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CHAPTER ONE: INTRODUCTION 

1.1 Background of the study
Customer satisfaction is the degree to which a customer perceives that an individual, firm or organization has effectively provided a product or service that meets the customer’s needs in the context in which the customer is aware of and using the product or service. It is a post-purchase evaluation of a service offering (Oh, 2000). No company exists without customers and it is very important to keep customers satisfied to have a chance to gain their loyalty. Increase of competition among companies for marketing their products and services and also accretion of customers’ power in world of today have caused companies not only search for new customers but also try to preserve their former customers. Being customer focused nowadays has to be accepted as a bare necessity to conduct business. Globalization and value-driven business imperatives would therefore mean that mistakes are not going to be tolerated; substandard products and services will ensure that the weak are not going to continue competing; and fragile practices and poorly defined and managed processes will not get accepted. Apart from anything else, true competitive advantage will only be established through excellence in customer value and the ensuing relentless care and attention provided (Zairi, 2000).Companies win or lose based on what percentage of their customers they can keep. Success is largely about the retention of customers, which again depends on the customer service level. It would be a great help to be able to comprehensively measure the quality of products and services by relating the measures of quality to real customer behavior. Customer satisfaction is vital to any business, big or small. It is one of the distinct gauges of customer loyalty. There are several ways a business can keep their customers loyal to their company and measuring and analyzing customer satisfaction can help them accomplish that but also gain knowledge on how to acquire more loyal customers. Customer loyalty is important because it drives repeat business, even if there is a lower price on offer from competitor. Loyal customers come back more often to take up cross sell opportunities and are more likely to try new products from their preferred supplier. Loyal customers are more likely to recommend a business’s services. Profit tends to increase over the life of the retained customer. 
It can be twenty times more expensive to acquire new customers than retaining existing customers. Today in the market there is tough competition and the technologies are changing day to day, to become successful in modern market the business organization have to be customer oriented organization have to look after for building customers. While doing the study attempt is to get correct information from the customers in the market. After collecting the detailed information about the market analysis has to 
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be done, the finding and result of the research work will given later in research report. Therefore, the 
current study seeks to measure customer satisfaction towards cement products with exact reference to National Cement Share Company at Dire Dawa. The information about the market will gather by visiting customers in the market.
1.2. Statement of the problem
Customer satisfaction is one of the most important issues concerning business organizations of all types, which is justified by the customer orientation Philosophy and the main principles of continuous improvement of modern enterprises. Customer is an individual or business that purchases the goods or services produced by a business. The client is the end goal of businesses, since it is the customer who pays for supply and creates demand. Businesses often follow the adage that "the customer is always right" because happy customers will continue to buy goods and services. In today’s competitive business environment, customer satisfaction is an increasingly important component of an effective organization. Customer satisfaction is a key component of a successful and prosperous organization. It has been linked to higher profit margins and greater employee satisfaction, customer loyalty, customer retention, and repeat purchases. When measured in financial terms, it is easy to see why customer satisfaction should become the foundation to all other measures of business performance. Satisfied customers will return to buy more, recommend you to others, cost less to sell to, and cost less to service. In short, organizations that actively manage customer satisfaction are actively managing their ongoing profitability. Customer satisfaction is important because it provides marketers and business owners with a metric that they can use to manage and improve their businesses. Building customer relationships is one of the customer retention strategies used to improve customer service and reduce customer churn. The problem is that customer satisfaction is seldom expressed in financial terms. Many organizations simply categorize customer satisfaction measurement as a form of “marketing intelligence” instead of using it as a management tool to build the customer into their quality improvement processes and increase profit. As a result, companies often know the cost of providing good service but they rarely know the cost of providing bad service. Many market research companies agree that even “satisfied customers” will defect. Therefore, this study concerns on customer satisfaction to meet customer needs in order to make customers loyal and retain them for better profit in today’s modern market within the context of National Cement Share Company.
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1.3. Objectives of the study
1.3.1. General objectives
The main objective of this proposed study is to measure customer satisfaction in National Cement S.C.
1.3.2. Specific objectives		
· To determine overall customer satisfaction with products or services in National Cement S.C.
· To identify customer perceptions of “key areas of weakness” and “key areas of strength”. 
· To measure and prioritize areas where improvement will most affect customer satisfaction in National Cement S.C.
· To identify key competition and determine competitive position.
· To determine the extent pricing affects repeat customer sales.
· To develop a means to measure the effect that increased customer satisfaction has on repeat customer sales for National Cement S.C. 

