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i. Explain various techniques of assessing customer response?
Answer:
Managing customers’ satisfaction efficiently is one the biggest challenge an organization face. The tools or methods to measure customer satisfaction needs to be defined sophisticatedly to fulfil the desired norms. There are following methods to measure customer satisfaction:

Direct Methods: Directly contacting customers and getting their valuable feedback is very important. Following are some of the ways by which customers could be directly tabbed:
a. Getting customer feedback through third party agencies. 
b. Direct marketing, in-house call centres, complaint handling department could be treated as first point of contact for getting customer feedback. These feedbacks are compiled to analyze customers’ perception. 
c. Getting customer feedback through face to face conversation or meeting. 
d. Feedback through complaint or appreciation letter. 
e. Direct customer feedback through surveys and questionnaires. 


Organizations mostly employ external agencies to listen to their customers and provide dedicated feedback to them. These feedbacks needs to be sophisticated and in structured format so that conclusive results could be fetched out. Face to face meetings and complaint or appreciation letter engages immediate issues. The feedback received in this is not uniformed as different types of customers are addressed with different domains of questions. This hiders the analysis process to be performed accurately and consistently. Hence the best way is to implement a proper survey which consists of uniformed questionnaire to get customer feedback from well segmented customers. The design of the prepared questionnaire is an important aspect and should enclose all the essential factors of business. The questions asked should be in a way that the customer is encouraged to respond in a obvious way/. These feedback could received by the organizations can be treated as one of the best way to measure customer satisfaction.

Apart from the above methods there is another very popular direct method which is surprise market visit. By this, information regarding different segment of products and services provided to the customers could be obtained in an efficient manner. It becomes easy for the supplier to know the weak and strong aspects of products and services.


Indirect Method: The major drawback of direct methods is that it turns out to be very costly and requires a lot of pre compiled preparations to implement. For getting the valuable feedbacks the supplier totally depends on the customer due to which they looses options and chances to take corrective measure at correct time. Hence there are other following indirect methods of getting feedback regarding customer satisfaction:





Customer Complaints: Customer’s complaints are the issues and problems reported by the customer to supplier with regards to any specific product or related service. These complaints can be classified under different segments according to the severity and department. If the complaints under a particular segment go high in a specific period of time then the performance of the organization is degrading in that specific area or segment. But if the complaints diminish in a specific period of time then that means the organization is performing well and customer satisfaction level is also higher. 

Customer Loyalty: It is necessarily required for an organization to interact and communicate with customers on a regular basis to increase customer loyalty. In these interactions and communications it is required to learn and determine all individual customer needs and respond accordingly. A customer is said to be loyal if he revisits supplier on regular basis for purchases. These loyal customers are the satisfied ones and hence they are bounded with a relationship with the supplier. Hence by obtaining the customer loyalty index, suppliers can indirectly measure customer satisfaction.


ii. Discuss the role and function of policies and procedures in meeting customer requirements?
Answer:
We expect customers’ interests to be at the heart of how firms do business. Customers can expect to get financial services and products that meet their needs from firms that they can trust. Meeting customers’ fair and reasonable expectations should be the responsibility of firms, not that of the regulator. Treating customers fairly – towards fair outcomes for consumers! These remain core to what we expect of our firms policies & procedures. We will continue to use them as an important factor in guiding regulatory decisions and actions taking.
Consumers can be confident that they are dealing with our firms where the fair treatment of customers is central to the corporate culture. Products and services marketed and sold in the retail market are designed to meet the needs of identified consumer groups and are targeted accordingly. It can be defining with clear information and are kept appropriately informed before, during and after the point of sale that customer are satisfied. Whenever consumers receive advice, the advice is suitable and takes account to improve the circumstances. Consumers are provided with products that perform as firms have led them to expect, and the associated service is of an acceptable standard and as they have been led to expect. Hence, do not face unreasonable post-sale barriers imposed by firms to change product, switch provider, submit a claim or make a complaint.
We continue to expect firms to make use of suitable management information to monitor the outcomes that they are achieving for the customers. This may comprise a range of information of different types, both numeric and descriptive, but it is important that it is forward-looking (enabling management to identify risks to customer outcomes rather than dealing only with known issues) and that it is acted upon when necessary.
The role and function of policies and procedures in meeting customer requirements which is vital role information that is collected data, information, trance analysis during a period of business activity! It may be about customers, staff, calls, visits, meetings, sales, opinions, parts of a process, predictions etc. As a firm is not just numbers. Quantitative data analysis is valuable to any business, but commentary or opinions which and can help provide a comprehensive, balanced view. All information relevant to a firm, from whatever source, can be described by role and function of policies and procedures in meeting customer requirements. It should enable management to make good decisions. To do this, we should be:
· Accurate – the correct numbers with any commentary contributed by the right people.
· Timely – available sufficiently quickly after the relevant business activity to enable managers to act.
· Relevant – displaying what a manager can directly influence or something that they may need to escalate to someone who can take the necessary action.
· Consistent – consistent on a period-to-period basis to allow managers to spot trends and make sound decisions.



