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ABSTRACT

The purpose of this study was to investigate the client orientation of service employees and service quality, using a case study approach focused on Momas System and Cometstar in Kano State. The present study specifically investigates the significance of customer orientation in the provision of high-quality services by employees inside an organisation. This study aims to further investigate the correlation between the customer orientation of service employees and the quality of service provided. Furthermore, this study aims to investigate the impact of service employees' customer orientation on customer satisfaction. Finally, the study aims to propose techniques that can enhance the performance of service employees, hence improving the overall quality of service delivery. The present study utilised both primary and secondary sources of data, including various mediums such as the Internet, academic journals, as well as published and unpublished publications.  The hypothesis was evaluated by the utilisation of the Pearson correlation statistical tool, which examined the association between the customer orientation of service employees and service quality. Additionally, it assessed the relationship between the customer orientation of service employees and customer satisfaction. The results of the study indicate a significant correlation between the level of customer orientation in service and the quality of service provided. Moreover, it has been observed that there exists a correlation between the level of client orientation displayed by service employees and the overall happiness experienced by customers. Furthermore, one advantage of adopting a customer-oriented approach to service is the potential for an improvement in the utilisation rate of current clients. The decrease in advertising expenditure might be regarded as a favourable outcome resulting from the implementation of a customer-oriented service approach. The present study suggests that it is advisable to establish a connection between assessment and incentive systems and the customer-focused behaviours exhibited by workers. The study also suggests that periodic customer-oriented training for service employees is necessary to achieve optimal customer satisfaction. Finally, it is imperative that service employees demonstrate a higher level of professionalism while interacting with consumers in order to effectively retain both current and potential clientele for their organisation.

CHAPTER ONE

INTRODUCTION

Background of the study

Saxe and Weitz  cited in 1982 defined customer orientation of service employees (COSE) as the ability and abilities of workers to (1) recognize, understand, and fulfill their customers' requirements, and (2) act accordingly. The COSE model has been widely utilized to evaluate service workers' customer orientation in a variety of situations. 
Because services are intangible and dynamic, consumers often judge the quality of a service based on the conduct of service workers. As a result, the degree of customer orientation among workers is seen as a critical factor in the economic success of service companies. As a result, the notion of client orientation has developed as one of the most important areas of marketing research that has been thoroughly investigated by academics over the past decade. Customer-oriented companies are more likely to offer quality, contribute to customer happiness, and achieve organizational objectives more efficiently and effectively than rivals that do not seek such an orientation.

According to previous study (Brown et al., 2016; Donavan et al., 2015; Kotler, 2015) Customer orientation at service companies is accomplished via their service, workers' contacts with clients, given the importance of service employees' attitude and conduct in service encounters (Donavan et al., 2015). As a result, the idea of customer orientation in service companies is heavily ascribed to their workers, which is referred to in service literature as Customer Orientation of Service Employees. 

With more attention being paid to service quality evaluation and more efforts being made to identify and expound on factors affecting service quality, new light has been shed on the concept of customer orientation of service employees. While research in this field exists, there is still room for improvement and as a result, the needs study customer orientation of service employee and service quality is explored
Statement of the problem

The idea behind customer orientation, which is closely related to the fundamental thinking behind marketing itself, is that a company must adequately address the needs and wishes of its customers in order to ensure that they will buy the company's products and services, be highly satisfied with them, and then become loyal customers.

A customer's comparison of service expectations to a company's execution is referred to as service quality. A company with a high degree of service quality is more likely to be able to satisfy client demands while staying economically competitive in its industry. Successful companies that want to be competitive and relevant in the industry ask their existing or prospective customers for information so they can make sure they're fulfilling their requirements. 

Customer orientation skills on the part of sales people, on the other hand, do not ensure customer happiness until a high-quality service is provided to please the consumers. Several studies, on the other hand, discovered a beneficial impact of customer orientation on customer satisfaction, as well as a favorable relationship between service quality and customer contentment. 

Furthermore, there are several factors that mitigate against a service employee's customer orientation, including, but not limited to, the employee's attitude and mindset, the employee's lack of effective communication, the employee's failure to extend good customer service to prospective customers, and so on. Customers consider all of these aspects when evaluating whether or not a company provides good service. As a result, customer orientation of service employees and service quality are measured against this backdrop.
Objective of the study

The primary objective of the study is as follows:

To examine the importance of customer orientation in the rendering of quality services by employee of an organization

To examine the relationship between customer orientation of service employee and service quality .

To examine the influence of customer orientation of service employee on customer satisfaction.

To develop strategies that will improve service employee in order for service quality

Research Questions

The following questions have been prepared for this study

what is the benefit of customer orientation in the rendering of quality service by an employee?

what is the relationship between customer orientation  of service employee and service quality?

what is the influence of customer orientation of service employee on customer satisfaction?

what are the strategies that will be used to improve service employee in other  for quality service?
Research hypotheses

The following hypothesis have been formulated for this study

H01: there is no  relationship between customer orientation  of service employee and service quality.

H02: there is no relationship between customer orientation of service employee on customer satisfaction.

1.6
Significance of the study

This study will shed more light on customer orientation of service employee and service quality

This study will be of benefit to business organizations who renders  services to both online and walk in customers. It will help them in knowing how a customer feels about the quality of services been rendered by their employee to customers , it will also help them in improving the quality of services been rendered by their organization in other for customers to be satisfied with their services.

This study is significant to the academic community as it will contribute to the existing literature on customer orientation of service employee and quality service.

The study will also be of benefit to student who are carrying out a research on this same topic.

1.7
Scope of the study

This study will examine customer orientation of service employee and service quality. Also this study will examine the importance of customer orientation in the rendering of quality services by employee of an organization. This study will further examine the relationship between customer orientation of service employee and service quality. More so, this study will  examine the influence of customer orientation of service employee on customer satisfaction. Lastly , this study will  develop strategies that will improve service employee in order for service quality. Hence this study is delimited to Momas System And Cometstar, Kano State.

1.8
Limitation of the study

This study was constrained by a number of factors which are as follows:

Just like any other research, ranging from unavailability of needed accurate materials on the topic under study, inability to get enough data as it was difficult for the researcher to navigate the harsh terrain of the environment as most of the community where the schools are located are not on land.

Financial constraint , was faced by  the researcher ,in getting relevant materials  and  in printing and collation of questionnaires

Time factor: time factor pose another constraint since having to shuttle between writing of the research and also engaging in other academic work making it uneasy for the researcher
1.9
Definition of terms

Customer orientation of service employee: a business philosophy that puts the needs of the customer over the needs of the business
Service quality:  a customer's comparison of service expectations as it relates to a company's performance.
CHAPTER TWO

REVIEW OF LITERATURE

INTRODUCTION

Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

Precisely, the chapter will be considered in three sub-headings:

Conceptual Framework

Theoretical Framework

Empirical framework
2.1
CONCEPTUAL FRAMEWORK

CUSTOMER ORIENTATION OF SERVICE EMPLOYEE

As previously said, marketing academics and practitioners believe that service employee that pay more attention to their customers' wants and needs are more likely to be  successful in the long run than those who pay less attention to their customers' wants and needs (Donavan et al., 2015). Previous research has shown that customer-focused businesses may provide more value to their consumers because they have a better knowledge of their requirements (Narver and Slater, 2017). 

It is important to remember that a misunderstanding of customer orientation may lead to difficulties in companies or a departure from the organization's strategic strategy (Nwankwo, 2015). Customer orientation has been claimed to be one of the most important elements in a company's success, yet it is tough to maintain (Capon, Farley, Hulbert and Lei, 2019). 

Internal customer orientation (CO) is important, according to Conduit and Mavondo (2016), but prior research have focused mostly on external consumers. This means that staff should not only concentrate on the requirements of end customers, but also regard their coworkers as internal customers. Furthermore, companies operating in the worldwide market should place a greater emphasis on internal customer orientation, since workers are often the sole point of contact with foreign consumers. 

According to Conduit and Mavondo (2016), it is almost difficult to offer the best product or service to the end consumer and create tremendous value at all levels of the value chain unless workers' needs are met. It is necessary to define customer orientation by its components in order to get a better grasp of the idea. In the UK financial services industry, Egan and Shipley (2015) examined these components. They looked at seven aspects of customer orientation: Service System, Customer Contact, Image and Reputation, Service/Product Delivery, Customers Performance, Communications, and Customer Base, and came to the conclusion that all financial sectors have improved their understanding of customer orientation development. 

In market areas where workers have direct and extended interaction with consumers, the significance of customer orientation is stressed even more. Donavan et al (2015) found that customer orientation positively affects work satisfaction, dedication, and performance of employees in two distinct service industries, namely banking and restaurants. Many academics, like Schneider and Brown (2018), have highlighted the relevance and significance of CO in service industries, arguing that an employee's character and attitude toward the client play a significant part in creating a customer-focused culture inside a company. CO has been defined as "a personality characteristic that indicates the service worker's propensity to fulfill client requirements" in the service industry. CO has been linked to marketing ideas by certain researchers (Nwankwo, 2015), and customer orientation has been considered a component of market orientation (Narver and Slater, 2017) COSE will be discussed in more depth later.