1.4. Operational definition of the variables

For simplicity and thoughtful during this study the following terms will be defined. 
“Customer satisfaction, a business term, is a measure of how products and services supplied by a company meet or surpass customer expectation.
Customer loyalty: - is the result of consistently positive emotional experience, physical attribute-based satisfaction and perceived value of an experience, which includes the product or services.
Customer retention: - is the activity that a selling organization undertakes in order to reduce customer defections. 

1.5. Scope of the study
This study includes direct interaction with the customers and this helps to know the customer satisfaction level to great accuracy. The scope of the study is limited to National Cement S.C of Dire Dawa customers and the study is of importance to the company which will covers price factors, fineness of the cement, color of the cement, setting time, attractive packaging, brand image, fast delivery time, wide availability, and customer service quality.  
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1.6. Significance of the study
Customer is one for whom you satisfy and or need return for some of payment. The payment may be money, time or goodwill but there is some form of payment. Satisfaction is the level of person felt state by comparing products perceive in relation’s expectations. Satisfaction level is function of the difference between perceived performance and expectations. If the performance falls short of expectation, the customer is not satisfied. If the performance matches the customers are highly satisfied. If the performance is beyond his expectations the customer is thrilled. Customer satisfaction is customer’s positive or negative feeling about the value that was perceived as a result of using particular organization. This study will have the purpose, 
 To know the perception of customers. 
 To find out the effective and ineffective factors of National cement.
 To assess the current position of the National Cement in Dire Dawa. 

1.7. Limitation of the study
Some customers or dealers will not co-operate well.  Some customers will not able to understand some of the questions.  These limitations of the research can be diminished by give over much effort to increase the awareness and willingness of respondents to provide reliable and whole information and using different means of communication to reach the target population.

CHAPTER TWO: - REVIEW OF RELATED LITERATURE 

This paper is divided into several sections. First, a brief review of main concepts of customer satisfaction is provided. Next, I try to provide the analyst a general idea of customer satisfaction. Finally, the article concludes with customer satisfaction index.
Customer satisfaction is a marketing term that measures how products or services supplied by a company meet or surpass a customer’s expectation. Customer satisfaction is the best indicator of how likely a customer will make a purchase in the future. Any marketing program has a better chance of being productive if it is timed, designed, and written to solve a problem for potential customers and is carried out in a way that the customer understands and trusts ( ECCSA, 2013). The supply of goods (services) in accordance with customer needs and demands of business the present age is the key to the success of a business (Gilaninia, 2011). The most widely accepted conceptualization of the 
-4-
customer satisfaction concept is the expectancy disconfirmation theory (McQuitty, Finn and Wiley, 2000). The theory was developed by Oliver, who proposed that satisfaction level is a result of the difference between expected and perceived performance. Satisfaction (positive disconfirmation) occurs when product or service is better than expected. On the other hand, a performance worse than expected results is dissatisfaction (negative disconfirmation). Studies show that customer satisfaction may have direct and indirect impact on business results. Luo and Homburg (2007) concluded that customer satisfaction positively affects business profitability. The majority of studies have investigated the relationship with customer behavior patterns (Dimitriades, 2006; Olorunniwo, 2006; Chi and Qu, 2008; Faullant, 2008).
Some companies get feedback about customer satisfaction through the percentage of complaints and some through non-systematic surveys, but some do not measure customer satisfaction at all, because “the system would not add anything useful and is very time consuming” (Chotipanich, 2004). Customer satisfaction measurement (CSM) has become one of the commonest prescriptions to managers and organizations and comes from a wide variety of sources. Besides, customer satisfaction measurements enable the establishment of the key factors that affect satisfaction or dissatisfaction with services. Once they are defined, one can make appropriate efforts to eliminate the negative factors. In other words, an organization can then manage its resources more efficiently. Most markets are very competitive, and in order to survive, organizations need to produce products and services of a very good quality that yield highly satisfied and loyal customers. Many practitioners and researchers have investigated a range of different customer attitudes that influence both intentions and behaviors relate to loyalty. Customer attitudes have included customer satisfaction, customer value, price perceptions, the quality of the relationship and service quality. Many studies have found strong links between customer attitudes and customer loyalty behavior. For example, it has commonly been found that higher levels of customer satisfaction lead to higher levels of behavioral intention, which in turn lead to stronger customer loyalty behavior, which can be measured through repeat purchases, increased share of wallet, positive word of mouth recommendations, and reduced customer acquisition cost. In fact, customer satisfaction has been empirically shown to be the predominant attitudinal metric used to detect and manage customers’ likelihoods of staying or defecting. In other words, there is a very clear and strong relationship between the quality of a product, customer satisfaction and profitability (Figure 1) (Fečikova, 2004; Williams, 2011). 
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Figure 1. Dependence between quality, satisfaction and profitability (Fečikova, 2004).
Since the quality of services is one of the central factors to influence customer satisfaction, we have to pay more attention for determination and evaluation methods of customer satisfaction. Even though quality is the key indicator, there are more elements (e.g., “word of mouth”, emotions or the communication style adopted by a service provider) that affect a customer’s attitude towards a service and a service organization.