Though it may produced for, or requested by, management on a particular issue or concern on an ad-hoc or infrequent basis. This approach is more cost effective if the investigation is a one-off event. In general, though, we should be produced and monitored regularly to avoid problems rather than commissioned in response to problems.


Firms need to try to define what success in delivering fair outcomes for customers means to them. We are not always looking for zero failure but we do expect high standards to be consistently as well as good way to help management focus on the right areas.

· Seen – an appropriate level of management receives, understands and reviews the MI;
· Challenged – anomalous or unexpected results are challenged;
· Analyzed and monitored – the right messages and conclusions are drawn from the data;
· Acted on – where appropriate, actions are taken to remedy the situation, to
· Investigate further and to follow up on those actions; and
· Recorded – records are made of what is done and information is subsequently
· Gathered to enable the success of those actions to be assessed


Policies and procedures that governs and regulate privacy and confidentiality of client information! This concept not only applies to what you can disclose about your clients or your organisations outside of work, but also what can be shared in network meetings. What information can be shared with other organisations, who shares it and how this information is given out should be clearly defined in any effective, professional service. That supports the practice of services. Policies and procedures must reflect legislation and ethical standards of the meet the customer satisfaction and requirements. Quality of service delivery is dependent on the responsibility of both the organization and the worker in following the policies that guide service delivery.


iii. What is the role of quality management in meeting customer needs?
Answer:
Quality management and its requirement for continuous improvement plays a vital role in ensuring that customer-focused organisations better identify and address core customer needs. Companies are reliant on their customers for their existence and well-being and should therefore recognize all existing and potential customer needs, meet customer requirements and strive to surpass customer expectations by following total quality management processes across the organization.

Understanding customers’ needs and expectations – this is essential across all aspects of a business, from product design and development, production, pricing, delivery, after sales support and any other area of the organization that has an impact on the relationship with the customer. Satisfied customers will be repeat customers, they will also provide positive reference to other potential customers, both of which are important in order to have a business prosper and grow. Understanding what customers require, continuously adapting to suit their changing requirements and improving the quality of service is an excellent route for effective quality management.

Balanced approach among customers and other stakeholders – customers are not the only parties who have a role or an interest in the success of a business and its activities and achievements. Other interested parties who should be included are employees, suppliers, partners, owners, shareholders, suppliers, the local community, government and regulators, all who form the collective group of stakeholders. Understanding their respective needs and balancing them with the customer’s needs will ensure a more complete approach to exceed customer expectations, a greater level of service and a better understanding of areas for improvement.

Communicating these needs and expectations throughout the company – both customer’s and stakeholder’s needs should be communicated throughout the company to ensure that all employees fully comprehend these expectations and requirements. This ensures that from the most junior to the most senior employee, in all the functional areas, are committed to striving towards meeting these expectations. This plays an important role in an effective quality management process.

Monitoring customer satisfaction and acting on results – customer satisfaction is imperative to any business, no matter how large or small, or what the industry may be. Both positive and negative feedback should be monitored carefully, and all results should be acted on to allow customers to know that the organization values their input. All feedback should be seen as a way to aid continuous improvement and should be addressed quickly and efficiently.






Managing customer relations – this is by far the most important aspect of a customer-focused organization. It is essential to maintain and grow relations with clients and stakeholders, and this should mean being fair and honest at all times. Whether there is a specific employee or department who deals with customer relations, or this role falls to a designated senior management level employee, transparency and integrity play a vital role in building effective relations. In this way, the company is able to work towards effective quality management as a genuinely customer-focused organization.


Quality management refers to a continuous effort of management along with the employees of a particular organization to improve the quality of products and services. Businesses need to emphasize on quality of their products rather than quantity to survive the fierce competition. A business is successful only when its products and services have enough buyers in the market. Yes there are several other parameters also but customers play a crucial role in deciding the success and failure of an organization. Business marketers need to focus on their end-users and what exactly they expect from their organization. Customer feedbacks should be regularly and carefully monitored before formulating any major business strategy. Quality management ensures that employees understand their target customers well before making any changes in the processes and systems to deliver superior quality products for better customer satisfaction. In fact, organizations quality management or any other quality management process to increase their customer base and levels of customer satisfaction! Hence, any organization needs to interact with the customers sensibly and with utmost care and professionalism to expect happy and loyal customers!

iv. “A happy customer is a reliable customer’, and a reliable customer means profit” keeping in view the statement, point out the ways which help to achieve customers’ trust!
Answer: Customer service is about the return of customers as well as the satisfaction of customers when they leave. Customer service consists of values and core practice. Staff members must follow the values of customer service so that service can keep customers happy. Customer service is important because its main goal is to keep customers satisfied. Commit to quality service. Staffs members need to be dedicated in making every customers experience a positive one. Always aim above customer expectations.