CUSTOMER ORIENTATION POLICIES OF BUSINESSES 
The first stage and most important element in establishing any policy for a company is to understand the wants and expectations of its consumers (Coelho et al., 2018). Any company's policy has a significant impact on its success. It is critical for marketing managers to create a customer orientation management system inside a company in order to establish the most efficient customer-oriented policy. As a result, it's critical to understand the market and its features, as well as the behavior of current and prospective consumers.

Consumer-focused policies may vary significantly based on the type of the company and its sector, market features, geographic location, and, ultimately, customer buying behavior. For example, according to Donavan et al., (2015), pricing fairness is more essential to consumers than customer service. However, according to a research performed in Australia by Gountas and Gountas (2018), "regarding consumers' experiences of the real estate sector," organizational trust seems to be the most important predictor of overall satisfaction in the real estate industry. As a result, before settling on any company strategy, it is critical to do market and consumer studies. It is important to remember that the policy should be updated on a frequent basis, and that employees should be trained on the new policy on a regular basis.

CUSTOMER ORIENTATION MEASUREMENTS 

 
There are many criteria that may be used to determine if a company is customer-oriented or not, and if so, what degree of customer orientation it has. For example, service pricing, service quality, consumer perceptions of service value, and so on. The development of a market-oriented strategy in the context of service marketing is heavily reliant on front-line workers (Coelho et al., 2018). 

Despite the fact that COSE is a relatively new idea in service marketing, it was originally presented by Henning-Thurau and Thurau in 2017, it has gotten a lot of attention from marketing professionals since then. According to HenningThurau & Thurau (2017), three aspects of employees' desire to provide a good service to customers, their customer-oriented abilities, and their self-recognition of their decision-making power differentiate COSE Employee attitudes, such as organizational commitment, personality characteristics, and work happiness, have been examined by Kelley (2018) and Brown et al., (2016) as defining aspects of COSE. 

Donavan et al., (2015) looked at the internal advantages of Service-Worker Customer Orientation (SWCO) and interactions between customers and individual service workers in two distinct service industries: banking and restaurants. CO of service workers positively affects their commitment to the company and job happiness, according to Donavan et al., (2015); furthermore, motivated employees assist their organization thrive. Furthermore, Donavan et al., (2015) discovered that workers that interact with consumers for a longer length of time had a greater degree of job responsiveness. 

To offer a guideline for marketing managers in their recruiting strategy, it was recommended that they choose employees with a greater degree of customer orientation, since this personality trait contributes to job satisfaction and commitment. COSE's effects on customer satisfaction, commitment, and retention were investigated by Hennig-Thurau (2017) He argued that because customers frequently rely on the behavior of service employees when deciding whether or not to use a service or judging its quality this is only true if the customer lacks sufficient information about the service or its quality, customer orientation culture among front line service workers is a critical factor in a company's economic success. 

Henning in 2017 saw COSE as a four-dimensional notion, which he labeled  TS, SS, MT, and DMA, with each dimension having a direct effect on COSE and an indirect impact on CS, commitment, and retention. He came to the conclusion that COSE had a greater impact on customer satisfaction than on commitment and retention.

Coelho et al(2018) 's study of factors and climate affecting front-line customer orientation, or similarly COSE, found that an organization's psychological atmosphere for example, a situation in which employees work under stress has no direct impact on service employees' customer-oriented behavior. Employees' behavior, on the other hand, may be directly influenced by the stress caused by the role's nature. They recommended that marketing managers may assist front-line workers who have direct and long-term interaction with consumers to have a more efficient customer-focused mindset by demonstrating the company's dedication to customers ethical decision-making, and innovation. The last two values are significant because they indicate aspects of an employee's duty to consumers. 

In a more recent research, Kim and Ok (2015) examined comparable individual dimensions for COSE as suggested by Hennig-Thurau (2017) in order to investigate the effects of COSE on service-outcome variables such as customer satisfaction and emotional commitment in full-service restaurants (DMA, SS, MT, and TS). They discovered that the dimensions of TS, SS, and MT all have a comparable impact on CS and Repurchase Intention (R.I), whereas DMA had minimal impact. COSE has a high direct and modest indirect impact on customer satisfaction, as well as a moderate indirect effect on emotional commitment through rapport and customer satisfaction, according to the research.

Similar individual dimensions of COSE (TS, SS, MT, and DMA) among employees of the North Cyprus banking system, as well as the influence of rapport enjoyable customer interaction and personal connection with service provider employees, have been considered for the purpose of this study to investigate their direct and indirect effects on customer satisfaction and future behavior.
DIMENSIONS OF CUSTOMER ORIENTATION OF SERVICE EMPLOYEES

Being Motivated To Behave In a Customer-Oriented Way

The motivation of employees to act in a customer-focused manner is seen as a basic behavioral component that drives behavior. We identify three components based on Vroom's (2019) process model of motivation. The product of  (a) the employee's valence of the consequences of customer-oriented service behavior, (b) his or her assessment of the probability that he or she will be able to produce the required outcome (i.e., instrumentality), and (c) the worker's assessment of the probability of being rewarded when achieving the required outcome is the motivation of a service employee (i.e., expectancy).

The valence component of this motivation model reflects the employee's subjective evaluation of his or her job activity, which is based on both intrinsic and extrinsic rewards connected with goal accomplishment. Because non-compensatory inter-component connections are anticipated to exist between the three, the notion of motivation to behave in a customer-oriented manner necessitates the presence of all three components. Even if there is a realistic possibility of doing well and earning monetary or non-monetary incentives, if an employee is not drawn to the concept of serving clients or the associated consequences (e.g., compensation, employee-of-the-month award), he or she will not participate in customer-oriented behavior.

Several dimensions influence the strength of an employee's desire to act in a customer-focused way. When a service provider wants to motivate its workers to operate in a customer centric manner, these factors should be considered. Role conflict and ambiguity, work satisfaction and perceived justice, organizational dedication, and management commitment to service excellence are some of the factors. The effect of these structures on an employee's desire to operate in a customer-focused manner is briefly addressed below.

Ambiguity in Roles and Role Conflict:  

Employees with role ambiguity have only a hazy grasp of what is expected of them (Kotler, 2015). Clarity of information about the employee's job as well as management's expectations for managing client requests and issues improves the employee's belief that he or she can perform up to expectations (i.e., the instrumentality component of motivation). Role clarity should also have a beneficial effect on the valence component of an employee's motivation (Stock, 2015). 

Role conflict is a similar term that describes "incompatibility between one or more responsibilities within an employee's role set, such that completing one makes fulfilling the others more difficult" (Weitz, 2017). The lack of role conflict will also help to boost the valence of customer-focused conduct.

Job Satisfaction and Perceived Fairness: 

Job satisfaction is a popularly defined "positive emotional state resulting from the appraisal of one's job as achieving or facilitating the achievement of one's job values," and it is one of the most intensively discussed constructs in organizational behavior theory (Luke,, 2017 ). Perceived job fairness (or workplace fairness) is a closely related term that encompasses the fairness aspects of internal equity and pay rules, external equity and pay level, job supervision, and work standards, and is often regarded as a theoretical basis of happiness (Beaton, 1995). 

We hypothesize that job satisfaction's positive emotional state affects the valence component of COSE's motivating dimension, as it promotes the service employee's internal work valence. As a consequence of the employee's impression of work fairness, the employee is more sure that the supervisor will properly recognize his or her efforts, which raises the expectation component of motivation.

Organizational commitment is defined as a service employee's strong conviction "in the organization's objectives and values, a readiness to expend significant effort on behalf of the organization, and a strong desire to stay a part of the organization." An employee's understanding of his or her own position in the business is aided by organizational commitment. As part of the motivation idea, this often leads to an increased valence, based on an inner desire to embody the firm's values and contribute to the accomplishment of the company's customer-oriented objectives.

The management commitment to service quality construct (MCSQ) addresses the activities and attitude of the service provider's top management as it relates to the employees' motivations to behave in a customer-oriented manner, in contrast to the determinants mentioned above, which focus on cognitive and emotional aspects of the employee. MCSQ addresses issues such as deliberate quality initiative selection, visible quality leadership, and resource allocation for quality initiative adoption and implementation (Ahmed & Ajmair, 2017). MCSQ is intended to inspire service workers' intrinsic valence of customer-oriented conduct, but it may also raise employees' expectations that they would be rewarded for providing great customer service. Both effects contribute to COSE's employee incentive component.

HAVING THE SKILLS REQUIRED TO BEHAVE IN A CUSTOMER-ORIENTED WAY

Customer-focused conduct requires more than just incentive; it also necessitates particular staff skills and talents. Technical skills and social skills are the two types of customer-orientation abilities that may be differentiated. 

