
 

 

International Journal of Scientific Research & Engineering Trends                                                            

 

A Study of Customer Satisfaction 
Business Customers Model

Shashanka.Shashanka6@gmail.com

Abstract -Most benefit looking for associations are at last kept running by cash and the specific retail stores are the same in 
that. In retail markets the customers are the hotspot for benefits and organizations trying to procure them are continually 
growing new techniques keeping in mind the end goal to get the aggressive edge that baits the customers in to their stores. At 
the point when a company offers products and services that satisfies the requirements of the customer and produces extra 
esteem, satisfaction and saw quality appropriately then the company has the best possibilities for progress. High customer 
satisfaction is one focused edge a company can have and one reason why it is such a critical piece of a company's methodology
and has seen such a large number of researches and concentrates after some time is its association with gainfulness. The 
customers for the situation company X comprise of ordinary family unit purchasers and business
conducts periodical studies that measure the satisfaction of the ordinary family unit buyers yet no research have yet been done 
to quantify the satisfaction of the business customers. This research will in this manner give new information to X and the 
aftereffects of this study can be valuable to th
are somewhat happy with the services and products of X. The desires for the customers were likewise met great. The most 
noteworthy factor for the B2B customers to visit in X was 
impact to the expenses for the customers.  

 
Keywords-Growing New Techniques, Concentrates

I. INTRODUCTION
 
1. Customer satisfaction  
Customer satisfaction has for quite some time been 
perceived in marketing thought and practice as a focal 
idea and in addition an essential objective of all business 
exercises. Truth be told, there are no less than two 
unique conceptualizations' of customer satisfaction, one 
is exchange particular and other is combined. Exchange 
particular satisfaction gives particular analytic 
information about a specific product or administration 
experience.  
 
Interestingly, combined customer satisfaction is a 
general assessment in view of the aggregate buy and 
utilization encounters with a product or administration 
extra minutes, which is more basic and helpful than 
exchange particular purchaser satisfaction in foreseeing a 
buyer's resulting conduct and a firm's past, pre
future execution. It is total customer satisfaction that 
spurs a firm's interest in customer satisfaction. Further, 
customer satisfaction is for the most part characterized as 
an inclination or judgment by customers towards 
products or services after they have utilized them. In 
spite of the fact that customer satisfaction is basic for 
survival yet customers who are held may not generally 
be fulfilled and fulfilled customers may not generally be 
held. Along these lines, this makes a test for keeping
large amounts of administration, consciousness of 
customer desires and enhancements in services and 
product.  
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nd saw quality appropriately then the company has the best possibilities for progress. High customer 
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ber of researches and concentrates after some time is its association with gainfulness. The 
customers for the situation company X comprise of ordinary family unit purchasers and business-to-business customers. X 

satisfaction of the ordinary family unit buyers yet no research have yet been done 
to quantify the satisfaction of the business customers. This research will in this manner give new information to X and the 
aftereffects of this study can be valuable to the company for increasing better outcomes. As per this study the B2B customers 
are somewhat happy with the services and products of X. The desires for the customers were likewise met great. The most 
noteworthy factor for the B2B customers to visit in X was observed to be the area of the company, which had a definitive 

Concentrates, Business-To-Business Customers.

INTRODUCTION 

Customer satisfaction has for quite some time been 
perceived in marketing thought and practice as a focal 
idea and in addition an essential objective of all business 
exercises. Truth be told, there are no less than two 

r satisfaction, one 
is exchange particular and other is combined. Exchange 
particular satisfaction gives particular analytic 
information about a specific product or administration 

Interestingly, combined customer satisfaction is a 
essment in view of the aggregate buy and 

utilization encounters with a product or administration 
extra minutes, which is more basic and helpful than 
exchange particular purchaser satisfaction in foreseeing a 
buyer's resulting conduct and a firm's past, present and 
future execution. It is total customer satisfaction that 
spurs a firm's interest in customer satisfaction. Further, 
customer satisfaction is for the most part characterized as 
an inclination or judgment by customers towards 

ter they have utilized them. In 
spite of the fact that customer satisfaction is basic for 
survival yet customers who are held may not generally 
be fulfilled and fulfilled customers may not generally be 
held. Along these lines, this makes a test for keeping up 
large amounts of administration, consciousness of 
customer desires and enhancements in services and 

In any case, fulfilled customers are the assets of an 
association that guarantee a consistent income for the 
business later on. Further, it is for the most part 
contended that if customers are happy with a specific 
product or administration offering after its utilization, at 
that point they are probably going to participate in 
rehash buys and attempt line expansions. Additionally, 
customers are likewise liable to pass on others of their 
ideal encounters and consequently, participate in positive 
verbal publicizing though disappointed buyers are 
probably going to switch brands and take part in 
negative informal promoting.  
 