Know your products. Make sure you have a detailed knowledge of every products and services so that the trust and confidence of customers are won easily. Have knowledge of the company its products services and policies. Be prepared for all types of questions from customers.

Know your customers. Try to learn everything you can about your customers so that you'll be aware of what the like to buy. Talk to customers and listen to everything they have to say. This will allow you to find the reason why the customer is unhappy with the services and products provided.

Treat people with courtesy and respect. Be positive and reasonable whenever you're in contact with a customer. Use satisfying phrases - "Sorry to keep you waiting," "Thanks for your order," "You're welcome," and "It's been a pleasure helping you". This will raise your customers' satisfaction.

Never argue with a customer. You know very well that the customer isn't always right. However, it is important that you do not focus on the mistakes of a particular situation; instead, concentrate on how to fix it. Don't leave customers in limbo. Customers will be more likely to come back if their call backs, repairs, letters and emails are handled with urgency.

Always provide what you promise. Don't make a promise to a customer you can't keep. You'll lose credibility and customers if you promise to them aren't fulfilled. Always apologize to a customer’s if you can't fulfill your promise. Offer compensation like free delivery. Assume that your customers tell the truth. Always take a customer’s complain to heart and do your best to find a solution for the complaint.

Focus on making customers - not on sales. Remember that quality is better than volume. Customer satisfaction should be the first priority instead of sales. Make it easy to buy. Any form of buying products should be easy for the customer. Staff must be able to distinguish what they cannot and can do as part of their job role. Staff should be able to use their initiative to resolve simple problem's raised by customers. They may not have the authority to make promises to customers therefore they should know when they should and shouldn't make promises to customers. Make sure that every customers needs and expectations are met and be responsible.

Managing a team of customer service advisers handling difficult enquiries or complaints training staff to give a high standard of service making sure that staff understand company procedures and consumer and data protection laws developing customer service policies setting up customer feedback or complaints procedures reporting on levels of customer service and looking for ways to improve standards recruiting and appraising staff issuing refunds or compensation if necessary helping and advising customers by telephone, e-mail or face-to-face
Handling face-to-face enquiries from customers!
Managing a team of customer services staff; helping to develop a customer service policy for an entire organization; they should be able to handle customer enquiries and complaints. If you're a customer’s first contact with an employer it will be best to meet with the customer face to face. 

Answering customer enquiries or passing them on to another department giving information and helping to solve problems selling products or taking orders arranging services for customers, such as booking tickets or setting up insurance policies handling complaints, referring to a manager if necessary entering customer information onto a computer database taking payment for goods or services Issuing refunds.

Ensure that the customer is at the heart of everything we do. Make sure you can demonstrate interest and drive with brilliant communication skills. Be focused on teamwork and customers service. Work efficiently and independently in a team environment. This role will require you to multi task, and you will be comfortable managing a workload and prioritizing responsibilities accordingly. It will be highly motivated and professional at all times. Have excellent communication and presentation skills. Have a can do attitude and a great sense of humor! The job of customer service representative is one of the most important functions in a business because it deals directly with customers who may be, Seeking information, making a complaint
Seeking to speak to a specific company official, ordering products

Calling to compliment the company on a good product or company experience the customer service representative is the voice of the company and his/her service reflects directly on the company's image. Staff cannot provide their customers with accurate information and advice unless they know what products or services the business offer. This may include 'best buys, what products/services meet customers' individual needs and recommendations of other customers. Product knowledge means more sales. It is difficult to successfully sell to a customer if we cannot show how a specific product will be perfect for a customer's needs.

Strengthens Communication Skills : Different techniques and methods can be used to present products to customers if you know your products in detail. Strong communications skills can help a salesperson present products or services depending on the type of customer. Boosts Enthusiasm: Seeing someone completely keen about a product is one of the bestselling tools! As you generate excitement for the product, you remove any uncertainty the product may not be the best solution for that customer. The easiest way to become keen is to truly believe in the product. Grows Confidence Be confident when selling a product or service because a customer will not complete a sale if he/she feels that the salesperson isn't confident with the product or service! Learning and understanding a product in detail will help you grow your confidence.


Assists in Overcoming Objections :Objections made by customers may be struck down with realistic information regarding the product. That information usually comes in the form of product knowledge. Being well skilled in not only your products, but similar products sold by competitors, allow you to easily counter objections.

Servicing, warranty and repair information: It will or may take a while before you can fluently have complete knowledge of your product/service especially new products/services. Overtime you should/will be able to confidently provide correct information to customers fluently. This confidence will increase and improve the sales results of the business.