Technical skills are the knowledge that a service professional need in order to provide high-quality interactions with customers. Motor skills related to interaction episodes are also included. Although some of this information can be stored in company databases, employees who are well-versed in the company's service offerings and prices, as well as their customers, help lines, product and service compatibility, and so on (and who can quickly access existing knowledge databases) will be better able to meet customer needs and desires. Motor abilities required in performing the primary service activity, as well as physical components, are important for customer-oriented behavior. For example, if a bookstore employee's poor arithmetic abilities require him to focus only on the monetary portion of the transaction, he will be unable to listen to the client's specific concerns and remarks, and the consumer would likely stay dissatisfied.

Employees' social skills are critical for customer-focused conduct (Hennig-Thurau & Thurau, 2017). The fundamental concept of social skills is that the service person engages in perspective taking when it comes to creating appropriate answers for a client's wants or issues, perspective taking implies that the employee may put themselves in the shoes of the consumer, Knowing what the consumer sees and experiences involves a visual-physical component, a cognitive dimension understanding how the customer thinks), and an emotional or emphatic dimension understanding the customer's emotions.

Customer-oriented abilities are determined by a number of factors, similar to motivation. Because of the fundamental consequences for developing these abilities in workers, identifying these factors is of critical practical significance. We will concentrate on two skill determinants in the following sections: the workers' learning orientation and their personality.

Learning Orientation: 

A learning orientation in services marketing is defined as an employee's constant drive to develop and expand his or her skills and knowledge (Kotler , 2015). The employee's enhanced attempts to actively extend his or her current repertoire of technical and social abilities, and therefore acquire new and better methods of engaging with clients, show this learning attitude. Highly learning-oriented service workers, for example, will take advantage of training opportunities more often and with more passion. As a result, they have a greater level of customer-focused abilities.

Personality: 

Although no definitive consensus on the notion of personality has been achieved, it may be described as "the distinctive arrangement of variables that identify an individual and influence his pattern of interaction with the environment" at a very basic level. Personality may be considered to have a more significant role when it comes to more or less competent service workers, in contrast to customer behavior, where the predictive validity of personality is mainly restricted (Beaton, 2016). This is particularly true of social skills, which are more difficult to master than most other kinds of abilities. 

Hanzae (2018) distinguishes three basic personality factors based on a meta analysis of existing research on personality in the services marketing context: (a) the need for attention and social interaction (extroversion), (b) the need for pleasant and harmonious relationships (agreeableness), and (c) the degree to which the world is experienced as threatening and beyond a person's control (adjustment). These variables may have a causal effect on the social skills of service workers. Employees with a high degree of extroversion are more active and talkative while engaging verbally with consumers, according to the first criteria. Employees that are agreeable are more likely to engage in pleasant rather than contentious dialogue with consumers, which is something that customers generally appreciate. Finally, a person who feels intimidated (in any way) by his surroundings will have trouble speaking and responding in a way that is consistent with the customer's preferences.

FEELING AUTHORIZED TO BEHAVE IN A CUSTOMER-ORIENTED WAY
A third component of the COSE construct, in addition to motivation and abilities, is the employee's self-perceived authority to behave in a customer-oriented way. If an employee has the capacity and desire to operate in a customer-oriented manner but does not believe he or she has the legitimacy to do so, the customer will not view his or her conduct as genuinely customer-oriented. 

When it comes to dealing with client problems, self perceived authority in service personnel may be defined as the degree of decision-making autonomy a service employee thinks he or she possesses. The idea of self-perceived authority is linked to the concept of empowerment, which has received a lot of attention in the literature on service. Although some writers restrict employee empowerment to authorization, the term is most often interpreted in a much wider sense, including factors such as motivation ( Vikaz , 2017). 
Self-perceived authority is similar to, but not the same as, official or "objective" power granted to an employee by his or her superior. Rather of the legal authority itself, the employee's conduct is dependent on his or her own interpretation and assessment of "formal permission." Customer orientation is ultimately determined by the level of power exercised by the individual. When considering the factors that influence permission, the latter is particularly significant. We focus on four factors that influence how much an employee utilizes the "objective" power granted to him or her by the company's management. The organizational structure, confidence in the employee's supervisor, the organization's culture, and the employee's personality regulate the process that converts formal into self-perceived authority.

Organizational Structure: 

An employee's use of formal decision-making power is influenced by organizational norms and practices, as well as institutions and procedures. Instead of obstructing or even punishing an employee for wielding power, these structural components must promote that person's use of power. For example, if a hotel staff is required to explain every dollar spent on customer compensation, he or she is unlikely to utilize official power to resolve client issues (either verbally or by filling out several forms).

Have faith in the supervisor 

The extent to which an employee exercises authority is influenced by his or her assessment of the supervisor's trustworthiness. If an employee thinks his or her boss is trustworthy and has a high level of integrity, trust exists (Moorman et al, 2015). If an employee distrusts his or her boss when it comes to using formal authority in customer service, he or she will simply refuse to use it, preferring to stay on "safe ground." Not only must the employee believe that his or her supervisor would not challenge his or her authority, but the supervisor must also have faith in the employee's choices. VanLooy et al. (2018) and Stewart and Mantz (2018) have empirically shown the effect of trust in employee-supervisor interactions on the exercise of formal authority by workers (2015).

CONCEPT OF SERVICE EMPLOYEE

For a variety of reasons, service workers are critical to an organization's competitiveness. For starters, service personnel are a very visible and integral component of the service offering for consumers (Hennig-Thurau, 2017). Second, service workers represent the service organization from the perspective of the customer (Berry, 2015), create the client's service experience, and establish customer value and brand promise. 
Third, front-line workers often assist to create customized connections with consumers and generate loyalty by having a strong knowledge of their requirements and desires and being able to adjust service delivery appropriately (Bove & Johnson, 2016). 
Fourth, service employees have an impact on income since they are often entrusted with sales in addition to their normal repair job. Finally, service personnel have an effect on operational productivity (Heskett et al., 2015). 

Employees that are highly motivated and willing to go above and beyond are at the heart of service excellence. Heskett and colleagues cited  in 2015 provided ample case evidence regarding the strong relationship between employee and customer satisfaction, which they dubbed the service-profit chain (Heskett et al., 2015) and later referred to its basic prescriptions as "a way of life" for leading service organizations (Heskett et al., 2015). 

Their findings show a link between (1) staff happiness, retention, and productivity; (2) service value; (3) customer satisfaction and loyalty; and (4) firm revenue growth and profitability. ‘ Employee experiences of the service climate in which they work and customer satisfaction are significantly correlated. 

So-called shop-floor workers in services are in constant contact with customers while serving, and there is clear evidence showing that employee experiences of the service climate in which they work and customer satisfaction are significantly correlated. 
Customer-focused service workers who are happy, loyal, and productive are often regarded as a major potential for service distinction (Heskett et al., 2015). These connections have been confirmed by a recent meta-analysis and integrated literature studies.

CONCEPT OF CUSTOMER SATISFACTION

As economic globalization continues to expand, many businesses will have greater possibilities while simultaneously facing more competitive pressures. Many multinational companies are now doing theoretical and practical customer satisfaction research. Customer happiness is becoming one of the most significant company goals and performance metrics. 

Customer satisfaction is defined as the level of satisfaction given by a company's products or services as assessed by the number of repeat customers, according to the English business vocabulary. Although consumer satisfaction is a relatively new concept, academics have defined it from many perspectives and throughout time. While there are considerable variations in the definitions of customer satisfaction in the literature, all of them have certain similar features. When taken as a whole, three general components emerge: (1) consumer satisfaction is an emotional or cognitive response; (2) the response is related to a specific focus (expectations, product, consume experience); and (3) the response occurs at a specific time (after consumption, after choice, based on accumulated experience).

Consumer reactions followed a broad pattern that was comparable to what had been seen in the research. Satisfaction was made up of three fundamental components, each of which was a reaction to a specific emphasis chosen at a certain moment.

Customer expectations and wants, according to the researcher, are a psychological basis of customer happiness; customer satisfaction is determined by the gap between their actual experience and their expectations. In principle, if you match or surpass customer expectations, the client would be pleased or reasonably satisfied; nevertheless, most customers are unhappy or very dissatisfied. Client satisfaction may be achieved if customer concerns are addressed appropriately. 

When it comes to tourist goods, the researcher thinks that buyers have psychological expectations before making a purchase, and that when tourism producers provide products that match or surpass those expectations, consumers will notice. Tourist satisfaction is not just a mental activity, but also the pleasure experienced once their requirements have been fulfilled. The gap between the visitor's anticipation and the actual experienced impact determines visitor satisfaction. Although consumer wants and expectations are very individualized, they do have some consistency across various groups of individuals or geographical areas.