High customer satisfaction has numerous advantages for 
the firm, for example, expanded loyalty for current 
providers, lessened cost elasticity's, protection of current 
providers from aggressive endeavors, bring down 
expenses of future exchanges, decreased 
costs, bring down expenses of drawing in new customers 
and an upgraded notoriety for the firm. Besides, it is 
trusted that customer satisfaction is a decent, if not the 
best, marker of a firm's future benefits. 
 
2. Brand Equity  
Today brand equity has turned out to be a standout 
amongst the most critical marketing ideas both in 
business rehearse and in addition in scholarly research 
since marketers can increase upper hand through 
effective brands. Further, associations create brand as an 
approach to draw in and hold customers by advancing 
worth, picture and way of life. In spite of the fact that to 
make a brand without any preparation requires immense 
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speculation, however brands have different points of 
interest to the firm, for example, open 
expansion, flexibility against contenders, special weights 
and making of hindrances to aggressive section. 
 
Brands are assets for a company and in this way, 
company's financial execution is essentially influenced 
by its brand equity. In this way, brand equity is thought 
to be one of the key drivers of a business achievement. 
Further, there have been three distinct perspectives for 
considering brand equity, viz., the customer based point 
of view, the financial viewpoint and the consolidate
viewpoint, where the shopper based viewpoint subsumes 
the two multidimensional ideas, i.e., brand quality and 
brand esteem. Brand quality depends on the 
discernments and conduct of customers that enable the 
brand to appreciate reasonable and separated up
though brand esteems are the increases that gather when 
brand quality is utilized to get predominant present and 
future benefits.  
 
The financial viewpoint depends on the incremental 
marked down future money streams that would result 
from a branded products income over the income of an 
unbranded product. At last, joined viewpoint 
consolidates both customer based brand equity and 
financial brand equity. Further, brand equity is thought 
to be an arrangement of assets (and liabilities) connected 
to a brand's name and image that adds to (or subtract 
from) the esteem given by a product or administration to 
a firm and/or that firm's customers.  
 
3. Customer loyalty 
Today marketers are looking for information on the most 
proficient method to manufacture customer loyalty. The 
expanded benefits from loyalty originate from decreased 
marketing costs, expanded deals and diminished 
operational expenses. Further, faithful customers give 
solid verbal, make business referrals, give references and 
serve on warning sheets. Subsequently, customer loyalty 
powerfully affects firm's execution and is considered by 
numerous organizations an imperative wellspring of 
upper hand. Reliably abnormal amounts of customer 
loyalty make enormous upper hand as well as lift 
representative resolve and productivity. 
 
Then again, relentless customer deserting devastatingly 
affects a company's execution. Further, the advantages of 
customer loyalty to a supplier of either services or 
products incorporate lower customer value affectability, 
lessened use on pulling in new customers, enhanced 
authoritative gainfulness. Besides, loyalty can be 
towards a brand, product or administration outlet. 
Loyalty likewise prompts inspirational mentalities and 
conduct, for example, rehash support and buys and 
positive proposals, which impact other real or potential 
customers. A steadfast customer base is a significant 
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authoritative gainfulness. Besides, loyalty can be 
towards a brand, product or administration outlet. 
Loyalty likewise prompts inspirational mentalities and 
conduct, for example, rehash support and buys and 
positive proposals, which impact other real or potential 
customers. A steadfast customer base is a significant 

resource for an association. It lessens the need to look 
for new customers and creates precise input that the 
association's products and services
requirements of a specific gathering of individuals. In 
addition, faithful customers purchase increasingly, 
unnecessary information when contrasted with non
steadfast customers and are less inclined to switch even 
on account of somewhat higher costs.
 

II. LITERATURE REVIEW
 
According to Kotler and Armstrong (2010) price is the 
amount of money charged for a product or service, or the 
sum of the values that customers exchange for the 
benefits of having or using the product or service while 
Stanton, they defined price as the amo
goods needed to acquire some combination of another 
goods and its companying services. But the marketing 
literature showed researchers’ inclination towards price 
fairness in relation with customer satisfaction (Kukar
Kinney, Xia and Monroe, 2007; Martin
Molina and Esteban, 2007). Price fairness refers to 
consumers’ assessments of whether a seller’s price is 
reasonable, acceptable or justifiable (Xia et al., 2004; 
Kukar-Kinney, Xia and Monroe, 2007). Price fairness is 
a very important issue that leads toward satisfaction. 
Charging fair price helps to develop customer 
satisfaction and loyalty.  
 
