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	  Q.1. Short Questions:                                                                                (15) 
      i. Explain various techniques of assessing customer response.                                                                  
      Customer response assessment involves gathering information from customers and determining which suggestions can be implemented, based on the company’s best interests. Businesses rely on customer information to improve their services and better meet their customers’ needs, as well as to make vital improvements to their customer service methods. Companies gather this information from surveys, questionnaires and customer suggestions.
Home Customer Survey
Businesses use home customer surveys to assess the needs and expectations of their customers. This includes email surveys, mailed surveys, phone surveys or take-home surveys attached to the customer’s receipts. These surveys request information about customer’s latest interaction with the business, such as how the customer feels about the service they received, their interaction with the company’s staff and their opinion of the product they purchased. These surveys provide an important means of gathering customer responses, specifically responses formed soon after interacting with a company.
Customer Service Questionnaire
Customer service questionnaires are the brief surveys that customers take when they approach a customer service employee with a problem. This includes asking customers about complaints, asking them to take surveys about their shopping experience and asking them to fill out surveys about product problems. Customer service questionnaires can be short physical surveys, a verbal questionnaire from a customer service employee or a general assessment by the employee about a customer’s problem. These surveys give companies an important assessment tool to understand a customer’s perception of the company’s methods of handling complicated problems.
Customer Suggestions
Customers often make helpful suggestions of ways businesses can improve their service. Businesses can use suggestion forms, listen to suggestions made during service or those made by customers who call into the company. These suggestions offer businesses the opportunity to listen to customer opinions, and are different from surveys or questionnaires because the information is volunteered. A customer has to choose to fill out a suggestion form, call customer service or approach an employee to voice a concern. Businesses can use this information to determine what products customers may wish to purchase or learn about other services that customers would like to see implemented.
Customer Expectation
Businesses must consider every customer response, making sure to avoid changes based on unfair requests. This includes angry customers making unreasonable demands, customer expectations that are too high or suggestions that are not in the best interest of the business. Businesses evaluate these issues by assessing customer expectation, determining if the customer has an expectation for service that is unreasonable or excessive.
      ii. Discuss the role and function of policies and procedures in meeting customer requirements.
       Customer service policies and procedures are formulated to help companies generate direction to best serve customers. There are certain things companies should do, can do and must do to create customer service policies and procedures. Companies must use management and employee input to formulate best practices ideas to serve customers effectively.
       A customer service policy is a written code of conduct for employees to utilize for serving customers. It could include how to respond to questions or deal with disgruntled customers who want refunds. A policy can be short or it can be detailed with more than a page. The policy may state what is expected when a certain situation occurs or appropriate steps to take action. Typically, managers determine the policy and include it within the employee handbook.
        A customer service procedure is a way of doing a routine practice. In customer service there is certain protocol that must be taken in order to remain competitive. Finding a better or faster way of doing something can be considered a customer service procedure. Managers are given the responsibility of completing job performance evaluations to see where weak links can be rectified. This leads to increased efficiency and better customer service.
Companies should look for new opportunities to improve customer service policies and procedures. Employees and managers alike should look for new methods to help and serve customers. Write new customer service policies and procedures every year there is a meaningful change to the objective of the job. Gain input from external and internal customers. The external customers are the people who buy the product, while internal customers are employees of the company. Feedback and surveys are fundamental to transferring policies and procedures. Once, these are reviewed, proper steps can be taken to enhance customer service policies and procedures.
        A policy will set the expectation for employee behaviors and the procedure outlines the steps for it. For instance, if you find yourself suddenly managing a virtual workforce, a policy may dictate the frequency for which to have virtual meetings and the procedure will outline how those meetings will be accessed, facilitated and attended.
       There are reasons to writing business policies and procedures especially in meeting customer requirements. These are:
a) Articulation of required steps to perform job tasks or provide service to a customer; 
b) Performance measures; 
c) Process consistency; 
d) Serves as a training tool;
e) Incorporates worker/employee experience; 
f) Training refresher; and, 
g) Foundation for process improvement.
       
        iii. What is the role of quality management in meeting customer needs? 
         Quality management plays a crucial role in your company's growth and performance. It is also a key resource in the competition for customer relationships, striving to deliver a superior experience. For your business to succeed, quality should be maintained at every level. Companies can implement a set of procedures to ensure their products meet the highest quality standards and perform optimally. The end goal is to enhance customer satisfaction and drive business growth. 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.
         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. Steps in applying these processes include the following:
1. 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.
2. 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.
3. 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.

