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1. Give short answers to the following questions:   
i. Explain various techniques for assessing customer response.
Customer response assessment involves gathering information and data from customers and then determining which suggestions can be used and implemented, based on the company’s best interests. Techniques used can include direct customer feedback through customer service questionnaires that tend to be a brief survey and customer suggestions that are different from a questionnaire because the information is volunteered. Companies can also get customer feedback and response through using third party agencies. Direct marketing, in-house call centres and a complaint handling department can be used as the first point of contact for getting customer response. These feedbacks are compiled to analyse customers’ perception. Another way to assess customers’ response too is through the more personal approach of a face to face conversation or meeting. 

ii. Discuss the role and function of policies and procedures in meeting customer requirements.
Through having set procedures and policies in place, it can help a company keep track of its customers and also ensure that all members of staff are aware of the standards and expectations and adhere to and follow them. In order to meet customer requirements, a company needs it staff to all provide the same high levels of customer care both before, during and after. Through having policies and procedures in place a company can measure and monitor the service its provides. It can also make it easier to adjust the level of service provided to reflect the customer’s importance or status. Through having customer service procedures in place and meeting customer requirements it can in turn for example help to increase customer revenue, help staff close deals faster and help to identify new customers. 


iii. What is the role of quality management in meeting customer needs?

Prior to quality management, price was the major deciding factor when a company manufactured products or offered services. Quality management and its requirement for continuous improvement plays a crucial role in customer focused organisations and can better identify customers needs. Through following a quality management system across an organisation, a company can meet customer requirements and strive to surpass customer expectations. Quality management is a management philosophy that strives to meet customers needs and expectations through all-round improvement. It can ensure product quality through managing people and business processes to do things right every time and the definition of right is based on the customers needs. Quality management is the satisfaction of both internal and external customers. Another aspect of quality management is that it strives to match and exceed expectations of customers at all stages and ensures fixing customer-centric quality, delivery and after care. 




iv. “A happy customer is a reliable customer’, and a reliable customer means profit”. Keeping in view this statement, point out some ways in which one might gain customers’ trust.

Building trust with a customer is the first way of building a long-term relationship. A key aspect to this is to make sure that a company delivers what they have promised. Trust is invaluable, and it acts as a glue between business relationships that become deeper and stronger with time and from this they also become more reliable. Creating bonds with other organisations can help gain and develop trust and is a good way to keep a relationship steady. By having strong bonds with customers can show that you have mutual goals and through this understanding will work together. Again, as the relationship grows, the bond becomes stronger. Another way to gain customer’s trust is to have and show empathy (as it is an emotional link) to the customer before making a statement or acting on a decision. Encouraging reciprocity can also help build strong relationships with customers.


v. What is meant by CRM? Which type of information does it include?

Customer Relationship Management (CRM) is a philosophy model used for managing a company’s relations with customers, clients and sales prospects. It is a database that primarily helps a company keep track of its customers and clients and also shows ways for a company to market their business to them. CRM analyses customers history and specifically focusses on customer retention and ultimately driving sales growth. CRM is a computerized system for identifying, acquiring and retaining customers and can synchronize business processes, primarily sales activities and also activity in marketing, customer service and technical support and computer configurations are virtually limitless. A standard CRM database includes the following information: 
· Company and Contract Management
· Lead and Activity Management
· Opportunity Management
· Charting and Reporting
· Email Marketing
· Sales Forecasting
· Email Integration 
· Notes and Business Intelligence Management 


A CRM system includes customer information that can include personal customer information and demographic information. Notes and attachments can capture details of calls, customer support needs or warranty information. So, the CRM data replaces a paper file and acts as a tracking system for each customer that can be electronically shared in a quick manner with other departments. 

The CRM system can store vital data, such as employee and commission information, for a company’s internal sales force. 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 can be held on the CRM. 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 company. 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, the sales department can avoid overlooking possible sales opportunities. 

Due to the detailed customer information and records held on the CRM, many businesses incorporate this into their marketing plans. Reports can be generated to plot and show buying trends and from this the information can be used by pairing customers with a company’s products that they think are most suitable or beneficial. This information is most useful for the marketing and advertising department during sale periods or holiday seasons for email marketing and mailing lists. Through targeting customers, it can ensure higher customer retention and increase overall customer revenue. 

A CRM system can help identify new and potential customers. This is done by keeping track of existing customers a company is able to devise strategies to determine the kind of people they can target that in return provides maximum clientele. CRM can also help call centres more efficient and help staff to close deals faster. 

vi. Design and complete a customer satisfaction survey.