Customers are satisfied when they feel their needs and expectations have been met. Word of mouth is very influential, customers talk to their friends about the good/bad experience with your company, who in turn may decide to use or not to use your service. Consistent and reliable customer service will hook customers and keep them returning for more business. Customers need a sense that the service they receive will be excellent every time they visit a company.









v. What is meant by CRM? Which type of information does it include?
Answer:
Customer relationship management (CRM) refers to the practices, strategies and technologies that companies use to manage record and evaluate customer interactions in order to drive sales growth by deepening and enriching relationships with their customer bases.


Customer relationship management (CRM) is a term that refers to practices, strategies and technologies that companies use to manage and analyze customer interactions and data throughout the customer lifecycle, with the goal of improving business relationships with customers, assisting in customer retention and driving sales growth. CRM systems are designed to compile information on customers across different channels -- or points of contact between the customer and the company -- which could include the company's website, telephone, live chat, direct mail, marketing materials and social media. CRM systems can also give customer-facing staff detailed information on customers' personal information, purchase history, buying preferences and concerns.

To help businesses cope with the ever-increasing customer demands, many companies have chosen to implement a Customer Relationship Management (CRM) strategy to manage the customer-facing processes of their business. Customer Relationship Management is nothing new. In fact, it's been the foundation of business since the first barter ages ago. What is new are the strategies, technologies and applications that enable better management of customers, customer information and the business as a whole. 

"We need a 360 degree view of our customer" 
"We need to track our marketing leads" 
"We need to obtain more customers" 
"We need to measure our marketing return on investment" 
"We need sales force automation" 
"We need to increase our customer satisfaction" 

Those are fine, elementary goals to obtain. But it's not enough. Companies need to reduce the complexities within the organization in both processes and communication channels so that the benefits of CRM can be measureable and more concrete. It incorporates applications in marketing, sales, and service to give the individuals who interact with the customer the ability to access valuable customer information. CRM can also consolidate that customer view across multiple channels including the Web, call centers, field service, sales reps, and partners so that they can better market, sell, and service their customers.







The Goal
The primary CRM focus areas support the requirements of the customer-facing processes of a business: Marketing Automation applications give marketers the ability to create, plan and execute their campaigns to a targeted audience. By using CRM, marketers can also access the necessary business intelligence to better understand which campaigns are working and which customers to target with a specific offer. This type of information reduces wasted time and money on sending out the wrong promotion to the wrong customer.

Sales Force Automation or SFA helps sales people track leads and opportunities for forecasting and to optimize their sales across all sales channels. SFA also helps reps target whom to call on, what to sell, and to understand how their customers prefer to buy their goods or services. 

Customer Service applications enables reps to resolve service issues throughout multiple channels, whether it be through the Web , or a call center fax or field service rep. Customer Service applications and Interaction Center applications enable customers to solve their own problems on a self service model for efficient problem resolution. CRM provides employees with the business intelligence and processes necessary to better understand customer’s needs and effectively build relationships between its customer base and its partners. 

CRM also links its customers, employees and suppliers over the Web, the phone, fax, in person and through partners. Companies can then improve relationships with customers, add value, reduce and improve efficiencies in their business processes. An integrated CRM strategy gives the marketer access to intelligent information on customer profiles as well as campaign metrics and analytics. Marketing intelligence on campaign metrics can help the marketer understand which channels are most effective, which campaigns are generating the most leads, and which lists resulted in better response rates. This enables marketers to measure campaign effectiveness and allocate resources to the most successful tactics. These conclusions can also be used as a basis for future campaign activities. For example, a marketer planning a campaign to existing customers should have knowledge about past customer sales, service requests, and even customer satisfaction. This helps the marketer tailor promotions to customers who provide the most profits for the organization. When marketing campaigns are based on comprehensive customer knowledge, tight customer profiling and segmentation, and the ability to tailor offerings based on an individual's preferences and needs, they generate better-qualified leads that can secure a sale and deepen customer loyalty. 

Companies must synchronize their marketing, sales and service across all customer interaction channels. They also need to link customer information throughout all back office systems such as accounting, human resources, manufacturing and inventory for a complete view of the customer. In many companies, customer data exists in separate silos maintained by each department. By not sharing information between silos, companies lose efficiency. Also, information updates (such as contact information or addresses) will not necessarily be transferred to the other departments. Marketing has data on markets, prospects, and lists. This is also supported through a third party vendor. But marketing needs to drive generated leads to Sales for follow up. The marketing department also could use feedback from service and sales about what campaigns are working.

Customer Service has excellent customer feedback, but it's not looping back into marketing department. This is the type of data that can act as the foundation for upcoming marketing campaigns. Customer Service can also provide sales reps important product information or specific account issues that would be invaluable for sales to have before they call on an account. Finally, Customer Service can be used for cross sell and up sell opportunities. The key is to have all your customer information integrated. This provides each department with a 360-degree view of the customer, and ensures that the data is current and complete. 

CRM applications must also enable companies to interact with customers throughout multiple channels including the Web, phone, fax, and direct mail, e-mail, in person or through partners. It doesn't end with the integration of marketing, sales and customer service, however. Companies also need to account for other department databases and systems such as manufacturing, accounting and purchasing. Global companies have an added layer of complexity. Customer files from the United States, Europe and Asia must be integrated.

