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Abstract

Customer satisfaction and perceived service quadgm to be in a
permanent struggle to get unspoiled attention froarketers; thus, service
companies should be aware of various approachesdoceptualizing their
similarities and differences. The relationship betw these concepts seems to
be unclear and, therefore, marketing specialistsuth constantly monitor the
factors that influence customer satisfaction ofvems and the importance
perceived service quality has among these factors.
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I ntroduction

In today’'s marketplace, services companies aredfaséh very tough
competition and, at the same time, customers apmmieag more and more
demanding due to the fact that they have the ggeatenber of options to choose
from than ever before.

Nowadays, clients are much more unwilling to accamfficient or
unpleasant services and due to the fact that tieexfth from better and better
services their expectations are continuously irginga No client would come back
in a place where he has been neglected or treatatbdquately (poor services
quality, unfair report price/services) and, in diai, he would share with his
friends and acquaintances his lived dissatisfaction

The influence factors of consumer satisfaction amavice quality are
difficult to analyze due to consumer’s complex habar (Catoiu and Teodorescu,
2004) and of multiple elements that influence thasumer. Moreover, there is a
close relationship between products and servicalitgucustomer satisfaction and
company’s profit. A higher level of quality attracd higher level of customer
satisfaction, which implies higher prices and, somes, reduces costs. Therefore,
programs for quality improvement usually have tlsiiare to profit growth.

A company has to be aware of the way clients peecguality and what
quality they expect to receive. Given the circumeés, that company should offer
a higher degree of quality than its competitorsaAsnsequence, quality has to be
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treated as a satisfaction antecedent, i.e. if tiergervice quality, there is also
customer satisfaction. Another important aspe¢hésway consumers distinguish
between customer satisfaction and services qualibye exactly how marketers set
the differences between psychological processes #ma underlying their
comprehension.

This paper aims at pointing the similarities, thdfedences and the
relationship existing between services quality emdsumer satisfaction by making
a brief overview of customer satisfaction literatuny emphasizing the factors that
influence the customer satisfaction of services #wedimportance service quality
has among these factors.

Both satisfaction and perceived services quality based on distinctive
research models that use bo#xpectationsand perception as their key
determinants Similarly to satisfaction, perceived servicesliyas often defined
as being the comparison between expectations regam@ service and real
perceptions. However, perceived service qualitynbadefined as a determinant of
customer satisfaction and not as a concept sitailer

From this short introduction, one can deduce that two concepts are
apparently similar; both are based onc@mparisonbetween theconsumer’s
expectationandperceived performance.

A brief overview of customer satisfaction literature

In the specialty literature, there is a series afiants defining consumer
satisfaction or dissatisfaction. Nevertheless, RidlOliver, a famous researcher in
the field, considers that everyone seems to knowatwhtisfaction is until one is
asked to actually define it, when no one knows whit anymore. According to
Oliver (1997), satisfaction is “the consumer’s ilatent response”. It refers to the
judgement on the features of a product or servickthe degree of fulfilment they
provide after consumption, including over-fulfilmeor under-fulfilment. On the
other hand, Tse and Wilton (1988) argue that custaatisfaction stems from the
client’s reaction as result of evaluating the pme® expectations and the actual
performance of a product or service.

Philip Kotler considers thatonsumer satisfactiorireflects comparative
judgments of a person connected to tiiéference between theperceived
performanceof a purchased product (or of a provided servére) theexpectations
that he made concerning this performance. If thopmance fails to meet
expectations, the client will be unsatisfied oragisointed. If the performance
meets expectations, the client will be satisfiefl.tHe performance exceeds
expectations, the client will be extremely satdfor delighted” (Kotler and Keller,
2008).

Even if in the specialty literature there are numsrdefinitions of customer
satisfaction, they still have in common the follogiithree elements (Muntean,
2010):

— consumer satisfaction in an emotional or cogniéimewer;
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— the answer is centred on the expectations, prodoohsumption
experience;

— the answer manifests at a certain moment in tafter(consumption, after
choice, based on an experience cumulated in timg et

Satisfaction is thus the result a buyer feels & felation with a company
whose performances have met his expectations. Uyerd are satisfied when their
expectations are met and delighted when they areegbed. Satisfied customers
stay loyal for a longer period of time, purchaselanger quantities, are less
influenced by price and present the company fa\myra their friends.

