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Introduction 

Customer satisfaction is an important issue for organisations because in today’s society an organisation’s success may be determined by its customer service because how well an organisation does might be measured by the percentage of customers that are remain loyal to them. This is why market researchers have stress the importance of customer satisfaction as it is considered as one of the main determining factors of the organisation’s success. However, customers are one of the most important stakeholders in any organisation because, without the customer, the organisation cannot be successful. 

A customer is someone who receives an organisation’s services and can be sorted into two types of customers, internal and external customers. An external customer is someone that is a customer from outside the organisation e.g. business customers, the organisation’s suppliers, the organisation’s partners and end consumers. An internal customer however is someone that is a customer inside the organisation e.g. employees of the organisation or other departments. The customers are a great asset to an organisation and sometimes may determine the success of an organisation through how popular it is among customers. Therefore, customer values and expectations are important and need to be considered because if a customer is satisfied with the organisation, they are more likely to stay loyal to it. This suggests that the organisation’s product and the perceived quality of it, should be able to satisfy a customer so that they stay loyal to the business. However, it could also suggest that if a customer’s expectation is not met, the organisation is very likely to lose the customer’s loyalty and support. This is why the Customer Perceptions of Quality and Customer Satisfaction to be taken into consideration. This involves looking at the Customer Perceptions, Customer Satisfaction, Service Quality and Service Encounters: The Building Blocks for Customer Perceptions.

[bookmark: _Toc523447905]Key factors that be said to influence customer satisfaction and lead to customer loyalty include:
· Service quality 
· Reliability- How accurately the promised service by the organisation has been performed. E.g. in the Dry-Cleaning this might involve the employer agreeing to iron a customer’s clothes and how well that has been done might influence the customer’s satisfaction with the business
· Responsiveness- this involves how willing an employee may be in delivering prompt service to its customers. E.g. a customer should be able to quickly come into the Dry-Cleaning store and make a request and leave without it taking up too much of their time 
· Assurance- this involves how the employee’s ability to make the customer trust their organisation and be confident in their services. E.g. a customer in the Dry-Cleaning store needs to be able to leave their clothes with the organisation and received them back on time undamaged.
· Empathy- the care that the organisation provides its customers so that they feel comfortable in the store. E.g. how approachable an employee is and how they talk to a customer could widely impact how a customer perceives the business 
· Tangibles- Appearance of physical facilities, equipment, and communication materials. E.g. the Dry-Cleaning building is small and closely linked near houses so it has a familiar and comfortable feel to it. Also, within the Dry cleaners it’s a little old so some customers may not like that.
· Product quality 
· Price 
· Situational factors
· Personal factors 
[bookmark: _Toc523447906]Personal organisation 

My organisation is a Dry-Cleaning business. Customer satisfaction is very important in the Dry-Cleaning business because Dry-Cleaning involves taking care of the customer’s clothes. This means that unlike other organisation, my organisation has to be personally responsible for the customer’s belongings which contrasts to just going into a store and buying a product. This is because the customer has to be able to trust the business to handle their personal items with care and be able to hand them back to the customer without having damaged the clothes. This is because if the customer is met with damaged clothes especially if they are expensive and valuable, it would lead the customer to have low expectation for the business and in turn lead them to not stay loyal to the business. This is especially important because some Dry-Cleaning organisations such as mine might work in separate units such as washing and ironing clothes but also sewing and mending clothes. This means each unit of the Dry-Cleaning handles their own assigned tasks, one that they might specialise in, and doesn’t hinder or taken of the work of another unit. This helps to prevent damaging customer relationships but as well as work relations because working separately ensures work is allocated equally to workers so that a sole individual doesn’t have the burden of doing all the work. This also reduces stress thus reducing the number of mistakes being made because if a worker is overworked they are more likely to misinterpret information or mix it up which could eventually cause harm for the organisation as well as the customer. 

There can be several situations where an employee’s misunderstanding can lead to fracturing a customer’s relationship with an organisation. For example, if a customer has asked to have their clothes ironed and tailored for an event and the clothes were not ironed, tailored and given to the customer on time, the customer’s expectations will be lowered for the organisation, leading to lower levels of satisfaction and a lack of loyalty. Also, another issue can be with the fact the most Dry-Cleaners tend not be technologically advanced, so customers lack major facilities that could help them communicate better with the employees of the organisation. This means that better complaint management may be requires so that the customers can be satisfied with the organisation.