2.1 Factors influencing customer satisfaction

Both the quality of services and customer satisfaction has many definitions: quality is often understood as an attitude, while a customer’s evaluation of a service and satisfaction is considered to be the measure of a transaction. Either way, quality is the main construct forming satisfaction and making the background of customer’s perceived value; therefore, it is useful to take an in-depth look at the nature of quality.
2.1.1 Service quality
In the growing service sector there is still the most problematic challenge of how to deal with service quality. Quality is one of the most expected aspects by customers of almost all service products (Urban, 2009). Before quality can be managed it must be defined (Rondeau, 2006). Coming up with a precise definition of the quality of services is complicated because quality can be understood and evaluated both objectively and subjectively. Quality is objective when it is related to external tangible features which can be measured factually. Subjective quality is rated when a customer’s imagination, personal experiences, emotions, expectations and attitudes are taken into account (Bagdoniene, Hopeniene, 2004; Langviniene, Vengriene, 2005). The most common reason for dissatisfaction is the difference between an objective and the subjective evaluation of quality (Bagdoniene, Hopeniene, 2004).
Corporate quality refers to the image attributed to a service provider by its current and potential 
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customers, as well as other publics (Kang, James, 2004). Although this distribution is still discussed a lot, empirical arguments show that there are two service quality dimensions   (Barrett, Baldry, 2007; Kang, James, 2004; Langviniene, Vengriene, 2005):
1. Technical (external) quality is what the customer gains during the service’s delivery process. Technical quality is concerned with “what” is done and includes how well the problems were solved and the systems and techniques used. 
2. Functional (process) quality is the service delivery method. The functional factors revolve around “how” the service was rendered. This includes items such as the appearance of the staff, their attitude towards clients and how accessible and responsive the facilities department was to the client (Barrett, Baldry, 2007). There is a growing body of research which indicates that when clients judge the quality of a service; they give unexpectedly high weight to the functional factors as well as the technical factors. A customer’s opinion about the quality is formed by the service’s delivery method, the supplier’s behavior and other aspects which influence the way the service achieves its goal. It is worth mentioning that positive and negative influence can be made by other customers using the same or similar services. For some services the “what” (or technical quality) might be difficult to evaluate. Lacking an ability to assess technical quality, consumers rely on other measures of quality attributes associated with the process (the “how”). It is therefore important for managers to think through how they deal with the core business as an important, and quite separate, issue from what they do to solve the technical problems that they are faced with (Barrett, Baldry, 2007; Kang, James, 2004; Langviniene,Vengriene, 2005). End users are just barely or not at all aware of the service processes. The end users become active actors only when a service failure occurs. At that point the end-user becomes active in the service process. The end-user wants to initiate a recovery process. When a service failure occurs, the literature uses the term “service recovery” to indicate the service process. The term can be determined as follows: “Service recovery refers to the actions a service provider takes in response to service failure”. The user is actually evaluating a service recovery process instead of the regular service. Thus, functional quality does not build up from “normal” service encounters but from service failure recovery processes. Referring to this, we speak of service recovery quality (functional quality) (Rasila, Gelsberg, 2007). It is important to distinguish between recovery processes and “normal” service processes, as it seems that a customer perceives these two processes differently. Usually, when service recovery is taking place, there is some inconvenience, and if the service recovery does not take place quickly, effectively and in a sensitive manner, the customer’s (end user) reactions are bound to be stronger than in a normal service situation. On the other hand, if a recovery process is carried out well, 
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the customer may become even more loyal and satisfied than in a “normal” service process, and the 
customer relationship may become stronger (Rasila, Gelsberg, 2007). Most maintenance activities are conducted outside the end users’ perception. And even if they are aware of the service processes, they may not have the skills and knowledge to assess the technical quality. The essence here is that the end users are not active players in the service process and cannot evaluate the process as an entity. Nonetheless, they may have clues as to what is happening: they may see service personnel performing their duties or they may notice that something has been done. They perceive some clues of either technical quality or functional quality and make judgments based on these. We refer to these clues by using the term “observed maintenance quality” (technical quality) (Rasila, Gelsberg, 2007). It may be seen that perceived quality of the end user is composed of two dimensions – observed maintenance quality and service recovery quality and that both of them need to be evaluated talking about an end user’s degree of satisfaction (Rasila, Gelsberg, 2007).  Two of the mentioned quality aspects – what is delivered and how it is delivered – are the quality dimensions which a customer experiences. One more factor needs to be added to the perceived quality of services – the customer’s expectations of a service. If the expectations of a customer are unrealistic, the perceived corporate quality will be considered low even though its objective evaluation proves it to be sufficient (Langviniene, Vengriene, 2005). The client’s expectation of any service will be conditioned to a great extent by his past experience but also by the initial message concerning the service. Thus, the facility manager should be careful not to overstate what the facilities department is capable of delivering. If this occurs, it is obvious that the client is unlikely to be satisfied with the service provided. However it is important to portray a positive, rather than a negative, image (Barrett, Baldry, 2007). The expected quality is formed as a function of a few factors: it is influenced by marketing communication (promotional and sales campaigns), verbal communication (between clients and employees directly, client-to-client), future image (formed while a customer is interacting with a firm) and customer needs (the problems a client expects to resolve using this service). Customer expectations can even be influenced by demographics (Bagdoniene, Hopeniene, 2004; Langviniene, Vengriene, 2005).
Service quality is considered as a critical dimension of competitiveness. Providing excellent service quality and high customer satisfaction is the important issue and challenge facing the contemporary service industry (Hung, 2003). Service quality is an important subject in both the public and private sectors, in business and service industries. It is the extent to which a service meets or exceeds customer needs and expectations (Seilier, 2004). 
The rapid development and competition of service quality, in both developed and developing countries 
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has made it important for companies to measure and evaluate the quality of service encounters (Brown and Bitner, 2007). It is envisaged that conceptual models in service quality enable management to identify quality problems and thus help in planning for the launch of a quality improvement program, thereby improving the efficiency, profitability and overall performance (Seth, 2005). There are two main aspects that describe and affect both service quality; the actual service customers expected (expected service) and services perceived (perceived service). Fitzsimmons & Fitzsimmons (2001) explains that the creation of customer satisfaction for a service can be identified through a comparison between service perceptions with service expectation.




 (
Dimensions of Service Quality
Reliability
Responsiveness
Assurance
Empathy
Tangibles
Expected service
Perceived service
Word of mouth
Personal needs
Past experience
Perceived Service Quality
1. Expectations exceeded
ES < PS (Quality surprise)
2. Expectations met
ES = PS (Satisfactory quality)
3. Expectations not met
ES > PS (Unacceptable quality
)
	











