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Introduction:-

Customer satisfaction is an important aspect and becomes a key to run a successful business (Krivobokova, 2009). It
also becomes the most important focus area for worldwide companies. If customers are satisfied with the product,
they will repeat purchasing, showing loyalty, and telling good things to other people. Otherwise, they will move to
another brand or may complain and express their dislikes to the company and others. It can have long-term impact
on company’s image (Nair, 2013).

Customers are valuable asset for the company, therefore, their opinion is crucial and should be explored persistently.
The company should focus on voice of customer to retain the customers longer. To know the customers’ desires, the
company can build direct interaction with them. By conducting market research, company can investigate customer
satisfaction level.

Customer satisfaction is important to improve customer-focused products and services. Voice of customers can be a
valuable input for management in mapping which areas should be prioritized. There is a significant relationship
between product quality and customer satisfaction (Cruz, 2015). Seyedi et al. (2012) also stated that the product and
service quality were the important factors affecting customer satisfaction.

Moreover, the level of satisfaction depended on the extent to which the needs were met. According to Suchének et
al. (2014), quality is defined as perceived quality of the customer, so the main factor in measuring product quality is
customer satisfaction itself. To achieve high customer satisfaction, it is important for the company to create products
that meet the requirements of its customers.
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Moreover, according to Alex and Thomas (2012), product quality is the degree to how well the product
specifications meet customers’ expectations. On the other hand, Munusamy et al. (2010) mentioned that service
quality could be defined as the difference between the customer’s expectations of the service with the perception of
the service received.

Purpose Of The Study

The main objective of this study is to review and provide the conceptual basics to understand the definition of
customer satisfaction; some factors which can affect the customer satisfaction and also the methodologies used for
measuring customer satisfaction.

Literature Review

Customer Satisfaction

Understanding Satisfaction is the level of a person's feelings after comparing the performance or perceived results
compared with expectations (Susanto, 2010). Definition Satisfaction is a value of one's feelings whether satisfying
or disappointing produced by a process comparing the presence or appearance of a product desirable to the expected
values.

Kotler and Keller (2012) said that “satisfaction is a person's feelings of pleasure or disappointment that result from
comparing a product's perceived performance (or outcome) to expectations". Whereas, customer satisfaction
according to Jahanshahi et al. (2011) is "customer satisfaction is the result of a customer's perception of the value
received in a transaction or relationship - where value equels perceived service quality relative to price and customer
acquisition costs". However, it is in contrast with the research of Tu et al. (2013) which indicated that "customer
satisfaction is viewed as influencing repurchasing intentions and behavior, which, in turn, leads to an organization's
future revenue and profits". Customer satisfaction is a customer feedback in the form of evaluation after purchasing
some goods or servicescompared with customer expectations. Customer satisfaction is measured by using the
customer expectations with the performance of the goods or services that can meet the needs and desires of the
customers. A satisfied customer means that there are similarities between the performance of the goods and services
with the hope of the customers, where it will encourage them to re-purchase the products. At the same time, a
disappointed customer would persuade the other customers to not re-purchase and as a result, they will move to
another brand competitor.

Kotler and Keller (2013) mention customer satisfaction is a person's feeling that is the result of a comparison of the
performance of a product purchased with what is expected by consumers. Customer satisfaction is defined by the
customer's response to the evaluation of perceived nonconformity between expectations and performance. Oliver
(2010) states that customer satisfaction is a post-purchase evaluation where the perception of product performance
exceeds customer expectations. Loveloock (2012) states that customer satisfaction is an emotional state, their post-
purchase reaction can be anger, dissatisfaction, irritation, excitement, and neutrality. Customer satisfaction has a
direct relationship with customer loyalty, profits and market share. Customers if they are satisfied with the value
provided by products and services, are likely to become customers for a long time.

Croshy, Evan and Cowles (19900 and Kim and Cha (2002) state that customer satisfaction is defined as an
experience based on customer evaluations or evaluations, namely reality greater than expectations, factors that
influence customer satisfaction if expectations are smaller than reality. then the customer is not satisfied, whereas if
the reality is greater than expectation then said the customer is satisfied.

Kotler and Armstrong (2012) defined that “customer satisfaction is the extent to which  product's perceived
performance matches a buyer's expectations." Customer satisfaction consists of several indicators, namely loyalty,
satisfaction, repurchase interest, small desire to make a complaint, the willingness to recommend the product, and
the reputation of the company (Kotler and Keller, 2012; Nguyen and LeBlanc, 1998).

Kotler and Keller (2008) expressed satisfaction is feeling happy or disappointed someone emerged after comparing
between perception on the performance or the results of a product and hope- Hopes. Satisfaction is a function of
perception / impression of the performance and hope.

Experts have defined customer satisfaction in services as the extent to which customer’s expectations are met
through services performance (Santouridis & Trivellas, 2010, 330-340). Satisfaction, according to Hui and Zheng
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(2010, 306), is what the perceived quality results in the form of an evaluative judgment of a transaction. Sellers
directly come to know the customers’ needs through customer satisfaction which is very significant because
business strengths and weaknesses can be evaluated through it. Moreover, it helps in improving the performance of
goods and services to both customers and employees. It not only gives knowledge on business strengths and
weaknesses but also attempts to urge competition based on those strengths and weaknesses. Likewise, it causes to
translate more vision into frustrating sources and areas where progress is needed. Finally, for informing management
of situations or issues in need of actual promotion, customer satisfaction assists in accommodating a relevant system
(ICR 2011).