[bookmark: _Toc523447907]Factors that can negatively impact customer satisfaction include:
· Department capability of the supplier.
· In a Dry-Cleaning place it would mean how satisfied the customer would be with the way their clothes were handled. For example, if new stains were found on the clothes or the clothes were torn, the likelihood of the customer returning would be greatly affected.
· Type and quality of response provided by the supplier.
· This could refer to how an employee acts with a customer’s request, even the tiniest factors could affect customer satisfaction e.g. the way an employee talks may affect how comfortable a customer feels in your shop.
· Supplier’s capability to commit on deadlines and how efficiently they are met.
· Within the Dry-Cleaning business, it is especially important that the deadline for when the clothes need to be returned to the customer is met. This is because the customer may require the clothes for a special occasion so if they are not returned by the appropriate time it could impact them. This could cause the customer to lose trust in the employee or the business altogether. 
· Customer service provided by the supplier.
· Customer should feel comfortable when approaching staff, so this would mean that the staff would need to be specially trained to handle different questions and they should be able to make the customer feel comfortable enough with their visit 
· Complaint management.
· Managers and employees at the Dry Cleaners should be able to handle customer complaints in order to avoid the same mistake being made in the future. For example, if a garment has been ruined the employee needs to consider refunding the customer or fixing the damaged garment. This means being able to calmly deal with the complaint without the customer feeling angered.
· Cost, quality, performance and efficiency of the product.
· The cost of the service should match with what is being provided and should overall consider the general pricing of the service across similar shops. For example, if the customer’s request is to have their shirts washed the pricing of this should be reasonable and in line with other shops. Also, the shirts should not be damaged by the employee and returned on time to the customer to avoid losing customers or angering them.
· Compatible and hassle-free functions and operations.
· The customer should be able to easily make a request without any hassle or waiting in line. The employee at the Dry Cleaners should be able to deal with the customer effectively and quickly to ensure customer satisfaction. 

[bookmark: _Toc523447908]Positive affect of customer satisfaction 
Although, there are several factors that may affect customer satisfaction negatively, if the customer ends up being satisfied with the business, the product and how well it is run, it can impact the business greatly. 
[bookmark: _Toc523447909]These positive outcomes include: 
· Increased customer retention- when a customer if satisfied with the quality of service they received they are more likely to remain loyal to the business and come back 
· Positive word-of-mouth communications- the customers relationship with the employees can impact positive word-of-mouth communications as they may feel comfortable and familiar with the employee. For example, since my organisation is a local Dry-Cleaners, if a person is satisfied with the store, their recommendations have more of an affect because it’s in a small community, so people are more likely to want to check the business
· Increased revenues- more customers are likely to trust a local store because everyone is familiar with each other. This means that loyalty is more likely because once a customer is satisfied they are more likely to only spend on your services as opposed to moving on to a different store
[bookmark: _Toc523447910]The gap model of service quality  
SERVQUAL (service quality gap model) is a gap method in service quality measurement, a tool that can be used by Product Manager across all industries. The aim of this model is to:
· Identify the gaps between customer expectation and the actual services provided at different stages of service delivery
· Close the gap and improve the customer service
[bookmark: _Toc523447911][bookmark: _GoBack]Researchers Parasuraman, Zeithalm and Berry developed the gap model of service quality in 1985 and identified five different gaps:
[bookmark: _Toc523447912]The Customer Gap: The Gap between Customer Expectations and Customer Perceptions
[bookmark: _Toc523447913]The customer gap is the difference between customers’ expectations of the organisation’s product and customer perceptions of it. Customer expectation refers to what the customers expect from the organisation based on several different sources that shape the way they view the organisation. These can include the personal socio-economic background, their family, friends, their personal lifestyle, their personality, advertising, social media, online information and their own experience. However, in contrast to this customer perception differs because it is solely based on subjectiveness.  This is because the customer’s perception involves have a direct interaction with the organisation’s product of services so that the customer bases their opinion of the product on their own experience rather than from just information about it. This means that unlike customer expectations, the customers perception if from how satisfied they are with the product or services. If the expectation are high and the perception is low, the likelihood of the customer staying loyal to the organisation is very unlikely because if their high expectation are met, it will only lead to disappointment.

