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Abstract
The research has focused on analysing the contributions of leadership, motivation, and development opportunities to customer service satisfaction. In addition, the application of transformational leadership has been pursued to optimise factors that enhance customer satisfaction. Transformational leadership theory has been used as the main theoretical framework for the literature review, which has extended the scope to showcase the research orientation and discuss the findings. 
The methodology has highlighted the selection of an interpretivist research philosophy and an exploratory research design to gather subjective, relevant data on a business organisation's customer satisfaction strategies. A primary qualitative method has been applied in this research on customer satisfaction by collecting information and conducting interviews with 20 participants, which has been further analysed using a narrative approach. 
The findings analysed managers' responses on service quality factors that influence overall customer satisfaction with service delivery at KPMG. Most participants have highlighted the roles of communication, reliability, responsiveness, and expertise in influencing satisfaction rates. Additionally, the influence of customer satisfaction on loyalty and retention was assessed, with participants responding to the role of customer satisfaction in driving loyalty, repeat business, and client referrals. 
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[bookmark: _heading=h.g9vesskc9sw8]Element 1
[bookmark: _heading=h.9fg9atuzg0mc]CHAPTER 1 - Introduction
[bookmark: _heading=h.wsha9jdn6g6]Introduction
[bookmark: _heading=h.o0eeykli3b40]This study investigates customer satisfaction at KPMG, one of the Big Four professional services firms. KPMG operates in more than 140 countries, offering audit, tax, and consultancy services to clients worldwide. This study aims to analyse the determinants of customer satisfaction at KPMG and to suggest measures to improve service quality within the firm in the United Kingdom, thereby supporting its reputation and expansion.
1.1 [bookmark: _heading=h.aulzax5m6jbx]Research Background
This research explores the way how clients evaluate the quality of customer service delivered by KPMG. The firm’s UK base is located at 15 Canada Square in Canary Wharf, London, placing it at the centre of one of the country’s most significant financial districts. Although the international network known today as KPMG was formally created in 1987 through the merger of Klynveld Main Goerdeler (KMG) and Peat Marwick International, its origins date back to 1891, when William Barclay Peat established his accounting practice in London. Over time, this early firm became part of the organisation’s modern structure.
KPMG now functions as a worldwide network spanning more than 140 countries and employing over 275,000 professionals. It is recognised as one of the Big Four accounting organisations, alongside Deloitte, PwC, and EY. Given its scale and influence, the way of understanding how clients judge the firm’s service quality is essential for assessing its competitive position and long‑term client relationships.
The study focuses on identifying the elements that shape customer satisfaction and loyalty within KPMG’s UK operations. It examines how clients interpret service effectiveness, communication, responsiveness, and overall value. To achieve a well‑rounded analysis, the research adopts a mixed‑methods design that integrates numerical data with qualitative insights. This combination allows for a deeper exploration of how customer service performance influences business outcomes, including client retention and organisational reputation.

By analysing both measurable trends and client perspectives, the study aims to provide a comprehensive picture of how service satisfaction contributes to KPMG’s operational success and informs strategies for enhancing the client experience.
KPMG is recognised as one of the leading global firms in the professional services sector, yet it has faced increasing competitive pressure in recent years, particularly in its auditing and consulting divisions. As client expectations continue to evolve, firms like KPMG must consistently enhance the quality of their services to maintain strong levels of customer satisfaction and loyalty (Amoke et al., 2024). Unlike everyday consumer services, customer satisfaction in professional services is shaped by the complexity of the work and the long‑term, relationship‑driven nature of interactions between the firm and its clients.
[image: ]
[bookmark: _heading=h.oz3r2cm8k432]Figure 1.1: Market Share of Big 4 Accounting Firms
(Source: Self-Developed)
KPMG has had issues with communication delays and follow-ups, as well as a lack of personalisation, leading to client dissatisfaction. Although the company has invested in engagement and feedback systems, the success of these efforts is in doubt, posing a significant business challenge (Mustafa and Lleshi, 2024). The proposed study will close this gap by examining the most important drivers of customer satisfaction at KPMG and their potential impact on client retention and loyalty.
KPMG is a major global provider of audit, tax, and advisory services, operating in more than 140 countries as part of the Big Four professional services firm group. Its business landscape has become increasingly competitive and centred on delivering high‑quality service. As a result, each client's satisfaction has become a crucial factor in determining organisational performance. Because KPMG works primarily with corporate and institutional clients, the quality of their experience directly impacts the firm’s reputation, financial outcomes, and ability to retain long‑term relationships. With professional service fields such as auditing and consulting, customer satisfaction operates very differently from typical consumer settings. These services are complex, tailored, and built on long‑term professional relationships, meaning clients judge value not only by technical expertise but also by the firm's consistent reliability, responsiveness, and ethical conduct. Because trust plays such a central role in these engagements, understanding how clients view the quality of KPMG’s service is essential for sustaining confidence and strengthening ongoing partnerships. 
[bookmark: _heading=h.qetvwwnle3tt]1.2 Research Aim & Objectives
Aim
The aim of this study is to assess customer satisfaction levels at KPMG, determine the major sources of satisfaction, and improve retention efforts.
Objectives
· To critically analyse the relationship between leadership styles and employee motivation within KPMG
· To identify and evaluate the leadership styles perceived by employees, especially those in customer-facing roles
· To assess the impact of training and career development programmes on employee performance and service delivery
· To examine how leadership, motivation, and development opportunities contribute to overall customer service satisfaction at KPMG.
[bookmark: _heading=h.2sa9nwzb6gva]1.3 Research Questions 
· [bookmark: _heading=h.3hv18mobx5ar]What leadership styles are most experienced by employees at KPMG, particularly in customer-facing roles?
· How do different leadership behaviours influence employee motivation and performance within KPMG?
· To what extent do training and career development opportunities impact the effectiveness and satisfaction of front-of-house staff at KPMG?
· How do leadership style, employee motivation, and training opportunities collectively influence customer service satisfaction at KPMG?
[bookmark: _heading=h.n487t3aivmw8]1.4 Research Framework
The Research Framework examines the relationship between Customer Loyalty and Service Quality at KPMG. The framework identifies five key aspects of service performance—physical presentation, dependability, prompt support, professional assurance, and genuine care for clients. Together, these elements shape how satisfied customers feel. This is a paramount factor to Customer Loyalty and Client Retention (Dwivedi et al. 2024). Also, the model focuses on Customer Experience, in which Communication Quality and Value Co-creation promote overall satisfaction and loyalty.
[bookmark: _heading=h.xfdrupx6j8lb]1.5 Business problem with background and rationale 
KPMG’s strength depends on its ability to help organisations navigate periods of volatility. When the firm struggles to anticipate emerging risks or integrate new technologies effectively, its position as a trusted advisor becomes less convincing. Clients increasingly look for guidance on technology adoption, climate‑related challenges, and economic uncertainty. KPMG must update and refine its advisory frameworks to remain competitive in a rapidly shifting market.
KPMG’s own futures analysis highlights a “Great Convergence,” where technological, environmental, and economic disruptions interact rather than occur in isolation. Without forward‑looking capabilities, the firm risks responding to change only after it occurs, rather than proactively shaping client strategy. This creates a business problem: KPMG must strengthen its ability to deliver integrated, future‑ready solutions or risk diminishing its advisory influence.

Understanding what drives client satisfaction is central to addressing this challenge. Insights into how clients experience communication, responsiveness, and consistency in service delivery can reveal where improvements are needed to reinforce trust and long‑term relationships. Beyond its practical value for the firm, this study also contributes academically by examining how customer satisfaction is conceptualised within professional services. Traditional models such as SERVQUAL (Parasuraman et al., 1988) and Expectation‑Disconfirmation Theory (Oliver, 1980) were developed primarily for consumer markets, and their application to complex B2B environments—such as auditing and consulting—remains limited. This research, therefore, helps bridge that gap by exploring how these frameworks operate within a professional services context, as exemplified by KPMG. This study will therefore link theoretical models to practical realities and examine their implications for both academics and professionals.