Importance of Integration 
Unless you have integration between marketing, sales, order management and accounting, it is impossible for a marketer to understand what revenue a campaign generated - "What's my real ROI?"Visibility into ROI and which channels are working successfully is critical. Integration delivers a genuine flow of information with meaningful information to marketers. Also, an integrated CRM system enables companies to drive efficiencies by leveraging the Web, not as a standalone e-business initiative, but integrated into the heart of the business. There are two strategies used to achieve the kind of data integration needed for a successful CRM implementation, the Component and Package approach. Component Approach: The component approach connects a series of individual department "data silos" into a single system. The underlying data is shared between platforms through software and applications that must access the data from various sources. Package Approach: A package approach deploys a single technology platform and a single database to handle all of a company's data. Each department would then tie into the same database and the systems would speak the same "language." On balance, the package approach is recommended because it more easily provides a 360-degree view of the customer. Tying component systems together can be a challenging and expensive task due to differences in programming and database structure.

A simple way of implementing a CRM strategy is to consider Business Flows. This requires a company to examine the business processes such as planning and executing marketing campaigns, driving leads to sales and ensuring customers are being served quickly at a low cost. 
A business flow also addresses how you need to interact with other departments and how information is shared and collaborated among teams to achieve overall objectives. Companies can start by focusing on the key business flow that has the highest priority or causing the greatest pain within the business. Some areas to consider might include: That way, a company can implement an integrated CRM strategy in stages based on the priorities of the business. 





A CRM system is only as good as the commitment garnered from the entire organization. Successful CRM requires transformations on four basic levels: 
· Structure
· Process
· Culture
· Technology

Structure: Departments will be restructured for maximum business efficiencies that require departments to begin sharing customer information. They will no longer exist as separate entities. 

Process: As departments begin to work together, they will discover ways to interact more efficiently. 

Culture: Employees need to change their thinking and the way they conduct their work. They must begin to work efficiently with other departments and other divisions around the world. Additionally, many of the daily functions of a company can be shifted to the Web - which requires a change in both procedure and attitude.

Technology: The final, obvious change will be in applying a new technology. Companies will add the latest tools to help everyone get their jobs done, but also to help customers manage their business. 

The good news is companies don't have to make these changes overnight. But keep in mind that no solution can take you to a new way of doing business unless these four areas are addressed.

CRM strategies offer companies a complete view of their customers across the entire organization. When implemented properly, a CRM strategy integrates all customer-facing and back office applications with the same data. Companies reap large gains from these efficiencies by offering better service and developing deeper relationships with customers.

In order to achieve those gains, the implementation of the CRM strategy has to create a 360-degree view of the customer. This means merging the information silos maintained by each department into a single data repository accessible by all departments. 

Selection of technology is vital to a successful CRM implementation. Selecting a package approach, rather than tying together existing individual components, enables each department to tie into the same database with systems that speak the same "language."

Implementation of a CRM strategy is by no means a project for the IT department alone. Marketers must be directly involved in the process because they will ultimately win or lose based on the quality of the outcome. 

If implemented properly, a CRM strategy enables marketers to interact with customers armed with useful information. Additionally, by analyzing existing customer data, marketers have better tools to build future marketing campaigns, increase sales and drive ROI. 

vi. Design and complete a customer satisfaction survey?
Answer:
A basic and effective baseline customer satisfaction survey program should focus on measuring customer perceptions. How well does your company deliver on the critical success factors and dimensions of the business as defined by the customer? For example, is your service prompt and is your staff courteous? How responsive and understanding of the customer's problem are your representatives? The findings of company performance should be analyzed both with all your customers as well as by key segments.

Sometimes an organization's customer service personnel are included in the survey so that a gap analysis can be performed to determine differences in perceptions between the service providers and the customers.

In today's highly competitive environment, companies need an extra edge to enhance and build upon their relationships with customers. Many of our clients find that high quality customer service can make the difference in winning and retaining customers or losing them. Research shows that organizations that employ customer satisfaction research that goes beyond customer satisfaction, loyalty and retention measurements to identify and measure perceived customer value can deliver much more return on their research investment.

By determining which factors produce the highest perceived value by customers, research can provide the knowledge to both correct deficiencies in today's customer service and assist in building high value strategic, customer service offerings for the future. Special sets of questions can built into surveys to learn about the perceived value of services and how a company stacks up against its primary competitors in delivering on the critical value factors.

Design Customer Satisfaction Survey

Dear Customer:

We want to continually improve the ways we serve you. To help us do this, please tell us how we rate and give us your comments using the quick survey below.

In appreciation, Newwide Group Industries will hold a random drawing every six months, and reward one survey respondent a US$250.00 prize.

Thank you for taking the time to provide your feedback.