Figure 2. Perceived service quality model, Source: Fitzsimmons & Fitzsimmons (2001). Brady and Cronin (2001) have provided a new and integrated conceptualization of service quality. They argued convincingly that customers form service quality perceptions on the basis of their evaluations of three primary dimensions: outcome quality, interaction quality, and environmental quality; these three primary dimensions are composed of multiple sub-dimensions. The aggregate evaluations of the sub-dimensions form their perceptions of an organization’s performance on each of the three primary dimensions, and those perceptions then lead to an overall service quality perception. The debate on 
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a service quality dimension is still ambiguous, but it is generally accepted that perceptions of service quality are multidimensional.
Recent interpretations in the consumer domain now express satisfaction as a fulfillment response. Fulfillment implies that a consumption goal is known, as in basic motives of hunger, thirst, and safety. However, observers of human behavior understand that these and other goals can be and frequently are modified and updated in various ways. Thus, consumer researchers have moved away from the literal meaning of satisfaction and now pursue this concept as the consumer experiences and describe it. Satisfaction is the consumer’s fulfillment response. It is a judgment that a product or service feature, or the product or service itself, provided (or is providing) a pleasurable level of consumption-related fulfillment, including levels of under or over-fulfillment. Satisfaction is an overall customer attitude towards a service provider an emotional reaction to the difference between what customers anticipate and what they receive. When customers are satisfied, they are more likely to return, while dissatisfied customers are more likely to go elsewhere (Strauss, 2001; Zairi, 2000). 
Since, customer satisfaction is strongly influenced by the interaction between customers and employees, examining employee behavior are critical. Employee behavior, though, is strongly influenced by the operating organizational culture (Chow, 2002, a system of shared values and beliefs that produces norms of behavior and establishes an organizational way of life. Where the existing literature relates organizational culture and customer satisfaction, those links are either theoretical or indirect (Gowing & Lindholm, 2002; Gupta, 2005). Quality of service is the focus of the assessment that reflects the customer's perception of the five specific dimensions of service. Conversely, satisfaction is more inclusive, that is, satisfaction is determined by the perception of service quality, product quality, price, situation factors, and personal factors (Zeithaml & Bitner, 2001).
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Figure 3. Customer satisfaction model, Source: Zeithaml & Bitner (2001).
Customer satisfaction has become a key intermediary objective in service operations due to the benefits it brings to organizations (Ranaweera and Prabhu, 2003). The importance of customer satisfaction is derived from the generally accepted philosophy that for a business to be successful and profitable, it must satisfy customers (Shin and Elliott, 2001). Customer satisfaction also serves as an exit barrier, helping a firm to retain its customer. Several studies have concluded that it costs more to gain a new customer than it does to retain an existing one. In addition, customer satisfaction also leads to favorable word-of-mouth publicity that provides valuable indirect advertising for an organization. In many industries, having satisfied customers also means that the organization receives fewer complaints, hence reducing costs in handling service failures. Researchers also maintain that satisfied customers are willing to pay more for the benefits they receive and are more likely to be tolerant of an increase in price.
Shin and Elliott (2001) concluded that, through satisfying customers, organizations could improve profitability by expanding their business and gaining a higher market share as well as repeat and referral business.
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The relationship between service quality and satisfaction 
To achieve a high level of customer satisfaction, most researchers suggest that a high level of service quality should be delivered by the service provider as service quality is normally considered an antecedent of customer satisfaction (Cronin, Brady, and Hult, 2000. However, the exact relationship between satisfaction and service quality has been described as a complex issue, characterized by debate 
regarding the distinction between the two constructs and the casual direction of their relationship (Brady, Cronin and Brand, 2002). Interpretations of the role of service quality and satisfaction have varied considerably (Brady, 2002); he confined satisfaction to relate to a specific transaction as service quality was defined as an attitude. This meant that perceived service quality was a global judgment, or attitude, relating to the superiority of the service. 
Customer satisfaction has also been operationalized as a multidimensional construct along the same dimensions that constitute service quality (Sureshchandar, Rajendran, and Anantharaman, 2002). Brady and Cronin (2001) endeavored to clarify the specification and nature of the service quality and satisfaction constructs and found empirical support for the conceptualization that service quality was an 
antecedent of the super ordinate satisfaction construct. In addition, the authors found that satisfaction explained a greater portion of consistency in consumers’ purchase intentions. 
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In recent years, organizations are obliged to render more services in addition to their offers. The quality of service has become an aspect of customer satisfaction. It has been proven by some researchers that service quality is related to customer satisfaction. In relating customer satisfaction and service quality, researchers have been more precise about the meaning and measurements of both satisfaction and service quality. Satisfaction and service quality have certain things in common, but satisfaction generally is a broader concept, whereas service quality focuses specifically on dimensions of service. Amidst these debates, it is clear that there is a strong relationship between service quality and customer satisfaction, it can be concluded that service quality had significant impacts on customer satisfaction. Sureshchandear (2002) found that service quality and customer satisfaction were highly related. 