[bookmark: _heading=h.vs0ill7yj97l]CHAPTER 2: Literature review 
[bookmark: _heading=h.semo3zvwc60e]2.1 Introduction 
Although KPMG has invested heavily in developing client‑engagement processes and formal feedback mechanisms, there is little indication that these efforts have translated into measurable improvements in customer satisfaction. This gap between investment and impact creates a significant organisational challenge: the firm must ensure that enhancements in service quality are not only implemented but also consistently reflected in client experiences across its different service lines. The literature review chapter focuses on incorporating authoritative citations on factors that impact customer service satisfaction across companies. The chapter examines the relationship between leadership styles and employee motivation, as appraised through training and career development programmes, to ensure satisfaction across customers. 
[bookmark: _heading=h.o1n0iheamwh3]2.2 KPMG Customer service and satisfaction concepts
Customer satisfaction is widely viewed as a key indicator of organisational performance because it shapes loyalty, public perception, and long‑term financial outcomes (Kotler and Keller, 2016). Future studies refined this understanding by showing that the importance of specific satisfaction factors differs across sectors (Zeithaml et al., 2018). In fields such as auditing and consulting, satisfaction is shaped primarily by intangible qualities—particularly professional expertise, credibility, and the ability to build trust—rather than by physical or visible service elements (Wirtz and Lovelock, 2016).
[bookmark: _heading=h.q5tpr4mz2fbx]2.3 Service Quality in Professional Services
In professional service environments, client satisfaction is shaped largely by relational factors such as trust, transparent communication, and confidence in the provider’s expertise.  KPMG’s audit and advisory engagements involve frequent collaboration with clients; the firm must uphold rigorous ethical obligations and comply with regulatory expectations. Consequently, client satisfaction depends not only on the precision and reliability of the technical work but also on how the service is carried out, communicated, and coordinated within these knowledge‑driven sectors. Clients form their judgements based on both the technical dimension of the service and the quality of the delivery process. For example, their assessment may extend beyond whether the audit findings are correct to include how smoothly the engagement progressed, how openly information was shared, and whether the working relationship felt cooperative. Elements such as interpersonal communication, timely responses, and a proactive approach to resolving issues all shape clients' satisfaction.
In the professional services sector, meaningful outcomes depend on the joint efforts of the firm and its clients. Within the Service‑Dominant Logic perspective (Vargo & Lusch, 2008), value emerges through continuous collaboration, shared understanding, and the development of trust rather than being delivered as a one‑sided output. For an organisation such as KPMG, which relies heavily on service expertise, continually strengthening the quality of its client interactions is essential.
[bookmark: _heading=h.rf65t7u61zvl]2.4 Measuring Customer Satisfaction in Consulting Firms.
KPMG uses structured tools, such as post‑engagement surveys and Net Promoter Score assessments, to monitor client satisfaction (KPMG, 2025). However, there is limited publicly available evidence on how clients evaluate KPMG’s service quality compared with its closest competitors, Deloitte and EY.  The lack of comparative insight highlights an important gap. This study addresses this by collecting direct client perceptions and identifying specific areas where KPMG can enhance its service delivery, offering both practical recommendations and empirical contributions to its professional services.
[bookmark: _heading=h.luuppdmqf3y]2.5 The relationship between leadership styles and employee motivation
The leadership style of organisations directly influences employee motivation, thereby driving productivity and performance and contributing to business success. According to Megawaty et al. (2022), KPMG, leadership style has a significant positive impact on employee satisfaction, with employee motivation playing a mediating role. Additionally, the leadership style has a significant relationship with employee motivation, which drives organisational productivity and performance. However, Hajiali et al. (2022) highlighted the relationship among leadership style, work motivation, and work competence in improving job satisfaction and performance. This argument highlights the relation between leadership style and employee motivation. Additionally, leadership style can improve the approach and process of leading by adapting to the changing needs and expectations of employees, ensuring their maximum job satisfaction through motivation. On the other hand, Thanh and Quang (2022) highlighted the leadership role as crucial to managing employee engagement and achieving organisational success. Based on the above argument, it can be stated that a lack of organisational leadership style can negatively influence employee motivation, which is not conducive to the organisational potential to sustain and increase employee engagement. According to Khassawneh and Elrehail (2022), organisational leadership styles, such as the participative leadership style, significantly influence employee performance by affecting employee motivation and job satisfaction. Sokolic et al. (2024) highlighted the relationship between leadership style and effective employee motivation in maintaining employees’ work outcomes. Based on these arguments, a lack of leadership style can reduce employees’ work outcomes by lowering their motivation, job satisfaction, and engagement in the workplace. Hence, poor leadership style can reduce customer service by diminishing employees’ performance and effectiveness in satisfying customers in line with their values. 
[bookmark: _heading=h.1sq8kmfk0u9v]2.6 leadership styles perceived by employees, especially those in customer-facing roles
The leadership styles influence the customer-centricity through influencing employees’ competency and performance. According to Buja et al. (2022), organisational service quality can be maintained through leadership style, which significantly contributes to customer satisfaction. This argument highlights the role of leadership style in managing employees’ perceptions of customers, especially when customers face service quality issues. On the other hand, Dong (2023) highlighted the role of the transformational leadership style in managing organisational long-term growth through improvements in employees’ perceptions and behaviours. This argument supports the relationship between leadership style and employees’ perceptions of customer value in driving organisational service quality. 
According to the above critical discussion, leadership style significantly contributes to managing customer service and satisfaction by influencing employee performance. This implies that a lack of leadership style can reduce the organisation's competence to satisfy customers' changing needs and expectations. According to Asianab (2023), leadership style can increase or decrease employee retention, which is critical to customer service. This argument highlights the significance of leadership style in balancing employee engagement, on which the customer service quality relies. On the other hand, Dong (2023) stated that leadership style is significant for employee engagement in achieving organisational success and long-term growth. This argument supports the relationship between leadership style and employee engagement in improving customer service quality. 
[bookmark: _heading=h.s9t1ix8w1809]2.7 Impact of training and career development programmes on employee performance and service delivery
Employees’ training and development play a vital role in their career growth, which enables them to perform well within the organisation. According to Nama et al. (2022), training and development have significant impacts on employees’ performance within organisations. The absence of meaningful training and development opportunities can weaken employees’ ability to perform effectively, which in turn undermines the organisation’s capacity to meet customers’ evolving expectations and deliver high‑quality service. Customer perceptions of service quality within the organisation play a vital role in organisational business profitability and future growth. According to Bupu et al. (2023), customer perception and service quality directly contribute to customer satisfaction. Additionally, customer perception is about the customer’s approach, beliefs, and attitudes towards the organisation's products or services. On the other hand, Singh et al. (2023) described customer perception as a key component of customer fulfilment, while service quality is a general standard of perfection of a company’s products or services. This implies that customer service is highly relevant to service quality, which in turn relies on employees’ performance. 
This argument highlights the significance of customer perceptions of service quality and employees’ performance, and of career development at the organisational level, in managing customer satisfaction. According to Setiono and Hidayat (2022), the dimensions of responsiveness, reliability, assurance, empathy, and tangibles make a significant contribution to customer satisfaction through the mediating role of customer perception.  Customer perception of service quality can be analysed by understanding the customer’s critical dimensions: responsiveness, reliability, assurance, empathy, and tangibles. On the other hand, it has been understood that the customer perception can be understood by analysing the gap between the organisational service or product quality and the customer’s expectation from the organisational service and products. According to Nama et al. (2022), employee career development improves organisational service delivery performance through maximum engagement. Moreover, training and career development programmes have a significant impact on employee performance and service delivery, thereby contributing to organisational success. 
[bookmark: _heading=h.m0p9qd2qh2xo]2.8 Contribution of leadership, motivation, and development opportunities towards ensuring customer service satisfaction 
Leadership contributes to optimising customer service standards. End by ensuring a customer-focused culture that enhances customer service. Baloch et al. (2026) stated that leadership enhances coordination models among employees, helping address organisational goals and satisfy customers’ needs. However, inconsistency in leadership induces a decline in the quality of service, which hinders the possibility of satisfying customers. Rahman et al. (2026) found that transformational leaders enhance service quality, focus on addressing customer challenges, and improve satisfaction. The impact ensures consistent service delivery across customers, fostering trust and satisfaction.
Motivation helps engage enough employees by recognising individual talents, which enhances the quality of network services provided to customers. Dao et al. (2025) stated that motivation plays a key role in satisfying customers’ interests, thereby improving business productivity. 
When organisations deliver consistently high‑quality services, customers are more likely to remain loyal and maintain strong relationships with the provider. However, Ma et al. (2025) note that sustaining employee motivation requires ongoing investment and stability, which can be costly and difficult to maintain. When motivation declines, the standard of service delivery often falls as well, reducing clients’ expectations and increasing the likelihood of dissatisfaction.
Opportunities for development—such as training, upskilling, and continuous learning—are closely linked to improved service performance and can help attract and retain customers. Vyas (2025) emphasises that employee development is essential for strengthening competence and ensuring that customers receive high‑quality support. Yet delays or inconsistencies in training can undermine these benefits, as employees may lack up-to-date skills to meet client needs effectively, ultimately putting customer satisfaction at risk.
. 
[bookmark: _heading=h.f31oludqlyzf]2.9 Theoretical framework
[bookmark: _heading=h.fw9pzhg8p9hy]Transformational leadership theory 
[image: ]
[bookmark: _heading=h.2b499zih1qsu] 2.1: Transformational leadership theory 
(Source: Self-developed)
Transformational leadership theory can be effective for ensuring consistency across organisations in delivering high-quality customer services. Priyanti and Yuniawan (2025) stated that applying the transformational leadership theory is significant for developing a positive organisational culture that aligns employees' operations with customers' preferences. The impact supports the possibility of satisfying enough customers and ensuring consistent delivery of high-quality services. However, evolving customer preferences make it difficult to apply transformational leadership theory to meet corresponding requirements (Davis-Adesegha et al. 2025). Thus, analysing customer feedback using AI and applying this theory to align business performance with evolving customer trends to ensure satisfaction.
[bookmark: _heading=h.5ofyk2948bxw]2.10 Gaps in the Literature
Although customer satisfaction has been widely examined across many sectors, far less attention has been given to large professional service firms such as KPMG. Much of the existing research centres on industries such as retail and hospitality, where satisfaction can be readily observed through repeat purchases, ratings, or online reviews. In contrast, the work carried out by firms like KPMG is complex, highly specialised, and built on long‑term professional relationships, making satisfaction more difficult to define and measure.
While established frameworks such as SERVQUAL offer useful tools for assessing service quality, they often overlook the unique characteristics of professional services—such as strict regulatory obligations, confidentiality requirements, and the active involvement of clients in decision‑making processes. Additionally, there is limited research exploring how internal organisational factors—such as service culture, employee engagement, communication practices, and leadership support—shape the customer experience in these settings. A further gap concerns the lack of empirical, visually interpretable data that connects these internal dynamics to external customer satisfaction outcomes. Emphasis, they need to critically analyse authoritative citations associated with the research objectives, which could have enhanced the quality of the literature.
[bookmark: _heading=h.rxw18smvdm1f]2.11 Conceptual framework 
[image: ]
[bookmark: _heading=h.rm6lf0jpvmtg] 2.2: Conceptual framework
(Source: Self-developed)
[bookmark: _heading=h.7s9b02ka7h84]2.12 Chapter summary
The relationship between KPMG leadership styles and employee motivation is assessed by examining changes in work competence that improve job satisfaction and performance. The aspects are effective in fostering enduring satisfaction among customers by increasing engagement.