IMPORTANCE AND NECESSITY OF CUSTOMER SATISFACTION

Many marketing academics have addressed the significance of CS and its impact on customer retention factors such as commitment, loyalty, repurchase intention (R.I), and word of mouth (WOM), as well as its impact on market share and profitability of businesses (Anderson and Sullivan, 2018). Despite the fact that there have been a significant number of customer satisfaction studies in the past and it is almost routine in firms and organizations to monitor the level of their customer satisfaction, the most comprehensive customer satisfaction studies at a national level took place for the first time in Sweden in 1991 (Fornell et al., 2017); where the results of that study showed a positive effect. 

Customer satisfaction is defined by Johnson and Fornell (2016) as "a customer's overall assessment of an offering's performance to date." Customer satisfaction, according to Anderson et al in 2018, is "a function of perceived quality" and "dis-confirmation," in which actual quality falls short of pre-purchase expectations. 

According to Coelho et al. (2018), the fulfillment of customers' demands is highly reliant on front-line employees' customer orientation, and businesses are extremely likely to succeed if they meet their customers' criteria and expectations. The theory that there is a direct connection between customer happiness and market share is nearly universally recognized among marketing scientists (Anderson, 2018). It is self-evident that pleased consumers would not only return to the business that met their expectations, but will also promote the company's product or service to other prospective customers. As a result, happy customers are essentially free promotion for a company, particularly in the service industry where there is no physical product to evaluate. 

Anderson et al. (2018) investigated the impact of customer satisfaction on company market share and profitability, concluding that while the economic benefits of improving customer satisfaction are not realized immediately, satisfied customers can improve cash flow over time, making them a "revenue-generating asset" to those businesses. Furthermore, Anderson et al. (2018) acknowledged the impact of quality as a factor that aids firms in meeting their customers' needs; however, they refused to provide a guideline for best practice and quality level within firms, arguing that it should be developed by firm managers because it may vary among firms due to differences in their activities. 

Assuming that customer retention refers to a long-term relationship between a customer and a service provider, it has been suggested that customer happiness is the most important element in maintaining such a long-term relationship (Dovaliene et al., 2017). In other words, customer service is seen as the foundation of long-term consumer behavior (Oliver,2019). There's been a lot written on the significance of customer satisfaction (Stock, 2015; Nwakwo, 2015), and there's no need to go over it again farther.

According to Anderson et al., (2018), businesses that service happy consumers gain financially from these customers by lowering perceived risk and transaction costs; furthermore, the likelihood of keeping more satisfied customers is significantly greater (Anderson and Sullivan, 1993; Fornell, 2018). 

The justifications given above are sufficient to demonstrate the significance of the notion of customer satisfaction. Finally, businesses should not overlook their internal consumers, mainly their own workers, in favor of focusing only on their external customers, since it is difficult to offer excellent service without a happy and motivated workforce. 

Furthermore, it is critical for a business to understand the variables that influence customer happiness (internal and external customers). According to Kumbhar's (2016) research of Indian E-Banking services, service quality, brand perception, and perceived value are the most important variables influencing consumer satisfaction. He came to the conclusion that bankers and e-banking service providers should broaden their understanding of consumers' expectations and pay more attention to the variables that influence their happiness based on their perceptions (Kumbhar,2016).

 IMPORTANCE OF CUSTOMER SATISFACTION IN SERVICE INDUSTRY

Given that satisfaction is a direct result of quality, as many scholars have stated (Anderson et al., 2018), satisfying customers' needs in the service sector has a complex nature and requires more consideration due to its unique characteristics, such as the complication of measuring the quality of the service. Overall satisfaction in the service sector is comparable to overall assessments of service quality, according to Gustafsson et al., (2015). Many researchers have recognized the importance of service quality as a major determinant of customer satisfaction. For example, Mihelis et al., (2018) conducted a customer satisfaction survey among different Commercial Bank of Greece branches in order to discover the factors influencing customer satisfaction and behavior. They said that evaluating customer happiness gives marketing managers a clear, meaningful, and objective standard for their consumers' preferences and expectations. Finally, they concluded that customer satisfaction is a dynamic parameter, and customers' needs and expectations change frequently, particularly in the service sector for example, the banking system, where competitors and new entrants offer a wide range of options to customers and competition is fierce, so marketing managers should update their satisfaction surveys on a regular basis to predict customer behavior and identify weak links in the system. Marketing professionals have long sought a technique for forecasting their customers' behavior in the short and long term, since forecasting their attitudes about a company's product or service allows the marketing sector to meet clients' needs in the most effective way possible (Brady and Joseph, 2015; Gommans et al., 2017). 
Customer satisfaction, as a metric, clearly plays a significant influence in this respect. According to Deng et al., (2019), creating a high degree of CS is important for service providers not only to build their connection with their consumers, but also to differentiate their services. Customer happiness, trust, and loyalty are closely connected and affected by perceived quality of service and customer perception of given value, according to their research of Mobile Instant Message (MIM) in China.

Given the significance of customer happiness in the service industry, it is critical to investigate the variables that influence customer satisfaction in various market sectors. Consumer service and pricing fairness, for example, are among the variables influencing customer happiness, according to a research of mobile service providers in Pakistan, but the latter has a larger impact. The impact of service quality, brand reputation, and perceived value on customer satisfaction was also emphasized in Kumbahar's (2016) research.

CONCEPT OF SERVICE QUALITY

Researchers and practitioners generally agree that service quality is a nebulous and abstract term that is difficult to define and evaluate. What is also clear is that improving quality has many advantages and may have a significant effect on a company's survival. This is why continuous study and discussion in the fields of service quality and service quality assessment are so important. The argument is centered on two opposing viewpoints known as the Nordic (Scandinavian or European) and American schools. 

The Nordic school uses broad category words to describe service quality, which encompass technical and functional elements. The American school, on the other hand, use descriptive terminology and contains the five characteristics of dependability, responsiveness, certainty, empathy, and tangibles, among others (Brady & Cronin, 2015). Despite the fact that both schools of thinking emphasize significant elements of service quality, there seems to be no agreement in the literature that both definitions adequately capture the core of the concept. As a result, it's critical to consider a variety of views, both ancient and new, as well as various conceptual and empirical methods. 

The literature's definitions of service quality are mainly concerned with fulfilling customers' demands and requirements, as well as how effectively the provided service fulfills their expectations. These criteria are consistent with the user-centered approach described in the previous section. Dis confirmation is caused by discrepancies between anticipated and perceived performance, which may be good or negative. This is known as "dis-confirmation." Researchers and practitioners generally agree that service quality is a nebulous and abstract term that is difficult to define and evaluate (Kotler & Armstrong, 2015). What is also clear is that improvements in quality have many advantages and may have a significant effect on a company's survival. This is why continuous study and discussion in the fields of service quality and service quality assessment are so important. 
The argument is centered on two opposing viewpoints known as the Nordic (Scandinavian or European) and American schools. The Nordic school uses broad category words to describe service quality, which encompass technical and functional elements. The American school, on the other hand, use descriptive terminology and contains the five characteristics of dependability, responsiveness, certainty, empathy, and tangibles, among others (Brady & Cronin, 2015). Despite the fact that both schools of thinking emphasize significant elements of service quality, there seems to be no agreement in the literature that both definitions adequately capture the core of the concept. As a result, it's critical to consider a variety of views, both ancient and new, as well as various conceptual and empirical methods. The literature's definitions of service quality are mainly concerned with fulfilling customers' demands and requirements, as well as how effectively the provided service fulfills their expectations. These criteria are consistent with the user-centered approach described in the previous sections. Dis-confirmation is caused by discrepancies between anticipated and perceived performance, which may be good or negative. 

The "dis-confirmation paradigm" is a phrase used to describe this phenomenon. Expectations in this setting are highly personal since they are based on individual standards, values, desires, and requirements (Kotler et al., 2015). Customer expectations are preconceived notions about a service that act as benchmarks or benchmarks against which excellence is measured. Whether or not the service provider meets these expectations will have a significant impact on their perception of service quality. 

It should be emphasized, however, that even if the service delivery is similar, the expectations of two people are not always the same. As a result, the perceived service quality of the service is not always the same (Kim et al., 2019). Individuals' expectations may vary over time as their personal circumstances change, such as income levels, educational performance, or ambition levels rise. Expectations are also influenced by a person's interactions with others, such as the media, a service provider, or other customers, as well as observation of particular circumstances (Kim et al., 2019). These "personal factors" described above may have a modest influence in the perceived service quality that small business tenants get from their landlords when it comes to the services supplied by the landlord to small business tenants in shopping malls. 