The Knowledge Gap: The Gap between Consumer Expectation and Management Perception
[bookmark: _Toc523447914]The knowledge gap is the distinction between the customer’s expectations of the service provided and the company’s perception of the service. The organisation's management may not understand the customer’s expectations for the organisation or its products which could lead to the organisation attempting to create non-existing or inaccurate goals. This is an issue because if the organisation is not able to understand the customer’s expectations fully it could be damaging for the business because they could lead customers being satisfied with the organisation’s services with the organisation being unsure what the cause is. To be able to close the knowledge gap an organisation needs to accurately be able to understand what the customers expect from the business in order for the organisation’s management to be able to set realistic goal so that they can provide its customers with the best quality services.

The Policy Gap: The Gap between Management Perception and Service Quality Specification
[bookmark: _Toc523447915]Research by Kasper et al suggests that the policy gap focuses on the organisation’s management inaccurately converting service policy into rules and guidelines for the organisation’s employees. 

The Delivery Gap: The Gap between Service Quality Specification and Service Delivery
[bookmark: _Toc523447916]The delivery gap focuses on how well an employee performs at work. This is why an organisation with a Delivery gap might mean that with the organisation’s main focus being on its services and the customers, the organisation may end up forgetting the importance of its employees and training them. This could cause the delivery gap to arise because many workers may not be trained or may lack experience to deal with the organisation’s daily demands. The employees also be ill-equipped in handling customers and may cause major damage to the organisation by not meeting the customers’ needs. Some of the problems experienced if there is a delivery gap are:
· Difficulty managing customer questions and issues because of the lack of knowledge and experience 
· Organisations have poor human resource policies
· Lack of teamwork and the inability to deliver