Customer Satisfaction Survey

1. How likely is it that you would recommend this company to a friend or colleague?	
Not at all likely								Extremely Likely
	0
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10




2. Overall, how satisfied or dissatisfied are you with our company?
·  Very satisfied	
· Somewhat satisfied
· Neither satisfied nor dissatisfied
· Somewhat dissatisfied
· Very dissatisfied









3. Which of the following words would you use to describe our products?
Select ALL that apply.	

	Reliable    				Overpriced

High quality				Impractical

Useful					Ineffective


Unique				Poor quality

Good value for money		Unreliable 	



4. How well do our products meet your needs?

· Extremely well
· Very well
· Somewhat well
· Not so well
· Not at all well

5. How would you rate the quality of the product?

· Very high quality
· High quality
· Neither high nor low quality 
· Low quality 
· Very low quality

6. How would you rate the value for money of the product?

· Excellent
· Above average
· Average
· Below average
· Poor

7. How responsive have we been to your questions or concerns about our products?

· Extremely responsive
· Very responsive
· Somewhat responsive
· Not so responsive
· Not at all responsive
· Not applicable 







8. How long have you been a customer of our company?

· This is my first purchase
· Less than six months
· Six months to a year
· 1 – 2 years
· 3 or more years
· I have not made a purchase yet

9. How likely are you to purchase any of our products again?

· Extremely likely
· Very likely
· Somewhat likely
· Not so likely
· Not at all likely 

10. Do you have any other comments, questions or concerns?





 Thank you for your time. 



vii. Review the success of a completed survey.

From the completed customer satisfaction survey above, the respondent did not score the company the highest with being overall satisfied but did score the next level down. This shows a high level of customer satisfaction but there must have been some issue or displeasure for the customer not to score the maximum. Another key question of the survey is how likely or unlikely a person is to buy again. In this survey the answer was in the middle as somewhat likely which indicates a neutral response and not positive or negative. An important question is the first one on the survey of how likely or unlikely would the customer recommend the company. Here the response was nine out of ten with ten out of ten being extremely likely.
From the completed survey the scores were always over eight of ten which shows that the company is an excellent supplier and possibly a market leader. There is one average score which shows there is some attention needed in that area which is for the repeat buying which is key for increased revenue and retaining customers. There are no scores of below 7 out of 10 which means there is no serious cause for concern. 

Measuring satisfaction is only half the story. It is also necessary to determine customers’ expectations or the importance they attach to the different attributes, otherwise resources could be spent raising satisfaction levels of things that do not matter. The measurement of expectations or importance is more difficult than the measurement of satisfaction. Many people do not know or cannot admit, even to themselves, what is important.  

Establish performance goals: Once a company has got actionable data, they need to make sure feedback is implemented. They can use customer feedback surveys to reach back out to customers and measure their progress over regular periods of time. Leverage what has been learned from the valuable data to rake in revenue and improve customer and employee satisfaction and loyalty. It is important to compare results over time to see how the business has improved.
Management reporting: Data from customer satisfaction questionnaires can also help managers identify key drivers and metrics they should track across departments and roles.
Keeping employees engaged: When a business offers excellent customer service, they are much more likely to find and retain customers. Making employee engagement a priority to improve customer satisfaction and the level of customer service. Regularly talking with employees to see what makes them happy and valued and creating performance benchmarks, can go a long way toward keeping customers happy.


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 fitness training instructor. One of the managers argues that, before starting their marketing campaign, they should collect some information about their target customers, including age range and occupation. 
 
 
1. How important is it for them to classify the centre’s users? 

It is very important to collect and classify customer information as it will help them understand what customers they have and want to attract further and then from this they can work out how to market the business to the different target groups. Through identifying current customers and how and when they use the leisure centre facilities it can help them identify potential new customers. By keeping a track of the information of their existing clientele the leisure centre can come up with a strategy to determine the kind of new customers they should in turn target, so they can achieve maximum clientele which will provide maximum revenue.   A further reason to classify customer data is that it will allow the company to target promotions and special personalised offers to different groups which will increase customer satisfaction and loyalty. It is also a way to find out what is trending amongst the customer base and then be able to group offers or promote a new feature/product like for example the new gym and updated equipment. Through collecting data on customers age and occupation etc. it can help to identify when they will visit the leisure centre and what for. This can help ensure that for example the gym and other facilities are open and accessible at the correct times and the fitness instructor is there. Also, by collecting information on the occupations of customers, it can help ensure that the leisure centre charge the correct prices for membership or to access facilities as offering prices too expensive or cheap would be damaging to the business. By classifying customer data, it can help to support and meet many business objectives and communicating directly with customers can enhance the customer experience and give customers the opportunity to voice what they are happy with and what they are dissatisfied about. Collecting customer information can help make sure that their customers’ needs are met at all times and the customer is left satisfied. The list of the benefits of gathering customer data goes on and on. Implementing action steps that are a lot more data-driven will give customers themselves a feeling that they are being heard and treated fairly. This is customer satisfaction and is precisely what will help the leisure centre business grow a    nd stand apart from its competitors.


2. Explain why these sorts of data are helpful. 

The data is important as it will help understand a customer’s likes and dislikes and where improvements can be made. Surveying clients who have not used the services for a while, can help identify what went wrong and what can be done to win them back and this will boost and develop customer satisfaction. It can identify opportunities for new products/promotions and help to identify what expectations are not met by existing methods and approaches. The data can give specific and accurate information and avoid assumptions which can be detrimental and not good business practice.  
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