[bookmark: _heading=h.49p1bqlurdma]CHAPTER 3: Methodology
[bookmark: _heading=h.4lssa4o9aq47]3.1 Introduction 
This study adopts an interpretivist research philosophy to explore customer satisfaction within KPMG. Rather than treating satisfaction as an objective, measurable construct, interpretivism positions it as a socially constructed experience shaped by individual perceptions. As Pervin and Mokhtar (2022) argue, interpretivism shifts the research goal from testing universal laws to understanding meaning‑making processes. This aligns directly with the study’s aim: to uncover how KPMG employees interpret and enact customer satisfaction in practice.
Crucially, the interpretivist stance shaped not only the interview design but also the researcher’s role. The researcher became an active interpreter of participants’ narratives rather than a detached observer. This aligns with Saunders et al. (2019), who emphasise that interpretivist inquiry requires sensitivity to context, language, and subjective meaning.
Aligned with this philosophical position, the study adopts an inductive research strategy, enabling patterns and themes to develop naturally from participants’ accounts rather than being imposed in advance. Lived experiences rather than imposing pre‑determined theoretical categories. Mutmainnah et al. (2022) highlight that inductive reasoning supports openness and flexibility, enabling researchers to capture nuances that structured, deductive designs may overlook. This was particularly important given the complexity of customer satisfaction, which is influenced by interpersonal, organisational, and contextual factors.
However, the interpretivist–inductive combination is not without limitations. It is time‑intensive, requiring prolonged engagement with participants and iterative analysis. This constraint shaped the decision to limit the number of interviews and establish a clear timeframe. Nonetheless, the approach remains appropriate because it provides the depth needed to understand how customer satisfaction is constructed within KPMG’s organisational environment.
3.3 Research Method
An exploratory research design was selected to investigate how KPMG enhances customer satisfaction. Exploratory designs are particularly suitable when existing knowledge is limited or when the researcher seeks to uncover underlying mechanisms rather than test hypotheses. 
Olawale et al. (2023) highlight that exploratory research enables scholars to move beyond superficial assumptions and uncover deeper organisational dynamics, making it well-suited to this study’s focus on internal practices. This exploratory orientation informed the decision to use semi‑structured interviews, which afforded participants the freedom to describe their experiences in detail while still providing the researcher with sufficient structure to guide the discussion effectively. Flexibility to probe emerging themes. This flexibility was essential for uncovering the layered and context‑dependent nature of customer satisfaction.
A limitation of this design is its small sample size, which is driven by time constraints. While this restricts generalisability, qualitative scholars such as Bryman et al. (2015) argue that exploratory research prioritises depth over breadth. The small but targeted sample, therefore, remains methodologically defensible.
The discussion of KPMG’s internal methodologies—such as design thinking, customer experience research, and agile frameworks—further contextualises the study. These organisational practices illustrate how customer satisfaction is embedded within broader transformation strategies. However, this contextual information is used not as part of a mixed‑methods approach but as secondary data to support the interpretation of interview findings. This distinction is important to maintain methodological clarity.
3.4 Data Collection
A qualitative Data collection strategy was employed, using semi-structured interviews with 20 managers, each with at least 3 years of experience at KPMG. Qualitative methods are particularly effective for exploring behaviours, perceptions, and experiences that cannot be captured through numerical data (Lim, 2025). This aligns with the study's aim to understand how employees conceptualise the enactment of customer satisfaction.
Interviews were selected because they enable participants to articulate their experiences in their own words, providing rich, contextualised insights. Lochmiller (2021) notes that interviews are especially valuable in exploratory research because they allow researchers to probe motivations, beliefs, and interpretations that structured surveys may overlook.
From an ontological perspective, interviews support the interpretivist assumption that reality is socially constructed. Patomäki (2020) argues that qualitative interviews allow researchers to capture the complexity of human experience, making them suitable for studies seeking depth rather than generalisation.
However, interviews also present limitations. They rely on participants’ willingness to share openly, and the researcher’s interpretive role introduces subjectivity. These limitations were mitigated through careful question design, reflexive note‑taking, and adherence to ethical guidelines.
3.5 Sampling
 Purposive sampling had recruited 20 participants with direct experience and insight into customer satisfaction practices at KPMG. As Obilor. (2023) notes that this sampling method is important when the aim is to gather rich, detailed information rather than achieve statistical generalisation. Selecting participants based on their relevance to the topic ensured that the data collected aligned closely with the study’s objectives.
This approach also made it possible to include a range of viewpoints across different managerial levels, allowing the research to capture variation in experiences and perspectives. Supporting a more holistic understanding of customer satisfaction practices. However, the non‑probability nature of this technique limits generalisability. This limitation is acceptable within an interpretivist, qualitative framework, where the goal is depth and contextual understanding rather than broad statistical inference.
3.6 Method of Analysis
The study employed narrative Data analysis to interpret interview transcripts. Narrative analysis is particularly suitable for interpretivist research because it focuses on how individuals construct meaning through stories. Bradley‑Cole et al. (2023) argue that narrative analysis enables researchers to understand human experience as a coherent whole rather than fragmented data points.
This method allowed the researcher to identify recurring patterns, metaphors, and storylines related to customer satisfaction, revealing how employees make sense of their roles, challenges, and organisational expectations. It also supported the inductive approach by allowing themes to emerge organically from participants’ accounts.
A limitation of narrative analysis is its interpretive nature, which requires careful reflexivity to avoid researcher bias. This was addressed through iterative coding, cross‑checking interpretations, and maintaining an audit trail of analytical decisions.
3.7 Ethical Considerations
Upholding strong ethical standards was a fundamental aspect of the research design. The study followed the university’s ethical protocols and complied with the UK GDPR (2018), which requires that personal data be handled lawfully, fairly, and transparently, and only collected for specific, limited purposes (GDPR‑info, 2026). Participants were informed that their information would be used exclusively for academic analysis and permanently deleted once the project concluded.
Ali et al. (2025) argue that rigorous ethical practice not only safeguards participants’ rights and well-being but also strengthens the credibility and reliability of the research. Consistent with these principles, all participants received detailed consent forms, were assured that their identities would remain confidential, and were reminded that they could withdraw from the study at any point without consequence.  The Data were securely stored and accessible only to the researcher and supervising academics.
These ethical measures not only ensured compliance but also strengthened the validity of the findings by fostering an environment in which participants felt comfortable sharing candid insights.
[bookmark: _heading=h.3hehrp48mvax]3.8 Gantt Chart
	Research Project Plan/Weeks
	Month 1
	Month 2
	Month 3