The Communication Gap: The Gap between Service Delivery and External Communications
[bookmark: _Toc523447917]The organisation’s advertising, social media and communication may cause customers’ expectations to be heightened giving them an unrealistic expectation from the organisation, its products and its services.  This could cause a communication gap because the companies might end up making promises that they may fail to deliver which could lead to customers being greatly disappointed. This is why the communication gap needs to be closed so that, customers aren’t left with unrealistic expectation that they organisation cannot deliver.
Closing the gaps 
1. Learn about what the customers expect 
2. Establish the standard of right service quality 
3. Ensure the standard of service performance is met 
4. Ensures the delivery meets the organisation’s promises 
[bookmark: _Toc523447918]Customers’ expectations and its impact on market competition.
· Customers now have come to expect better quality, better price and a faster service from organisations. 
· Competition on the market is on the basis of Quality, Price and Time. 
· Successful companies compete only on one of these criteria's. 
· Few companies can compete on two or three and remain economically practical.  
With Dry-Cleaning business because there are so many stores, customers will look for one that will provide the best quality and price. This means that organisation has to work extra hard so that its services meet up to the customer’s expectations. This is why employees need to be specially trained so that they are experienced in handling customers and now how to approach them. If an employee messes up and damaged the customers clothes or even worse loses them, then the customer will lose trust in the organisation altogether. This could lead to negative word-to-mouth from customers and could eventually lead to a loss of business.
[bookmark: _Toc523447919]The Corporation and Customer relationship management 
An organisation always want to create a positive experience for its customers so that they do not lose the support of already existing loyal customers. This could involve things such as giving loyal customers discounts, offers that only apply exclusively to loyal customers or free sample products. This is because the corporations goal is to keep the customers satisfied so that their relationship remains unbroken and does not lead to a loss of interest from the customer’s end. Losing customer interest ultimately leads to a loss of business which can be very damaging for an organisation. This means that customer value can be created through enhancing the already positive relationship with a customer by extending it to a target group. This could involve offers that that are beneficial and profitable to both parties.
This can be linked to my organisation because customers that are loyal tend be ones that are satisfied with how their clothes look whether they have had alterations done or simply had their clothes ironed. This is why for customers that bring a lot of clothing may experience discounts and offers. For example, if a customer wants to have over 6 shirts ironed they will receive a discount compared to someone who wants less shirts ironed and have to pay the full price. Also, if a customer sends over a certain amount such as £35 they receive an offer where the article of clothing that costs the least may end up being free. Offers such as these help the customers to stay loyal to the business and prevents the organisation from losing out to competing Dry-Cleaning businesses. 
[bookmark: _Toc523447920]CRM
Customer Relationship Management involves managing customers’ expectations with the services that the organisation provides to help the organisation remain profitable and the customer satisfied. This means that the organisation requires an understanding of the organisation’s employees, customers and competitors. This is because the Customer service cannot be delivered well enough if the employee that is dealing with the customers is not satisfied within their role. The level of the employees’ satisfaction can end up reflecting in the work as they might to be able to carry out the job as effectively as someone that is satisfied with their job. This could involve not being able to handle customers’ requests or complaints.
Because my organisation runs in multiple units this means that each employee is allocated their separate tasks that they perform well in. This means that the employees don’t overwork so that they can deal with their tasks much more efficiently. If an employee is overworked, they are likely to get stressed and their mood could affect the way they handle a customer. However, because each employee has a set task they know exactly what they are doing so they complete quickly with much better efficiency.
[bookmark: _Toc523447921]Touchpoints 
An organisation can look to improve customer relations and their level of satisfaction through what is known as touchpoints. An organisation might use touchpoints to collect customers data, but this might not be to communicate with them. This might involve personal information’s of the customers such as age, date of when the product was purchased and be collected through different touchpoints and stored on computer systems. Though customers derive some loyalty, satisfaction and value when interacting with the corporation through touchpoints, the corporation is more interested in getting a comprehensive view of customers. The only reason why a customer is of economic value to a corporation is the knowledge that they are profitable. If a customer is a profitable, other information may need to be collected and analysed from touchpoints like customer wants and needs, their purchase and customer lifecycle, interaction opportunities and their profile.  
The use of touchpoints might not actually be relevant to an organisation such as a Dry-Cleaners because a Dry-Cleaners relies om outdated forms of technology. This is why the customers details might not be necessary for the organisation. This is because touchpoints rely using customer’s personal information so that they can come up with a way to target particular customers to ensure that their loyalty remains but with an organisation such as Dry-Cleaners that is unneeded. 
[bookmark: _Toc523447922]Segmentation 
Segmentation within an organisation involves segmenting customers into groups after they gather information through touch points so that they can sort them into target groups and predict their behaviour. This helps the organisation understand how target particular groups of customers and what services to use to gain their support. This means that once the process of segmentation within an organisation has been completed, an organisation can reduce the cost of its customer services and ensure that the internal processing of the services are working properly. Information from segmentation can help increase support for the organisation’s new product development which would ultimately lead to support for product efficiency leading to good return on investments on customer services. Customer services can actually be built into an organisation’s internal processing so that the organisation can actively address and issues of complaints that a customer may have without them going through hassle of having to make a call. For example, this would an issue within the Dry-Cleaning business and acts as a major disadvantage because most Dry-Cleaners tend to lack the latest technology so the only way a customer can make a request or complaint to the employees is through making a call or talking face to face. This might be considered a major issue because in case of delivering the clothes, the customer has no way of tracking the delivery so the only way they can get their clothes is if they personally come collect them or to have someone call them that they are delivering the clothes. 
[bookmark: _Toc523447923]However, segmentation marketing offers the following benefits to an organisation:
· Better matching of customer needs-  customer wants and needs tend to differ so creating different products for each segment means that different customers’ needs are being met. This could possibly mean that because there will be different products more customers’ needs will be met so that the business branches out and appeals to more people
· This could be linked to my own organisation of Dry-Cleaners because unlike other Dry-Cleaners that only deal with washing clothes, my Dry-Cleaning organisation deals with multiple things such as washing, ironing, tailoring and alterations so the customers have a range of options and services. Also, some Dry-Cleaning places tend to work off site, but my organisation handles all of the customers clothing on site so that no clothes get lost 
· Enhanced profits for business- by segmenting prices an organisation can earn more profit because they can end up raising the average prices. This is because each customer can their own budget depending on how much they earn and how much they wish to spend so segmenting markets allows businesses to understand this better and earn more profit.
· With a Dry-Cleaning organisation the prices may vary depending on the size of the clothes and how difficult they are to handle so customers get a range of prices rather than having once fixed price. Also, because my organisation is a local Dry-Cleaners the prices tend to be lower even with its additional services, so more customers tend to come back 
· Better opportunities for growth- segmentation of the market can allow the sales to increase because when the customer buys the organisation’s new product development which might be sold at a cheaper price first and then might encourage the customer to buy more products that appeal to their needs 
· Retain more customers- By marketing products that appeal to customers a business can retain customers who might otherwise switch to competing organisations.
· Again, because of the Dry-Cleaning multiple services, it allows the business to grow because more customers become interested especially if a customer needs to have their clothes tailored and wash they are more likely to want to go to one place for the job rather than two different ones
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