PRIVACY: Your personal privacy is very important to us. Any information you choose to provide will never be given or sold to anyone outside of the Newwide Group Industries organization.

Customer Satisfaction Survey Questionnaire 
Please fill out this form and press "Send" to be entered in the drawing: 
  
 
Name: * 
   
Title: 
   
Company: 
   
Country: * 
 
Select A Country United States of America OTHER Algeria Argentina Australia Austria Bahrain Bangladesh Belgium Bolivia Brazil Brunei Bulgaria Cambodia Canada Chile China Colombia Costa Rica Czech Republic Denmark Ecuador Egypt El Salvador Finland France Germany Greece Guatemala Honduras Hong Kong Hungary India Indonesia Iraq Ireland Israel Italy Japan Jordan Kuwait Laos Lebanon Luxembourg Malaysia Mexico Netherlands New Zealand Nicaragua Nigeria Norway Oman Pakistan Panama Papua New Guinea Paraguay Peru Philippines Poland Portugal Qatar Romania Russian Federation Saudi Arabia Serbia Singapore Slovakia South Africa South Korea Spain Sweden Switzerland Taiwan Thailand Turkey United Arab Emirates United Kingdom Uruguay Venezuela Vietnam Yemen  
 
E-mail Address: * 
  
Telephone: 
   
Model(s) Purchased: 
   
Product Performance: 
Outstanding 
Very Good 
Satisfactory 
Needs Improvement 
Unsatisfactory 
No Opinion 
 
 
Product Quality: 
Outstanding 
Very Good 
Satisfactory 
Needs Improvement 
Unsatisfactory 
No Opinion 
 
 


Sales Support: 
Outstanding 
Very Good 
Satisfactory 
Needs Improvement 
Unsatisfactory 
No Opinion 
 
 
After Sales Service: 
Outstanding 
Very Good 
Satisfactory 
Needs Improvement 
Unsatisfactory 
No Opinion 
 
 
If you have any additional comments, please let us know (not required): 
  

What other products, features, or services would you like us to offer (not required)?
  
 
The bi-annual drawing winner will be notified by E-mail or telephone, and will receive a US$250.00 check by mail. No purchase is necessary to enter. This prize drawing offer is not valid where prohibited by law. Newwide Group Industries employees and family members, and individuals from Moore Industries sales channels are not eligible to enter the drawing.
 
vii. Review the success of a completed survey.
Answer:
Today, in the business world, management recognizes that customers are the core of a business and that a company's success depends on effectively managing relationships with them. All objectives are focused to one ultimate goal that is to make customers happy because they are the ones who keep the business running. Essentially, CRM focuses on building sustainable customer and long-term relationships that add value for both the company and the customer. Marketing: managing the relationship with the client, knowing the client’s buying habits, understanding the client’s needs, are all things within the marketing process.

One of the key factors of becoming a successful business and to secure a company’s longevity is to create a solid and loyal customer base. A solid customer base is your springboard for fostering new customers. Our current customers are essentially the “voice” of your products or services. Whether they are offering a product review, completing a customer satisfaction survey, or providing word-of-mouth feedback to potential customers, they are promoting your company’s products and services.  Because the voice of customers is so important to your company’s success, it is important to keep your customers satisfied.

So, how do you keep your customers satisfied? Let’s face it. Within each of your target markets there are many competing companies just like yours working toward the same goal? If you want your customers to continue to buy your products or services instead of switching to the competition, you must use advanced tools provided by an online survey software provider that will allow you to create effective customer satisfaction surveys to collect customer feedback. Feedback can be used to better shape your strategic business and marketing plans. 

What are you doing right now to collect customer feedback?  If you answer is ‘nothing,’ you are setting your company up for failure. Online survey software will allow you to measure your customer satisfaction through online surveys, email surveys, and even one-question online survey polls.  Many advanced survey software providers have the capability to include multi-mode survey research methods – output the same survey in different formats – including mobile surveys, paper surveys, kiosk surveys, and telephone surveys.

Collecting customer feedback through online outlets is a much more streamlined data collection method. Online survey software gives you the ability to simply contact customers on a mass or individual basis to complete an online survey or online poll asking them to rate their experiences with your company. Customers are much more likely to provide honest feedback if they are not speaking directly to a member of a company face-to-face. Online surveys provide customers with a platform to provide straightforward, meaningful, and truthful feedback.

Customer satisfaction is the key to long-term success. What will make customers choose to purchase products or services from your company? If you are not asking your customers for feedback, they may simply move their business to your competition.  This is an unfortunate, but true fact of business. However, when you begin to use advanced online survey software to regularly administer customer satisfaction surveys, you can collect and analyze important feedback necessary to development important strategic business decisions


Management attention and commitment - Management (Director and VP-level) of each customer-facing organization must be engaged and participate in the program. This includes, at a minimum, the areas of sales, marketing and service/operations. This commitment requires their personal review of customer satisfaction survey results as well as ensuring their area is fully represented in all elements of the Customer Survey Remediation program.