	Topic finalisation and proposal writing
	 
	 
	 

	Literature review
	 
	 
	 

	Research methodology
	
	
	

	Proposal completion and submission
	
	
	


[bookmark: _heading=h.wxhepq98bbx7]Table 3.1: Timeline
(Source: Self-developed)
[bookmark: _heading=h.130uczzcpun6]3.9 Summary 
The primary qualitative method has been used in this research to address the research aims and objectives. The narrative data analysis method has been utilised in this research to interpret the interview transcripts.
[bookmark: _heading=h.vamm3imex7r6]

[bookmark: _heading=h.womx72bll0ta]CHAPTER 4: Results and Discussion
[bookmark: _heading=h.6fgfs4bqytse]4.1 Chapter Introduction
The chapter evaluates the relevant findings and analysis of the research on customer satisfaction at KPMG. In addition, the findings focus on responses from 20 participants to examine perceptions of service quality, influencing factors, and the relationship between satisfaction and loyalty. The analysis has been structured around the research questions and reflects common patterns in client experiences. The analysis provides a detailed understanding of clients’ evaluation of services and establishes the foundational approach for interpretation. The discussion of the research considers the literature review and the analysed findings to understand customer service satisfaction at KPMG.
[bookmark: _heading=h.259zahs51vzr]4.2 Findings
Table 4.1: Demographic characteristics of the respondents
	Demographic Characteristic
	Classification
	Frequency (N)
	Percentage (%)

	Gender
	Female
	10
	50%

	
	Male
	10
	50%

	
	Total
	20
	

	Age Group
	25–34 years
	6
	30%

	
	35–44 years
	9
	45%

	
	45–54 years
	5
	25%

	
	Total
	20
	

	Years at KPMG
	Less than 5 years
	2
	10%

	
	5 to 9 years
	12
	60%

	
	10 years or more
	6
	30%

	
	Total
	20
	

	Service Line
	Advisory
	8
	40%

	
	Audit
	6
	30%

	
	Tax
	6
	30%

	
	Total
	20
	

	Highest Education / Certification
	Bachelor's Degree
	2
	10%

	
	Master's Degree / MBA
	5
	25%

	
	Certification + Bachelor's (e.g., CPA/ACA)
	5
	25%

	
	Certification + Advanced Degree (Master's/JD/PhD)
	8
	40%

	
	Total
	20
	


Insights
The demographic data for the 20 KPMG managers reveal a perfectly gender-balanced sample (50% male, 50% female), predominantly in the mid-career stage, with 45% aged between 35 and 44. The respondents possess substantial firm-specific experience, with 90% having been with KPMG for 5 years or more. Representation across service lines is well distributed, with a slight lean toward Advisory (40%). Furthermore, the cohort is highly credentialed; 90% hold either an advanced degree or a professional certification, including CPA and ACA. This profile suggests the interview insights on customer service satisfaction will be informed by deep professional expertise and significant organisational tenure.
Question 1: Critically analyse how different leadership styles at KPMG influence employee motivation. In your view, which leadership approach is most effective in this context, and why?
	Participants
	Responses 

	Participant 1
	“I believe this approach works best because it aligns individual aspirations with organisational goals, fostering intrinsic motivation.”

	Participant 2
	“I have observed that transactional leadership still plays a role in ensuring performance consistency. However, it can limit creativity.”

	Participant 3
	“Servant leadership has gained traction in our teams, as this approach is effective because employees feel valued, which enhances motivation and reduces turnover.”

	Participant 4
	“I find participative leadership more effective as it encourages input and fosters ownership among team members.”

	Participant 5
	“In my opinion, transformational leadership promotes innovation in ensuring a bigger purpose rather than just completing tasks.”

	Participant 6
	“In my experience, situational leadership works best. Different projects demand different approaches. Adapting leadership style based on team maturity ensures optimal motivation and productivity.”

	Participant 7
	“In my opinion, coaching leadership is highly effective at KPMG, based on skill development and continuous feedback”. 

	Participant 8
	“Transactional leadership ensures accountability, especially in audit functions. However, motivation driven purely by rewards and penalties is short-term. Transformational elements are needed for sustained engagement.”

	Participant 9
	“Inclusive leadership has become essential. Encouraging diverse perspectives enhances motivation as employees feel respected and heard. This approach aligns with KPMG’s global diversity agenda.”

	Participant 10
	“In my opinion, democratic leadership is particularly relevant in consulting teams handling complex client problems.”

	Participant 11
	“I believe transformational leadership is the most effective because it creates a sense of purpose. Employees are motivated not just by outcomes but by the impact of their work.”

	Participant 12
	“In my opinion, leaders who support their teams create a positive work environment, which directly enhances motivation and productivity.”

	Participant 13
	“Situational leadership is critical in KPMG due to varying client demands. Flexibility in leadership style ensures that employees remain motivated regardless of project complexity.”

	Participant 14
	“While transactional leadership ensures compliance, it does not inspire employees. Transformational leadership, on the other hand, encourages innovation and long-term commitment.”

	Participant 15
	“Coaching leadership is highly valuable for junior employees. It builds confidence and competence, which are key drivers of motivation in a professional services firm.”

	Participant 16
	“Participative leadership increases engagement. Employees who are involved in decisions feel a stronger sense of ownership and responsibility.”

	Participant 17
	“Transformational leadership is most effective because it aligns with KPMG’s focus on innovation and client-centric solutions. It motivates employees to go beyond their basic responsibilities.”

	Participant 18
	“Autocratic leadership may deliver quick results, but often reduces morale. A balanced approach that incorporates employee input is more sustainable.”

	Participant 19
	“Inclusive and ethical leadership styles are increasingly important. Employees are motivated when they perceive fairness and transparency in leadership decisions.”

	Participant 20
	“Overall, transformational leadership is the most effective at KPMG because it fosters innovation, engagement, and long-term commitment.”


[bookmark: _heading=h.qj84u16zukw9]Table 4.2: Question 1
(Source: Self-developed)
[bookmark: _heading=h.zcx153z30dmz]Question 2: From your experience, what key service quality factors mostly influence overall customer satisfaction with service delivery at KPMG?
	Participants
	Responses 

	Participant 1
	“I think delivering high-quality, accurate devices and industry-specific knowledge builds strong client confidence in organisations.”

	Participant 2
	“Accuracy and reliability in the work domain help in providing high-quality outcomes and satisfaction.”

	Participant 3
	“According to me, addressing key issues and efficient response to clients increases satisfaction with professionalism.”

