Lawsuits and Controversies
	Enhancing Product Features
	Cheaper Products

	James Dyson Foundation
	Criticism regarding Foreign Students
	Online Presence 
	Strong Competitors

	Research and Development
	
	UK has a strong Home Décor Requirement 
	Delay in Product Launch

	Huge Workforce 
	
	
	

	James Dyson Awards
	
	
	

	Great Designs
	
	
	

	Great Technology Usage
	
	
	

	A Strong Team 
	
	
	

	Strong UK Awareness
	
	
	


  
[bookmark: _Toc28779301]Marketing Mix
The marketing mix was used for the first time to define the key ingredients, methods, and variables used by marketers to control the market. The 4 Ps model is now considered too simplistic for the current marketing environment and too focused on the marketing of conventional consumer products. For generations of modern marketers, it has served as a useful mnemonic of basic marketing strategy and programming. However, it has promoted the concept of mixed programmes rather than discrete functional silos. Whatever mix is chosen, allocating the right level of resources and finding the right balance for the target market is an important part of the process (Doyle, 2011).
Product: - Dyson vacuum cleaners are all using cyclonic separation technology to remove dust, allergens and other particles from the air, making their entire line of products one of the best on the market. Dyson's Ball Technology is designed around your home furniture and spaces for ease of manoeuvrability. One of the best things about Dyson's cyclone technology is that Dyson vacuums do not lose suction over time by removing the need for bags (VacuumJudge, 2018).
Price: - Dyson vacuum cleaners are expensive compared to normal vacuum cleaners, and these are the reasons why:
The perfect combination of the mechanical & electrical parts, dynamic technology, advanced filter, quality motor, user-friendly design, easily clean hair and dirt and long-lasting capability (vacuumLab, 2019).
Promotion: - Their promotion is rather straightforward, explaining what the product is, its function, and why it is needed by people. Dyson also sees public relations as one of the prominent media. With the evolution of the internet, people in the mainstream social media analyse and tweet about the product. It helps a lot to promote the product of Dyson (Dyson Community, 2019). Their marketing strategy consists of promoting the new and innovative steps they have taken, allowing consumers to feel as good as they are getting a very special product. As a result, the brand name "Dyson Ltd" is well known throughout the world, synonymous with creativity and high-quality products (Hollis, 2014).
Place: - Dyson has physical shops and retailers online for their channels of distributing. Dyson also has a national vacuum cleaner distribution in the United States (Iowa State University, 2014). In recent years, however, the company has extended its investment strategy and introduced the online purchasing platform to allow them to sell products to a wider range of consumers (Dyson.co.uk, 2019).

[bookmark: _Toc28779302]Customer expectations/experience
The preferences of the consumer relate to the perceived value or advantages that consumers seek when they purchase a product or use a service. These are the product of the cycle of 'learning' and can be shaped very quickly because it matters a lot, even first impressions. Once these standards have been developed, they can affect decision-making processes dramatically and can be very difficult to change. Many successful companies aim to meet or exceed the needs of their customers from product quality to service in every field. Managing and meeting customer expectations is of paramount importance to any brand/company's success. Most consumers want more, faster and better! High-performance product expectations are always rising (MBA School, 2016).
The importance of constantly launching new products has been illustrated through empirical research. However, in today's fast-paced market, more than 80 per cent of new products fail. Customers today are well informed and have more access to information, making them more competitive than ever (Chen, et al., 2013).
 For a better understanding of customer expectations, we need to explain what are the four customers’ needs. These are: fair price, good service, good product and feel valued (loyaltylion.com, 2019). Brands that enhance their products often not only please their clients but also achieve long-term loyalty. Dyson has been one of those brands for nearly 30 years — whose developments in design and technology still meet the standards of their consumers (Taylor, 2019).
Dyson's all about innovation and products that solve other people's problems that are ignored. With modern and innovative design, the dynamic company has created many great household products (Reputation Institute, 2017). The main goal of Dyson is to provide an unforgettable customer experience while being considered a pioneer in the industry (EPSRC, 2015). They also use the customer satisfaction survey tool to provide surveys to customers immediately after a call ends and measure customer retention accurately. It allowed agents and managers greater control in the contact centre results and customer feedback allowing Dyson to reach their goals on a daily basis (Nice inContact, 2019). 