The conditions, experiences, and demands of the small business renters may be very similar. They are all "little" companies with their own distinct requirements and problems, yet they all lease from the same landlord. Gommans (2017) was one of the first to advocate for conceptual models of service quality in order to better comprehend the notion. He thinks that these models will demonstrate how consumers evaluate service excellence. He claims that if the service provider understands how the services will be assessed, it will be feasible for them to control perceived service quality assessments by consumers. Conceptual service quality models may be extremely helpful in identifying quality deficiencies and providing an overview of the variables that have the ability to affect a business's service quality. 

A model will try to depict the connection between key variables and may be thought of as a simplified representation of reality. At least 30 industry-specific scales and models of service quality have been produced in the literature on service quality in the last 15 years (Luke, 2017). Several writers, including Ahmed (2018) and Zabler (2018), have utilized these conceptual frameworks and scales in an effort to define and characterize service quality (2015). Several of these models need a more in-depth examination, and thirteen of these models will be examined next.

THE SERVQUAL MODEL OF SERVICE QUALITY 

It's unusual to come across a service quality research study or textbook that doesn't include Parasuraman, Zeithaml, and Berry's SERVQUAL model (2015). SERVQUAL is without a doubt the most commonly used and tried technique for assessing customer service quality perceptions. It's been extensively referenced in marketing and retailing literature, and it's also been widely used in industry. The SERVQUAL scale was created using methods for generating valid and reliable marketing construct measurements that have been approved. SERVQUAL was born out of an essay published in 1985 that defined service quality as a gap between client expectations and perceptions (Parasuraman et al., 2015). They carried out an investigation on the idea of service quality. Business leaders from four different service sectors were interviewed, and the results led them to the conclusion that there are differences (gaps) between what management thinks service quality is and what consumers perceive it is. This collection of flaws was regarded as one of the most significant roadblocks to delivering a high-quality service to consumers (Parasuraman et al., 2015).

Gap 1: Customer expectation – management perception gap 

Customer expectations and management's views of such demands are incompatible. Managers of service organizations may not always understand what characteristics indicate high quality to customers, what characteristics a service must have in order to meet customers' needs, or what the level of performance on those characteristics should be in order to deliver high quality service. As a consequence, consumers' opinions of service quality may be influenced (Parasuraman et al., 2015).

Gap 2: Management perceptions – service quality specification gap 

Resource limitations, market circumstances, and a lack of management commitment to service quality may cause a gap between management views of customer expectations and the actual standards set for a service. Customers' views of service quality may be influenced by this disparity (Parasuraman et al., 2015).

Gap 3: Service quality specifications – service delivery gap 

Although companies may have explicit standards or requirements for sustaining service quality, it may be difficult to adhere to them due to staff performance variability (Parasuraman et al., 2015). From the customer's perspective, this will have an impact on service quality.
Gap 4: Service delivery – external communications gap 

Customers' views of service quality may be influenced by the disparity between service delivery and what the company promises via external communications, as well as the lack of knowledge regarding service delivery elements (Parasuraman et al., 2015).

DIMENSIONS OF SERVICE QUALITY

Reliability 

Making promises and keeping them This factor has repeatedly been demonstrated to be the most significant predictor of service quality perceptions (Deng , 2019). This dimension encompasses the consistency with which service promises are kept, such as sticking to timetables or appointment times, finishing work on time, and ensuring that desired results are achieved.

Responsiveness

Willingness to assist, this metric emphasizes the responsiveness and attention to client requests, inquiries, complaints, and issues. This includes the time it takes for a client to get help, answers to inquiries, or attention to an issue. Flexibility and the capacity to tailor the service to the requirements of the client. Customers, not corporations, should be represented (Deng., 2019).

Assurance

Instilling confidence and trust When consumers view services as high risk or are unsure about their capacity to assess results, this dimension is critical. Between key contact persons and consumers, the business must strive to establish trust and loyalty.

Tangibles 

Physically symbolizing the service Customers will utilize physical representations or pictures of a company's service to assess quality, improve image, offer continuity, and signal quality. Most businesses, on the other hand, would combine one dimension with another to form a service quality plan.

Empathy

Customers are treated as individuals. Customers are one-of-a-kind and distinctive, and it's critical that their requirements be recognized. Customers want to feel valued and understood by businesses that offer a certain service. Knowing their clients' names and developing connections that reflect their intimate understanding of their needs and preferences would be a smart approach for companies. In situations when a small business must compete with bigger businesses, the capacity to empathize with consumers may offer the small business a distinct edge. Customers expect companies in the business-to-business sector to understand their sectors and problems (Deng, 2019). This factor is particularly significant for small businesses in shopping malls. Small company renters may feel ignored and left out as a result of the impression that landlords prefer bigger, well-established anchor tenants. If landlords paid attention to this dimension, it would mean a lot to the tiny renter.

IMPACT OF CUSTOMER ORIENTATION ON SERVICE EMPLOYEE

The idea of "customer orientation" is critical in relationship marketing. Henning-Thurau & Thurau (2017) were the first to try to objectively quantify COSE, defining it as the "extent to which the service employee's conduct in personal contacts with consumers fulfills those customer requirements." Previous research has shown that a customer-oriented strategy inside a business has a range of beneficial impacts on service workers' behavior, such as job satisfaction, loyalty to the organization, and employee performance. Donavan and colleagues (Donavan et al., 2015). CO perceptions, according to Brady and Cronin (2001), are favorably linked with the assessment of the perceived quality of workers' performance, goods, and the firm's environment. Furthermore, Brady and Cronin (2015) highlighted the significance of consistency in employee customer-oriented behavior.

In order to examine the effects of CO on service workers, it is important to remember that regional and cultural variations, as well as sex and gender, have a significant influence on the study's findings. Although it is well known that market orientation has a positive impact on service employees' attitudes in Western countries (Jaworski and Kohli, 2016), a study among Thai female service employees found that "none of the behavioral components of market orientation has a positive impact on job satisfaction of Thai female customer contact service employees; and that only customer orientation and inter-functional coordination have marginal effects on role ambiguity."

Front-line service workers are often under stress as a consequence of unanticipated disputes and difficult encounters with consumers, which may impact employee performance and result in revenue loss and additional costs for a company. Working in an uncomfortable environment may also lead to a loss of motivation and an increased risk of making mistakes in a range of activities related to an employee's position in the company.

Paarlberg (2017) found that there are positive connections between customer orientation and workers' job happiness, performance, motivation, and support for organizational change in his research on the effect of CO on government employee performance (Studies of American federal employees). He concluded that, as the nature of work changes and the labor pool changes, government agencies across the globe are becoming more proactive in recruiting, retraining, and motivating workers. Employees with a customer-focused mindset are usually motivated and appealing to companies, according to marketing experts.

In a study of 300 front-line sales and service professionals from a range of sectors, including retail, financial services, health care, professional services, real estate, and hospitality, Akhter et al. (2017) looked at the impact of CO on job outcomes. They claimed that working in a customer-focused environment offers workers with a range of psychological advantages, such as lowering role stress and increasing job satisfaction and dedication to the task. Furthermore, they stated that customer-focused employees are less likely to quit their companies in a short amount of time as a consequence of job satisfaction. They recommended that, since customer orientation is most likely an innate feature of front-line service workers, businesses should focus their recruiting efforts on attracting and retaining people who have a customer-oriented mindset.

RELATIONSHIP BETWEEN CUSTOMER ORIENTATION OF SERVICE EMPLOYEES  RAPPORT AND  SERVICE QUALITY
The relationship between the COSE and its dimensions and customer satisfaction and retention in that particular market sector may be studied after the COSE and its dimensions have been defined. Fatima and Razzaqu (2017) suggested that in order to achieve a long-term competitive edge, banks should figure out how customers' perceptions of their interactions with contact workers, or "Rapport," affect their overall happiness. In the context of service marketing, Gremler and Gwinner (2016) describe rapport as "an pleasant contact of a client and a personal connection with the service provider's personnel." According to Gwinner and Gremler (2016), there are many aspects of rapport, including attentive behavior, polite behavior, common grounding behavior, connecting behavior, and information sharing behavior. It is important to remember that these characteristics are from the perspective of the consumer and are not scientifically evaluated.

Despite the fact that there is no clear definition of rapport, Rapport, according to Weitz et al., (2017), may be described as a positive interpersonal experience between two or more encounters. Marketing professionals often choose the most appropriate definition of rapport for their purposes. In order to build a model that can explain the relationships between these variables, Kim and Ok (2019) used the notion of rapport as a mediator y variable between the dimensions of COSE and the goal variables, namely customer satisfaction and customer retention.

Attracting new consumers and keeping current customers has become a perplexing problem for marketing managers in today's competitive marketplaces, where every company must cope with new entrants and difficult situations. As a result, bank managers, for example, are attempting to comprehend the effect of trust, quality, and participation on rapport, and thus on total pleasure (Fatima and Razzaqu, 2017).

According to a survey conducted by Siti (2015) among customers of dental clinics in Malaysia, rapport had a stronger impact on relationship quality than the other two dimensions (respect and rapport) that were considered to study the relationship quality between the customer and the service provider. He asserted that pleasure is a critical component of rapport. He also said that the first stage in developing a successful customer-service provider connection is to establish rapport (generally the front line service workers).