        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. 
         Customer trust and loyalty are essential for building a successful business. And while this may sound obvious, it’s hard to overstate the value of establishing a solid base of long-term customers.
         That’s because customer retention is much more cost-effective than constant acquisition. In fact, it costs five times more to earn a new customer than it does to keep an existing one.
         And beyond retention, 83% of customers say they’d recommend a business they trust to others. This means that earning customer trust can not only help you keep your existing customers, but can also help you passively earn new leads and sales through word of mouth2.
         It’s clear, then, that building customer loyalty and trust is a worthy goal for any business. That’s why in this post, we’ll go over six strategies you can use to build long-term relationships with each of your customers.  
1. Offer Excellent Customer Service
The level of customer service you provide has a major impact on customer loyalty and retention. This means it’s absolutely essential to have dedicated support staff and to set high standards for the speed and quality of your service.
         Once you’ve hired and trained a team of support agents, you need to make it easy for your customers to get in touch. Offer multiple support channels, and feature those channels prominently on your site.
          Then, as customers reach out with questions and issues, make sure to be consistent with your responses. Create a set of guidelines for your agents that outlines appropriate answers for more common inquiries, and ensure that they have the tools they need to find solutions to more complex ones.
        Train your agents to deliver the information each customer needs, then take the time to make sure that the customer’s needs have been met. And if there’s an opportunity to above and beyond — take it.
        A few extra seconds of effort can be all it takes to make a customer’s day. And that can go a long way in establishing the kinds of relationships you want for your brand.
2. Publish Customer Reviews and Testimonials
No matter how trustworthy your brand, consumers will almost always trust other consumers more than companies. That’s because they know that no matter how unbiased you may try to be, you’re ultimately going to position your brand in a positive light.
         But you can use your audience’s trust of other customers to your advantage by publishing reviews and testimonials on your site.
          If you run an e-commerce store, for example, encourage your customers to leave reviews and add those reviews to product pages.
If you run a service-based business, on the other hand, ask your current and past clients if they’d be willing to share their experiences with your company. Then, use their responses to create a testimonials page.
          Regardless of the exact approach you take, hearing from other consumers will make prospective buyers more comfortable giving your business a chance — and will help them trust your brand right from the start.
3. Be Transparent
If you want your customers to trust you, you need to be deserving of their trust. That means being honest and transparent about what they can expect from your company.
And this should start right from their first interaction with your brand. Avoid misleading sales copy and gimmicky marketing campaigns, and don’t attempt to grab your audience’s attention with exaggerated claims about your products or services.
         Instead, aim to be as clear as possible about what you have to offer, and establish accurate customer expectations from the start.
         Reaching this goal also requires the involvement of your sales team. They should be straightforward with pricing information, fees, and any policies that may impact prospective buyers in the future, like return and cancellation procedures.
4. Ask for Feedback
Customers want to know that the brands they purchase from care about their opinions and needs. And the best way to show that you do is to ask for feedback and input regularly.
Send surveys on a regular basis and ask your customers to share their opinions. Have your products lived up to their expectations? Are they able to get the support they need when they have questions? Are they satisfied with their overall experience with your company?
         Most importantly, your surveys should include an area in which customers can provide suggestions as to what you could be doing better. Then, as you review the responses, look for opportunities to improve. When you use feedback to make real changes, you not only show your customers that you value their input, but can also make the kind of adjustments that have a positive impact on your entire customer base.
5. Create a Loyalty Program
This may seem like an obvious suggestion, but creating a loyalty program is one of the best ways to earn customer loyalty. In fact, 76% of North American consumers say they’re more likely to choose retailers that offer loyalty programs3.
         The reasoning behind this is clear. When you offer rewards for repeat purchases, you give your customers a clear incentive to stick with your brand instead of switching to one of your competitors. And this is a strategy that can be adjusted for any industry and business model. While discounts are the most popular form of reward, the possibilities are endless.
E-commerce retailers, for example, often offer free bonus items to frequent shoppers, along with early access to certain sales and promotions.
6. Always Put Your Customers First
When it comes down to it, your ability to earn customer trust depends on your ability to reliably give your customers what they want. And one of the best ways to do this is to build a company-wide customer-centric culture.
          Within some companies, the only employees that really focus on customer needs are customer service and support staff. And this is far from ideal. Instead, it’s in your best interest to encourage all of your employees to think about your customers, and how they can work to make a positive impact on those customers in their own role. When each of your teams is encouraged to consider how the decisions they make impact your customers, they’ll be much more likely to make the kinds of decisions your customers want.
          This focus makes building trust much easier — because when your products and services reflect a focus on customer needs, it’s not hard to convince your audience that you care.