Customer satisfaction, according to Deng et al (2009, 289), is very important part of the business setup because
business generates much revenue from the industry when the customer is satisfied by the services being provided.
Customer satisfaction refers to the customer buying behavior and the utility he obtained using the product. Customer
satisfaction functions in a single manner whereby a customer compares your product with those of competitors to
reach a decision. Therefore, customer’s evaluation of products and services is what customer satisfaction defines in
that whether their services are meeting consumer needs or not. Through customer satisfaction, customer’s
expectations are assessed in that they are being satisfied or remain unsatisfied with the quality of goods and services.
Customers, sometimes, are more satisfied in case the product performance goes beyond their expectation (Kotler
2012).

Customer satisfaction is the outcome that customers received when the service they experienced exceed their
expectation. In marketing, it is being viewed as the global evaluation of service experience over time (Lim et al.,
2006). Customer satisfaction is generally known as an outcome of service quality. Numerous studies in different
industries have proved this relationship. For instance, Rod & Ashill (2009), Szwajca (2018; 2016) and Ngo &
Pavelkovéa (2017) in banking, Hussain et al. (2015) in airline, Srivastava & Sharma (2013) in telecommunication and
Saghier (2013) in hotel industry. Customer satisfaction portrays the quality of products or services provided to the
customer in a positive manner, whereby the level of customer satisfaction enhanced along with an increased level of
service quality (Bilan, 2013; Yeo et al., 2015). In other words, the more positive customers’ perceived service
quality, the better their satisfaction level with the service provider is likely to be.

Customer satisfaction is important to improve customer-focused products and services. Voice of customers can be a
valuable input for management in mapping which areas should be prioritized. There is a significant relationship
between product quality and customer satisfaction (Cruz, 2015). Seyedi et al. (2012) also stated that the product and
service quality were the important factors affecting customer satisfaction. Moreover, the level of satisfaction
depended on the extent to which the needs were met. According to Suchanek et al. (2014), quality is defined as
perceived quality of the customer, so the main factor in measuring product quality is customer satisfaction itself. To
achieve high customer satisfaction, it is important for the company to create products that meet the requirements of
its customers.

Because of their impact on financial performance (Sun and Kim, 2013), customer satisfaction and loyalty are
crucially important to company management. From a cognitive psychology view, customer satisfaction arises from
consumers’ subjective perceptions of post consumption performance against their prior expectations of performance
(Kim et al., 2015). The expectation disconfirmation paradigm (Oliver, 1981) proposes that customer satisfaction
arises in situations where expectations are met, or even exceeded (positively disconfirming/disconfirming) (Qian et
al., 2015). Because expectations differ among consumers, customer satisfaction is a highly subjective concept, and is
the result of cumulative service evaluations (Kaura et al., 2015). Following this stream of research, we define
customer satisfaction as a customer’s overall assessment of his or her mobile service provider to date (Keiningham
et al., 2014). As a fundamental concept of marketing, customer satisfaction is widely recognized as a key intangible
asset, and one of the best indicators for future profits of a firm as it is positively associated with customer loyalty
(Kim et al.,, 2015; Luo et al., 2010; Ryding, 2010). Customer loyalty can be described as “the strength of a
customer’s dispositional attachment to a brand (or a service provider) and his/her intent to rebuy the brand (or
repatronize the service provider) consistently in the future” (Pan et al, 2012, p. 151). Besides driving higher
repurchase intentions, loyal customers are more likely to pay premium prices, make additional purchases, and bring
referrals through favorable word-of-mouth (Haumann et al 2014; Ryding, 2010; Qiu et al., 2015). In the context of
mobile services, empirical studies showed that customer satisfaction leads to favorable post-purchase behaviors,
such as increased customer loyalty, decreased customer complaints, and lower switching intentions (Calvo-Porral
and Lévy-Mangin, 2015; Morgeson et al., 2015).
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In marketing literature, customer satisfaction has been considered as a crucial factor influencing customer loyalty
(Gerpott et al., 2001; Kumar et al., 2013; Kim et al., 2015a; Kim et al., 2016). Omachonu et al. (2008) suggest that it
is a psychological state where there is a consistency between the emerging emotion and expectation. Gerpott et al.
(2001) state that satisfied customers tend to retain their pattern of purchases. Grénholdt et al. (2000) point out that
customer loyalty is a function of customer satisfaction, and that loyal customers affect a company’s financial
performance. Wong and Zhou (2006), Aktepe et al. (2015) and Chang, (2015) specify that satisfaction is one of the
key factors affecting customer loyalty. Analytical studies by Maxham and Netemeyer (2002) and Blodgett et al.
(1997) recognize the fact that satisfied customers publicize the firm and are more likely to remain loyal. Therefore,
it is crucial that customer satisfaction is selected as a factor determining customer loyalty in this study.

Customer Loyalty

Edvardsson et al. (2000) define customer loyalty as the desire or propensity of customers to buy on a continual basis
from the same firm. According to Caruana (2004) and Keropyan and Gil-Lafuente (2012), customer loyalty is a deep
commitment to repurchase the preferred product despite environmental volatility. Jones and Mothers Baugh (2002)
also define it as an attachment with the same organization for a long period, with the purpose of repeat purchase. For
this study, customer loyalty is defined as the reappearance of the customers with the same organization for longer
periods. As the level of competition increases, so does the need for customer loyalty, since there is a wide range of
choice, fast, creative, and innovative services (Bodet, 2008; Kim et al., 2016; Kumar et al., 2013; Karjaluoto et al.,
2012; Aktepe et al., 2015; Rasheed & Abadi, 2014; Stevens, 2000; Chang, 2015).

