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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	Please insert your completed assignment ( in word format)  here:

1. Give short answers for the following questions: (18) 

I. What is the importance of customers’ feedback for the success of an organisation? 
Customer feedback is a marketing term that describes the process of obtaining a customer’s opinion about a business, product or service
Customer feedback is so important because it provides marketers and business owners with insight that they can use to improve their business, products and/or overall customer experience
1. It can help improve a product or service
Listening to your customers is the only way to guarantee you create a product or service that they actually want to buy. Customer feedback is commonly used throughout the product development process to ensure that the end product is something that solves a customer’s problem or fulfils a need.
2. It offers the best way to measure customer satisfaction
Measuring customer satisfaction helps you determine whether your product or service meets or surpasses customer expectations. Customer feedback surveys help you measure customer satisfaction.
These can be done in person, via email, via the phone or even inside a website or mobile app. Using rating-based questions when you are measuring customer satisfaction will help you track and monitor how happy (or unhappy) your customers are over time
3. It provides actionable insight to create a better customer experience
Improving the customer experience should be the primary reason you gather customer feedback. The process of winning new business and retaining existing customers is getting harder and harder. Offering an amazing experience that keeps your customers coming back and referring their friends to you is the best way you can stand out from your competition
4. It can help improve customer retention
Customer feedback offers a direct line of communication with your customer so you can determine if they are not happy with the product or service you are delivering before you lose their business. A happy customer is a retained customer. By requesting customer feedback surveys regularly, you can ensure that you keep the finger on the pulse.
5. It delivers tangible data that can be used to make better business decisions
The best business decisions are based off data, not hunches. Too many times business owners and marketers make big calls based off inaccurate data. Customer feedback is the holy grail of tangible data. You can gather real insight into how your customers really feel about the product or service you deliver.
6. It can be used to identify customer advocates
Customer advocates are your best marketing campaigns. They offer tremendous value at very little cost. But how do you identify advocates?
Customer feedback. When you gather feedback from your customers, advocates are the ones who give you high scores. Contact these customers and build stronger, mutually-beneficial relationships

II. Why it is important to know about customer’s needs? 
Knowing your customer is key for any business endeavor. Successful business owners understand what their customers want and the most effective way of making their product or service available. The depth of knowledge is also crucial – it requires knowing more than their names, ages and incomes. As a business owner, knowing your customer’s hobbies, tastes and interests along with what they watch, listen to and read can be a profitable advantage.
Understanding your customer’s buying behavior is also very important. As a business owner, you need to comprehend what type of person is most likely to need or want the product or service you provide. These are some of the key questions that successful business owners need to ask themselves on a daily basis:
· What is their reason for purchasing your product or service?
· How often are they going to need to buy that product or utilize the service? If you can be proactive with your outreach efforts around the time you know they will purchase, chances are the customer won’t look elsewhere.
· Who are they buying for? Your messaging and promotion is going to be contingent upon if they are purchasing for themselves or for someone else.
· Where are they most likely to purchase? If you are a brick and mortar business and hear from your customers that they would prefer to order online, then it makes sense to change your business model to include an ecommerce or online ordering component.
Companies that know what their clients want and what they expect can also work on customizing the customer experience to create loyalty and repeat business. Smaller and more quick-to-respond entrepreneurs and small-business owners already have the upper hand for achieving this competitive advantage. Simply by extending the length of your customer’s interaction will provide a greater opportunity to create a positive experience and build a strong relationship. Listen to your customer’s feedback and provide sound advice, even if you sometimes have to direct your customer to another source.
As a business owner, it is crucial to take every advantage to outsmart your competitor, and understanding and building upon your customer knowledge and relationship will put you ahead of the game.
III. What are the barriers that prevent an organization from understanding customer’s point of view? 
1. Indifference lies at the root of all other barriers to a great customer experience. It is what nurtures slacking and creates a negative impression in customers
2. Inattention
The natural consequence of indifference, inattention to the voice of the customer also creates a negative impact and make the customers feel as if their business is unimportant to you. Customers want to be heard. Not only they expect you to understand their problem and offer a solution, but they also want you to hear their feedback, their complaints, compliments and suggestions. They want you to notice what they say, react to it and respond
3. Lack of commitment
A lot of the times a customer’s issue requires a follow up. I’ve seen many cases like this that a customer service agent and a company as a whole do not have the necessary commitment to lead the customer to the end and ensure that his problem is solved and the customer is satisfied.
4. Poor team work
Some of the more complicated customer service issues imply a second interaction. It may happen that the customer was served perfectly well during the first one, but when his issue is escalated to another person, or he gets in touch with another team member during a second interaction, he experiences disappointment. The need to explain the issue a second or third time, or sometimes different answers, different interpretations of the company policy given by agents, can greatly diminish customer experience.
5. Scripted communication
Customers desire authenticity and dislike overly scripted service. Many companies, unfortunately, deviate into scripted communication with their clients. Partly, it happens because it is easier for companies like this. It also happens because companies don’t trust the discretion of their employees that they can sort out the client’s problem. So they give them canned responses to send to customers.
6.Lack of customer personal data or insufficient use of it
Not collecting any customer information, as well as collecting but not making use of it is equally damaging to how customers perceive your support. Make sure that you are asking your customers only that information which is needed and you are using it to the maximum to provide better service to them.