2.1.2 Communication style and emotions
The nature of customer-service employee interactions constitutes the heart of the customers’ evaluation of the service experience; thus, the service provider’s role in shaping a customer’s satisfaction cannot be overlooked. A service employee’s or provider’s communication style is likely to affect the quality of the service encounter by influencing the customer’s impression of the provider and the service firm. To enhance service delivery, employees are supposed to be approachable, warm, friendly, and helpful and display a positive attitude. Customers “catch” the displayed emotions of employees. This process is known as “emotional contagion.” Most of the validation of emotional contagion theory has focused on the transference of positive attitudes such as smiling and friendliness – those with high job satisfaction have positive moods and emotions at work. These positive attitudes will spill over to customers.
Similarly, negative attitudes are equally transferable (William, 2011b; Webster, Sundaram, 2009). There is a growing body of literature that suggests that positive and negative emotions associated with a service encounter play an important role in defining satisfaction and predicting future behavioral intentions. It is now widely accepted that customer satisfaction levels and longer-term behavioral intentions are influenced by emotions during the pre, actual and post-consumption stages of a service encounter. It has also been suggested that consumers’ emotional bonding with a service provider is more strongly linked to their future purchase intentions than the more cognitive component of the satisfaction construct. The satisfaction construct cannot be fully understood or explained without accounting for affect in the form of consumer emotion. 
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Perceived service quality and satisfaction are distinct concepts, and perceived service quality precedes satisfaction, which is closely related to the customer’s behavioral responses. While the debate continues regarding the precise nature of any relationship between emotion and satisfaction, it is now widely accepted that emotions may be one of the core components of the consumer satisfaction construct; therefore, any measurement of satisfaction should pay attention to the emotional aspect as well (Martin, et al., 2008).

2.2 Customer satisfaction measurement
Customer satisfaction is the key factor determining how successful an organization will be in customer relationships; therefore, it is very important to measure it (Fečikova, 2004).
It is also important to note that (Zairi, 2000):  satisfied customers are more likely to share their experiences with other people, even up to five or six people. In the same vein, dissatisfied customers are more likely to tell ten other people of their unfortunate experience. Furthermore, it is important to realize that many customers do not complain, and this will differ from one industry sector to another. Lastly, if people believe that dealing with customer satisfaction/ complaints is costly, they need to realize that it costs as much as 25 per cent more to recruit new customers. Satisfied customers are more likely to return to those who have helped them, and dissatisfied customers are more likely to go elsewhere next time. The key to organizational survival is the retention of satisfied customers. Loyalty of customers is a function of satisfaction, and loyal customers spend more on your products and services, encourage others to buy from you and believe that what they buy from you is worth what they pay for it (Fečikova, 2004).