It has been discovered that a company's service quality has a substantial influence on rapport; furthermore, consumer engagement with that company has a good impact on rapport, although the effect of personal involvement is higher (Fatima and Razzaqu, 2017). Rapport was also shown to have a significant impact on overall satisfaction. Given that staff performance (which is affected by the firm's customer-oriented environment) has a significant impact on customer satisfaction and service quality, it is obvious that COSE and rapport have a positive connection. Customer-oriented workers (those who are motivated and have adequate decision-making power) are more likely to use their social and technical talents to enhance a pleasant connection with consumers, according to Kim and Ok (2019). Motivation and social skills, on the other hand, were shown to have a larger effect on rapport than decision-making authority and technical abilities.

2.2
THEORETICAL FRAMEWORK

Customer satisfaction theory

Four Cs Theory was proposed by U.S. marketing expert Robert F.Lauterborn in 1990. It based on customer demand, re-set the four basic elements of marketing mix: consumer, cost, convenience and communication. It stressed that companies should focus on customer satisfaction first, then try to reduce customer purchase costs, and the convenience of buying process and marketing communication. It has great progress and development compared with 4P theory. It attaches to customer-oriented, the pursuit of customer satisfaction as the goal. It is actually important in current situation that consumers play an initiative role.

Tourism product is a kind of service products, with its own feature. Namely: integrated, invisible, synchronization, non-metastatic, vulnerability and heterogeneity. Customers spend time, money and effort to obtain a travel experience, and feeling, and this feeling and experience is as individual as the person. Therefore, it is an emotional spending. In addition, the tourism product is easy to copy, tour companies difficult to use difference strategies. From the practical application of business and market development trends, 4C theory also has inadequate:

First, 4Cs theory is consumer-oriented, focusing on looking for consumer demand, to meet consumer demand, but there is competition-oriented in market, enterprises can not only see the demand, but also pay an attention to competitors. In order to win in fierce market competition, company should analysis own strengths and weaknesses in the competition and take the appropriate strategy. Secondly, under the guidance of the 4C theory, companies often ignore the long-term profits. So how combine consumer demand and corporate’s long-term profit is a big problem to be solved. In this research, we focus on search customer need, pivotal need in different age, use cost rational and improve customer satisfaction. We will combine customer satisfaction and company’s long-term profits.

Servperf model 

Although SERVQUAL model is a good measurement for many industries, researchers reported that this model is not suitable for some areas like retail store environment (Dabholkar,et al, 2000). By years of study on this model and more debates among scientists, some stated that this model is not comprehensive in different applications (Brady et al, 2002). In 1992, Cronin and Taylor suggested the refined model by considering performance as the only factor needs to be measured for service quality. They argued that service quality is a consumers’ attitude and the performance (perceived service) of the service is the only measurement for service quality. 

Investigating service quality relationship with consumers’ satisfaction and purchase intention was their study; they believe service quality is an antecedent of consumers’ satisfaction. They suggested a new model for service quality based on SERVQUAL with respect to the conceptualization and measurement of service quality which used performance as the only measurement for service quality model called SERVPERF. In this new model, Cronin and Taylor (1992) proceeded to measuring performance (perceived service) with the same dimensions as reliability, responsiveness, assurance, tangibles, and empathy for service quality measurement instead of “expectation-perception” difference. The research finding showed SERVQUAL factors are inconsistent, and SERVPERF is a more accurate measurement for service quality in comparison with SERVQUAL (Cronin & Taylor, 1992). 

Industry-Specific Service Quality Models 

Although some of the proposed models have strong validity and are applicable for measuring service quality in many service industries, researchers found that most of them have lack of generalizability for all businesses. Some of those models have support for applying and testing in different businesses like SERVQUAL, but even that famous measurement has some lack of application for some specific businesses such as retail store (Dabholkar et al., 2000). Models evaluated in previous parts were generic, but the hierarchical model suggested by Dabholkar et al., (2000) was based on retail store environment. Some researchers believe that businesses need to use a context-specific service quality measurement for the best understanding of consumers’ perception on service quality. 

Therefore, researchers suggested some models based on specific service businesses. For example, in the information technology (IT) based services, Wong,(2011)  suggested IT alignment model, Dabholkar (2000) proposed attribute and overall affect model, Oliver (2019) suggested IT-based model, Blose (2005) suggested model of e-service quality, and Mehta and Lalwani(2000) proposed internet banking model. Dagger, Dabholkar, and Shepherd(2000) developed the Hierarchical model in healthcare industry with some special dimensions and sub-dimensions related to health care services. Akter, D’Ambra, and Ray proposed a new model based on the hierarchical model for mobile health services. However, the base of this model was the hierarchical-multilevel model, one of the dimensions (physical environment quality to platform quality) with new sub-dimensions specifically for mobile health services. 

Tsaur, Chang, and Yen (2002) evaluated a specific model for the airline industry based on SERVQUAL with several attributes based on airline services by using the fuzzy set theory. Other researchers proposed a new model for the airline industry in 2002 with the specific criteria category and evaluated criteria for this industry by fuzzy set (Chang & Yeh, 2002). Based on previous studies in airline service quality, a new model proposed by Liou and Tzeng (2007) for airline services with factors suggested and specific for this service business. In 2002 Cunningham, Young, and Moonkyu suggested a new model based on previous studies in airline specific models of service quality for measuring service quality in airline businesses. They suggested baggage handling, bumping procedures, operations and safety, in-flight comfort, and connections as the dimensions of this model scaling by several items for each dimension (Cunningham, Young, & Moonkyu, 2002). In addition, they used SERVPERF in this study for service quality. They found strong reliability and validity for both models (SERVPERF and industry-based). Result showed that both generic and specific models are applicable and acceptable for measuring service quality in the airline industry (Cunningham Lawrence F, Young, & Lee, 2004; Cunningham et al., 2002). Industry-specific measurements of service quality vary from one business to another and included the factors related to specific service. Therefore, these models can be more useful and specific for applying in businesses and can be helpful for managers to find the weaknesses and advantages of their firm to improve their service and achieve customers’ satisfaction. However, the generic models are more theoretical but applicable as well as specific.

2.3
EMPIRICAL FRAMEWORK

Bowen( 2018) test the model of COSE consequences empirically, a customer perspective was taken with all constructs in the model being assessed by service customers. A total of 112 graduate students from two German universities were given the task of motivating ten respondents each to fill out an online questionnaire. The selection of respondents was based on a quota sample, with age and gender as quota criteria. Altogether, 1,113 questionnaires were filled out. After eliminating those questionnaires with 20 percent or more missing information, inconsistent answers, or questionnaires with answers referring to an online service provider, a total of 989 questionnaires remained in the analysis. The model was tested for different kinds of services, namely travel agencies and retailers of media products (books, CDs, DVDs and videos). These two services were chosen as they are strongly used by German consumers so that respondents were able to evaluate a service provider in one of the two contexts, which was important for ensuring a sufficient response rate. In addition, we selected these two industries as they differ obviously in terms of interaction intensity and product involvement, with travel agencies representing a highly individualized and interactive service (Bowen, 2018). In contrast, media retailing services are usually characterized by a moderate level of personal interaction and a relatively high level of standardization. 
Accordingly, two variants of the questionnaire were developed addressing the individual characteristics of each service. 408 out of the total 989 questionnaires referred to travel agencies and 581 to media retailers. When filling out the questionnaire, the respondents were first asked to name the travel agency (or media retailer) which they had visited most recently. Using dynamically programmed software, all further questions were then related to the service provider mentioned by the respondent. This procedure was chosen because it prevented a systematic distortion of the sample towards highly loyal and satisfied customers and a small number of service providers. Instead, the data set included a multitude of different service providers in the two service areas (travel agencies and media retailing). Moreover, as intended, the sample was not restricted to loyal customers, but covered a variety of customer-service provider relationships. Table I lists the socio-demographic profile of the final sample. For measuring the model constructs, validated scales were used where available. Specifically for emotional commitment, customer retention, and customer satisfaction, we took scales from  Hennig-Thurau et al. (2017), respectively, and slightly reworded them by adding the name of the retailer the customer has visited most recently. Each of the three constructs was measured with four items. As the data collection took place in Germany, items were translated into German (see the Appendix for a list of items). As no validated scales were available for the dimensions of COSE, new scales had to be developed. Initially, three items were formulated for each COSE dimension based on the definitions given above.