 7.Delayed response

IV. What is customer care balance sheet? Which type of information does it contain? 
 A customer care balance sheet is useful tool. It tells the organisation how much business it is losing both from customers who do not complain and from customers who do complain and are not satisfied with the way their complaint is handled.
Different surveys can be used periodically to ask customers who have not complained and those who have, how satisfied they are with their experience, how many people have they will tell if they are not satisfied and whether they intend to use the services of the company again, as a result of their experience.
 
The answers from these surveys are then converted into annual lost sales revenues using the formula shown above.
 
The first element is sales lost from customers who experienced a problem and who did complain but were not entirely satisfied with the way their complaint or enquiry was handled; it also includes negative word of mouth and non repeating sales.
 
The second element is sales lost from customers who experienced a problem but did not complain. Again, the sales lost include sales lost from negative word of mouth and non repeating sales.
 
 
In the formulation, sales gained from positive word of mouth advertising are not taken into consideration because the formula deals with market damage rather than market opportunity.
 
To make the calculation accurate for each type of business, the formula is applied over reasonable period of loyalty of the customers. The final calculation then takes the total sales lost over this period of loyalty, divided by the period of loyalty to arrive at annual sales lost.
 
This type of customer care balance sheet can help win the financial support of senior management to develop a means of ongoing customer measurement which allows employees throughout the organisation to determine how well they are performing.

V. What is pilot scheme? 
A pilot study, pilot project or pilot experiment is a small scale preliminary study conducted in order to evaluate feasibility, time, cost, adverse events, and affect size (statistical variability) in an attempt to predict an appropriate sample size and improve upon the study design prior to performance of a full-scale research project.
Pilot experiments are frequently carried out before large-scale quantitative research, in an attempt to avoid time and money being wasted on an inadequately designed project. A pilot study is usually carried out on members of the relevant population, but not on those who will form part of the final sample. This is because it may influence the later behaviour of research subjects if they have already been involved in the research.
A pilot experiment/study is often used to test the design of the full-scale experiment which then can be adjusted. It is a potentially valuable insight and should anything be missing in the pilot study it can be added to the full-scale (and more expensive) experiment to improve the chances of a clear outcome.
VI. Who are mystery shoppers? 
Mystery shopping (related terms: mystery consumer, secret shopper) is a tool used externally by market research companies, watchdog organizations, or internally by companies themselves to measure quality of service, or compliance with regulation, or to gather specific information about products and services. The mystery consumer's specific identity and purpose are generally not known by the establishment being evaluated.
Mystery shoppers perform specific tasks such as purchasing a product, asking questions, registering complaints or behaving in a certain way, and then provide detailed reports or feedback about their experiences.
 
2. Discuss different methods of quantitative and qualitative research that are used for getting customer’s feedback. 

This quantitative data tends to be more concrete and precise (e.g. traffic, number of clicks, behavior). It therefore involves numerical results. Alternatively, the qualitative data is more descriptive and explanatory (e.g. open comments, suggestions, and complaints). What’s important to realize here, however, is that these two types of data, though wildly different in form, are very much dependent on one another

Quantitative feedback

In short, this is a manner of exposing the data in a numerical way. And while this is only half the equation, it can provide us with many valuable insights into the quantifiable aspects of the websites and mobile apps. 
The benefits of quantitative feedback
1. See if it’s a failure or success:
Just by glancing at your dashboard, you can see if processes within various funnels are working properly and catering to the needs of your customers. It is not necessarily an explanation of why something has gone wrong (or right) or how your customers experience your website, but it certainly gives a clear indication of whether you need to take action or not. Quantitative feedback gives you a better indication of whether, for example, customers value certain parts of your website. In which case, you could do further research into the reasons behind the low scores and subsequently, take action.
2. Easy to spot trends and patterns
You can analyse the scores you’ve collected and identify trends using distribution over X period of time. For example, say you’ve taken steps to optimise one of your online funnels. By monitoring a score over time (on a weekly, monthly or quarterly basis), you can see if the changes have indeed improved a certain process.
Qualitative Feedback
This type of data helps you gain an understanding into the reasoning and motivation behind why your customer has provided negative or positive (quantitative) feedback. We like to refer to it as the “why” as it exposes the root causes behind a behaviour. Why has your customer given you a low NPS score? Why have they decided to leave their shopping cart without making a purchase? Why are they idle on the page? These are the types of questions that qualitative feedback will give you the answers to…
The benefits of qualitative feedback
1. Learn why your customers are abandoning their shopping carts
This is a huge benefit for online retailers and businesses in the ecommerce industry. There are many instances in which your customers are ready to buy and have added all of their items to their shopping cart and for whatever reason, they simply abandon these products and leave the website altogether. The rate of abandonment ranges anywhere between 60% and 80%.
2. Find out what users really think about your product or service
Qualitative feedback enables you to find the online voice of the customer and gives you more insight into what your customers think of your website, products and services. This is very important for departments such a product development: “Customer feedback is commonly used throughout the product development process to ensure that the end product is something that solves a customer’s problem or fulfills a need”. Knowing exactly what your customers are looking for can give you a strong competitive edge.
3. Gauge human emotion
There are so many companies out there that use Customer Experience (CX) metrics to streamline processes and smoothen out their ordering funnels. But what they continue to lack is the element of human emotion. When you shift your focus towards understanding the extent of customer dissatisfaction or satisfaction, you essentially provide yourself with the proper means to analyze your feedback under the right context.

Qualitative feedback can be collected using open fields in your feedback forms. In these open fields, customers can provide their own explanations as to why they have given a high or low score. Once this data is collected, it can be analyzed using text analytics. Text analytics can gauge the severity of the feedback based on positive, negative and neutral word usage as well as the sentiment associated with commonly used words.
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