[bookmark: _Toc28779303]Customer journey
The customer journey is the full sum of experiences that customers experience when interacting with your business and brand. The customer journey records the complete experience of being a customer rather than looking at just a portion of a purchase or interaction (Sorman, 2019). Customer journey is important because it helps companies gain insight into common customer pain points, how they can improve customer experience, and what consumers and prospective customers need to complete a purchase. A customer journey map has the advantages of helping you see where customers connect with your company (Salesforce UK, 2016). Organizations who understand what the consumer journey is aimed at perfecting every step of the journey are those that rise above their rivals. It is important for businesses to consider the customer experience and the customer path over time. Across countless touch points across multiple channels and media, consumers now connect with businesses, and consumer interactions are more social in nature. These changes require companies to integrate multiple business functions in creating and delivering positive customer experiences, including external partners (Lemon & Verhoef, 2016).
Businesses need to understand that their customer encounters are typically part of the journey of a customer, involving a service network, solving a problem or achieving a specific goal. This understanding contradicts conventional ways of managing customer experiences. To ensure productive customer experiences, companies need to consider creating, organising and tracking network partners. We must also understand that, in addition to partnering to provide valuable customer service, network members also fight for the customer relationship's centrality and power (Tax, 2017). The ability to measure and track customer reactions to firm offerings, especially customer attitudes and expectations, is a key element of understanding and managing customer experience (Lemon & Verhoef, 2016).
Touchpoints are usually presented horizontally according to a process timeline on customer journey maps. Then the timeline is split into three periods: pre-service, post-service and service. The cycle of pre-service refers to the customer experience before a service actually begins. Pre-service customer experience in the CJM process may include touchpoints such as watching advertising, listening to a radio advertisement, or receiving an e-mail order. The service period refers to touchpoints experienced by customers during an actual service: entering the parking lot, engaging with staff and visiting stores. The post-service period refers to the post-service customer experience. Touchpoints in this period may include a customer posting on Facebook a photo of an item purchased, returning items, or having an incentive to return to the store (Rosenbaum, et al., 2017). These touchpoints are represented in the following table.
	Before purchase
	During purchase
	After purchase

