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[bookmark: _Toc57623543]Introduction

‘‘The Customer is Always Right.’ Or Are They? A Study Investigating the Customer Service Concept’’
[bookmark: _Toc57623544]1.1 Rationale 

As part of final year study, it is required that a dissertation be wrote conducting research in to a suitable area of study. Through an interest in differing perceptions of customer service, an exploration into the vast extents of customer service is of much interest. Although there has been prior research into the philosophy behind the phrase, it is evident much of the focus has centred around customer complaining behaviour. Consequently, there is less research surrounding how staff are affected when involved in a customer dispute. This study will look to investigate the multiple perspectives, with particular focus on the perception of staff.  

There is speculation around the phrase ‘the customer is always right’. Despite this attitude appearing new and influential when it became popularised in the early 1900’s pioneered by Harry Gordon Selfridge, John Wanamaker and Marshall Field (Kocher, 2014), they did not intent for the phrase to literally mean that the customer was right in every situation. They instructed that staff treat customers as if they were always right even if it was obvious they were not, which was a radical shift in the way customers were used to being treated and impacted positively on the amounts of people who began flocking to the department stores of Selfridge, Wanamaker and Field (Morgan, 2018). A number of problems that stem from religiously adopting this ideology have relation to staff morale, business resources, staff versus higher authority bitterness and issues with customers themselves (Mukherjee, 2018), with multiple possible causes for each aspect of evaluating the situation. 

This dissertation aims to analyse and evaluate the phrase ‘the customer is always right’ through engagement with workers and customers, using questionnaires and interviews for data collection in order to understand the different perspectives. It will look at the overall impact of this phrase and explore how literally it is expected to be adopted through dissecting the different expectations of the service provider and the customer (Scott, 1999).

[bookmark: _Toc57623545]1.2 Background

The phrase ‘the customer is always right’ instigates the idea that organisations should make it a main focus that everything they do is for the purpose of making the customer happy, however this is simply an unrealistic and arguably incorrect ideology as customers are not omniscient and all knowing, although some like to believe otherwise (Neleman, 2018). In modern society online trade is taking over the high street (Jones and Livingstone, 2017) and it is evident consumer buying behaviour has changed, one of the biggest changes being the provision of consumers reviews which are often just unregulated opinions which should not be relied on due to individualised variables of importance (Kim, Rahman and Bernard, 2020). Research shows that customers have become more aggressive, and the amount of unjust complaints are increasing linked not only to unhappiness and expression of dissatisfaction but with an ulterior motive for financial or complimentary gain (Reynolds and Harris, 2009). 
This rise of customer aggression can cause demoralisation to employees, perhaps worsened through the philosophy of ‘the customer is always right’ promoting a sense of entitlement (Kim et al, 2020). It has been found that customer mistreatment is a daily occurrence to service employees which accumulates considerable distress, reduced performance and withdrawal (Yagil, 2017). 

1.3 [bookmark: _Toc57623546]Aims and Objectives

The aim of this dissertation is to evaluate and analyse the phrase ‘the customer is always right’ in order to understand different perspectives, it will then look at the overall impact of this phrase and explore how literally it is expected to be adopted through dissecting the different expectations of the service provider and the customer.

The following objectives will be achieved through research:

· Investigate and review customer and consumer perceptions of the phrase ‘the customer is always right’.
· Investigate and review the perception of managers and employees relating to the phrase ‘the customer is always right’.
· Evaluate the literality and impact of how the term is understood and executed from each perspective.
· Use literature and primary research to create recommendations for the most suitable and ethical way to perceive the phrase ‘the customer is always right’. 

These aims and objectives will be explored and met by the use of data collection methods.
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[bookmark: _Toc57623548]2.1 Methodology

The concept of research is widely defined as a “systematic investigation, including research development, testing and evaluation, designed to develop or contribute to generalizable knowledge” (Snider, 1997). In order to collect valuable and accurate research a method such as ‘The Research Onion’ can be adopted (Sahay, 2016). 

Saunders, Lewis and Thornhill (2015) developed ‘The Research Onion’ which demonstrates the numerous layers and approaches that should be considered whilst conducting research. One aspect from each layer should create an effective pathway to achieve the research aims and objectives; the diagram below identifies the selected pathway that will be used in this study. 

[image: Research onion]
Figure 1. The Research Onion (Saunders, Lewis and Thornhill, 2007).

[bookmark: _Toc57623549]2.2 Philosophy

Positivism and interpretivism are approaches to research methods; positivism prefers quantitative data while interpretivism favours qualitative data (Alharasheh and Pius, 2020), both quantitative and qualitative data will be collected.  