Customer loyalty is very important for the Company to maintain its business continuity and continuity of business
activities, loyal customers are those who are very satisfied with certain products or services, so have the enthusiasm
to introduce to anyone they know. Later in the next stage loyal customers will expand their "loyalty" to other
products made by the same manufacturer. And in the end they are consumers who are loyal to a particular
manufacturer or company forever. Kotler (2001) states that high loyalty is a customer who makes purchases with
increasing percentage in certain companies than other companies.

According to Griffin (2008) definition of customer loyalty as a manifestation of the behavior of the units of decision
making purchases continue - going against the goods / services of a company that is selected. Oliver in Vanessa
(2007) defines loyalty as a customer commitment to defend in depth to re-subscribe or repurchase of products /
services consistently elected in the future, although the influence of the situation and marketing efforts have
potential to cause behavioral changes. The characteristics of loyal customers among other things by Grifin (2008) is
refer to others, re-purchase on a regular basis, and show resistance to the pull of competitors.

According to Christina Whidya Utami (2006: 58), Consumer loyalty is the loyalty of consumers to shop at certain
locations. Loyalty does not form in a short time but through the learning process and based on the experience of the
consumers themselves from the purchase all the time. If the obtained is in accordance with expectations then the
purchase process continues to recur. It can be said that there has been a loyalty.

Customer loyalty is one of the most important customer metrics in marketing due to the profit impact of maintaining
a loyal customer base (Oliver, 2010). The literature points out that customer loyalty lead to firm profitability because
customer loyalty positively influences firm product-marketplace performance (Anderson & Mittal, 2000) and
financial performance (Gupta & Zeithaml, 2006). Brown and Chen (2001) propose three approaches used to
measure customer loyalty: 1) Behavioral measurement; 2) Attitudinal measurement; 3) Composite measurement.
Behavioral measurements consider continuous, repetitious purchase behavior as an indicator of loyalty. The
attitudinal measurements use attitudinal information to show the emotional and psychological attachment inherent in
loyalty, which include intentions for re-purchase and the spreading of positive word-of-mouth about a product or
service. Composite measurement of loyalty combines both behavioral and attitudinal dimensions (Rundle-Thiele &
Maio, 2001). It measures loyalty in terms of preferences as a result of trust in a product or service further explaining
that a customer is sincerely loyal only when brand commitment is present, which in turn is “mediated by a high
degree of affective and cognitive brand conviction and attitude strength.” When a customer is said to have strong
resistance to change brands and have durable conviction over time, there is a high tendency to be committed to a
brand, resulting to measurement of loyalty.

According to Tipton, F (2000) consumer loyalty is a customer's commitment to a brand, store or supplier based on a
very positive nature in long-term purchases.
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Factors affecting Customer Satisfaction

Factors such as commitment, service fairness, switching barrier, communication, conflict handling, price fairness,
and relational benefit are some of the determinants of customer satisfaction and customer loyalty. The determinants
vary depending on the scope of the particular industry. Commitment, service fairness and conflict handling, for
instance, have been largely used as determinants of customer loyalty in the financial services industry; whereas
relational benefit and switching barrier are important in the airline industry. Price fairness is a crucial determinant of
customer satisfaction and customer loyalty in service industries such as auto repairs and maintenance.

Zamazalova (Zamazalova, 2008) also mentions the key factors that affect customer satisfaction and which can be
used to measure customer satisfaction. These factors are product (in terms of its quality, availability etc.); price
(convenient payment conditions and others); services; distribution; and image of a product. Conversely, if
expectations are not met then what happens is dissatisfaction. The experience of repeated satisfaction will increase
the overall level of satisfaction and make it easier for customers to set clear expectations in the future. Broadly
speaking, customer satisfaction provides two main benefits for the Company, namely in the form of customer
loyalty and positive word get (word of mouth).

Factors affecting customer satisfaction according to Lupioyadi, (2001) include:

1. Product quality, i.e. customers will feel satisfied when their results show that the products they use quality.

2. Quality of service or service, that is customer will feel satisfied if they get good service or as expected.

3. Emotions, the customer will feel proud and gain confidence that others will be amazed by him when using
products with a particular brand that tends to have a higher level of satisfaction. Satisfaction obtained not
because of the quality of the product but social or self-esteem that makes customers feel satisfied with a
particular brand.

4. Price, i.e. products that have the same quality but set a relatively cheap price will provide a higher value to
customers.

5. Costs, i.e. customers who do not need to incur additional costs or do not need to waste time to get a product or
service tend to be satisfied with the product or service.

According Irawan (2004: 37), the factors that drive customer satisfaction are as follows:

1. Product quality, customer satisfied if after buying and using the product turns out the product quality is good.

2. Price, for sensitive customers, usually a cheap price is an important source of satisfaction because customers
will get high value for money.

3. Service Quality, satisfaction with service quality is usually difficult to imitate. Service quality is a driver that
has many dimensions, one of which is popular is SERVQUAL.

4. Emotional Factor, customers will feel satisfied (proud) because of the emotional value provided by the brand of
the product.

5. Cost and convenience, customers will be more satisfied if relatively easy, convenient and efficient in getting the
product or service.

Factors influencing customer perception and expectation according to Gaspersz (Nasution, 2005: 50) are as follows:

1. Needs and desires associated with things that customers feel when they are trying to make transactions with
producers or suppliers of products (companies). If at that time the needs and desires are large, expectations or
expectations of customers will be high, and vice versa.

2. Past experience when consuming products from companies and competitors.

3. Experience from friends, where they will tell the quality of the product to be purchased by the customer. This
clearly affects customers' perceptions especially on products that are perceived to be at high risk.