	Participant 4
	“Efficient procedure management of organisations leads to smooth delivery.”

	Participant 5
	“As per my view, production of clear, comprehensive, and actionable deliveries builds trust and credibility among customers at KPMG.”

	Participant 6
	“I think empathetic communication with clients to understand their needs, feelings, and challenges improves engagement.”

	Participant 7
	“An efficient approach to building trust and integrity through ethical consideration and transparency enables strong client confidence.”

	Participant 8
	“Timely delivery of services is the most critical factor. I think this has a great influence on satisfaction and building trust.”

	Participant 9
	“A strong and collaborative working relationship between KPMG professionals and the client helps in improving service quality. This needs proper communication and long-term engagement.”

	Participant 10
	“An adequate knowledge of technique is required for the quality of reporting. I think a clear understanding of high-tech systems helps in enhancing credibility for the business.”

	Participant 11
	“As per my understanding, tailoring solutions based on the needs of a client is necessary rather than generic advice to enhance a personalised approach.”

	Participant 12
	“I think regular and engaging communication with clients helps KPMG to maintain adequate partnership and transparency in the conversation, which reduces uncertainty.”

	Participant 13
	“According to me, professional behaviour is the most abductive concept to influence the customer perception positively. This has been adequate for addressing issues before escalation and ensuring proactive problem-solving.”

	Participant 14
	“I think streamlined workflows need to be maintained properly during the service delivery at KPMG. The use of technological aspects for the simplification of complex and cross-functional procedures improves client confidence and engagement.”

	Participant 15
	‘Responsiveness to queries is required for the improvement in overall customer service satisfaction and strengthening relationships.”

	Participant 16
	“Reliability and meeting deadlines through improving the speed of service delivery are key factors of satisfaction.”

	Participant 17
	“According to me, prompt responses help in increasing satisfaction and show professionalism in the business environment.”

	Participant 18
	“Active management and setting realistic expectations for the prevention of uncertainty are required to improve the value of the firm for a higher satisfaction rate.”

	Participant 19
	“Great coordination between team members enables adequate and seamless delivery of services.”

	Participant 20
	“I think the experience of customers depends on communication, reliability, and consistent performance. Delivery of high-quality experience across KPMG requires efficient, compliant resolutions and a reduction in client efforts.”


[bookmark: _heading=h.pujxqe8upx4f]Table 4.3: Question 2
[bookmark: _heading=h.7qwcmmgvqujr](Source: Self-developed)
[bookmark: _heading=h.35xv5les8i2m]Question 3: In your opinion, how does customer satisfaction influence customer loyalty and retention in professional service experiences at KPMG?
	Participants
	Responses 

	Participant 1
	“As per my understanding, tailoring experience and personalisation help in meeting individual needs. Positive service experience reduces the possibility of switching to competitors.”

	Participant 2
	“I think repetition is common in contracts when the customers are satisfied, which leads to effective loyalty and higher retention rates.”

	Participant 3
	“Proactive support through addressing the issues faced by clients before customers even complain helps in improving their satisfaction. I think this is the reason for building trust among customers, which leads to adequate business opportunities.” 

	Participant 4
	“Clients tend to return to the service experience when their expectations have been consistently met, which reduces the friction in checkout and navigation.” 

	Participant 5
	“According to me, fostering brand communities through social media channels helps in building effective trust among customers. Positive experience leads to referrals and new opportunities for the business.” 

	Participant 6
	“High-quality services enhance customer satisfaction, which has an effective influence on trust-building approach and includes customer loyalty.” 

	Participant 7
	“Strong relationships improve both loyalty and retention. I think consistency in offering a unified experience across different platforms improves the personalised integration for loyalty.” 

	Participant 8
	“As per my view, clients focus on staying with reliable and familiar providers of services. The alignment of values of prices with the quality enhances their loyalty towards the firm and ensures higher retention rates.” 

	Participant 9
	“High satisfaction among customers mainly leads to incredible service usage and community building.”

	Participant 10
	“I think reliability in the product and service quality builds trust among customers, which leads to better loyalty and retention in professional service experience.” 

	Participant 11
	“KPMG is focused on utilising feedback for the improvement in services. I think this satisfaction encourages ongoing engagement with the firm.”

	Participant 12
	“As per my experience, clients remain loyal when their demands are fulfilled and they feel valued during the service delivery.”

	Participant 13
	“I think satisfied customers are more likely to continue their engagement with the firm and ensure long-term relationships.”

	Participant 14
	“The loyalty and retention rates increase when the organisation focuses on the identification of at-risk customers and re-engaging them.”

	Participant 15
	“I think trust-building is important as it reduces the need for clients to focus on alternative options, which enhances loyalty.” 

	Participant 16
	“According to me, resolving complaints quickly helps in client satisfaction, which leads to a willingness to recommend services to others.” 

	Participant 17
	“I think loyal clients often focus on an expansion in their engagement with additional service areas of the company.” 

	Participant 18
	“Good service experiences help in creating long-term loyalty of customers.”

	Participant 19
	“As per my view, loyalty to clients leads to stable and repeat revenue streams for the firm.” 

	Participant 20
	“Customer satisfaction has a greater contribution to increased loyalty over time and higher client retention rates.” 


[bookmark: _heading=h.sb24ax5dfgft]Table 4.4: Question 3
(Source: Self-developed)
Question 4: How does KPMG strategically align its employee development and motivation through leadership for promoting customer satisfaction?
	Participants
	Responses 

	Participant 1
	“In our work environment, we ensure that the personal growth of staff is directed by the operational activities, when they serve customers with full potential, the satisfaction level automatically levels up”.

	Participant 2
	“Actually, we focus on ESG and also add value through training and reward programs”

	Participant 3
	“Based on my point of view… our leading process fosters a high-performance culture….it boosts both customer satisfaction and employee development”

	Participant 4
	“From the place of manager, I prefer to apply transformational leadership, as it helps in inspiring consultants for utilisation with new digital tools…it directly enhances the efficiency of client-facing project delivery in the operating market”.

	Participant 5
	“We focus on Strategic alignment, which occurs when leaders provide clear roadmaps…It can connect individual career milestones towards the achievement of client-focused objectives.”

	Participant 6
	“It's all about leadership priorities…our leading aspect prioritises with technical upskilling, it ensures employees feel confident and motivated while serving customers...that is defined as effective customer service.”

	Participant 7
	“As per my point of view, the managers mostly consider accountability, and development opportunities to empower staff…it helps in taking the ownership of client satisfaction and outcomes”.

	Participant 8
	“Through transparent communication, our leaders clarify to the employees how personal development contributes to improving the firm's reputation and boosting their personal brand”

	Participant 9
	“We are championing digital transformation training…our leadership styles are also shaped in that way for motivating staff in contributing to innovation that leads to modernised service delivery.

	Participant 10
	“As per my vision and work experiences…Leaders of our company are deeply involved in cultivating a supportive environment where feedback-driven development supports employees to proactively resolve client issues”.

	Participant 11
	“Managers of our company are focused on identifying the skill gaps in the early stage of addressing any type of problem".

	Participant 12
	“I focus on leading the way…that aligns to motivation and client success through celebrating wins... a specific training is also conducted in our workplace that led to a breakthrough in a complex engagement”.

	Participant 13
	“Managers play an important role in identifying skill gaps and providing employees with solutions to the specific field…It promotes the customer satisfaction level within our target segment with the help of our motivated and confident staff.”

	Participant 14
	“If you look in our work environment…our leaders promote an inclusive culture, and it helps in diverse development paths to motivate employees to be unique…it also helps in establishing a high-value perspective to every client interaction”.