	Social media
	Store or office
	Billing

	Ratings and reviews
	Website
	Transactional emails

	Testimonials
	Catalogue
	Marketing emails

	Word of mouth
	Promotions
	Service and support teams

	Community involvement
	Staff or sales team
	Online help centre

	Advertising
	Phone system
	Follow ups

	Marketing/PR
	Point of sale
	Thank you cards



[bookmark: _Toc28779304]Conclusion
Customer satisfaction should be considered a critical component of any company because it provides marketers and business owners with a metric that can be used to assess and enhance business performance from a customer perspective. Not only is it a leading indicator of consumer repurchase preferences and loyalty, but it is also a perfect way to understand if they will become long term repeat customers or even supporters (Ranaweera & Jaideep, 2003). On the other hand, it can also send the initial warning signs that a client is frustrated and at risk of leaving. With all this considered, customer satisfaction can provide critical information to businesses in order to understand what elements are effective and where changes are required. Customer satisfaction is often seen as a key differentiator in a competitive marketplace where companies are continuously vying for sales, often serving as a trigger point for the final purchase. In these hostile environments, businesses that continue to thrive are the ones that make customer satisfaction central to their business strategy (Singh, 2006). Through consistently assessing and monitoring customer satisfaction, you will make informed decisions about setting up new systems to improve the overall quality of your customer service and rise above the competition (Bramley, 2017). It is therefore one of the leading metrics used to calculate the repurchase of goods and retention of customers.
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Dyson – SWOT Analysis (Bhasin, 2019)
STRENGTHS
Innovative Products–Dyson designs and manufactures many appliances in households such as air purifiers, vacuum cleaners, hand dryers, bladeless fans, hair dryers, heaters and lights.
High Quality–All of Dyson's goods are carefully designed and produced. They are of high quality and every care is taken that a quality check is carried out for each product.
James Dyson Foundation–James Dyson founded the James Dyson Foundation with the aim of inspiring young people to take up engineering and become engineers. We do this by visiting schools and universities and holding youth workshops.
Research and Development–R&D plays a vital role in Dyson's growth. Dyson Technology's initial research, design and development is conducted at Dyson headquarters. The research team is constantly working hard every day to find ways to create new products and make things work better. A keen attention is given to every point of study.
Huge Workforce–Dyson has a workforce of about 12,000 around the globe. Each of their employees contributes to the product's success.
James Dyson Awards–James Dyson Awards has been launched by the organisation as an international student design competition running in about 18 countries. The scheme is being undertaken as part of its purpose by the James Dyson Foundation and the Charitable Trust of James Dyson. This was set up with the goal of inspiring the next generation of design engineers to inspire them to be demanding, innovative and imaginative. The award is given to students and their studies university.
Good Designs–for each product, Dyson creates new and great designs. -product is special, created in bright colours that complement the design and the goods.
Good Application Technology – Dyson's team is enthusiastic about digital and mobile markets.
A Strong Team – The Dyson team is inspired, and among them the team has a variety of skills.
Strong UK recognition – Dyson has a strong influence on the UK market as it aims to mix its goods with the UK crowd.
WEAKNESSES
High price–Dyson products, compared to its competitors, are prices that are low. For the business, this can be a great weakness as they may tend to lose clients.
Lawsuits and Controversies–with Amway, Qualtex, Vax, Lg, and Excel Dryer, Dyson had entered a lawsuit. Dyson had sued Amway for copying her concept during the year 1985. Once, Dyson sued the Qualtex parts supplier to copy the concept. There are few other instances where Dyson has fallen into trouble, spoiling his image.
Foreign Student Criticism–James Dyson mentioned Chinese nationals in his interview for The Sunday Times in 2011. He had indicated that Chinese nationals were being taken by British Universities to pursue engineering and spy on the departments where they work. He also stated that this is being done to allow Chinese nationals to return to China with technology.
OPPORTUNITIES
Global Expansion–As Dyson extends its production and sales all around the world, it has other possibilities.
Improving the functionality of the product–Dyson can include new features in its products. This will meet the needs of the client. This will provide a rich experience for the customer.
Digital Presence–Dyson provides multiple stores with the ability to buy digital.
UK has a strong home decor need–Home Decor has been an evergreen UK market. This provides Dyson with more opportunities to expand its business and growth.
THREATS
UK property fluctuation–British housing market has always been fluctuating. This is an incredible challenge to the company.
Cheaper Goods–Cheaper products on the market are a serious threat to the business. The buyer will tend to buy cheaper products that could affect the company of Dyson.
Large rivals–from its peers, Dyson faces strong competition. The rivals have a strong brand power which can pose a serious threat to their company.
Delay in Product Launch–In fact, when there is a delay in launching a product, it is a huge threat as it may be possible for its competitors to launch a similar product.



