         v. What is meant by CRM? Which type of information does it include? 
         CRM stands for Customer Relationship Management. It's a technology used to manage interactions with customers and potential customers. A CRM system helps organizations build customer relationships and streamline processes so they can increase sales, improve customer service, and increase profitability.
         A customer relationship management, or CRM, system uses a database to accumulate information about business prospects and customers, including product needs and purchasing history. Various businesses integrate CRM data into their marketing and advertising efforts as well as sales strategies. Businesses can customize the information they collect and store, so configurations are virtually limitless.
Customer Information
Anything relative to a customer is valuable in a CRM system, including personal customer information and demographic data. Notes and attachments can capture the details of a service call, customer support needs or warranty information. In this way, the CRM data replaces a paper file as a means of tracking each interaction with a customer. When features such as attachments are included in a CRM system, valuable documents become easily available for review. For example, if a customer is in proposal or contract negotiations, each revision can accompany the customer record for quick review, markup and electronic sharing.
Employee Information
The CRM system can store vital data, such as employee and commission information, for your internal sales force. Thus CRM also becomes a useful tool for assigning tasks, checking progress and monitoring sales goals and records internally. This feature gives the sales management team a way to monitor activity and allows individual sales representatives to compare their productivity against peers in real time.
Contract Information
When used to manage prospects, the customer relationship management system is invaluable for scheduling follow-up visits to potential customers who are currently under contract with another vendor. Through cold calling efforts, a sales representative may collect and record contract expiration dates and schedule future calls or visits accordingly within the CRM. In this way, she can avoid overlooking possible sales opportunities.
Purchasing Information
Because of the elaborate records the CRM system keeps on customers and their purchasing habits, many businesses incorporate them into their marketing plans. Reports generated to reveal buying trends focus marketing efforts by pairing customers with the most beneficial products. This information can save time for marketing and advertising departments, especially during blitz or holiday seasons.
        Q.2. Design and complete a customer satisfaction survey.                 (7) 
          If you want to obtain valuable feedback from your customers then you have to be asking them the right questions. Sharing information isn't always an easy task, and it's not the customer's job to provide your business with constructive criticism. Instead, it's the surveyor's responsibility to create a thought-provoking prompt that engages the participant.
If you're getting stuck on deciding what to ask your customers, here are some of the types of questions we recommend including on your customer satisfaction survey:
Product Usage
When it comes to customer success and satisfaction, it's critical that your business collects feedback about your product or service. If you don't, then it's more difficult to assess customer needs and provide effective solutions. Finding out how satisfied your users are with your offer provides your marketing and product teams with valuable information that can be used to improve customer retention. Some questions that you could ask in this section are:
1. How often do you use the product or service?
2. Does the product help you achieve your goals?
3. What is your favorite tool or portion of the product or service?
4. What would you improve if you could?
Demographics
Demographics are essential to marketing and sales teams because they make it easier for companies to segment customers into buyer personas. By grouping customers together based on key characteristics, this categorization helps employees visualize their target audience. Marketing and sales teams can then use that information to pursue leads that are most likely to convert. Here are some demographics questions that you should consider including in your next survey:
1. How old are you?
2. Where are you located?
3. If applicable, what gender do you identify as?
4. What is your employment status?
5. What is your marital status and do you have children?
         When asking these types of questions, be sure to embrace a proactive and inclusive approach. These questions shouldn't be mandatory, so always provide an option for customer's to omit an answer. Your goal is to extract honest information, but you don't want it to come at the expense of the customer's comfort.
Satisfaction Scale
Sometimes there are aspects of your offer or business that you want feedback on, but they aren't things that your customers are actively addressing. In these cases, it helps to be direct with your customers and ask them how they feel about these specific details. Before you do though, you'll have to determine a quantifiable way to measure their responses. Adopting a satisfaction scale section is a great way to create a consistent approach to quantifying this subjective survey feedback. A few ways that you can implement this scale are:
· A scale measuring from 1 to 10 (or another number). 1 is an extremely unsatisfied opinion and 10 meaning the customer was very satisfied.
· A descriptive scale that measures a customer's response from unsatisfied to satisfied. The customer is a given a short list of responses to choose from that range from "very unsatisfied" to "very satisfied."