Cross-functional review - Each customer-facing organization needs to receive the monthly customer satisfaction survey results report and perform a detailed review. The goal is to identify trends that are impacting customer satisfaction. Additionally, proactive actions must be identified to improve customer satisfaction levels. You may need to follow-up with the customer to apologize for the lack of performance by your firm, reset expectations or obtain additional details regarding their comment. For chronic trends that are impacting many customers you will want to define initiatives to improve the level of performance being experienced by your customers. Finally, each team must come prepared to a cross-functional review meeting, to discuss the survey results reflective of their area and comment on actions that have been, or will be, taken. The cross-functional review meeting should happen 7-10 days after the customer satisfaction results have been compiled by or provided to your firm, from your survey partner. This meeting should be facilitated by a member of your firm that is not part of a customer-facing organization. This role could be referenced as the customer survey coordinator. The customer survey coordinator should be assertive, diplomatic and empowered to "ask the tough questions". Because this person has no vested interest in the customer-facing organizational camps, they can tease-out key areas that need to be addressed to get at the root of issues causing customer dissatisfaction.

Survey remediation tracking and reporting - During the cross-functional reviews that take place, trends will be observed and continuous improvement programs will be defined. The result of this exercise will be a customer satisfaction dashboard that includes high-level reporting on the customer satisfaction trends by month, and a list of initiatives that have been defined to respond to these trends. This reporting is produced by the customer survey coordinator, and distributed to senior management and all levels of management of the customer-facing organizations.

Establishing satisfaction goals and tracking performance against these goals - Here there are 3 things to focus on.

First, each area of your customer satisfaction survey should have an established goal that is owned by the functional area whose performance is being measured. Also, each program that is defined to improve customer satisfaction needs to have a quantifiable impact established that can be tracked on a timeline. For example, let's assume that the Customer Care organization will be performing a customer service skills training program in the month of October. It is expected that this will have a measurable impact on customer satisfaction. The first step is to determine when the impact of this training will initially be felt by the customer. Let's assume that the impact of this training will begin to be felt by the customer.

The second focus is determining when this impact will be observed in the customer satisfaction survey results. In this case, if the training will begin to provide positive impact in November, the full impact on the survey results may not show up until the December surveys are administered. Therefore, it will not be until the January timeframe, when you review your December survey results, that your organization will be able to see the full impact of this training.

The final focus is establishing customer satisfaction goals to identify the level of impact. For example, let's say that customers are 78% totally satisfied with Customer Care, at the present time. The question to ask is "how many percentage points will our customer satisfaction ratings increase as a result of providing skills training to the Customer Care organization? How much improvement should we experience in November, and how much in December?" You may decide that the customer satisfaction rating will improve by 2% in the November survey, and an additional 6% in December. This exercise is repeated for each functional area as they identify the impact that their customer-focused initiatives will have on the satisfaction results for which they are responsible.

Communication to the organization, and the customer - Now that you are performing all of the above elements of the Customer Survey Remediation program, you have the opportunity to share the positive results with your entire organization and more importantly the customer. This can be in the form of all-hands meetings and internal newsletters for your employees. For customers, this can be in the form of monthly reporting to your highest priority accounts and newsletters sent to all customers. By taking this final step you will increase employee morale and ensure that your organization is focused on your single source of revenue: the customer. Additionally, you will demonstrate to the customer that you truly value their feedback by responding in ways to improve the experience they have with your firm.

Case Study 
Managers at Clifton leisure centre want to attract more customers. They have improved the Gym facilities with updated equipment. They have also hired a new trained fitness instructor. One of the managers argues that before starting on their marketing campaign they should collect some information about their target customer which includes; the age range and occupation.

1. How important it is for them to classify the centre’s users?
Answer: First of all they need to use digital marketing campaign; the company could target and promote the gym to their ideal audience where they spend most of their time. This promotion of the gym offers and promotions straight to their phones, Facebook, Twitter, Instagram, email, etc. It’s a great way to help the members build and maintain the friendships they’re making at the gym. Public Recognition of Success: People love being recognized and they frequently post on their public Facebook page as well as their blog when their members. That sort of recognition makes athletes feel like they are more than just a number, and keeps them coming back to the gym.

Scheduled Communications:  Communicating with the members is keyed to keeping them engaged and interested in the gym. At the bare minimum, they should be sending out a monthly email to their members with updates such as: upcoming events, new members, to easy for coaches to do, too. Free Classes: Yes, obviously they must offer them. But how often does a current member go to a free class? Probably never, but this is a great recruiting tool. When they went to the first free class a couple of current members worked out with us. It was cool because the audience got a taste of the sort of community that particular gym had and an opportunity to ask them questions without feeling pressure to commit. Every once in awhile, ask some of their friendliest members to do a free class. Their enthusiasm for their gym will surely attract the new customers

Tap Into Talent: One of the many awesome things about functional fitness is that is brings together a very diverse group of people. As an owner, use this to your advantage! Does a graphic designer go to your gym? All of these people offer services that would benefit your gym. Offer them a discount off their membership if they help you redesign your website, take photographs during the occasional events, etc.  It’s a win-win; you gain value from services provided and your member feels more invested and connected to your gym. T-Shirts: This is a no-brainer but they should really have t-shirts on hand at all times. Sell them to them members will wear them. And sell them to drop-ins instead of charging them and having them walk out with nothing.