Service Quality

Service quality is regarded as a key source of competitive advantage, as it helps retain and attract customers.
According to Shin and Kim (2008), Tsoukatos and Rand (2006), Cronin and Taylor (1992) and Kim et al. (2015a)
service quality is associated with loyalty and customer satisfaction. This association has been confirmed, and
research has proven the positive role of service quality on customer satisfaction, which eventually leads to customer
loyalty (Santouridis & Trivellas, 2010; Deng et al., 2009; Turel & Serenko, 2006; Kim et al., 2004; Rashed &
Abadi, 2014). As such, service quality is included as an independent variable to customer loyalty.
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Service quality within a service company is often conditioned as a comparison between the expected service and the
service received significantly. Companies that are able to provide good service to their customers or customers have
the greatest opportunity to continue to be visited by their customers (Liu and Wu 2007). Because service quality is
an important instrument that will make customers behave positively like, behavior to promote (refer to) company
products to others (Gounaris et al., 2003). Then it can be interpreted that the Service quality will have a positive
impact on customer loyalty (Lyon and Powers 2004). According to Parasuraman (1998: 77) there are 5 indicators of
service quality Tangibles, Reliability, Responsiveness, Assurance and Empathy

Perceived Value

Perceived value is the comparison that customers make between the advantages or disadvantages of one or more
service providers (Sanchezet et al., 2005). It has a marked association with customer loyalty (Park et al., 2006;
Kuoet al., 2009; Rasheed & Abadi, 2014; Chang, 2015). Sirdeshmukh et al. (2002), Yang and Peterson (2004), and
Wathneet al. (2001) also substantiate the fact with their findings. Atalik and Arslan (2009) found that perceived
value positively affected Turkish airline passengers. Similarly, in the Chinese phone industry, Lai et al. (2009)
pointed out how closely the two are related. Lin and Wang (2006), in their study of Taiwanese mobile phone
consumers, reiterated its significance. The importance of perceived value was also identified by other researchers,
such as Roiget et al. (2006), Anderson and Srinivasan (2003), Chen and Dubinsky (2003), Cronin et al. (2000),
Hellier et al. (2003), and Parasuraman and Grewal (2000). Overall, findings from research on customer loyalty in
telecommunication industries from 2001 to 2010 suggest that perceived value is one of the most common key
determinants of customer loyalty. Thus, we hypothesize that when consumers receive more value from what they
paid, they will decrease their search and will remain loyal to the firm.

Customer Value

Monroe (1990), defines that "customer value is buyers perceptions of value represent a trade-off between the quality
or benefits they perceive in the product relative to the sacrifice they perceived by paying the price", while Naumann
(1995) showed that " customer value is created when customer expectations in each of the three areas are met or
exceeded. Only when all three are in harmony will be maximized customer value ". Therefore, Ma and Ding (2010)
and Sugiarti have a different perspective concerning the customer value, Ma and Ding (2010) thought that "customer
value is Directly related to the benefit that a product or service ", whereas Sugiarti et al. (2013) concluded that
"customer value is an evaluation of the benefits of a product or service that is perceived by customers as Compared
to what the customers had dedicated to get the product or service".

Customer value is seen as a ratio of the benefits felt by the customer along with its sacrifice. The implementation of
this sacrifice is in line with the exchange process such as transaction costs and the risk of the products offered by the
company. Henceforth, there will be a disappointment when the ratio value that is perceived by the economic
sacrifices of the customers with the products offered by the company are not in accordance with the customer
expectations. Otherwise, when the ratio value is appropriate or exceeding the customer expectations, customers will
feel such satisfaction. Another idea about customer value is that it is the perception of the customer about the quality
and the benefit of toothpaste towards the sacrifice to pay the price. Customer value can be measured by functional
value, emotional value and social value (Kotler and Keller, 2012; Afiff and Astuti, 2009; and Shoki, 2012).

Kotler (2007) argues that customer value is the difference between total customer value and total customer cost.
Sugiarti T, et al (2013) found that customer value contributed to customer satisfaction in his study in South
Kalimantan against 150 Hypermarts. Wang et.al. (2004) found the role of customer value to customer satisfaction,
brand loyalty and customer behavior based on CRM performance. Kotler (2002) states that brand loyalty is one of
the brand assets, which shows the high value of a loyalty, because to build many challenges that must be faced and
takes a very long time. Woodruff RB (1997) states perceived value occurs through a customer shopping process
once repeated expenditures or expenditures.

Product and price

Customer satisfaction is determined by the quality and price of the products desired by the customer, as stated by
Bei and Chiao (2001) that "Consider product quality and price as the foundation to build up consumer satisfaction",
while Khan and Ahmed (2012) said that “product quality is a critical determinant of consumer satisfaction ".
Moreover, Ehsani and Ehsani (2015) concluded that "price can be used as a resource to increase both profit and
customer satisfaction”. In this decade, there have been a lot of studies that explain the causality between product

833



ISSN: 2320-5407 Int. J. Adv. Res. 7(9), 828-843

quality and price with customer value, between product quality and price with customer satisfaction, and between
customer values with customer satisfaction.

This is also supported by the research of Jahanshahi et al. (2011) that explained if product quality is influenced
customer satisfaction. Another research that has a similar point with this research is the research conducted by Malik
et al. (2012), he found that the price is affected customer satisfaction. Furthermore, the research of Hanzaee and
Yazd (2010) resulted that the price has an effect on customer value, and Munisih and Soliha (2015) proved that
product quality could influence customer value. Still, the results of Tu et al., (2013) research showed that customer
value is able to influence customer satisfaction. By that, a concept of structural equation model is designed in this
study to deepen the influence of product quality and price towards customer satisfaction with the mediator of
customer value.