Research has shown that customer’s decision to accept 
particular price has a direct bearing at satisfaction level 
and loyalty and indirectly (Martin
and Esteban, 2007). In another study of Herrmann et al., 
(2007), it was concluded that customer satisfaction is 
directly influenced by price perceptions while indirectly 
through the perception of price fairness. The price 
fairness itself and the way it is fixed and offered have a 
great impact on satisfaction. According to Lommeruda 
and Sørgard (2003), telecommunication services are like 
undifferentiated products therefore, customers are not 
price sensitive all the times and someti
takes part in brand preferences. This is the reason; some 
consumers are retained with old monopolists.
 
Customer satisfaction is defined as an "evaluation of the 
perceived discrepancy between prior expectations and 
the actual performance of the product" (Tse and Wilton, 
1988, Oliver 1999). Satisfaction of customers with 
products and services of a company is considered as 
most important factor leading toward competitiveness 
and success (Hennig-Thurau and Klee, 1997). Customer 
satisfaction is actually how customer evaluates the 
ongoing performance (Gustafsson, Johnson and Roos, 
2005). According to Kim, Park and Jeong (2004) 
customer satisfaction is customer’s reaction to the state 
of satisfaction, and customer’s judgment of satisfaction 
level. Customer satisfaction is very important in today’s 
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business world as according to Deng et al., (2009) the 
ability of a service provider to create high degree of 
satisfaction is crucial for product differentiation and 
developing strong relationship with customers. 
 
Customer satisfaction makes the customers loyal to one 
telecommunication service provider. Previous 
researchers have found that satisfaction of the customers 
can help the brands to build long and profitable 
relationships with their customers (E
and Topi, 2007). Though it is costly to generate satisfied 
and loyal customers but that would prove profitable in a 
long run for a firm (Anderson, Fornell and 
Mazvancheryl, 2004). Therefore a firm should 
concentrate on the improvement of se
charge appropriate fair price in order to satisfy their 
customers which would ultimately help the firm to retain 
its customers (Gustafsson, Johnson and Roos, 2005). It is 
a common phenomenon that the services a brand offers 
and the price it charges actually determine the level of 
satisfaction among its customers, than any other measure 
(Turel et al. 2006).  
 
Customer’s involvement is also important as when buyer 
consider the product important and invests time to seek 
information then it ultimately enhances the satisfaction 
level. This satisfaction may influence the concerned 
company by repurchase, purchase of more products, 
positive word of mouth and willingness of customer to 
pay more for the particular brand. Any business is likely 
to lose market share, customers and investors if it fails to 
satisfy customers as effectively and efficiently as its 
competitors is doing (Anderson, Fornell, and 
Mazvancheryl, 2004). 
 
       III. RESEARCH METHODOLOGY
 
Henceforth this work have assessed company X's brand, 
first this work had experienced survey which 
expected to ask to focused respondents. At that point 
work had discourse over advantages and disadvantages 
of each portion of survey so nobody should confront 
issue while managing odd or surprising reaction from 
respondent. We separated the objective respondents by 
portion testing system. We accumulated required data 
and investigated it well for its rightness and legitimacy. 
At that point we broke down the specific 
which were testing more towards in where change 
required in X company. To add on to the customer's 
prerequisites we have likewise featured the zones where 
change is required in X and the essential regions which 
require more stream of financial assets towards them. 
Data analysis: Dissecting the gathered data is 
exceptionally basic for touching base at any conclusion. 
Amid the procedure of analysis we discovered that 
numerous customer do get affected by brand and 
notoriety of X, they consider this factor a great deal 
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of each portion of survey so nobody should confront 
e while managing odd or surprising reaction from 

respondent. We separated the objective respondents by 
portion testing system. We accumulated required data 
and investigated it well for its rightness and legitimacy. 
At that point we broke down the specific portions of poll 
which were testing more towards in where change 
required in X company. To add on to the customer's 
prerequisites we have likewise featured the zones where 
change is required in X and the essential regions which 

cial assets towards them.  
Dissecting the gathered data is 

exceptionally basic for touching base at any conclusion. 
Amid the procedure of analysis we discovered that 
numerous customer do get affected by brand and 

r this factor a great deal 

while choosing the reason and use. Other imperative 
factors which customers consider before taking 
confirmation are; brand equity, brand loyalty, company 
brand specialization accessible and industry interface or 
presentation gave to customers. We have likewise 
discovered that X has presented sudden climb in the 
brand cost and with which customer are not happy, since 
as specified prior brand cost is one of the principle 
factors considered by customer while taking considered. 
 

IV. CONCLUSION
 
This paper was done as customer satisfaction research 
for the company X. The reason for this study was to 
gauge the present satisfaction level of the customer and 
additionally better comprehend customers' needs from 
company's perspective for enhancing the administration 
level. In the meantime, research likewise broke down the 
reason and factors that raise issues of affecting 
satisfaction level. The research had been finished by the 
utilization of quantitative research strategy approach by 
methods for the poll, and one short meeting was 
conceivable to organize with the company proprietor.
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