2.2.1 Satisfaction measurement approach
If companies want to achieve customer satisfaction, they must measure it, because “you cannot manage what you cannot measure” (Fečikova, 2004). A customer satisfaction survey is a useful performance measurement format that should help an organization and its staff to understand a customer’s viewpoint of a firm’s performance on a completed project (Rondeau, 2006).
The starting points for effectively measuring a customer satisfaction are the following steps (Fečikova, 2004):
1. Customer identification;
2. Understanding what customer satisfaction includes and what it means;
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3. Defining what needs to be measured;
4. Choosing the measurement method.
These steps will be discussed further.
1. Customers. Customers are the purpose of organizations activities, instead of their depending on a firm, organizations very much depend on them. Accurate information about customers enables companies to provide products or services which match their needs. There are two kinds of customers for processes within an organization: external and internal. External customers are the customers in a marketplace, whereas internal customers are the customers within the corporation, the employees of the corporation. The satisfaction of internal customers (below, the term “employee’’ is used) and external customers is seen as a cause-and-effect relationship. Employee satisfaction is the source of excellent quality, because if the organization satisfies the needs of its internal customers, it is also enabling its internal customers to perform their tasks, and the network of organizational units is more adept at working effectively together to achieve customer satisfaction. Problems with employee satisfaction (turnover of employees, etc.) lead to problems with customer satisfaction (Figure 4) (Fečikova, 2004; Zairi, 2000). 
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Firms can apply their employee management practice to customers. They can enhance the clarity of customer’s role (customers knowing what is expected of them), motivation (being motivated to engage in desired behaviors), and ability (to fulfill their responsibilities). Managers should carefully select, train and socialize customers, just the same as the firm would do with respect to its employees. Managers should also provide customers with empowerment and resources to serve employees or other customers successfully. Furthermore, firms need to develop and establish effective mechanisms for controlling customer behaviors. Communication with customers might be helpful in this respect. Indeed, effective communication between customers and employees can yield successful customer behavior management, because managers can recognize customer needs and expectations better (Yi et al, 2011).
2. Satisfaction. Organizations have to know how satisfied customers feel. The word “satisfaction” is central to many definitions and in a marketing context it has many meanings (Fečikova, 2004):
• Satisfaction is merely the result of “things not going wrong”;
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• satisfying the needs and desires of the consumer;
• Satisfaction-as-pleasure;
• Satisfaction-as-delight;
• Customer evaluations of the quality of goods and services. The most common interpretations reflect the notion that satisfaction is a feeling which results from a process of evaluating what was received against that expected, the purchase decision itself and/or the fulfillment of needs/want. The perception of the word “satisfaction” influences the activities which we conduct to achieve it.
3. Things to measure. Many organizations identify the level of customer satisfaction through:
• The number of product support problem calls;
• The number of direct complaints by phone, e-mail, etc.
• The number of returned products and the reason for their return, etc. This is a measurement of customer dissatisfaction (no satisfaction) and offers a possibility for the elimination of mistakes, not a possibility for product development and product innovation. Organizations can collect and analyze appropriate data, which will provide relevant information relating to real customer satisfaction. It is important to measure the right things, i.e., what is really important to customers. There is the possibility of wrong specifications or misinterpretations of what a customer actually wants (the gap between what companies think customers probably want and what customers really want). The criteria for the measurement of customer satisfaction must be defined by the customer (Fečikova, 2004).

Customer satisfaction index	
Relationship marketing