Product

Garvin, 1987 developed a system of thinking about the quality of products by describing the basic elements of

product quality in eight dimensions. (Garvin, 1987): (Foster, 2001): pointed out that quality is multidimensional and

that each of its dimensions can be used strategically to gain competitive advantage. The following is a summary of

Garvin’s eight dimensions of Product Quality:

1. Performance refers to a product's primary operating characteristics.

2. Features are additional characteristics that enhance the appeal of the product to the customer. These are the
secondary aspects of performance.

3. Reliability is the likelihood that a product will not fail within a specific time period when put in use.

4. Conformance is the precision with which the product or service meets the specified standards.
Durability measures the length of a product’s operating life.

5. Serviceability is the speed, ease and costs with which the product can be put back into service when it breaks
down.

6. Aesthetics refers to how the product looks, feels, sounds etc. It is a matter of personal judgement and a
reflection of individual preference.

7. Perceived quality is the quality attributed by the customer, noting that perception is not always reality Here,
Kotler and Armstrong (2012) described that "product is anything that can be offered to a market for attention,
acquisition, use, or consumption that MIGHT satisfy a want or need ", while Aaker (1994), quoted Ehsani
(2015), said that "quality of product is the customer's perception of the overall quality or superiority of the
product or service, with respect to its intended purpose, relative to alternatives, ". Kotler and Amstrong (2012)
assumed that product quality is "Product quality is the characteristic of a product or service that bear on its
ability to satisfy stated or implied customer needs". It is important to note that the quality of the product is not
reviewed by the company standpoint, it is seen from the perspective of the customer. Associated with that, it
raised two important factors that affect the quality of the product, namely the expected product quality and the
perceived product quality. In details, if the perceived product quality is in line with the expectation, then the
customer will perceive the product quality as a good quality and also feel satisfied. Conversely, if the perceived
product quality is not as expected, then the quality of the product as the customer perceived is qualified as a bad
product quality. Thus, the qualification of both bad and good product depends on the ability of the company to
meet the customer expectations.

Kotler and Amstrong (2010) define product quality as the ability to carry out their duties which include durability,
reliability, progress, strength, ease of packaging and product repairs and other characteristics. A product is anything
that has value in the target market where its ability to provide benefits and satisfaction including objects, services,
organizations, places, people, and ideas. The way to view products like this involves a wide range of situations
including concrete and abstract services. Kotler and Keller (2013) divided the product level into five, the first core
benefit, namely the basic benefits of a product offered to consumers. The second basic product is the basic form of
the product that can be felt by the five senses. The third expected product is a series of product attributes and
conditions expected by the buyer at the time of buying the product. The fourth augmented product is one that
distinguishes between the products offered by business entities and the products offered by competitors. The fifth
product potential is all the arguments and changes that are improved, the form experienced by the product in the
future.

Price
Understanding the perception of prices according to Kotler and Keller (2013) is a process by which we choose,
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organize and translate information input to create a meaningful world picture. The important thing is that perception
depends not only on physical stimulation, but also on the relation of stimuli to the surrounding plane and the
conditions in each of us, while the price is the sum of all the valuable that the customer gives toc profit from giving
a deep meaning to them. When consumers evaluate and research the price of a product is influenced by consumer
behavior.

According to Kotler and Keller (2013) there is a pricing objective covering first the orientation on profit or called
the profit maximization that every company always chooses the price that can give the most profit. Second
Orientation on volume pricing objectivity. Third orientation to the image. Company image can be formed through
pricing strategies. High prices for prestigious shows while low prices are used for trust purposes.

According to Zeithaml (1988), from the customer view, "price is what is given up or sacrificed to obtain a product or
service". Bei and Chiao (2001) indicated that "the price is defined as what is given up or sacrificed to acquire a
service or product"”, while Kotler and Armstrong (2012) suggested that "Price is the amount of money charged for a
product or a service; the sum of the values that customers exchange for the benefits of having or using a product or
service " How customers perceive a certain price, in which the high-low price of a product can be a significant effect
on a customer intention to purchase the product. Customer will give an attention to the price paid by other
customers, no one is happy to pay more cash compared to other customers. The fairness of the price will influence
the perception of the customers and it ultimately will influence their willingness to become a customer. For
toothpaste products, the price is the amount of money that is taken out for a toothpaste; customer value that is
exchanged to get the benefit from the ownership or use of a toothpaste. Kotler and Keller (2012) and Kusdiyah
(2012) defined price as something that can be measured which consists of several indicators, such as the affordable
price, the fair price, discounted price, competitor price, and price suitability.

Customer Delight:

Customer delight is the reaction of customers when they receive a service or product that delivers value beyond their
expectations (Mascarenhas, et.al, 2004). To create delight, the company must understand customer needs, anticipate
customer needs, deliver more what customers expect, and make every moment of the aspect in this relationship fun,
or a fun experience. According to Plutchik in Kwong and Yau (2002) states that delight is a complex emotion, a
combination of "joy" and "surprise”. Such customers have a high emotional attachment and positive cognition. In
contrast, outrage is a combination of "surprise" with "angry". Kwong, Yau and Oliver (2002), explains the indicators
in customer delight, namely Justice, Esteem, Security, Trust, Variety.

Methodologies for measuring Customer Satisfaction
After undertaking a literature review, the most popular methodologies in measuring CS are defined. The objective of
this section is to provide the basic conceptual ideas about the most popular methodologies.