Tsaur(2015) carried out a study on customer orientation of service employee in the health care system.The study deployed a quantitative approach based on a survey study design to attain its objectives. A questionnaire was used  as the prime quantitative tool to gather data. The researcher personally administered the questionnaires and picked them later  for analysis, also known as the drop-off technique. This survey was carried out at primary healthcare clinics in Dubai, UAE  engaging 12 healthcare clinics between 2 and 29 January 2020. Therefore, it took for four weeks to gather the required data  from happiness centres’ front line or contact workers, including registration staff and clerks who were in face-to-face contact  with patients. All patients who visited the clinics during the study period were involved in the survey except the ones who  had emergency medical situations, mental illness or aged below 18. Two research tools were designed due to the conceptual  combination of front line workers and patients' views presented in the study. The first questionnaire examined the level of  employee-customer orientation based on contact employees’ perceptions. At the same time, the second instrument assessed  the quality of service, satisfaction of customers, and customer loyalty based on perceptions of patients. The researcher met  with centres’ managers to explain the scope and purpose of the survey and data gathering procedures. Several survey packages  containing one employee survey and 20 customer surveys were distributed to each clinic. The instruments were designed  based on centres’ patient census for each month. Notably, only service-contact workers were involved in the research. Once  the surveys were complete, the management was requested to dispense the customer surveys to the patients. Employee surveys  were coded numerically, and one specific number was assigned to each front line employee. Patient questionnaires were coded  with a similar amount given to the particular employee. Such a procedure enabled the researcher to track customer responses  regarding the kind of service quality delivered by a specific worker. 

Mainly, the current study required a large sample to  minimize sample error associated with the non-probability sampling approach and enhance the precision of the sampling  outcome as well as its general disability. A total of 205 front line employee surveys and 3,070 customer or patient questionnaires were deployed, yielding 80.10% and 70.30% response rates, respectively. From Morgan's (1979) understanding, a sample  size of 205 workers and 3,070 customers is superior to the proposed requirements. Therefore, it was appropriate to employ  SEM for hypotheses testing. Markedly, the hypotheses were formulated based on the existing theories and tested using a SEM  approach with LISREL 9.30. Cronbach’s alpha combined with factor analysis was used to examine the measurement model to comprehend whether or not the instruments were valid and reliable. 

The SPSS 25 program was deployed in this assessment.the research concluded that  patients' loyalty was measured based on four items. The first two items regarded behavioural loyalty, while the other two related to customer attitudinal loyalty.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY


According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. The population of this study comprises of workers in Momas System And Cometstar, Kano State. Both firms have an estimated number of workers over 100.

3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of teachers in the selected private schools , the researcher conveniently selected 80 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analyzed using the mean and standard deviation, which provided answers to the research questions. 

In analyzing data collected, mean score was used to achieve this. The four points rating scale will be given values as follows:

SA = Strongly Agree

4

A = Agree


3

D = Disagree


2

SD = Strongly Disagree
1

Decision Rule:

To ascertain the decision rule; this formular was used

	4+3+2+1 =10

      4           4


Any score that was 2.5 and above was accepted, while any score that was below 2.5 was rejected. Therefore, 2.5 was the cut-off mean score for decision taken.

The hypothesis test was conducted using the pearson  statistical tool, SPSS v.23
3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of eighty (80) questionnaires were administered to respondents of which only seventy-seven (77) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 77 was validated for the analysis.

4.1
DATA PRESENTATION
Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	42
	54.5%

	Female
	35
	45.5%

	Age
	
	

	20-25
	15
	19.5%

	25-30
	19
	24.7%

	31-35
	23
	29.9%

	36+
	20
	25.9%

	Marital Status
	
	

	Single 
	10
	12.9%

	Married
	64
	83.1%

	Separated
	0
	0%

	Widowed
	3
	3.9%

	Education Level
	
	

	WAEC
	00
	0%

	BS.c
	35
	45.5%

	MS.c
	42
	55.5%

	MBA
	00
	0%


Source: Field Survey, 2021

4.2
DESCRIPTIVE ANALYSIS

Question 1: Do you think that customer orientation have benefit in the rendering of quality service by an employee?

Table 4.3:  Respondent on question 1

	Options
	Frequency
	Percentage

	Yes
	44
	60.0

	No
	13
	13.33

	Undecided
	20
	26.66

	Total
	77
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 50.0% said yes, 13.3% said no, while the remaining 36.7% were undecided.
Research question 2

 if yes what are the benefits?

Table 4.4: Mean Responses on benefit of rendering quality service by an employee.

	S/N
	ITEM STATEMENT
	SA

4
	A   3
	D   2
	SD  1
	X
	S.D
	DECISION

	1
	Retaining a higher percentage of existing customers
	25
	15
	18
	19
	4
	2.6
	Accepted

	2
	Attracting more customers through positive word of mouth
	30
	14
	18
	15
	3.4
	2.76
	Accepted

	3
	Increasing the usage rate of existing customers
	28
	20
	15
	14
	3.9
	2.80
	Accepted

	4
	Reduction in money spent on advertisement
	35
	20
	15
	7
	3.4
	3.07
	Accepted

	5
	Increase in financial revenue
	19
	20
	30
	8
	3.2
	2.64
	Accepted


Source: Field Survey, 2021

In table above, item1 with mean response of 4 accepted that retaining a higher percentage of existing customers is one of the benefit of rendering quality service. Item 2 with mean score of 3.4 also accepted that attracting more customers through positive word of mouth. Item 3 with mean score of 3.9 accepted that increasing the usage rate of existing customers. Item 4 with the mean score of 3.4 also accepted that reduction in money spent on advertisement. Item 5 with the mean score of 3.2 accepted that increase in financial revenue is a benefit of rendering quality service. Item 1,2,3,4 and 5 have mean scores above 2.50. This indicates that respondents accepted in all the items that customer orientation have benefit in the rendering of quality service by an employee

Research Question 3:  How does customer orientation of service quality have a relationship with service quality?

Table 4.5: Mean responses on the relationship of customer orientation with service quality

	S/N
	ITEM STATEMENT
	SA

4
	A

3
	D

2
	SD

1
	X
	S.D
	DECISION

	1
	More customer orientation creates higher service quality 
	22
	30
	15
	10
	3.7
	2.84
	Accepted

	2
	Higher service quality increases more customer satisfaction
	18
	28
	22
	9
	4
	2.76
	Accepted

	3
	More customer satisfaction increases company revenue 
	15
	30
	20
	12
	3.8
	2.62
	Accepted

	4
	Service quality increases the motivation of service employee
	20
	25
	15
	17
	3.2
	2.61
	Accepted

	5
	More customer orientation increases quality of service thereby leading to customer retention
	34
	18
	20
	5
	3.8
	3.05
	Accepted


Source: Field Survey, 2021
In table above, item 1 with mean response of 2.84 accepted that more customer orientation creates higher service quality. Item 2 with mean response of 2.76 accepted that Higher service quality increases more customer satisfaction. Item 3 with mean response of 2.62 also accepted that more customer satisfaction increases company revenue. Item 4 with mean response of 2.61 accepted that service quality increases the motivation of service employee. Item 5with mean response of 3.05 agreed that more customer orientation increases quality of service thereby leading to customer retention. Item 1, 2, 3, 4 and 5 all have mean scores above 2.50. This indicates that respondents agreed on item 1to 5 that customer orientation of service quality have a relationship with service quality.

Question 4:  Do you think customer orientation of service quality has an influence on customer satisfaction? 

Table 4.6:  Respondent on question 4

	Options
	Frequency
	Percentage

	Yes
	40
	51.94

	No
	12
	15.58

	Undecided
	25
	32.46

	Total
	77
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 51.94% said yes, 15.58% said no, while the remaining 32.46% were undecided.
Research Question 5:  If yes what are the influences?

Table 4.7: Mean Responses on customer orientation of service quality influence on customer satisfaction.

	S/N
	ITEM STATEMENT
	SA

4
	A

3
	D

2
	SD

1
	X
	S.D
	REMARK

	1
	The influence of customer orientation on customer satisfaction is the service workers ability to solve customers problem
	28
	22
	14
	13
	3.4
	2.84
	Accepted

	2
	Customer oriented behavior by service workers enhances customer satisfaction thereby leading to customer retention
	26
	20
	18
	13
	3.1
	2.76
	Accepted

	3
	Customer orientation of service quality maintains positive customer expectation thereby leading to customer satisfaction
	30
	15
	12
	20
	3.8
	2.71
	Accepted

	4
	Customer orientation of service quality improves the way customer views a certain product thereby leading to their satisfaction
	18
	20
	27
	12
	3.3
	2.57
	Accepted

	5
	The influence of customer orientation of services on customer satisfaction is that  it promote the product and services of an organization
	12
	30
	17
	18
	3.6
	2.5
	Accepted


Source: Field Survey, 2021
In table above, item 1 with mean score of 2.84 accepted the statement that the influence of customer orientation on customer satisfaction is the service workers ability to solve customers problem. Item 2 with mean score of 2.76 also accepted that Customer oriented behavior by service workers enhances customer satisfaction thereby leading to customer retention. Item 3 with mean response of 2.71 accepted that Customer orientation of service quality maintains positive customer expectation thereby leading to customer satisfaction. Item 4 with mean response of 2.57 accepted that Customer orientation of service quality improves the way customer views a certain product thereby leading to their satisfaction. Item 5 with mean score of 2.5 accepted that The influence of customer orientation of services on customer satisfaction is that  it promote the product and services of an organization. Item 1, 2, 3, 4, and 5 all have mean scores above 2.50. This indicates that respondents accepted in item 1 to 5 that customer orientation of service quality has an influence on customer satisfaction.
Question 6:Are there strategies that will be used to improve service employees in other for quality service?

