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[bookmark: _Toc33515811]Abstract
Customer satisfaction is perceived as the key to success for any business organization. Customer satisfaction increases customer loyalty which is considered as an important asset for any organization. This research paper is designed to show the relationship between customer satisfaction and customer loyalty. To increase an organization’s brand value and to create organizational positive image there’s no alternative than being present in the mind of the customer. Satisfying customers can be one possible route to reach that destination. Satisfying customers is not an easy task because it requires both time and effort to understand different needs of the customers. Besides, different things affect customer satisfaction for example: product quality, service quality, trust and pricing policy of the competitors of the market. Hypothesis has been developed to show the relationship between customer satisfaction and customer loyalty following by the other parts of the research paper that have shown why they are important for any organization to achieve their organizational goal.
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[bookmark: _Toc33515813]1.1: Background
Undoubtedly satisfying customers and making profits seems to be the primary concern for any profit or no-profit organization. This is also considered an important point of differentiation. It represents how much an organization’s product or service meets the needs of the customer in general. It increases customer loyalty, retention and product or service repurchases. The art and science of making customer satisfied is to continuously create and maintain pleasurable memories (Leninkumar, 2017).
Today’s business organizations are more concerned regarding customer satisfaction because they are well known to the fact that no business can run properly without customers. This is the reason why organizations now-a day are creating new ways to get customers engaged in the organization’s service creation process for example providing self-care service. More satisfied customers provide more chances to succeed. Increasing customer satisfaction requires maintaining close relationship with the customers. This assignment has critically analyzed how customer satisfaction affects consumer loyalty and the importance of the study.
[bookmark: _Toc33515814]1.2: Rational of the study
Success of a business organization entirely depends on how successful the organization is in creating customer satisfaction. Customers are considered the backbone for any organization because they provide money to the organization which keeps the organization moving forward. Satisfied customers are always willing to be back and spend more money to the organization where they feel comfortable (Srivastava, 2018). Satisfied customers inform others like their families and friends which results in increasing the number of the customer of the organization. Today’s marketers realize the essence of customer satisfaction and customer loyalty. There’s also a saying in marketing is that retaining customer is always cheaper than gaining new customers. That is why today’s marketers are providing more value to customer satisfaction. Their work begins with identifying customer needs and ends with fulfilling them. This study has been conducted to learn more about customer satisfaction and consumer loyalty and their impact on business organization.

[bookmark: _Toc33515815]1.3: Objective of the study
The main objective of this research paper is to identify the relationship between customer satisfaction and consumer loyalty. To acquire this prime objective, the following sub-objectives are considered –
· Identifying factors that affect customer satisfaction.
· Identifying factors that determine customer loyalty.
· Importance of customer satisfaction and consumer loyalty.
· Relationship between customer satisfaction and consumer loyalty.
[bookmark: _Toc33515816]1.4: Statement of the problem
Factors that determine customer satisfaction and consumer loyalty have been cracked wide open by the marketers. Even though a gigantic amount of information is available in today’s business world, the success of a business organization entirely depends on acting upon on them (Gul, 2014). In this competitive business environment, customer satisfaction and loyalty can be considered a point of differentiation from other competitors. This research paper is generated with the intention to answer the following research questions regarding customer satisfaction and loyalty –
· What are the factors that determine customer satisfaction?
· What are the factors that determine consumer loyalty?
· What is the relationship between customer satisfaction and consumer loyalty?
[bookmark: _Toc33515817]1.5: Ethical Considerations
Ethical aspects will be strictly maintained throughout the research paper. Violation of privacy or confidentiality of the respondents will be highly prohibited. Plagiarism in collecting secondary information will be avoided because it is considered sever offense in conducting marketing research. Misguided information will be avoided and finally assumption based data will be prohibited from using in the research paper.
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[bookmark: _Toc33515819]2.1: Defining customer satisfaction
Customer satisfaction can be defined as the total number of consumers or the total percentage of customers who reported experiences about an organization or their services go beyond their expectation. Customer satisfaction is not an abstract term rather it entirely depends on customers how they set their purchasing goals. Customer satisfaction is considered a leading indicator of customer repurchase intention and their loyalty (Ananthan, Appannaiah and Reddy, 2010).
Another marketing expert-defined customer satisfaction as an individual’s feelings of contentment by comparing the perceived outcome against their expectations (Sheehan, 2018). Customer satisfaction can be influenced by the following factors –  
                   
Figure 1: Factors that influence customer satisfaction (Source: Sen, 2008)
Finally, it can be said that customer satisfaction is one’s positive personal assessment or post-purchase evaluation of the product or service received against pre-purchase expectations. 


[bookmark: _Toc33515820]2.2: Defining customer loyalty
Customer loyalty is the extent to which an individual likes a brand, talks about it and recommends it to others. Loyalty can be interpreted as the likelihood of the customer’s product repurchase and customer’s intention to build long term relationship with the organization (Alger, Delahunty and Diamantopoulos, 2004). Different perspectives of customer loyalty are shown in the following figure –

Figure 2: Different perspective of customer loyalty (Source: Justin, 2016)
In short customer loyalty can be defined as the bond between customer and the organization that instigate customer’s intention to buy their products or services frequently (Du Plessis, Strydom and Jooste, 2012).