National Customer Satisfaction Index (NCSI)

Sweden has become the first country to establish a national economic indicator reflecting customer satisfaction.
Clases Fornell (1992) in the articles “A national Customer Satisfaction Barometer: The Swedish Experience”
proposed a method for measuring CS in more than 30 industries and for more than 100 corporations. After the first
national customer satisfaction was developed in Sweden, a number of both national and international customer
satisfaction barometers and indices have been introduced such as the American Customer Satisfaction Index (ACSI)
(Fornell, Johnson, Anderson, Cha & Bryant, 1996), European Customer Satisfaction Index (ECSI), Norwegian
Customer Satisfaction Barometers (NCSB) (Andreassen & Lindestad, 1998), etc. The implementation of national
customer satisfaction indices seems to be suitable for a sustainable evaluation of the performance of companies in an
international context. (Grund & Bruhn, 2000).

In this methodology, Customer Satisfaction Index (CSI) represents its served market's — its customers'- overall
evaluation of total purchase and consumption experience, both actual and anticipated (Fornell, 1992; Johnson &
Fornell, 1991). Each version of NCSI can include some modifications. But all of them are based on two fundamental
properties. First, the methodology must recognize that CSI is a customer evaluation that cannot be measured
directly. Second, as an overall measure of CS, CSI must be measured in a way that not only accounts for
consumption experience, but is also forward-looking (Anderson & Fornell, 2000). Therefore, it includes not just
antecedents but also the consequences of overall CS. The antecedents of CS is based on the expectation and
disconfirmation paradigm which suggest that the dispersal between expectation of performance and perceived
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performance can determine customer satisfaction (Yi, 1990). These antecedents are usually performance expectation
of a product or service, the perceived performance and perceived value. The consequences of overall customer
satisfaction are the customer behaviors such as loyalty and complaint (Fornell, 1992; Fornell, Johnson, Anderson,
Cha & Bryant, 1996; Grund & Bruhn, 2000; Johnson, Gustafsson, Andreassen, Lervik & Cha, 2001; Anderson &
Fornell, 2000). These antecedents and consequences are latent variables which can be measured through other
manifest variable which related to them. Structural Equation Modelling (SEM) is usually the technique for finding
the CS level and validating the causal relationship between CS and antecedents, consequences in this methodology.
One of the most important advantages of SEM is its capacity to study the relationships among latent constructs that
are indicated by multiple measures (Lei & Wu, 2007). In addition, SEM can provide separated estimates of relations
among latent constructs and their manifest variables (the measurement model) and of the relations among constructs
(the structural model) (Tomarke & Niels, 2005). The goal of SEM is to determine whether a hypothesized
theoretical model is consistent with the data collected to reflect this theory.

Service quality (SERVQUAL)

The SERVQUAL method was suggested to evaluate CS by Parasuraman, Zeithaml, and Berry (1988).
Consequently, there have been several follow-up articles and studies about the SERVQUAL method and its
application. Research in service quality has also been conducted within the framework of the expectation and
disconfirmation paradigm. The central idea in this model is that service quality is primarily a function of the
difference scores or gaps between expectations and perceptions (Jamali, 2007). The service quality research has
been dominated by the SERVQUAL instrument which is usually cluster in five group quality determinants:
Reliability, Responsiveness, Assurance, Empathy and Tangible (Parasuraman, Zeithaml & Berry, 1985; Ghobadian,
Speller & Jones, 1994; Curry & Herbert, 1998; Wisniewski, 2001).

However, there has been controversy in the service quality literature about the sequential order of the two
constructs: CS and service quality. While authors such as Dabholkar, Shepherd and Thorpe (2000); Cronin, Brady
and Hult (2000) regard perceived quality as an antecedent to satisfaction, other authors (e.g. Parasuraman et al.,
1988; Bitner, 1990), however, consider CS as an antecedent to service quality. The majority of recent publications
(e.g. Yavas, Benkenstein, & Stuhldreier, 2004; Carrillat, Jaramillo, & Mulki, 2007; Jamali, 2007) consider service
quality as an antecedent to CS. Thus, SERVQUAL can be used as a methodology used for measuring CS. The
objective of SERVQUAL methodology is usually to develop the best instrument for measuring CS. The best
instrument can be defined as the best service quality constructs for predicting CS for a specific firm. Structural
Modelling Equation, Factor Analysis or Multiple Regression analysis are usually used for choosing and validating
the best service quality constructs among the proposed ones.

Various scholars however pointed out that SERVQUAL is not a generic measure that could be applied to any
service and that it needs to be customized to the specific service under consideration (Carman, 1990; Babakus &
Boller, 1992). Li, Riley, Lin and Qi (2006) proposed five quality dimensions for comparing overall CS between two
largest US parcel delivery companies, the UPS and FedEx. They are availability, responsiveness, reliability,
completeness, and professionalism of service. Jamali (2007) proposed a conceptual model which included not just
basic service quality dimension but also others antecedents of CS such as: Equity, Attributions, Cost/benefit
analysis, Emotion,etc. Chadee and Mattsson (1996) investigated the best attributes influence on the overall
satisfaction of a quality dimension during tourist encounters. The quality dimensions in the article were eating out,
hotel accommodation, renting a car and going on a sightseeing tour. Andaleeb and Conway (2006) used factor
analysis and regression model to find the impact of service quality determinants on CS in the restaurant industry.