Relationship Building: Relationships are crucial for building a community so divvy up your members between your coaches so that everyone is accounted for. Then make sure that your coaches are making concerted efforts to check in with the members of their caseload at least once a month to see how they’re doing and if they are achieving their goals.
Knowing them gym audience and what makes the gym special over the competition will help you use the correct verbiage when marketing the gym.  

Once you have your target audience defined and channel of choice (social media, search ads, mobile apps or blogging) the next thing you need is an idea. How are you going to market your gym? What are you going to do to get them to click on your ad, promotion, and offer or blog post?

Feature a Gym member every week or month! Do they have exceptional gym members that are working super hard to reach a goal? Of course you do! Make your members feel special by featuring a member of the week or month on your website and social media accounts. Everyone likes to be recognized and there is no better way to keep their members happy than them knowing their personal trainers and coaches are paying attention.

Take a photo of your special member during or after a workout, share why they are so spectacular and recognize them on your digital channels. Want to take it one step further, create special t-shirts that have a special saying or acronym on them. These shirts cannot be given to everyone but it has to be earned. Only featured members get to have them. Fitness marketing is not only about attracting new members but keeping your current members happy.







2. Explain how this sort of data could be helpful?
Market research is an integral part of THIER small business’ strategic plan. Market research consists of fact finding, analysis and problem solving; all are crucial in deciding how to best market their product and configure the potential growth of their business. When collecting your market research, there are five types of data that you should consider:

Identify thier target market: Promotion helps they reach their target market, but first they must know who they are. Gather statistical information regarding your target market’s demographics, market segment, needs and buying decisions. Use your research to clarify which media will best promote the product, whether print, online or broadcast. Become an expert in the field and create personal profiles for your ideal customer. How old are they? Are they male or female? What is their job? What salary bracket are they in? What do they do for fun? Do they own a car? Do they have kids? Such details will help them clearly define pricing, promotion and place.

Understand the strengths and weaknesses of the competition Collect data on how their competition promotes their products. What is their price point? What do they like and what don't they like about their marketing campaign! Develop a pricing strategy grounded in market research! Small businesses can set a price for their product or service based on popular profit margins, competitors' prices, financing options, or the price a customer is willing to pay. A popular profit margin examines the profit of similar products also in your market. Profit margin is a very helpful measure when looking at other companies in your industry. Many industries have profit margin standards which are easily accessible on the Internet or through your Better Business Bureau. 

Research similar products whether you sell a service or a tangible item, it is important to know what is currently on the market and what the competition is offering. They can improve your product or service based on findings about what your customers really want and need. Focus on things like function, appearance, customer service and warranties.  Identify the best placement or location for thier product or service where should they set up their product? Where should they distribute from? Is a department store the best platform for your product, or are their needs best met online? This information will help you to avoid unpleasant surprises when starting, maintaining and growing your business. Regular market research will ensure that your business is aware of market trends, demographic shifts and changes to the economy. Your business can then evolve accordingly, growing steadily and increasing profits.

It’s called marketing research. Marketing research is the process of collecting, analyzing, and reporting marketing information that can be used to answer questions or solve problems so as to improve a company’s bottom line. Marketing research includes a wide range of activities. By contrast, market research is a narrower activity. It is the process of researching a specific market to determine its size and trends.

Closely related to marketing research is market intelligence, which is often referred to as competitive intelligence. Whereas marketing research involves solving a specific marketing problem at a specific point in time, market intelligence involves gathering information on a regular, ongoing basis to stay in touch with what’s happening in the marketplace




Marketing information system (MIS) is a way to manage the vast amount of information firms have on hand—information marketing professionals and managers need to make good decisions. Marketing information systems range from paper-based systems to very sophisticated computer systems. Ideally, however, a marketing information system should include the following components:

· A system for recording internally generated data and reports
· A system for collecting market intelligence on an ongoing basis
· Marketing analytics software to help managers with their decision making
· A system for recording marketing research information

A market analysis study will examine the current marketing situation faced by a company or brand and then identify potential markets. While market analysis studies are especially important for new products or entry into new markets, the studies are also important for current products, as market dynamics change. Companies can lose market share quickly if they do not stay in touch with current consumer behavior trends. Just like market analysis studies, competitive analysis studies should be conducted regularly to ensure market share is not lost to competitors. Many organizations will use a marketing information system to gather market and competitive information on a continuous basis
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