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ASTUDY ON MANAGING CONSUMER SATISFACTION 
tomer 

satisfaction heps your vu e Du 
ucees ana a competitve cdge 

uson 
over competitos. 

SatSiu o 
a" 

a n proviae repeat business, 

referrals and word-ot-mouth aavertsing 
gner satistae tion ievets increase customer luyalty. Pradeep Kumar h 

Vinutha 
Department of Business Administralion 

St Francis de Sales College 
Bangalore.560100 Karnataka 

reduce churn and the cost oaqungew customers. zain sight's customer success 

management solution ganen inoa 
m pic 

urces oniine to creale a holistic view 

of customer's usage and their expectatns aDout uie prOduct. Lompetitors that are prospering 

in the new glooal ceonomy recegniZe that easuring cUstormer satistactions key. Only by 

Prol. Ramandeep Kaur 

Department of Business Administratior doing s0 can ney neu on 

t 
uc une ey navc anu unucsLund how to bettcr attract new 

St Francis de Sales College Customers. Successtul competios recogEe at custoner SLIs1actlon 1s a eritical siralegB 

Bangalore.560100 Karmataka weapon that can bring increased market share and mereascd prafis. 

ABSTRACT LITERATURE REVIEw 
Cantom satisfactiom bas long becn considercd a standard measure o! business periormiance 

inge othe mesures such as financials and market share including customer fcedback into 

perfarmancs mwrement provides a much more conplete picture of the health of the 

nim Comsuer atistaction is the topic cmplasied throughout the boak. Consumer 

atin a the cosumer's feel that the pduct has met or exceedcd expectations 
Eapects ar often the outcome of conication, particularly pubIcily. in thc lace o 
mcrng ompetitin in the form of products, organizations, and distribulion oullets, 

mr snfctun bas become a síable strategy to maintaining market share against the 

Satisfaction is the customer s tultnllment response. It is a judgmietnmlal that a product or seTVICe 

Teature, or the product or service iEseit, provides a pieurable ievel ol consumptson relateu 

fulfillment (Oliver, 1981). According to Gustafssop (2005) customer satisfaction is defined as 

customer s overll evaluation of the pertormaTet an ottering to date. Hayes (2008) delincu 

the teris ot customer satisfuction and percepions of quality are labels we use to sumimarize a 

set of observable actions related to the fcoduct or service. Another author Hunt (1977) delines 

customer salisiaction S a procesgDt evaluation rendcred that he experienee Ns at cs 

good as it was supposed to he, More precisely, consumer satisfaction definitions have euner 

ing he cuspen s an essenilial cicicit to Stayng n Dusiness n is 

deward d gisal competition. In market rescarch to determine specilic prospects and so cmphasized an evaluation process (e.g, lunt, 1977; Oliver, 1981, Fornell, 1992) or a response 

Tatng mrkeng trategy to mcet or excccd those expectations is u great contributor to 
o un evalualion process (eg. Howard & Sheth, I969; Oliver, 1981, 1997; Westbrook & Reilly, 

Sucs 1or Organzaion 1983; Tse & Wilton, 1988; Halstead, iHartman & Schmidt, 194) 

Aey words:Cuntomer Satistactnon, Expectations, Organization, 1Susiness, Competno1. 
OBJECTIVES OF THE STUDY 

INTRODUCTION 

nderstanding thc expectilions and requiremients oryour customets 

O explore he component of Consumer Salislacton 

stom 

uic cetlet of all bustncss actiuons. As a maller of lact, job is basicaly nte?hdcu 

asactau of consurner tceds The customer is the main focus of any organizilon, una " 

be rcaled with rspect The purpose of this puper is to discuss the mporne 
taction in ordcr to achicve success in the marketplace. Customer salisiuc c he dcgroc ot satinficd customers by which they are willing to pay more tor E and ierviues pruv dcd by an urgania alion. 
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b. Delivercu by a caring. tricnidly peron: 

Your pertect prouuct nOW reuiresS caring, ichuiy peopie to deliver it. 

KEY STRATEGIES 

in a timely 
lashion: 

In our worid of iPhones and IM. your customers get to decide what is and isn't an 

ei and requirements of your customers ppruptiaie 
imeinc. A PEICCt prOduct delivered late by Iricndly, caring peopie is the 

abo vay rom onc industry to another, reflectingg industry. 
p esperience In many countries, people have lower expectations 

cquivalcnt o 
a eteete one.ustoer eNpETenees guuc heir epectators, so an* 

time delivery standards continue to get toughet all the Lime what your customer today 

thinks of as on-tume delivery is not only stricter than what her parents would have 

T tham they do oft private companies.Expcctations may even vany 

d c goups (eg. between men and women, older and youngcr 

venun whte-collar work.ers) To make things more complicated 

toicrated, itS stricter than what even her older sister would have tolerated. 