MUlticriteria Satisfaction Analysis (MUSA)

The MUSA method was first introduced by Grigoroudis and Siskos (2002). The main objectives of MUSA method
are: (1) supply the evaluation of customers’ satisfaction level, both globally and partially for each of the
characteristics of the provided service; (2) The supply of a complete set of results that analyze in depth customers’
preferences and expectations, and explain their satisfaction level; (3) The development of a decision tool with
emphasis on the understanding and the applicability of the provided results (Grigoroudis & Siskos, 2002). The
proposed MUSA method defines CS as the aggregation of individual judgments into a collective value function
assuming that client’s global satisfaction depends on a set of n criteria or variables representing service
characteristic dimensions. The required data for the MUSA method is collected through a questionnaire through
which the customers are asked about their perception about the overall satisfaction () and their satisfaction about
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the set of pre-defined criteria (307). The MUSA method follows the principles of ordinal regression analysis under
constrains (Grigoroudis & Siskos, 2002):

n *
Y= Zizlbixi > i=1 b =1;

Where, Y*and Xi*, respectively, given customers’ judgments Y and Xi; bi is the weight of the i-th criterion and the
value functions Yi and Xi*.

The main objective of the method is to achieve the maximum consistency between the value function Y* and the
customers’ judgments Y. The result of MUSA method provide us the weighting bi for each criteria, the value y*m
for each m-th overall satisfaction level and the value Xi*k for k-th satisfaction level of criteria i. The main
advantage of the MUSA method is that it fully considers the qualitative form of customers’ judgments and
preferences, as they are expressed in a CS survey. The MUSA method avoids the arbitrary quantification of the
collected information, because the coding of the qualitative scale is a result, not an input to the proposed
methodology. This does not occur in a simple linear regression analysis (Grigoroudis & Siskos, 2002). Moreover,
the MUSA method result also offer complete information set more than just only focused on the descriptive analysis
of CS.

Arabatzis and Grigoroudis (2010) has been using MUSA method and related software for identifying the factors
affecting visitors' satisfaction level, as well as the critical points that the management authority of the National Park
must concentrate its improvement actions. Ipsilandis, Samaras and Mplanas (2008) in their paper used MUSA
method for analyzing the satisfaction of project managers with respect to satisfaction criteria associated with four
dimensions: the project’s results, the operations of the program organization, the support of the project organization
and the performance of the project team. Manolitzas, Grigoroudis and Matsatsinis (2014) used multi-criteria
decision analysis to evaluate patient satisfaction in a hospital emergency department through the application of
MUSA method. They find that the average level of complete satisfaction is low (73.4) indicating that the citizens are
somehow satisfied regarding the emergency department.

Ordered Probit and Ordered Logit model

Probit and Logit model are widely used in marketing and other fields such as artificial neural networks, biology,
medicine, economics, mathematical psychology (Grigoroudis & Siskos, 2010). The most advantage of Probit and
Logit model is that they take the qualitative ordinal characteristics of collected data into considers. In Probit and
Logit model, the customers’ satisfaction levels are assumed to be dependent on set of independent variables which
can be illustrated as:

yi=xip + &

Where ei are assumed independent and identically distributed random variables as usual, X' is the matrix of
explanatory variables, [ _lis the vector of coefficients to be estimated and y*i is unobserved (Barboza & Roth,
2009). According to Greene (2003), what one observed is q

y=0ify* <0
=1if0 < y* <,

" w E
=jifp_, <y
Where y is customers’ satisfaction level; 0, 1, 2,..., j is the level of satisfaction; pi are unknown parameters to be
estimated with M. It should be emphasized that the value 0, 1, 2, ..., j are simply coding and do not take quantify the
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y variable. According to this explanation, the probability that one customer has expressed for the m-th satisfaction
level, given his/her satisfaction judgments X'i is:

PI‘(}’]‘ = m) = Pr( Hm-1 < y* < um) =F (“m - X;B ) —F (“m—l - X:B)

Where F (um-X'ip) and F(um-1-X'ip) is the standard normal distribution function for the Ordered Probit model and
the standard logistic distribution for the Ordered Logit model. The estimated vector of coefficients can provide
information about the effect of independent variables on the probability that an overall satisfaction level can happen
(Barboza & Roth, 2009). The ordered probit and ordered logit models provide the probability that each level of
overall satisfaction can happen with a specific sample of data. For example, Gan, Clemes, Limsombunchai and
Weng (2006) used logistic regression to identify that the factors which influenced the customer’s choice between
electronic banking and non-electronic banking in New Zealand are the service quality, perceived risk factors, user
input factors, employment, and education. In the same stream of research, Eboli and Mazzulla (2009) also used
ordinal logistic regression analysis to estimate the weight of the service aspects on the overall satisfaction. The paper
showed the valid of logistics regression analysis which can be applied to the CS assessment process. The probit and
logit model also can be used as the extension for the SERVQUAL method. After using SERVQUAL method for
identify and validate the factors which affect to customer behavior. The logit and probit model can be used to rank
the factors with regard to their impact on customer behavior (Clemes, Gan & Zhang, 2010).

Other methods

Important-Performance Analysis (IPA).

The importance—performance analysis (IPA) is a widely used analytical technique that yields prescriptions for the
management of CS. IPA is a two-dimensional grid based on customer-perceived importance of quality attributes and
attribute performance (Matzler, Bailom, Hinterhuber, Renzl, & Pichler, 2004). It provides an attractive snapshot of
the importance of a set of selected attributes in customers’ behavior processes and how well the products/services
met consumer expectations. Thus, it can provide a clear direction for a company’s future resource allocation
decisions (Liu & Jang, 2009). This approach assumes that attribute performance and attribute importance are two
independent variables (Matzler et al., 2004). Therefore, this approach can offer augmented assessment for other
methods in term of measuring CS after valid attributes are defined.