	Participant 15
	“Our leaders are responsible for guiding the team members in their issues and also motivating them for career growth…when employees are satisfied with the job culture, they surely drive an effective service to customers”

	Participant 16
	“In terms of motivating the staff, a coaching leadership style is commonly applied…. It helps the staff in developing their confidence that can support them in handling any type of critical client base”

	Participant 17
	“The client-focused solutions are guided by leaders who meet modern regulatory and ethical standards and are promoted by our trained staff"

	Participant 18
	“Targeted development programs designed by managers ensure the team remains motivated and confident to provide market-leading, along with expert client service”

	Participant 19
	“Our transformation and coaching leadership help in motivating staff to exceed the client's expectations every day”

	Participant 20
	“KPIs are linked to client feedback, and leaders can drive both professional excellence as well as overall customer satisfaction through the measurement”


[bookmark: _heading=h.tkclf3x0epkh]Table 4.5: Question 4
(Source: Self-developed)
[bookmark: _heading=h.6xpq1o6en5fk]4.3 Analysis
Based on the response, transformational leadership can be considered as one of the prominent attributes from KPMG’s perspective. More precisely, the KPMG managers have consistently highlighted the ability of transformational leadership to inspire, align employees with organisational vision, and foster innovation. For example, the responses from participants 10 and 14 have highlighted the importance of greater discretionary effort and proactive problem-solving in developing strong customer service in complex client engagements. According to Lindert et al. (2022), transformational leadership enables an organisation to blend the stances of employee empowerment through the amalgamation of autonomy and decision-making at lower and middle organisational levels
KPMG’s interview data highlights servant leadership and inclusive leadership as central to how the firm cultivates a customer‑focused culture. Drawing on Canavesi and Minelli (2022), servant leadership is portrayed as a style that stimulates creativity and encourages employees to question established routines. This perspective was echoed by Participant 12, who emphasised that such leadership behaviours strengthen motivation and productivity, ultimately supporting more cohesive teamwork within the organisation. Their account suggests that servant leadership is instrumental in enabling staff to design improved services, processes, and solutions that align with shifting client expectations.
The interviews also underscored the importance of cross‑functional collaboration. Participant 17, for example, highlighted the relevance of transformational leadership in shaping client‑oriented outcomes at KPMG. Attah et al. (2024) similarly argue that transformational leadership helps reduce organisational fragmentation by breaking down siloed work patterns, thereby enabling a smoother, more integrated customer experience.

Taken together, these insights point to a multilayered leadership model for KPMG—one that integrates servant, inclusive, and transformational elements to strengthen employee motivation, engagement, and overall performance, thereby supporting superior client service. Customer loyalty and retention at KPMG is built on the principle of customer satisfaction. According to Manager 1, customer experience and service customisation are important considerations for meeting individual needs and maximising satisfaction (Rane et al. 2023). This individualism reduces the likelihood that customers will switch to competitors, since a good service experience fosters loyalty. Manager 2 emphasises that customers who enjoy its services tend to take on new contracts, reinforcing KPMG's retention strategy (Badmus, 2024). Moreover, Manager 3 emphasises the importance of a supportive attitude in advance: when solving problems with customers before they complain, trust is created and long-term relationships are established. Regularity in service provision is highly important, as suggested by Manager 4, because clients are more likely to repeat business when their expectations are consistently met (Bonfanti et al. 2023). Manager 6 also stresses that when satisfaction levels are high, a trusting relationship develops, which is essential for customer retention and loyalty. Moreover, Manager 5 notes that social media should be used to build a sense of community in which satisfied customers become brand ambassadors, leading to more referrals. These reactions are consistent with the current literature on customer loyalty, which consistently shows a connection between satisfaction and retention. A good customer service experience increases the likelihood of customers developing repeat business and positive word-of-mouth, underscoring the importance of customer service experiences in the workplace (Kuppelwieser et al., 2022). The analysis shows that customer satisfaction is a driver of customer retention and loyalty at KPMG. 
At KPMG, the role of leaders is important in streamlining employee development and motivating efforts to enhance customer satisfaction. The respondents repeatedly point to the significance of transformational leadership and strategic alignment, in which leadership helps employees align their personal development with the organisation's goals and objectives, thereby having an immediate positive effect on service quality (Nguyen et al. 2025). Participant 1 points out that customer satisfaction automatically increases with the growth of employees involved in operational activities, as they feel more competent and inspired in their jobs. The training and reward programmes, as cited by the Part player 2, are well-planned initiatives aimed at enhancing employee engagement and performance to improve service delivery. Employees are motivated by leadership practices that build a high-performance culture, as implied by Participant 3, which, in turn, directly increases productivity and customer satisfaction (Sharma et al., 2025). Moreover, transformational leadership, as noted by Participant 4, can motivate employees to adopt new digital tools to improve the efficiency of service delivery. These leadership practices make staff members feel assured, capable, and aligned with KPMG's service excellence objectives. Also, two participants (Participants 5 and 6) emphasise the role of technical upskilling and key career milestones in empowering employees. This emphasis on continuous improvement makes employees enthusiastic and well-prepared to provide excellent customer service. In addition, Participant 8 highlights the importance of open communication, in which leaders clarify that personal growth can directly enhance a firm's image and increase customer satisfaction. Inclusive leadership will create an atmosphere in which employees are appreciated and motivated, thereby delivering quality services (Yousaf et al. 2022). In general, the leadership practices at KPMG are well correlated with employee motivation and development.
[bookmark: _heading=h.ca4x0uyypxxv]4.4 Discussion
1. Leadership Styles and Employee Motivation at KPMG
The research demonstrates that various leadership styles utilised in KPMG influence employee drive in distinct ways, with transformational leadership being the most well-known and effective. Multiple individuals (Participants 1, 5 and 11) noted that transformational leadership can align with employees' personal values and the organisation's vision, contributing to intrinsic motivation and the participants' long-term commitment to the organisation. To achieve performance that surpasses expectations, leaders who practice transformational leadership inspire their followers to align with the organisation's goals and interests (Greimel et al., 2023). The influence transformational leadership has on followers through charisma, inspiration, intellectual stimulation, or personalised attention can be used to characterise it.
Situational leadership also matters in employee motivation (as in Participants 6 and 13). The style is especially very effective when dealing with dynamic environments like KPMG, where different projects require different approaches. To improve their human resources and subordinates in continuing companies, managers and leaders can realistically apply situational leadership theory (Mulyana et al., 2022). On the other hand, transactional leadership with a reward-and-penalty system was also recognised as effective for maintaining performance consistency, especially in well-organised activities such as auditing (Participant 8). Abdelwahed et al. (2023) argued that transactional leadership focuses on interactions between the leader and followers, with the leader controlling incentives and agreements. In this respect, the focus on transformational leadership at KPMG is closer to the objective of long-term employee motivation, since it instils a culture of innovation and interaction.
2. Key Service Quality Factors Influencing Customer Satisfaction
In the KPMG case, several service‑quality factors were identified as central to customer satisfaction, particularly reliability, responsiveness, communication quality and trust. Participants 2, 6, and 12 highlighted reliability—delivering accurate and timely services—as a key expectation, reflecting Tien and Huong’s (2023) finding that reliability strongly shapes satisfaction in service‑driven sectors.
Responsiveness was also emphasised. Participants 7, 15 and 17 noted that promptly addressing customer queries and anticipating problems helps build satisfaction and long‑term relationships. This aligns with Kakarla (2025), who argues that responsiveness and empathy are vital in professional services where clients often face complex issues.
Trust and ethical behaviour were repeatedly mentioned as essential for sustaining customer satisfaction. Participants 7, 9 and 19 stressed that transparency and ethical decision‑making strengthen long‑term client relationships. This supports the Commitment‑Trust Theory, which positions trust as a foundation for lasting relationships and customer satisfaction in service industries (Wistedt, 2024).
3. The Impact of Customer Satisfaction on Loyalty and Retention
Question 3 results revealed a clear correlation among customer satisfaction, loyalty, and retention. Participants (Participants 1, 13, and 19) have pointed out that personalisation and customisation of services based on individual clients' needs are important drivers of loyalty. This is also supported by the idea of relationship marketing, as defined by Pfajfar et al. (2022): the need to develop personalised experiences to promote loyalty and retention. 
Moreover, trust and reliability were once again identified as critical factors for ensuring client retention (Participants 2, 6, and 10). These findings support Vamplew's (2022) claim that gladiators who trust that an organisation can provide quality, reliable services will be more loyal and continue to interact more. Preventing client churn and maintaining a positive relationship, along with proactive issue resolution, as mentioned by a few participants (Participants 3 and 12), were identified as major strategies.
4. Leadership, Motivation, and Employee Development Strategies for Promoting Customer Satisfaction
In Question 4, the findings highlight leadership’s strategic role in linking employee development to customer satisfaction. Participants 1, 4 and 6 emphasised that transformational and coaching leadership motivates staff and strengthens their capacity and willingness to deliver high‑quality service. This aligns with Yousuf et al. (2024), who argue that emotional intelligence, coaching, and development opportunities enhance employee engagement, confidence, and performance.
Participants 9, 14 and 18 further stressed that career‑development and training programmes are essential for equipping employees with the skills needed to meet customer demands effectively. The importance of aligning leadership practices, employee development, and customer satisfaction was also noted. Participants 5 and 12 highlighted that clear communication about how individual goals contribute to customer‑focused outcomes boosts motivation and, in turn, satisfaction levels. This supports ANANYI and Ololube’s (2023) view that leadership is central to aligning organisational objectives with employee motivation.
Meeting the Research Objectives
· Objective 1 was achieved through the realisation that transformational leadership is best when it comes to employees' motivation in the long-term engagement and customer satisfaction.
· Objective 2 was fulfilled through assessment of leadership styles in KPMG; transformational leadership, coaching, and situational leadership were found to be the most effective in employee motivation.
· Objective 3 was pursued by identifying the most important service-quality dimensions, such as reliability, responsiveness, empathy, and trust to customer satisfaction.
· Objective 4 was achieved by exploring the role of leadership, motivation and development strategies in customer satisfaction, and established that all leadership styles that are aligned with employee development and client-oriented goals influence customer satisfaction and loyalty directly.
[bookmark: _heading=h.djau16109hm8]4.5 Chapter summary
This chapter has supported the findings regarding customer satisfaction, leadership styles, employee motivation, and their effects on customer loyalty and retention at KPMG. The discussion has also indicated that customised service, active support, and stable service quality contribute to increased customer satisfaction, which subsequently enhances loyalty and retention. It further examined how KPMG's leadership practices support employee development relative to customer satisfaction objectives. The chapter highlighted the significance of transformational leadership, effective career milestones, and training programmes in achieving motivated employees, which contribute to better service delivery and client satisfaction.