[bookmark: _Toc33515821]2.3: Interrelationship between customer satisfaction and customer loyalty
Customer satisfaction enhances a customer’s loyalty to an organization. Certain things that have a positive impact on customer satisfaction also increase customer loyalty for example brand image, trust, switching cost and perceived value (Winer and Dhar, 2014). Customer satisfaction can be considered a rating whereas customer loyalty is an emotion. So it can be said that customer loyalty or emotion grows based on customer’s rating or satisfaction of the brand. Happy customers are more likely to return to the brand than the dissatisfied one. This is the reason why customer satisfaction is regarded as the main forecaster of loyalty (Armstrong, Kotler and Opresnik, 2016).
[image: ]
Figure 3: Relationship between customer satisfaction and customer loyalty (Source: El-Adly, 2019).
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[bookmark: _Toc33515823]3.1: Instrumentation
In order to understand the relationship between customer satisfaction and consumer loyalty, we are planning to use the questionnaire as an instrument to collect data from the customers. We will arrange an interview session with the customers of some reputed organizations. The questionnaire will be written in English format and divided into different parts. First will include personal questions for example age, gender, religion and education etc. The second part will include their expected product quality and their perception regarding service. We will be using 5 points Likert scale pointing “Agree”, “Strongly agree”, “Average”, “Disagree”, “Strongly Disagree”. The third part will be consisted of asking the following sample questions to measure their satisfaction level –
· How satisfied are you with your organization?
· How satisfied are you with their services?
· What do you suggest to provide even better services in future?
Fourth and the last part will be designed in order to understand customer behaviour and express their loyalty. Questions will be asked like “How frequent would you like to receive their service? Would you like to recommend the organization to other people? Would you like to continue your relationship with your organization in future?” Answers of the respondents will be recorded in 5 points Likert pointing from very unlikely to very likely.
[bookmark: _Toc33515824]3.2: Sampling and Data Collection
The survey will be designed to test the hypothesis of the research paper. The target population will be the customers of some reputed retail organizations. Quantitative Research Methodology will be used to conduct this survey. Targeted sample size for this study will be N=400 and data will be collected through directly interviewing the respondents.
[bookmark: _Toc33515825]3.3: Research Framework and Hypothesis
Several studies have been published analyzing the relationship between customer satisfaction and consumer loyalty. For this research, we have selected the retail organization because the impact of customer satisfaction on customer loyalty is stronger in this sector. To verify the relationship between these two, dependent and independent variables are identified and the research hypothesis is developed. The conceptual framework and the relationship between customer satisfaction, intention to switch and consumer loyalty is showing on the following figure –

 (Independent Variables)
Customer Loyalty

[bookmark: _Toc33466465][bookmark: _Toc33515826]Customer Satisfaction
(Dependent Variable)
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Figure: Relationship between customer satisfaction, consumer loyalty and intention to switch (Source: Campling, 2008).
Hypotheses of the study
Hypotheses of this study are –
H1: There’s a positive relationship between customer satisfaction and consumer loyalty.
H2: Customer Satisfaction highly effect consumer loyalty.

[bookmark: _Toc33515828]3.4: Discussion
Though it is clearly seen that customer satisfaction highly causes product repurchases and makes customers loyal to the organization, some researchers have shown that there’s no relationship between customer loyalty and product repurchase. Product repurchases can be caused by other factors for example location of the organization, trust and impulse of the customers. In general, the customers who are satisfied tend to return to purchase more due to the economic value provided to loyal customers. Not necessarily all the mere customer satisfaction analysis provides superior customer value. Still, customer satisfactions dominates product repurchase and satisfied customers always spread goodwill which positively affects the organization’s brand value. Whereas dissatisfaction has been seen as a primary cause why customers want to switch.
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[bookmark: _Toc33515830]4.1: Plan of work and Time Schedule
Proper planning and drawing a timeline is needed to successfully complete the research paper. Without proper planning, some aspects would not be held on thus the research could not be done effectively. Required time for the different step of work is shown in the following figure –
	Week 1
	Taking preparations and making arrangements to initiate research by collecting necessary equipment, information and material.

	Week 2
	Conducting a Literature review in order to get a brief idea about the topic of the research paper and other relevant concepts that might impact the subject of interest.

	Week 3
	Selecting areas from where the data would be collected and taking necessary steps and fixing a date to pay a visit to the target areas.

	Week 4
	Informing personnel or organization and asking permission from where data would be collected.

	Week 5
	Developing a questionnaire and taking preparation to run an interview or and conducting a survey to collect information from the respondents.

	Week 7
	Analysis of the data collected from the field.

	Week 8
	Finalize the report result and present properly.
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[bookmark: _Toc33515832]Conclusion
Though some studies have been conducted over customer satisfaction and customer loyalty, more research should be conducted over the existing relationship between these two things as these two things are very crucial for any profit or non-profit organization to reach it’s the organizational goal. This is a mere proposal or blueprint of how the research will be conducted, not final research itself. If this proposal is found to be suitable to go for the next step then complete research will be carried out according to the plan.
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