· A picture scale that uses images to symbolize customer satisfaction. For example, you can use happy, sad, and indifferent emoji’s to quickly communicate customer feedback.
Open-Text
Open-text questions are survey questions that allow the participant to write out their response within a text box. This allows users to fully express their opinions using the customer's voice instead of the company's pre-written responses. While they can sometimes be time-consuming to analyze, these questions encourage the participant to be honest and give them the freedom to address any topic. Open-text questions can be an instrumental asset when determining the core values of your customers. Here are open-text questions you can ask in your next survey:
1. In your own words, describe how you feel about (insert company name or product here).
2. How can we improve your experience with the company?
3. What's working for you and why?
4. What can our employees do better?
5. Do you have any additional comments or feedback for us?
Longevity
In the last section of your survey, you'll want to include questions about the steps that'll happen after submission. These questions permit your team to follow up with the participant in the future. This comes in handy when you roll out changes and want to get updated feedback from the same customers that were surveyed earlier. You can phrase these types of questions in a few different ways:
1. May we contact you to follow up on these responses?
2. In the future, would you be willing to take this survey again?
3. If we were to update (insert product feature here), could we reach back out to talk about these changes?
While measuring customer satisfaction can be tricky to manage, asking effective questions can reveal highly valuable customer insights. If you're still in need of some inspiration for your customer satisfaction survey, take a look at these examples we pulled from different companies.
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    Case Study (8) 
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? 
          Classify and Understanding customers is the key to giving them good service which in turn results into strong customer relationships and new sales through positive word-of-mouth recommendation. However, understanding the customers’ psyche is not easy and most often requires a thoughtful analysis to identify their preferences or purchase patterns so that you can anticipate their needs and exceed their expectations.
        In what holds further is a list of six easy ways to understand your customers better. Read, comprehend and imbibe them in your working approach to engage with the customers better and ultimately sell them more.
1. Track Customers’ Real-Time Behavior
Today’s customers demand nothing less than a seamless experience across both traditional and digital touch points. To do this, a business needs to be prompt and proactive in its approach. It needs to anticipate the customers’ needs to serve them on all platforms even before the requirement is actually placed. And all this can only happen when you have a tool that gives you a peep into the real-time behavior of the customers. Experts suggest investing in a customer relationship management tool (CRM) that provides an in-depth analytics of the customers’ activities. One of the best instances to corroborate this is CRM’s email marketing functionality. Most of the renowned CRMs offer robust email marketing functionality with real-time tracking.
2. Identify the different categories of your Customers
Tagging them together in the same group only leads to generic cross-selling campaigns that do not generate any fruitful results. It’s important to understand the different parameters on which you can segregate your customers. Let’s say – the type of products/services they buy, frequency of purchase, geographic location of the customers and so on.
Once the categories are formed and customers are segregated, it becomes easier to frame precise marketing and cross-selling campaigns with targeted messaging. Needless to say, these campaigns drive more value for both your business and your customers.
3. Invest on Social Media Customer Engagement
Reason being that reports like IBM CEO Insights has stated that consumers are active on social media channels for no less than 6 hours a day. This clearly explains the indispensable role that social media plays in shaping and influencing the opinions of the consumers.
       In such a scenario, it becomes essential for every business to invest exhaustively on social media engagement. So frame strategies to engage with your target audience and customers on all social media channels as they are clearly the best place to reach them.
Tip: Do not opt for push advertising in social media. Unlike other traditional platforms where these old-school marketing tactics can work, social media calls for compelling, authentic campaigns that involves real and informative elements. We suggest using 
4. Leverage Customer Service Interactions
This is one of the best times to get a peep into the customers psyche. So frame a questionnaire and hand it over to your customer service representatives. On every occasion when your customers contact your service representatives, they can ask queries about the customer’s likes/dislikes in relation to the product or service usage. Example:
How they are using the product or service?
Are they satisfied using the product/service?
What are the changes they would like to see in the product/service?
5. Focus on Customers’ Personal Tastes and Preferences
Nurturing your customers with informative contents about your product/service is good but do not limit yourself to only that. Sometimes facilitating to the generic interests of the customers serves a great purpose too. It gives the impression of how attentive you are towards your customers and brings your buyers inches closer to you.
        