References
Arnott, S., 2010. The Independent. [Online] 
Available at: https://www.independent.co.uk/news/business/news/dyson-profits-double-thanks-to-rd-investment-1983841.html
[Accessed 22 December 2010].
Bhasin, H., 2019. Marketing 91. [Online] 
Available at: https://www.marketing91.com/swot-analysis-of-dyson/
[Accessed 1 January 2020].
Blythe, J., 2006. Segmentation and Targeting. In: Sage, ed. Marketing. London: Sage, pp. 31-33.
Bramley, B., 2017. Thoughtshift. [Online] 
Available at: https://www.thoughtshift.co.uk/the-importance-of-customer-satisfaction/
[Accessed 1 January 2020].
Business Case Studies, 2019. Business Case Studies. [Online] 
Available at: https://businesscasestudies.co.uk/innovation-research-and-development/
[Accessed 30 December 2019].
Chandler, D. & Munday, R., 2011. A Dictionary of Media and Communication$. 1st ed. Oxford: Oxford University Press.
Chen, X., Chen, C.-H., Leong, K. & Jiang, X., 2013. An ontology learning system for customer needs representation in product development. The International Journal of Advanced Manufacturing Technology, 67(1), p. 441.
Dayer, C., 2002. The Guardian. [Online] 
Available at: https://www.theguardian.com/uk/2002/oct/04/claredyer
[Accessed 19 December 2019].
DocDroid, 2015. docdroid.net. [Online] 
Available at: https://www.docdroid.net/WIXxKZ8/dyson-strategic-analysis.pdf#page=4
[Accessed 25 December 2019].
Doyle, C., 2011. A dictionary of marketing. 3rd ed. Oxford: Oxford University Press.
Dyson Community, 2019. Dyson. [Online] 
Available at: https://www.dyson.com.au/community/about-james-dyson.aspx
[Accessed 27 December 2019].
Dyson.co.uk, 2019. Dyson.co.uk. [Online] 
Available at: https://www.dyson.co.uk/en.html
[Accessed 30 December 2019].
Edwards, C., 2019. Competition and Cooperation in Markets. Cato Journal, 39(2), pp. 21-22.
EPSRC, 2015. Research is the key. Pioneer 13, 14 November, pp. 26-27.
Euromonitor International, 2019. Vacuum Cleaners in the United Kingdom, London: Euromonitor International.
Guo, P., 2018. Academia.edu. [Online] 
Available at: https://www.academia.edu/37765393/Understanding_Customer_Experience_Throughout_the_Customer_Journey
[Accessed 27 December 2019].
Hodgson, S., 2018. Fabrik. [Online] 
Available at: https://fabrikbrands.com/quintessentially-british-brands-dyson-brand-and-marketing/
[Accessed 28 December 2019].
Hollis, N., 2014. Millwardbrown.com. [Online] 
Available at: http://www.millwardbrown.com/global-navigation/blogs/post/mb-blog/2014/08/18/innovation-continues-to-power-premium-brand-dyson
[Accessed 30 December 2019].
Hooley, G. J., Piercy, N. & Nicoulaud, B., 2008. Marketing Strategy and Competitive Positioning. 4th ed. London: Pearson.
Iowa State University, 2014. Course Hero. [Online] 
Available at: https://www.coursehero.com/file/p1r6huh/The-4Ps-usually-make-up-the-typical-marketing-mix-which-is-price-product/
[Accessed 29 December 2019].
Kotler, P., 2000. Marketing Management, Millenium Edition. 10th ed. New Jersey: Prentice-Hall Inc.
Lemon, K. N. & Verhoef, P. C., 2016. Understanding Customer Experience. Journal of Marketing, 80(6), pp. 69-96.
loyaltylion.com, 2019. The four needs of a consumer. [Online] 
Available at: https://loyaltylion.com/blog/the-four-needs-of-a-consumer
[Accessed 31 December 2019].
Manju, K., 2018. Academia.edu. [Online] 
Available at: https://www.academia.edu/38351369/Customer_Satisfaction
[Accessed 27 December 2019].
MBA School, 2016. Customer Expectations. [Online] 
Available at: https://www.mbaskool.com/business-concepts/marketing-and-strategy-terms/11513-customer-expectations.html
[Accessed 31 December 2019].
Neate, R., 2019. The Guardian. [Online] 
Available at: https://www.theguardian.com/technology/2019/jan/22/dyson-to-move-company-hq-to-singapore
[Accessed 27 December 2019].
Nice inContact, 2019. Dyson Provides Iconic Customer Experiences with NICE inContact. [Online] 