1.4 [bookmark: _Toc57623550]Research Approaches

The inductive approach begins with observations of theories and research similar to the topic of interest, from which identifications can be made (Hayes, 2005, p.5). This provides indication to areas where further research is required, and identifies commonalities or contrasting patterns. This allows for collection of data where findings can be drawn and appropriate connections made (Bernard, 2011). The paradigm of phenomenology is adopted in the study as it is concerned with understanding human behaviour and the meaning behind ‘the customer is always right’, which can only be understood through socially constructed perceptions (Collis and Hussey, 2003).

[bookmark: _Toc57623551]2.4 Research Method and Strategy

Survey research is a unique way to gather quantitative and qualitative information from a vast scale of participants, questionnaires can be quick and easy to complete therefore individuals are usually more inclined to participate (DeFranzo, 2020). Interview method data collection allows open-ended questions to provide more depth and narrative, which produce qualitative data (Creswell, 2013).

Qualitative data provides a conceptual understanding of human behaviour from the participant’s perspective, it assumes a dynamic reality where phenomenon can be observed yet not measured whereas quantitative data is concerned with fixed and measurable realities (McLeod, 2019). The multi-method approach of positivistic questionnaires and phenomenological interviews is measurable by common themes, numerical comparisons and statistical analysis which enables information to be displayed numerically and literary (Kuckartz and Radiker, 2019). 

[bookmark: _Toc57623552]2.5 Sample

The two sampling methods ‘probability’ and ‘non-probability’ will be adopted to collect data (Yang, Kim and Song, 2020) as both apply to the perceptions required to investigate the research aims and objectives. Selective samples will be used for interview research where individuals who fit managerial roles, employee roles and the role of the customer will be selected, whereas the questionnaire participants will be from vast range. The latter convenience sample is efficient and has the potential to collect a large variety of results within the timeframe (Jager, Putnick and Bornstein, 2017), as reaching out to a vast range in search of information from the perceptions required in the research should be widely available. 

[bookmark: _Toc57623553]2.6 Data Collection

The multi-method approach will provide research in different formats, questionnaires will collect closed and open-ended questions and interviews collect all open-ended questions. Multi-method data collection produces results that are more robust and compelling than results found in mono-method studies, as participants are able to express themselves in more detail (Tomas, 2017). 

[bookmark: _Toc57623554]2.7 Data Analysis

The results of the data will be displayed through spreadsheets, tables and figures that will appropriately illustrate key findings and present them in an effective manner, highlighting the most significant findings through using statistical tests.

[bookmark: _Toc57623555]2.8 Limitations and Ethical Considerations 

[bookmark: _Toc57623556]2.8.1 Time Management and Sample

Due to the nature of the dissertation, a timeframe must be adhered to. This time limit may restrict the amount of research that can be executed which could potentially limit the depth of the findings. 

The proposed convenience samples should sufficiently represent the demographic required due to the vast nature of the population of interest, and the selective samples for interviews should be able to collect data from individuals that fit criteria. The samples have been selected as most fit for purpose in this study and should be effective to implement within the time frame, the risk of bias is potential with some individuals but with a suitably large number of participants this should not be a major problem to the research.

[bookmark: _Toc57623557]2.8.2 Ethical Considerations

The research will only be conducted with persons over the age of 18. The nature of the topic is intended to explore customer service perspectives, this research should not cause any psychological harm to participants or probe in to feelings of un-comfort or distress. 

Due to the ongoing COVID-19 pandemic, considerations for the wellbeing and safety of the researcher and participants mean interviews will be conducted online through a video conferencing platform rather than physically face-to-face to minimise risk and adhere to government advice (Lobe, Morgan and Hoffman, 2020). 

[bookmark: _Toc57623558]2.9 Reliability and Validity

The reliability and validity of the data collected are important elements of study (Hayashi, Abib and Hoppen, 2019) and essential features during evaluation of the research. Mohajan (2017) describes reliability as the faith one can have in the obtained data; if it is replicable it is reliable, and validity as the extent to which the findings accurately represent ‘and how well it does so’.  

It is important that the results gathered have both high validity and high reliability, to achieve this the research should be executed in a consistent manner to limit the opportunity for variables. The research must be conducted in a way that ensures fairness and consistency amongst participants. (Bontemps and Orozco, 2020).
[bookmark: _Toc57623559]Resources and Planning

[bookmark: _Toc57623560]3.1 Resources

The primary research resources that will be used during this study are questionnaires and interviews, which should collect the information required to achieve the research aims and objectives in order to investigate, evaluate and draw findings from.

[bookmark: _Toc57623561]3.2 Gantt Chart
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Figure 2. Gantt Chart showing timeline of research project.
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