       Explain why this sort of data is helpful? 
        Customers, every business has them, but why would you want to classify them. Are some customers worth more than others? Well, yes and no – some customers are more profitable than others are, while all customers could be equally profitable. Classifying customers helps you take the action right for them, targeting your marketing, and serving their different needs – while improving your profits.
        Different customers require different actions to reach in marketing, to deliver your product to, or in how they implement your product. Your customers can be broken down into general groups reached with different triggers. Some customers are self-service, while others want you to come to them. Remember its "different strokes for different folks." Your ability to customize your marketing will determine how far you can reach into a targeted audience that will purchase your product. 
        Not only does each of your customers respond differently, but also they need to be marketed differently. Information gained from this understanding can improve the targeting of your customer lists, while you giving you a better response for your specific products. Group those customers with different qualifications; perhaps identify volume accounts verses infrequent buyers or premium product verses standard product purchasers. Those characteristics that make each group unique should be the strength that focuses your marketing to get the results you desire for your business.
        We have talked a little already about the fact different customers have different needs, this is very important in classifying customers. These needs spanned product features, financing, shipping requirements, and any other aspect you could imagine in your business. Extending our thinking to look for cycles of individual purchases reveals other aspects of customer categorization. If your product is consumed or wears out over a certain period, group together customers that may need a little call before their product runs out. Another useful mechanism for categorization is to find those customers that recommend your product, because they are a great channel to share new product enhancement or to tell about specials. These individuals are most likely to share the news or to communicate those things you make privy to them first. Categorizing customers into groups by needs and identifying what is important to them allows you to serve them better while fulfilling their desires with your products.
Describing the supply chain
As you get to know your customers, you may find that some customers are not the actual end users of your product. When classifying customers, understand not all customers may buy direct from you, but their needs have to be considered to maintain a viable product. Depending on what you are selling, you may find the actual end user is further down the line – this line we will loosely call a ‘supply chain’, which represents "how" your product gets to your customers. With any analysis, we want to start with the beginning in order to gain the bigger picture of what is going on with our product before it reaches a customer. Start with the creation of the product (the beginning); do you manufacture the product or receive it completely from someone else? Follow a product around for a couple of weeks asking yourself the following questions:
Who uses it?
Who passes it along to others?
How does this happen?
When purchases are made?
Where is it purchased?
How is it delivered?
        Every time the product changes hands from one organization to another, a little connection is made. You can represent this with simple boxes on paper, details on this will be provided later. This big picture approach gives you a better idea of the reach of your product; it could be anything from a screw in the back of a television, or the television itself.
If you manufacture a product, you probably sell it to a reseller or distributor who distributes it to your customer. If you sell directly to the customers themselves then that is fine too. In either case, there are three kinds of product providers, the reseller, the distributor, and the customer. The reseller receives your product to either incorporate it in their product, or turn it around to sell to their customers. Where a distributor sells to the reseller or sells at quantity to a particular customer. Finally, we all should know who the customer it is, they actually use your product to complete a specific task.
        You can further classify customers into three types, even if you do not interact with the customers directly. The three customer types we are going to look are the manager, the end-users, and the integrator. Think of the manager as someone to obtain the product for end-users. The end-user ultimately uses the product for its intended purpose. Unless first an integrator received the product and incorporated it into something else the end-user uses. For example, an integrator receives software which is integrated into a computer system producing a new product for an accounting department.
Defining the customer
In the beginning, we talked about classifying customers to improve sales and marketing efforts, classifying customers can improve profitability because optimizations along any of the connections in the supply chain can reduce costs without changing product sale price. If you can reduce your cost to manufacture and distribute your product then you can earn more per each transaction. In this section, we are going to talk about your customer, their customer, and the final customer – knowing that these levels could grow and expand depending on where your company is supply chain. For this article, we will assume there are only three levels to your supply chain and your company is at the top of the list (the originator).
        A clear definition of who purchases directly from you is the simplest and most direct part of classifying your customers. These individuals are the first level in your supply chain right under your organization. These individuals are most likely buy from you directly for various reasons. Look further at those "reasons for buying" they determine how your customer connects to you. In most cases the customer will use the product themselves (end-user), while in others they turn the product over to the next level below them (reseller).