Table 4.8:  Respondent on question 6

	Options
	Frequency
	Percentage

	Yes
	34
	50.0

	No
	20
	13.3

	Undecided
	23
	36.7

	Total
	77
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 50.0% said yes, 13.3% said no, while the remaining 36.7% were undecided.
Research question 7

 If yes what are the strategy?

Table 4.8: Mean Responses on strategies that will be used to improve service employees in other for quality service
	S/N
	ITEM STATEMENT
	SA

4
	A   3
	D   2
	SD  1
	X
	S.D
	DECISION

	1
	Encouraging agent feedback will be used to improve service employee
	30
	12
	15
	14
	4
	2.59
	Accepted 

	2
	Have agent listen to all customers calls
	25
	18
	15
	19
	3.4
	2.63
	Accepted

	3
	Send post contact survey after every interaction
	15
	20
	28
	14
	3.9
	2.5
	Accepted

	4
	Evaluate service employee regularly
	30
	18
	12
	17
	3.4
	2.79
	Accepted

	5
	Take a team approach to eliminate bias 
	17
	24
	32
	4
	3.2
	2.70
	Accepted


Source: Field Survey, 2021

In table above, item1 with mean response of 2.59 accepted that encouraging agent feedback will be used to improve service employee. Item 2 with mean score of 2.63 also accepted that have agent listen to all customers calls. Item 3 with mean score of 2.5 accepted that Send post contact survey after every interaction. Item 4 with the mean score of 2.79 also accepted that evaluate service employee regularly. Item 5 with the mean score of 2.70 accepted that take a team approach to eliminate bias. Item 1,2,3,4 and 5 have mean scores above 2.50. This indicates that respondents accepted in all the items there are strategies that will be used to improve service employees in other for quality service.

4.3
RESEARCH HYPOTHESIS

H01: there is no  relationship between customer orientation  of service employee(COOSE) and service quality(SQ)

H02: there is no relationship between customer orientation of service employee (COOSE)on customer satisfaction(CS)

Level of significance: 0.05

Decision Rule: 

In taking decision for “r”, the following riles shall be observed;

If the value of “r” tabulated is greater than “r” calculated, accept the alternative hypothesis (H1) and reject the null hypothesis (H0).

If the “r” calculated is greater than the “r” tabulated, accept the null hypothesis (H0) while the alternative hypothesis is rejected
Table 4.9: Pearson Correlation Table showing the relationship between customer orientation of service employee (COOSE) and service quality (SQ)
	
	COOSE
	SQ

	COOSE
	Pearson Correlation
	1
	.821**

	
	Sig. (2-tailed)
	
	.000

	
	N
	77
	77

	SE
	Pearson Correlation
	.821**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N 
	77
	77


Source: Survey data, 2021 

**. Correlation is significant at the 0.05 level (2-tailed)

The Pearson Correlation result in Table 4.9 contains the degree of association between COOSE and SQ. From the result, the Pearson correlation coefficient, r, value of 0.821 was positive and statistically significant at (p< 0.000). This indicates that customer orientation of service employee(COOSE)  will result in service quality(SQ). 

Thus, COOSE and SQ are correlated positively. 

Table 4.10: Pearson Correlation Table showing the relationship between customer orientation of service employee (COOSE) and customer satisfaction(CS)
	
	COOSE
	CS

	COOSE
	Pearson Correlation
	1
	.821**

	
	Sig. (2-tailed)
	
	.000

	
	N
	77
	77

	CS
	Pearson Correlation
	.821**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N 
	77
	77


Source: Survey data, 2021 

**. Correlation is significant at the 0.05 level (2-tailed)

The Pearson Correlation result in Table 4.10 contains the degree of association between COOSE and CS. From the result, the Pearson correlation coefficient, r, value of 0.821 was positive and statistically significant at (p< 0.000). This indicates that customer orientation of service employee (COOSE)  will result in customer satisfaction(CS). 

Thus, COOSE and CS are correlated positively. 

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1
SUMMARY

In this study, our focus was to examine customer orientation of service employee and service quality using employees of Momas System And Cometstar, Kano State as a case study. The study specifically was aimed at highlighting the importance of customer orientation in the rendering of quality services by employee of an organization. The study further, examines the relationship between customer orientation of service employee and service quality. More so, the study examine the influence of customer orientation of service employee on customer satisfaction. Lastly, the study  develop strategies that will improve service employee in order for service quality. A total of 77 responses were validated from the enrolled participants where all respondent are drawn from teachers from the selected private school.

5.2
CONCLUSION

Based on the finding of this study, the following conclusions were made:

Retaining a higher percentage of existing customers is one of the benefit of customer orientation of service.

Attracting more customers through positive word of mouth is another benefit of customer orientation of service.

Increasing the usage rate of existing customers is also a benefit of customer orientation of service.

Reduction in money spent on advertisement is part of the benefit of customer orientation of service.

Increase in financial revenue is beneficial is also beneficial to customer orientation of service.

More customer orientation creates  relationship with higher service quality 

Higher service quality increases the relationship with more customer satisfaction

More customer satisfaction increases company revenue 

Service quality increases the motivation of service employee

More customer orientation increases quality of service thereby leading to customer retention

5.3
RECOMMENDATION

That Appraisal and reward systems need to be tied to customer-focused behaviors practiced by the employees.

That there is need for customer oriented training periodically for service employee in other for the optimum customer satisfaction

That service employee be more professional in attending to customer so as for their organization to be able to retain existing and prospective customers
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QUESTIONNAIRE

SECTION A
Gender

Male()

Female ()

Age

20-25()

25-30()

30-35()

35+ ()

Educational level

WAEC()

BSC ()

MSC ()

PHD()

Marital status

Single ()

Married()

Divorced()

Separated()

Section B

Question 1: Do you think that customer orientation have benefit in the rendering of quality service by an employee?

	Options
	Please tick

	Yes
	

	No
	

	Undecided
	


Research question 2

 if yes what are the benefits?

	S/N
	ITEM STATEMENT
	SA


	A

   
	D

   
	SD 

 

	1
	Retaining a higher percentage of existing customers
	
	
	
	

	2
	Attracting more customers through positive word of mouth
	
	
	
	

	3
	Increasing the usage rate of existing customers
	
	
	
	

	4
	Reduction in money spent on advertisement
	
	
	
	

	5
	Increase in financial revenue
	
	
	
	



Research Question 3:  How does customer orientation of service quality have a relationship with service quality?

	S/N
	ITEM STATEMENT
	SA


	A


	D


	SD



	1
	More customer orientation creates higher service quality 
	
	
	
	

	2
	Higher service quality increases more customer satisfaction
	
	
	
	

	3
	More customer satisfaction increases company revenue 
	
	
	
	

	4
	Service quality increases the motivation of service employee
	
	
	
	

	5
	More customer orientation increases quality of service thereby leading to customer retention
	
	
	
	


Question 4:  Do you think customer orientation of service quality has an influence on customer satisfaction? 

	Options
	Please tick

	Yes
	

	No
	

	Undecided
	


Research Question 5:  If yes what are the influences?

	S/N
	ITEM STATEMENT
	SA


	A


	D


	SD



	1
	The influence of customer orientation on customer satisfaction is the service workers ability to solve customers problem
	
	
	
	

	2
	Customer oriented behavior by service workers enhances customer satisfaction thereby leading to customer retention
	
	
	
	

	3
	Customer orientation of service quality maintains positive customer expectation thereby leading to customer satisfaction
	
	
	
	

	4
	Customer orientation of service quality improves the way customer views a certain product thereby leading to their satisfaction
	
	
	
	

	5
	The influence of customer orientation of services on customer satisfaction is that  it promote the product and services of an organization
	
	
	
	


Question 6:Are there strategies that will be used to improve service employees in other for quality service?

	Options
	Please tick

	Yes
	

	No
	

	Undecided
	


Research question 7

 If yes what are the strategy?

	S/N
	ITEM STATEMENT
	SA


	A   
	D   
	SD  

	1
	Encouraging agent feedback will be used to improve service employee
	
	
	
	

	2
	Have agent listen to all customers calls
	
	
	
	

	3
	Send post contact survey after every interaction
	
	
	
	

	4
	Evaluate service employee regularly
	
	
	
	

	5
	Take a team approach to eliminate bias 
	
	
	
	


=  2.5