Available at: https://www.niceincontact.com/call-center-resource-finder/dyson-provides-iconic-customer-experiences-with-incontact
[Accessed 31 December 2019].
Owler, 2019. Owler. [Online] 
Available at: https://www.owler.com/company/dyson
[Accessed 28 December 2019].
Porter, M. E., 2008. The Five Competitive Forces that Shape Strategy, Harvard: Harvard Business School Publishing Corporation.
Poulter, S., 2013. Daily Mail. [Online] 
Available at: https://www.dailymail.co.uk/news/article-2513969/G-Tech-AirRam-rival-Dyson-king-vacuum-cleaners.html
[Accessed 21 December 2019].
Ranaweera, C. & Jaideep, P., 2003. On the relative importance of customer satisfaction and trust as determinants of customer retention and positive word of mouth. Journal of Targeting, Measurement and Analysis for Marketing, 12(1), p. 82.
Reputation Institute, 2017. RepTrack, London: Reputation Institute.
Rosenbaum, M. S., Otalora, M. L. & Ramírez, G. C., 2017. How to create a realistic customer journey map. Business Horizons, 60(1), p. 144.
Salesforce UK, 2016. What is Customer Journey Mapping & Why is it Important?. [Online] 
Available at: https://www.salesforce.com/uk/blog/2016/03/customer-journey-mapping-explained.html
[Accessed 31 December 2019].
Shaer, M., 2015. Fast Company. [Online] 
Available at: https://www.fastcompany.com/3050256/winds-of-change-at-dyson
[Accessed 30 December 2019].
Shepherd, J. & Fraser, S., 2016. Academia.edu. [Online] 
Available at: https://www.academia.edu/9108746/Inside_Dyson_a_distinctive_company
[Accessed 19 December 2019].
Singh, H., 2006. The Importance of Customer Satisfaction in Relation to Customer Loyalty and Retention, Kuala Lumpur: Asia Pacific University College of Technology & Innovation .
Sorman, A., 2019. The best way to map the customer journey. [Online] 
Available at: https://www.surveymonkey.com/curiosity/map-customer-journey-keep-customers-happy/
[Accessed 31 December 2019].
Statista, 2019. Brands of vacuum cleaners ranked by number of users in Great Britain in 2018, London: Statista Research Department.
Stephen, D., 2017. Course Hero. [Online] 
Available at: https://www.coursehero.com/file/p43fdtt/V-STP-Analysis-The-targeted-market-for-Dysons-product-is-men-and-women-between/
[Accessed 28 December 2019].
Stephenson, L. W., 2012. Loyalty 360. [Online] 
Available at: https://loyalty360.org/content-gallery/daily-news/dyson-and-sap-out-of-the-box-and-beyond-the-box-th
[Accessed 19 December 2019].
Tax, S., 2017. Customer Experience Beyond the Hype. Boston, Marketing Science Institute.
Taylor, M., 2019. Forbes.com. [Online] 
Available at: https://www.forbes.com/sites/meggentaylor/2019/06/03/dyson-outdoes-itself-again-with-its-latest-product-drops/#13b3613f4762
[Accessed 31 December 2019].
Tovey, A., 2017. The telegraph. [Online] 
Available at: https://www.telegraph.co.uk/business/2017/02/28/dyson-increase-uk-base-tenfold-buys-ex-raf-base-satisfy-expansion/
[Accessed 27 December 2019].
VacuumJudge, 2018. vacuumjudge. [Online] 
Available at: https://www.vacuumjudge.com/dyson-vacuums/
[Accessed 29 December 2019].
vacuumLab, 2019. petvacuumlab. [Online] 
Available at: https://petvacuumlab.com/why-is-dyson-vacuum-so-expensive/
[Accessed 29 December 2019].
van Raaij, W. F., 1997. Globalisation of marketing communication. Journal of Economic Psychology, 18(2), pp. 259-270.
Varrasi, J., 2011. ASME. [Online] 
Available at: https://www.asme.org/topics-resources/content/the-man-behind-the-vacuum-cleaner
[Accessed 21 December 2019].
Weigelt, K. & Camerer, C., 1988. Reputation And Corporate Strategy: A Review Of Recent Theory and Applications. Strategic Management Journal, 9(5), p. 443.
Wicks, A. & Roethlein, C., 2009. A Satisfaction-Based Definition of Quality. Journal of Business & Economic Studies, 15(1), p. 82.
Zelga, K., 2017. The importance of competition and enterprise. World Scientific News, 72(5), pp. 301-306.



19

image1.png
Prifysgol Cymru
Y Drindod Dewi Sant
University of Wales

Trinity Saint David