When your customers turn around your product it is good for you, even if the intended end-user could buy direct, sometimes resellers can reduce your distribution costs and increase product value. This important factor must be taken into consideration, especially if you want to maintain strong channel relations. Customers who buy directly from you are yours – those who purchase from the resellers are their own. 
         The final customer, third down on your chart, actually uses your product (consumes) and usually does not turn the product around to anyone else. This is the target user that you do not always interact with directly. At this level a lot of valuable information is available about replacements, renewals, and consumption. When you look at these individuals, also look at where this customer goes for help, perhaps they come back to you or they go to a vendor; either way optimizing this part of the channel can improve product satisfaction and increased profits by identifying possible service opportunities.
        A clear understanding of each "customer category" expectations and their usage of your product is so important to improve sales and distribution. You will want to make sure you get an accurate picture. Take the time to map this out, start with moment your product leaves your facility and move on from there. A simple diagram can say a lot about your business.
Mapping your distribution system
Your supply chain or distribution system as described here is very simple to map, yet so powerful. Start with a simple workflow diagram, move along to customer interaction points, and then finally clear up the picture with specifics. There are many methods available to do this; I am going to describe the one I use with my clients – this works great for both companies providing services or hard goods.
         Creating a workflow is simple, just start with you and work your way out. I like to use a dry erase board to get out my thoughts; many boards will print out your picture or scan it into a computer. For best results use a sheet of 11" by 17" paper –brainstorm first with customers and employees, then consolidate your notes, and finally enter your diagram into a computer using a simple flow chart program. Don’t go straight to a computer, brainstorm on a whiteboard or with paper, it’s easier and takes less time.
         Start with a box at the top of one page, this box is your company. Of the different types of customers described earlier, make a few blocks, representing them, just below your block. Use lines to connect each box representing the relationships between each, and then add simple labels to describe the boxes and corresponding relationships. Connectors represent delivery methods, transactions, or anything that would move a product from one box to another.
        After you have drawn the relationships from your company to end user, it is now time to look at a valuable feature of this diagramming method, the "customer interaction points." A customer interaction point is anywhere along your chart where any customer talks to you. Concentrate on known ways your customer contacts you; this includes support calls, orders, presales support, and more. I utilize connectors with several off branches describing methods of communications and the type of communications. It is useful to draw this part in a different color than the other items.
         Now that you have an overall workflow and it has been enhanced by customer interaction points, now you will want to start getting specific. This means adding in company names, points of contact, and customer category names. Your general boxes start taking life; a clear picture develops as the chart grows with information. Some organization post phone numbers on these charts so they know whom to call during the customer service process – what you do with this chart after this point is unlimited.
         Before you start turning this picture of your supply chain into a mosaic of information, remember why we created it in the first place. This picture represents everyone who uses or obtains your products in any form. Reconstruct this picture as often as necessary to develop groups that best represent your classifications of customers. Note at each level how you will market those customers, as well as their individual needs and expectations. From a marketing standpoint you must also consider where to gain the best results, incorporate this new information in your marketing tests or when considering lists.
         Sometimes I am almost afraid to show this method of classifying customers to my clients; they get so excited because new ideas will pop out as their chart grows with information. If this exercise is difficult for your organization, or if your chart seems too complex then you have a great opportunity to identify improvements for getting your product to market. Your entire supply chain should fit on one 11" by 17" sheet of paper in a very clear format that shows simple steps between levels – if it is any more complex than that, look for ways to simplify your distribution channels.
         By classifying your customers with a clear supply chain, you will see areas to reduce costs and increase revenues. Those focus will increase profits for your organization with very little effort on your part. Have fun with this, get your employees involved, and start seeing where profitable customers can grow from all levels!
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Hilton hotel service experience

1. How would you rate the following services at the Hilton hotel?

Very dissatisfied Dissatisfied Neutral Satified Very satisfied
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2. Would you view the Hilton Hotel as:
() Budget hotel

() Economy hotel

() Midscale hotel

() Upscale hotel

& Luxurious Hotel

3.Can you tell us about your previous experiences with the Hilton Hotel?

4. For what purposes have you used the Hilton Hotel in the past? (eg: conferences, leisures, business trips...)
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