[bookmark: _heading=h.k7yqddochpig]CHAPTER 5: Recommendations, Conclusion and Limitations of the Research 
[bookmark: _heading=h.3a4s1fa8ummw]5.1 Introduction
The chapter will summarise the key findings to clarify the research concept. Additionally, the chapter will illustrate suggestions for future research. 
[bookmark: _heading=h.8jlplm90ghg1]5.2 Implication of the study
KPMG’s shift toward a strongly client‑focused operating model, aligned with the principles outlined by Vargo and Lusch (2008), creates a valuable context for examining how global service philosophies are interpreted through clients’ immediate impressions of their overall experience in the UK market. Strengthening this alignment offers KPMG the potential to enhance performance in the core drivers of customer satisfaction and to achieve greater coherence in employee output, as higher levels of client satisfaction are typically associated with more effective staff engagement.
Debates within the literature continue to highlight that customer satisfaction lacks a universally consistent definition or measurement approach. Much of the traditional scholarship relies on the five dimensions of service quality—tangibles, reliability, responsiveness, assurance, and empathy (Parasuraman et al., 1988)—yet their relevance can vary across sectors. In advisory and consulting environments, firms often depend on qualities that extend beyond physical service cues, including professional expertise, credibility, and open communication (Wirtz and Lovelock, 2016). This shift is advantageous for KPMG, as it enables the firm to broaden its value proposition beyond technical problem‑solving and incorporate a more holistic focus on enriching the client experience.
[bookmark: _heading=h.rjj7unjhhyml][bookmark: _heading=h.grt11b2n88xf]5.3 Conclusion 
The study is designed to investigate how effectively KPMG’s customer service supports client satisfaction and to identify ways to strengthen it. Its objectives break this broad intention into specific analytical tasks, while the research questions ensure that the theoretical framework, empirical evidence, and practical considerations remain tightly connected throughout the inquiry. This coherence reflects the principles of rigorous research design outlined by Saunders et al. (2019), enabling a systematic exploration of how KPMG gathers and applies client feedback and satisfaction indicators to improve relationships and maintain a competitive position within the professional services sector. By clearly defining the scope of the investigation, the questions help concentrate attention on measurable elements of service delivery that are strategically important to the organisation and academically relevant. They also imply that satisfaction is shaped by both the operational quality of the service and the relational dynamics between provider and client, as highlighted by Zeithaml et al. (2018).5.4 Recommendations 
In service‑driven organisations, customer satisfaction functions as a central indicator of overall performance because it shapes loyalty, brand standing, and financial outcomes. Kotler and Keller (2016) argue that when clients feel well served, they are more likely to continue their contracts, expand their use of different service offerings, and recommend the firm to others, behaviours that support sustained growth. Conversely, unhappy clients can easily withdraw their business and harm a firm’s reputation, particularly in sectors where trust and professional integrity are fundamental. As expectations rise for personalised and digitally enhanced service delivery, organisations must ensure that their customer experience approach, technological development, and value-co-creation efforts are closely aligned.
[bookmark: _heading=h.a6r59v17r82i]5.5 Limitations and recommendations for further research
The research has been conducted using primary qualitative analysis; however, the lack of empirical environments has hindered the understanding of the relationship between the research variables. In essence, the research has been suggested to use primary qualitative methods in the coming times to gain deeper insights into the key variables. The methods have been changed from surveys to interviews to reduce the time required to gather research findings. The change in the data collection procedure has affected the findings rather than the other section of the research. It has been decided to use the interview method to collect data directly from the participants. 


[bookmark: _heading=h.b44k6i1tmp3k]Element 2: Research Process Reflection
[bookmark: _heading=h.wmkzeh42dxle]Application of Kolb’s reflective model 
[image: ]
[bookmark: _heading=h.qbed0e9ujynz]Figure 1: Kolb’s reflective model 
(Source: Self-developed)
Concrete experience
During my research on customer service satisfaction at KPMG, I ensured that my analysis drew on both empirical evidence and scholarly literature. My investigation centred on leadership dynamics that shape employee motivation, recognising how these internal factors ultimately influence the quality of service delivered to clients. The key area of focus was the organisation’s use of transformational leadership, which appears to play a crucial role in sustaining reliable and client‑focused service outcomes.
To support this line of inquiry, I consulted academic work on how leadership practices can be strengthened to enhance employee engagement and, in turn, improve service performance. Chiguvi et al. (2025) emphasise that understanding the drivers of leadership effectiveness and employee motivation is essential for elevating customer experience. Guided by this perspective, I applied transformational leadership theory to explore how leadership behaviours interact with employee motivation and how this relationship contributes to higher levels of customer satisfaction.

Reflective observation
While I was engaged in the research, I underestimated the contribution of leadership and motivation to enhancing service delivery and customer satisfaction. Liao et al. (2025) stated that leadership and motivation are effective in developing a shared vision among employees to enhance customer service and meet corresponding requirements. I understood that decision-making plays a crucial role in optimising leadership and motivating employees. The impact correlates with improving service quality, which could satisfy customers to a significant extent, leading to more engaged customers. Leadership and motivation across workplaces are important for balancing control over employees’ contributions to customer satisfaction (Zidayatullah et al. 2025). I understood that evolving trends in customers’ purchasing behaviour pose difficulties for organisations in fulfilling relevant needs. In this respect, communication can be effective in optimising leadership and motivating employees to serve enough customers and maintain satisfaction. Therefore, maintaining a balance between leadership and motivation is effective for optimising customer-centric services, as inferred from the academic and primary data findings.
Abstract conceptualisation
An examination of both the scholarly literature and the interview evidence on how KPMG sustains customer satisfaction suggests that transformational leadership offers the strongest conceptual fit. This perspective emphasises the importance of articulating a clear direction and energising employees to elevate the quality of client service, thereby strengthening overall satisfaction levels. Interpreting the findings shows that when staff are inspired and supported by effective leaders, they are better able to deliver tailored, high‑quality experiences to clients. Moreover, the data reinforces that leadership, employee motivation, and opportunities for continuous development are essential for ensuring consistent service standards, which play a vital role in maintaining long‑term client engagement.
Active experimentation
While undertaking the research, I understood that transformational leadership can be essential for reading and motivating employees to satisfy customers across companies such as KPMG. Transformational leadership inspires employees to optimise the quality of services provided to customers, which could help improve the corresponding experience. I also understand that analysing customer feedback can help identify corresponding needs, which can be addressed by enhancing service quality to ensure satisfaction. 