The concept of relationship marketing receives increasing attention from academics and practitioners (Ndubisi, 2007) and has played a lead role in the marketing subject (Andersen, 2002). Furthermore, Kotler and Keller (2009) indicated that relationship marketing was mainly to match the customers’ needs and the service promise, so that the customer loyalty would increase. A key goal of relationship marketing theory is the identification of key drivers that influence important outcomes for the firm and a better understanding of the causal relations between these drivers and outcomes. In the marketing literature, several different approaches have been used to identify these variables and to learn about their impact on relational outcomes. 
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Most of the existing approaches focus on a single predictor variable (customer satisfaction) and investigate its connection with relational outcomes, rather than developing multivariate models and theories. However, a review of the existing work on the determinants of relationship marketing outcomes reveals some promising conceptual models that might explain a significant amount of the success (or failure) of relationships between service providers and their customers.
Today, building and maintaining relationships with consumers has become a typical business activity (Paul, 2009). Retention and profitability rewards make relation marketing particularly appealing to service firms (Krasnikov, Jayachandran and Kumar, 2009; Palmatier et al., 2006; Verhoef, 2003). Consumer relationships are today regarded as a resource with genuine consumer-to business relationships characterized by the consumer’s voluntary involvement and the facilitation of mutual value (Roberts, Varki and Brodie, 2003).
Armstrong and Kotler (2009) considered relationship marketing as a kind of index for customer satisfaction, and they believed that the maintenance of excellent relationship marketing between the enterprise and customers would be beneficial in increasing customer satisfaction. Two popular multivariate approaches for understanding relationship marketing outcomes are the relational benefits approach and the relationship quality model. The relational benefits approach is founded on the assumption that for a long-term relationship to exist, both the service provider and the customer must benefit from the relationship. Several different customer relationship motives have been identified, and their fulfillment is conceived as the basis for relationship continuity and stability. In the relationship quality model, a basic assumption is that the customer’s evaluation of the relationship is central to his or her decision to continue or to leave the relationship with a service provider. Most conceptualizations of relationship quality build on commitment trust theory by including customer satisfaction as a key concept.
Relational benefits
The relational benefits approach assumes that both parties in a relationship must benefit for it to continue in the long run. For the customer, these benefits can be focused on either the core service or on the relationship itself.
Benefits or rewards refer to worthwhile or valuable outcomes to the participants of the relationship. In high contact services, a customer may derive additional benefits from service beyond the core service performance, particularly if they are engaged in continuing relationships 
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(Yen and Gwinner, 2003). In fact, customers in long-term relationships with service providers experienced three major types of relational benefits: confidence, social and special treatment.
Confidence benefits: confidence displays by psychological risk reduction reward in situations, where the customer has little knowledge, limited perception about the service. Then confidence reduces psychological stress when decision is made. Decision is made after consulting with a reliable provider of a service or even placed at his/her disposal.
Social benefits: Social benefits are related with time, energy and put efforts while performing common actions. In other words it is stated, that support, maintenance and even participation in the activity attach individual to common moral and ethical codes. Palmer (2002) confirms that social coherence is being formed in the emotional level that creates psychological barriers to exit and it makes relations stronger, more resistant.
Special treatment benefits: form of relational consumers receiving price breaks, faster service, or individualized additional services. The widespread use of special treatment benefits provided as a part of relationship marketing programs for an overview, (Morgan, Crutchfield, and Lacey 2000) presumably is due to the expectation of positive financial returns. One way this may operate is through the presence of switching costs. That is, as an organization provides additional types of special treatment benefits (e.g., economic savings or customized service) emotional and cognitive switching barriers are increased.