Liu and Jang (2009) used IPA method as a first step for identifying the effects of food, service, atmospherics and
other attributes on CS and behavioral intentions. Along with factor analysis and multiple regressions, this study
indicates that food quality, service reliability and environmental cleanliness are three pivotal attributes to create
satisfied customers and positive post-dining behavioral intentions. Matzler, Sauerwein, and Heischmidt (2003) used
a revised model of IPA to investigate the asymmetric characteristics of impact of impact of the different attributes
on overall satisfaction. They found that four types of factors which are basic factors, high performance factors, low
performance factors, and excitement factors have different importance characteristics if concerning two different
context business of high and low performance.

Cluster Analysis.

The objective of Cluster analysis in dealing with CS is to identify Benefit Segments of Customers. In other words,
the method can identify different clusters of customers who allocate importance to performance attributes in similar
way within each cluster and in different way comparing with others (Vavra, 1997). For example, in the customer
base, there might be a group of customers who might place a high importance on after-sale service. Another group
might accord higher importance to a wide array of features. In Cluster analysis, you need to identify from previous
literature the performance attribute and collect customer judgments about the importance of these attributes.
Andriotis, Agiomirgianakis and Mihiotis (2008) used the framework included both factor analysis and cluster
analysis to identify the right factor which influence the satisfaction of tourists to the island of Crete. The cluster
analysis also produced three clusters: the “higher-satisfied”, “the In-Betweener”, and the “Lower-Satisfied”.
Bjertnaes, Skudal and Iversen (2013) used cluster analysis to identify response clusters of patients, based on their
responses to single items about overall patient satisfaction, benefit of treatment and perception of malpractice. The
study identified five response clusters with distinct patient-reported outcome scores, in addition to a heterogeneous
outlier group with very poor scores across all outcomes.
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Data Envelopment Analysis (DEA).

The traditional DEA technique has long been utilized as an invaluable tool in the field of operations research and
management science to solve problems in wide range of industries as well as in not-for profit (Bayraktar, Tatoglu,
Turkyilmaz, Delen & Zaim, 2012). The DEA model measures the efficiency of any Decision Making Unit (DMU)
which is obtained as the maximum of a ratio of weighted outputs to weighted inputs subject to the condition that the
similar ratios for every DMU be less than or equal to unity (Charnes, Cooper, & Rhodes, 1978). In DEA model for
CS, a DMU is a customer which expresses judgments. The inputs are usually the attributes of overall CS which are
pre-defined from the literature. The outputs are usually customer behaviors such as: overall CS, customer loyalty,
customer re-purchase intention, etc. DEA method respects and takes into account the cause-effect relationship
between inputs and outputs makes it suitable for measuring the result of the company’s efforts to satisfy customers.
DEA model provides the efficiency score which express how efficient the attributes from products/services make the
customer satisfy comparing with other products or services. DEA can be used most effectively for benchmarking to
compare the satisfaction level between a groups of companies. Léthgren and Tambour (1999) used DEA network
model to obtain measures of efficiency and productivity that account for CS of Swedish pharmacies. Estimation
results from the network model and a direct productivity model (without CS) are compared and indicate that the
technical efficiency is lower under the network model. Bayraktar et al. (2012) used DEA for analyzing and
comparing CS and loyalty efficiency for mobile phone brands in an emerging telecommunication market, Turkey.
Drawing on the perceptual responses of 251 mobile phone users, the DEA models reveal that from the top six
mobile phone brands in Turkey, Nokia features as the most efficient brand followed by LG and Sonny Ericsson in
terms of CS and loyalty.

There are still a lot of methods and models which can be useful for measuring CS. They are not mentioned in detail
in this study concerning the less popular of these methods for both academic research and practical application in
term of measuring CS. These methods can be named such as: Descriptive Statistics, Discriminant analysis, Kano
model, multiple regressions, conjoint analysis, etc.

Conclusion:-

From those literature review this journal is showing us that there is so many definition of the customer satisfaction
that is applicable for business such as “Acording to Kotler and Armstrong (1999) stated that customer satisfaction is
a level where the estimation of product / service performance in accordance with buyer expectations. Furthermore,
according to Gerson (2001) states that customer satisfaction is the feelings owned by the customer if the needs are
real or only the assumption is met or exceed expectations. "Customer satisfaction is when a product or service meets
or exceeds consumer expectations, usually customers feel satisfied".

In order to be able to understand more about the customer satisfaction, it is important to know the factor that can
influence this satisfaction so that this journal has shown us those factors such as commitment, service fairness and
conflict handling, price fairness. Those factors are a crucial determinant of customer satisfaction and customer
loyalty in service.

According to Zamazalova (Zamazalova, 2008) also mentions the key factors that affect customer satisfaction and
which can be used to measure customer satisfaction. These factors are product (in terms of its quality, availability
etc.); price (convenient payment conditions and others); services; distribution; and image of a product.

And especially, in order to be able to know if the customer satisfaction is high or low, it is necessary to know how to
measure it. So that in this journal, it is also showed some way to measure the customer satisfaction such as national
Customer Satisfaction Index (NCSI), service quality (SERVQUAL), MUIticriteria Satisfaction Analysis (MUSA),
Ordered Probit and Ordered Logit model, Important-Performance Analysis (IPA), Cluster Analysis, Data
Envelopment Analysis (DEA).

So the main purpose of this journal is to show a deeper understanding of the customer satisfaction including its
definition, factors, and tools for measuring it.
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