[bookmark: _heading=h.ok07qr33jf32]Element 3: Methodology poster
[image: ]
Methodological overview 
The methodological plan includes a blueprint of the overall research process on “customer service satisfaction at KPMG”. An interpretivist research paradigm has been adopted in this study to collect qualitative data on customer satisfaction at KPMG. According to Pervin and Mokhtar (2022), the influence of interpretivist philosophy allows the use of subjective data on a relevant topic in conducting the research. Fundamental shifts in goals regarding customer satisfaction at KPMG can be pursued by measuring and testing objective facts. In addition, an exploratory research design has been selected to inform the interview structure for collecting information on the planning of customer satisfaction strategies in a corporate setting. The flexibility and open-ended nature of exploratory research design help to reflect complex issues in the simplest way (Olawale et al. 2023). A data collection method is directly related to the quality of research findings, and a primary qualitative research method has been selected to ensure the research flows smoothly. 
A qualitative method was used in this research on customer satisfaction, collecting primary data through interviews with 20 participants. According to Lim (2025), the qualitative method examines human behaviour and experiences, considers social phenomena, and enables the collection of relevant real-life information. Purposive sampling techniques will be used in this research by selecting interview participants with 3 years of experience at KPMG. A narrative data analysis method has been used in this research to interpret the interview transcripts. Lastly, the UK’s GDPR 2018 has been adhered to in order to protect participants' information and ensure lawful, fair, and transparent research practices.
Findings 
It has been recognised in the findings section that, from KPMG's perspective, transformational leadership is a key pillar of customer satisfaction. The managers of this business organisation apply coaching, servant, and inclusive leadership styles to shape business performance within the customer segment. From the interview responses, the alignment among leadership, employee development, and customer satisfaction is recognised. One of the interview participants has stated that “We focus on Strategic alignment, which occurs when leaders provide clear roadmaps…It can connect individual career milestones towards the achievement of client-focused objectives.” Transformational leadership plays a significant role in addressing the impulse toward silos within this organisation and in ensuring the delivery of a seamless customer journey through cross-functional collaboration. One interview participant stated that “I believe transformational leadership is the most effective because it creates a sense of purpose. Employees are motivated not just by outcomes but by the impact of their work.”. Thus, a multidimensional leadership framework has been conceptualised for KPMG to ensure balance among employee motivation, engagement, and performance.
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	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐

	8
	If YES, please give the certificate number. If the certificate number is not available, please write “Pending”; in this case, any ethical approval will be subject to the provision of the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality 

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	
Participants will be offered the opportunity to receive a summary of the final research findings once the project is complete. They will receive a debriefing and feedback immediately after participation in person, including the purpose of the research and feedback to all participants.

 

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.


	
	Before any individual is invited to take part in the customer service satisfaction study at KPMG, they will be provided with a clear and comprehensive Participant Information Sheet (PIS). This document will be written in plain, accessible language and follow all guidelines.
             The purpose and aims of the study
	What participation involves and the estimated time commitment
	The voluntary nature of participation
	Any potential risks or discomforts
 	How data will be collected, stored, anonymised, and used
	Their right to withdraw at any time before anonymisation
	How confidentiality and privacy will be protected
	Contact details for the researcher and academic supervisor
 Data protection compliance – outlining how data will be handled in accordance with GDPR and the UK Data Protection Act 2018.


 

	3
	Confidentiality / Anonymity
Set out how the anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	No participant's age or name will be used in the event
There will be limited access to raw data for the researcher 
Confidentiality in Research Outputs and any reports that use data
 



SECTION J: Data Protection and Storage 

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	x

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


 

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	x

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	


 



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk drives/ memory sticks?
	☐
	☒

	10
	“Cloud” storage or websites?
	☐
	☒

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	
Data is password-protected.


 



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☒
	☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of a data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	


 

	22
	List all who will have access to the data generated by the research activity:

	
	

The researcher and the supervisor

 

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	
The researcher 

 

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so, how, and if not, why not?  

	
	
I will store the data I collected on my OneDrive storage for future use. I will be the only one to access the data I've collected, and I will delete all data that’s not useful to me.


 

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	
No


 

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has been completed or until the end of your funding
	YES
	☒





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application, I hereby confirm that I undertake to ensure that the above-named research activity will meet the University’s Research Ethics and Integrity Code of Practice, which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Petal Windeth/ P. W
	Date:
16/03/2026 
(Date before the proposed data collection date. Please give at least 7 days)



For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	Mohammad Rahman
	Date:17/03/26

	3
	Signature:
	Md. Mostafizur Rahman


	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form.

	☒
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of the final/interim approval from the external organisation (where appropriate)

	☒
	I have attached a full risk assessment (where appropriate). ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above-named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection, all documents intended for respondents (including information sheets, consent forms, questionnaires, interview schedules, etc.) must be confirmed by the DoS/Supervisor, module tutor, or Academic Director.



	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk, with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore, you must check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.



This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/
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Methodological overview

The methodological plan includes a blueprint of the overall research process on

“customer service satisfaction at KPMG”. An interpretivist research paradigm has

been selected in this research to collect qualitative information on customer

satisfaction at KPMG. As per the views of Pervin and Mokhtar (2022), the

influence of interpretivist philosophy allows the use of subjective data on a

relevant topic for conducting the research. The fundamental shifts in goals

Findings

regarding customer satisfaction level in KPMG can be attempted by measuring or . . 5 . . .
It has been recognised from the findings section that transformational leadership can be considered as one of

testing the objective facts. In addition, an exploratory research design has been

the important pillars behind customer satisfaction from KPMG’s perspective. Coaching, servant and inclusive

selected to frame the interview structure for collecting information on the

leadership styles are applied by the managers of this business organisation for shaping the business
planning of ways of customer satisfaction in a corporate setting. The flexibility

) performance within the customer segment. From the interview responses, the alignment among the
and open-ended nature of exploratory research design help to reflect complex

leadership, employee development and customer satisfaction is recognised. One of the interview participants

issues in the simplest way (Olawale ef al. 2023).
has stated that “We focus on Strategic alignment, which occurs when leaders provide clear roadmaps.. It can

A data collection method is directly related to the quality of findings of a connect individual career milestones towards the achievement of client-focused objectives.” The

research, and a primary qualitative research method has been selected to ensure transformational leadership plays a significant role in addressing the impulse of silos within this organisation

(i s o, and ensuring the delivery of a seamless customer journey through cross-functional collaboration. One

interview participant stated that “I believe transformational leadership is the most effective because it creates

A qualitative method has been applied within this research on customer

a sense of purpose. Employees are motivated not just by outcomes but by the impact of their work.”. Thus, a

satisfaction by accumulating primary information as well as conducting an
multi-dimensional leadership framework has been conceptualised for KPMG that ensures balance among

interview among 20 participants. Based on the views of Lim (2025), the
employee motivation, engagement, and performance.

qualitative method examines human behaviour and experiences, considering the

social phenomena and allows to gather relevant real-life information. Purposive

) References
%' Olawale, S.R., Chinagozi, O.G. and Joe, O.N., (2023). Exploratory
research design in management science: A review of literature on
conduct and application. International Journal of Research and
Innovation in Social Science, 7(4), pp.1384-1395.

Pervin, N. and Mokhtar, M., (2022). The interpretivist research
paradigm: A subjective notion of a social context. International
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 Development, 11(2), pp.419-428.

Lim, W.M., (2025). What is qualitative research? An overview and
guidelines . Australasian marketing journal, 33(2), pp.199-229.

sampling techniques are going to be used within this research by selecting

interview participants with 3 years of working experience in KPMG. A narrative

data analysis method has been used within this research for interpreting the

interview transcripts. Lastly, the UK’s GDPR 2018 has been followed for
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protecting the participants' information and ensuring lawful, fair, and transparent
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research implications.
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