There are several methods used to measure cussatnfaction. These are:
periodic surveys, regularly measuring the custologs rate, mystery shoppers and
monitoring competitive performance (Kotler and i€ell2006). Another model to
measure consumer satisfaction is thestomer satisfaction indeX’he American
Customer Satisfaction Index (ACSI) developed atUhesersity of Michigan at the
National Quality Research Centre quarterly meastwasumer satisfaction in USA
by interviewing 80000 Americans every year abouwdirttsatisfaction regarding
durable and non-durable goods, local and federadrgment services etc.

Customer satisfaction is thus a particularly sgeicidicator for evaluating
the persons who formulate the demand. To be awaratdhe satisfaction or the
dissatisfaction degree of consumers means to deallna success or the failure of
some action, but also forecasting on their futusbaviour. At the same time, it
allows comparisons between different market segsnent

Factorsthat influence consumer satisfaction of services

Expectationgmix clients’ experience with a service, i.e. wiitfiormation on
the sales agents and other buyers’ opinions. Tvel [ef expectations influences
the appreciation of qualitative parameters, as asllsales forecasts. Zeithaml,
Parasuraman and Berry (1990) suggest as key faotfitencing customers’
expectations: word-of-mouth communications, perboeads, past experience and
external communications.

Client’'s expectations concerning standard servibey anticipate are thus
influenced by the accumulated experience due teiquely delivered services, the
standard for the respective service and by thes peicel for that particular service.
As a consequence, customer satisfaction measuremanty depends on their
expectations concerning the services customers, veauectations which have
known in time a whole series of modifications geed by the information
provided by television, great choice possibilitibgjher education standards and a
great mobility etc., which led to the formation ofistomers with superior
discernment, with a lot more knowledge and morestige.

Perceived service qualitig measured through three dimensions: the overall
service quality, its reliability and the extent which the service fulfils clients’
needs. Cetiih (2009) argues that “Even if quality’s benefits Bn@wn not only by
producers, but also by consumers, quality represamtissue for the majority of
companies of services. Quality’s definition, itatigres, its influence factors, its
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strategies of improvement, as well as the causstirig to performing medium-
guality services are extensively debated in spigcidrature, which treats quality
as a component of products.”

Zeithaml, Parasuraman and Berry (1990) define serguality as: “the
extent of the discrepancy between customers’ eapens or desires and their
perceptions”. They define ten dimensions represgntvaluative criteria that
clients make use of regarding service quality: italeg, reliability, responsiveness,
competence, courtesy, credibility, security, accesmmunication, understanding
the consumer. The SERVQUAL model used to measundceequality includes
five of these dimensions considered the most inapdrtreliability, assurance,
tangibles, empathy and responsiveness. Accordinghoemaker, Lewis and
Yesawich (2007): “These dimensions lead to theragroRATER. All dimensions
together result in the total experience the custdaiees away.Cronin and Taylor
(1992) argued that using SERVPERF to measure seyility is better than
SERVQUAL in terms of validity, reliability and focasting. According to
Lovelock and Wirtz (2004), service quality has eliint meanings for customers
and it also depends on service delivery perception.

Satisfaction is thus deeply influenced by the duaif the product or service.
C. Miller from the American Society for Quality csiders that quality is
represented by all attributes and traits of a pcodu service that manage to satisfy
all clients’ needs. (Miller, C. in Kotler and Kel]e2006). This customer-centred
definition refers to the fact that one may talk atbtrue quality whenever the
service meets or exceeds customer’s expectations.

Perceived performances a variable, which intervenes in the processaf-
confirmation of expectations, as previously mergirand it directly influences
consumer satisfaction. “It has been empirically destrated that direct causal
connections between satisfaction and perceived opeance may explain
satisfaction variation; moreover, some authors arthat perceived performance
would be a better predictor of satisfaction thamestations non-confirmation
variable.” (Muntean, 2010)

As far asperceptionis concerned, the consumer of a product or sergice
subject to numerous sensorial inputs, which reachthrough his five senses and
to whom consumer gives certain significance throhghinner perception. “The
perception process starts or is activated througgrtain form of sensorial impulse
that is directed towards the individual's sensorégeptors. The five basic units of
the stimuli that form the sensorial inputs are mggrseeing, taste, smell and the
tactile sense. Besides these five ways individaeésbombarded with all kinds of
inputs” (Catoiu, 2004). Philip Kotler argues that “people miym different
impressions about one and the same obphet’ to perceptual processes such as
selective attentignselective distortion selective memorizatiomnd subliminal
perceptionthat take place for each consumer. (Kotler, 2008)

A useful framework icustomer perceived value (CPWat provides useful
insights for customer satisfaction. According totl&o and Keller (2006), value
perceived by customers (CPV) is triggered by theqieed and actual difference
between the evaluation of all advantages and obstgproduct or service and their
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competitors. Firstly, the seller must assess tta tustomer value and cost of all
offers of the competitors. Then, the seller whad$irhimself/is situated at the
customer perceived value disadvantage must takenadtle has the following
options: to increase total customer value or taalse total customer cost, each
options having their specific modes of action saststrengthening the attributes of
the product or service or simplifying the delivgmpcess, etc.