d. The support ot an ctlective problem resolution process: 

die rum comry to country Service Drcak downs Anu oncr pronierms experienceu by custormers are crucial 

nolional moments in a business relationship. heretorc, soiving these prooIens wil 

e hu providmg msistace to cur clicnts is central to our prosperity. We intend t 
have an oulsizcu impact on your business successi That's why you need an cttective 

ea t a of aur cicns ty adastung ur job appropriatcly and 

no surpans thonc capexttps by upholding robust relationships, 

peiarmng na tmey mannr and upphy ing our dn idual business judgcment to move the 

probicim resolulion prOcESs. 

s of ut clts cumtem with the haghest eidards of our industry. This pursuit of quality ads NDINGs 

aort ating our organization. We scck lor the highes 
oraera order tocht coirardina dutcontes. For our leam, goals arc made, dssesscd an 

In consumer satislaction research, i much more popular and Inuittul to study consumieTs 

ognitive processes such as coplfmations or disconfinmations of expcctatlions than to 

hutired on hn nd toremont, nevertheles, quality outc omies are recquireu 
sumers SO onormic 

characteristicsASO Support Tor felationsnips 

for our umetn whu we at commtcd to attaining attractive returns ona logical basis. Detwech consuner satistaction und consumer charactcristics seems to e welk. ut s 

shiould not be an obstacle in research etforts toward consumers charactenstics. Since 

12 Toepiare the auncnd ofCommct diafaction mers are lims' linal target and source of revenue and consumers' characteristics and 

Sapar cu au n ne t the nderpurnings of the exceptional relationshp we 

ncir felationships with consumers purchasing behaviors are clearly important to firms as 

well as to marketing heoy call trr c Aa. tartunatciy, cuatncr satisfaction is bascd on lour prcdictane 
actun 

sUGGESTIONS 

ustotcn arc saslicd whcccr y ucastcrilly fcLcive. 
Give Customer hope 

Nclively listening lor Icelings. 

pertect prondu Ask What Other questions do you have. 

Cusloners want delact-frcc products and services. You necd to design your pruxu 
Know your stufl. 

senice so that t can be apected to functon perfectly within foresceable bounuar 
Never tell the Custommer Nu. 



mer retu 
Show crsumer they are manet. 

SALES CONCEPT AND SALES SUCCESS 

RAHUL 
CONCLUSION eparunient of BBA 

St Francis De sales colege 
The precedimg mind revicw gives deseriptions rom previous literatures on custoner 

Karnataka angalore s60 100 

satin with its related vaniables and dimensons. nis 1s E mpotan ever 

E anee er ager anu hake sure the survival tn ne indusity hcreture, th Rrern 
ASSsAnt protessor, 

her mg ut this mind map to overcome those issues regarding the eustomer 
ination in every organization they has dtferent types of need and want, but they expect t 

Department ot Hachelor of Administratian 

St Francis De sales college, 

Kamataka Bangalore 560100 s it's hrough ther goods and services. Henice they have the respeinsibilniy to identilyth 

ols that e mpact on custorier satistaction especally in heir organi/alion s prokducts and 

ABSTRACT 

In this study the Sales concept, the etfect of Selling and.focusing and analyzing ihe sales 

tranaction in the sales cancepl. he saies cOncept es manger carn be changea makCg 

REFERENES from the begirning the century lavored the gties ot many bearnng and amogous 
concept of sales concepts. Sales success- This sales concept the moment of our customers e Tse, D. K and Wilton. P. C. (09881Mdels of cons umer salistction Jormaton: An 

exiesin Joumal of manetingearch,5. Ip. 205-2l2 
Achieve thne desired Oulcome ot ihe corupany sales success. we define sales as success the 

level of achiev ement of Sales schoand the organzation sales project ot a a 
nuierical , validity result ofl stes people of sales access , While the terms markctung coneep 

and selling concept are often bsed to describe the processes of sales and marketing. there 1s 

Jmes U. N.S. (1997) Hospislity & calering A Closer Look. L.ondon: C'ussel 
wrlinghons House. 

Katier, P. (256). Marketung Management. N Y: lrentice Iall 
seiUom a clcar 1elling ot wlhat they mean or how they have chaged over te 

Tnrak,A. M. 12014). Factors intlucneing customer salislaction in mobile 
tciccommunicdions industry of Nepal 

Hgnilicanly, liere is a general mix- up among the public that ihese two iucas appy oy" 

hie adverlising and direct selling techniques we see and hear every day. In reality, consue 
d in 

S ana uitect Selling reptresents only a smal percentage O w 

c markeling and selling concepts. In discussing these two important ideas, Lis poy 
* particularly intcrested in addressing how the marketing and sales concepts apply n tne 

ubiness (industrial) setting. In evaluating industrial mareing and sics, 

u 

papct will argue that there inevitably will be a need to eliminate the sepurate ceoncepts an 
ingle them into one cohesive idea, or more directlythat separate concepts will ccase to exa 
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