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Student Details: 
Name: Bonbonica Otrava
Student ID: 2328976
Topic chosen: The Importance of Customer Service for Business Success 
Title of source: Customer Satisfaction and Firm Performance: Insights from Over a Quarter Century of Empirical Research 
Author(s): Ashley S. Otto, David M. Szymanski and Rajan Varadarajan 
Year published: 2020 (Published online in 2019) 
How did you find this source?
This source has been found by me through Google Scholar by searching the keywords customer service, customer satisfaction and business performance. I was able to identify peer-reviewed academic articles through google scholar that are cited widely and are relevant to my chosen topic. This article has been selected by me as it appeared in a respected academic journal. It largely focuses specifically on the relationship between business performance and customer satisfaction. The title has clearly matched my research topic which is making it an appropriate source for this assignment. 
Why did you choose this source?
This source has been chosen by me as it directly relates to the importance of customer service for business success. It has been explained by the article that customer satisfaction is a strategic factor that analyses findings from 96 empirical studies conducted between 1991 and 2017 with improving performance of organizations (Otto et al. 2020). This makes the article highly relevant and useful as it is based on extensive research rather than personal opinion. Evidence is also provided by the source on how contribution is made by customer satisfaction to strong business outcomes.  
Relevancy of the source to topic
Yes, the relationship between firm performance and customer satisfaction has been directly examined by the article. It is making it highly relevant to the topic of business success and customer service. It is demonstrated by the source that better customer experiences that are provided by the business largely achieve improved organisational performance (Otto et al. 2020). 
Is this a useful article? 
The article is useful as it highlights over 25 years of research and also provides evidence-based conclusions. A clear research methodology, practical findings and statistical analysis are included within the article that can support academic discussions in business performance and customer service (Otto et al. 2020). 
Is this an academic source? 
Yes. This is an academic source which is published in the Journal of the Academy of Marketing Science. It is considered as a well-known peer-reviewed journal. A formal research structure is followed by the article which includes an abstract, methodology, findings and references which are scholarly publications characteristics. 
When was it published? Is it recent enough? Why? 
The article was published online in 2019 and it also appeared in the 2020 journal volume. It is recent enough as customer service and customer satisfaction is continuously considered as main factors which are influencing the success of business. Evidence collected over more than 25 years has been also reviewed by the study which is providing up-to-date and comprehensive information into the topic (Otto et al. 2020). 
Author Credibility
The authors are respected academics who have their expertise in business management and marketing. Ashley S. Otto is affiliated with the Hankamer School of Business and he studied from Baylor University. David M. Szymanski is from the University of North Florida and Rajan Varadarajan is from the Mays Business School mainly from Texas A&M University. Strong expertise in customer satisfaction, marketing strategy and business performance has been demonstrated by their research backgrounds and their positions at recognised universities. 
Reliability 
The source is highly reliable as it is published in the Journal of the Academy of Marketing Science. It is a respected peer-reviewed academic journal. Findings have been analysed by the article from 96 previous studies and 251 research correlations which is making its conclusions evidence-based and comprehensive in nature (Otto et al. 2020). 
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Introduce topic and source
I will discuss the topic "The Importance of Customer Service for Business Success”. The academic article selected by me is "Customer Satisfaction and Firm Performance: Insights from Over a Quarter Century of Empirical Research". It is written by Ashley S. Otto, David M. Szymanski, and Rajan Varadarajan. Relationship between customer satisfaction and business performance has been examined by the article by reviewing findings from 96 previous studies. It has been concluded by authors that organizational performance is positively influenced by customer satisfaction when supported by appropriate marketing strategies and business practice (Otto et al. 2020). 
How source was found
This source was found by me through searching Google Scholar by using keywords such as customer service, customer satisfaction, and business performance. Several search results have been reviewed by me through selecting this article. It is due to the reason as it was published in a recognised academic journal and it directly addresses my chosen topic. Checking has been made by me whether the article was peer-reviewed and whether research evidence is contained in it rather than opinions. The study explains that it was analysed over twenty-five years of empirical research which has convinced me to provide reliable information for my assignment. 
Evaluation of credibility 
The sources are highly credible academic sources. It is written by Ashley S. Otto, David M. Szymanski, and Rajan Varadarajan who are researchers from Baylor University, the University of North Florida, and Texas A&M University. They are strong experts in marketing and business management. 
The online publication of the article took place in 2019 and it is prepared in the 2020 volume of the Journal of the Academy of Marketing Science. It is a respectful peer-reviewed journal. Relevancy is shown by the article as the essential drivers of business success are customer satisfaction and customer service (Otto et al. 2020).
The source is reliable as it is based on 251 research findings and meta-analysis of 96 empirical studies rather than a single case study (Otto et al. 2020). A clear research methodology, statistical analysis and references to previous academic studies is used by the article which is making its conclusion evidence-based in nature. 
Short reflection 
The most difficult part of this task was source identification that was both academically reliable and highly relevant in nature. Many online articles have been initially found by me but several were not peer-reviewed or lacked strong research evidence. It was challenging for me to evaluate the authors credibility and determine whether the publication was suitable for academic use. 
Learning from this task
Important academic research skills have helped me to develop this task. I learned how to use Google Scholar to evaluate sources and search for scholarly articles by considering the author's expertise, publication date, journal quality and research methodology. It has been learned by me that reliable academic sources should be evidence-based, peer-reviewed, and supported by previous research. A better understanding has been gained by me to improve business performance and long-term organizational success on how customer satisfaction is created through excellent customer service. 
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