Chapter Three: Research Design and Methodology 
  3.1 Research Design	
         3.1.1 Type of the Study
Marketing Research is a function which links the customer and public to marketer thought information used to identity and defines market opportunity and problems; generate, define and evaluate, marketing action monitor marketing performance and improve understanding of marketing as a process. Simply marketing research is a systematic design collection analysis and reporting of data feeding relevant to a specific marketing situation facing the company, careful planning thought all stage of the research is a necessary. Objectivity in research in all important the heart of the scientific method is the object gathering and analysis of the information. The function of marketing g research within a company is to provide the information and analytical input necessary for effective planning of future marketing activity control of marketing operation 
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in the present. The plan of the study is to assess customer satisfaction in National Cement S.C. Therefore, so as to attain aspire of this study descriptive research type will be used. 

3.1.2 Sampling techniques
Diverse sampling techniques will be applied to select sample from the target population for the study. Random sampling will be used in this study. Random sampling is used for selection of homogeneous sample for the study. It refers to selecting a sample of study objects on randomly. Thus research study may include study objects, which are randomly located.

3.1.3 Target Population and Sample Size	
The study will be conducted using different customers like constructions, building material shops, and end users. Pertaining to the limitations of the study, and in consultation with the company guide, the sample size is taken as 50. Due to time and resource constrains the sample size is taken as 50 People in consultation with the industry guide. 
3.2 Sources and Methods of Data Collection
3.2.1 Data Sources
In this study, both primary and secondary data sources will be used.  Primary data will be collected direct from customers. Previous published studies, articles, books etc on the subject matter will be thoroughly reviewed to gain a deeper understanding and insight in what earlier researchers have said, done and come up with. The major advantage of using secondary information is that much of the background work needed has already been carried out and have been already used and established by other researchers for a similar or different researcher purposes (Harris, 2001). Secondary data will be collected from the documents and reports of National Cement S.C, books relevant to study, documents, journals and periodicals. 

3.2.2 Instruments of Data Collection 
The research instrument used in this study will interview and structured questionnaire. Structured questionnaire are those questionnaire in which there are definite, concrete and predetermined questions relating to the aspect, favor which the researcher collects data. The questions will presented with exactly the same order to all the respondents. 
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3.3 Data Analysis
Analysis the data after collection will be processed and analyzed in accordance with the outline laid down for the purpose at the time of developing the research plan. This is essential for a scientific study and for ensuring that I will have all the relevant data. Processing implies editing, coding, classification and tabulation of collected data for analysis. The term analysis refers to the computation of certain measures along with searching for patterns of relationship that exists among data – groups. The data that will collect through questionnaire and interview will be presented, and analyzed by means of table, percentage and graph. 
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