In fact, Shoemaker, Lewis and Yesawich, (2007) fpout that perception is
reality for the consumer and that one of the gstatéstakes marketers make is to
believe that what they perceive is what customersgive. The only reality is what
consumers perceive and marketers should focus #uoemting consumer’s
perceptions, irrespective of their own.

Advantages generated by consumer satisfaction and its relation to
service quality

Fornell (1992) has proposed the following benejigmerated by consumer
satisfaction:

— Consumer loyalty- in the case of satisfied customer there is atgre
probability to repurchase a certain product or iservStrong loyalty of customers
will ensure a constant and sure cash flow for thagany that shall be reflected in
its earnings.

— Reduced price elasticity consumer satisfaction reduces price elasticity
for current customers. Satisfied customers are nmone willing to pay for
benefits they obtain and are much more toleraptit® increases.

— Reduced transaction costs a high level of consumer satisfaction will
reduce the future transaction costs, because timpamoy will not need to spend
extra money to attract new customers. Satisfiedoowsrs will purchase with an
increased frequency and a greater quantity not twelyproduct that satisfied them,
but also other products offered by the company.

— New customers- the costs for choosing new clients are smalter f
companies that provide satisfaction for their comsts. They will recommend the
respective product / service to other personstivek friends, acquaintances etc.).
The media sources shall also be more willing tovide positive information for
prospecting new buyers.

— Enhanced reputation- a high level of consumer satisfaction will
determine an improvement of the company’'s reputatizhich will be an
advantage for making a decision on introducing neneducts because they
increase consumer’s trust and the risk he assedatthe choice. Good reputation
is also an advantage regarding the maintenanceoofl gelations with the
providers, distributors and potential businessrast

Datculescu (2006) considers that care for customgra concept, which
implies specific actions through which customers permanently satisfied, thus
transforming them in loyal clients, which come bagkh new and enhanced
expectationgCustomer satisfaction has thus benefits not oryhfem, but also for
the supplier. A satisfied customer will repurchdss;oming a loyal customer, will
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transmit the post-purchase satisfaction feelingisofriends, relatives, colleagues,
will increase self-trust in the choice he made avitl give less attention to
competitor products. This will result in the creatiof favourable company image
and of market prestige.

As far as the relation between service quality aadsumer satisfaction is
concerned, Davis-Sramek et al. (2009) evinced bt technical and relational
service quality greatly influence satisfaction, @hhiconsequently impacts both
affective and calculative commitment.

Conclusions

As already statednot only quality, but also consumer satisfactioe ar
extremely important subjects that gain more andenaitention worldwide. The
importance of measuring the satisfaction degreeomisumers of any company
stems from the possibility to create a competitidgantage that helps the company
differentiate on the market (Porter, 1985). Kha0l® considers that service
guality measurement helps companies acknowledgie thal position on the
market and thus it contributes to the increasésafompetitiveness.

Quality is the best insurance policy for and hasagimpact on both customer
loyalty and satisfaction, it is the most efficiet#fence against competition and the
only way to develop and obtain income. Miller (1p&®m the American Society
for quality argues that true marketing specialgisuld have as ultimate goal to
becomecustomer satisfierghey should constantly improve quality in ordet twm
become outdated and by using all tools of traditionarketing to ensure the best
level of quality and, in consequence, deep custaasfaction.

Marketers should bear in mind that their missiotoisatisfy their customers
at the highest level possible. Therefore, compasiesild constantly measure the
level of satisfaction of their customers. Suggestigositive consequences
formulated by Kotler and Keller (2006) refer to flaet that satisfied customers are
loyal on the long run, buy in larger quantities rthaormal customers and
recommend the company’s products or services tergtlthey are less attentive to
competitors and not very sensitive to prices, tpeyvide ideas for improving
products or services and it is more easy to sdm@entin comparison with new
clients. At the same time, companies should be ewtlaat deep satisfaction may
be, may mean or may refer to different degreesabsfaction for two different
customers. A person may be easier to satisfy thathar person and for different
reasons and customer perceived value provides lugafa for customer
satisfaction.

Last but not least, the company has to act acaprdirthe conception that it
has to ensure a high level of customer satisfactioh at the same time it has to
ensure an acceptable degree of satisfaction forsthk&eholders, taking into
consideration its total resources.
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