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ABSTRACT

Purpose — This study examines the impact of customer service on customer satisfaction. It considers service quality, responsiveness, reliability, communication,

employee behaviour, problem-solving and customer trust as important dimensions that can influence customers’ overall satisfaction with an organisation.

Design/methodology/approach — A quantitative, cross-sectional research approach is proposed using a structured questionnaire measured on a five-point Likert
scale. The study focuses on customers who have experienced customer service and evaluates their perceptions of service quality and satisfaction. Descriptive
statistics, reliability analysis, correlation and regression can be used to examine the relationships between customer service dimensions and customer satisfaction.

Findings — The study framework expects that responsive, reliable, courteous and effective customer service will be positively associated with customer satisfaction.
Clear communication and effective complaint handling are also expected to strengthen customer trust and encourage repeat patronage.

Originality/value — The study examines customer service and customer satisfaction together and provides a practical framework for organisations seeking to improve
service quality, customer relationships and long-term loyalty.
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1. Introduction

Customer service is an important function of every organisation because customers judge a business not only by the product or service offered but also
by the quality of the interaction they receive. In a competitive market, organisations increasingly focus on creating positive customer experiences,
responding quickly to customer needs and resolving complaints effectively.

Customer service includes the activities and interactions through which an organisation assists customers before, during and after a purchase. It may
involve face-to-face communication, telephone support, email, websites, mobile applications, chat support and other digital channels. The quality of these
interactions can influence customers’ perceptions of the organisation.

Customer satisfaction refers to the degree to which customers feel that their expectations have been met or exceeded. Satisfaction can be influenced by
service reliability, employee behaviour, responsiveness, communication, convenience, complaint handling and the organisation’s ability to solve
problems.

Good customer service can create trust and positive perceptions. When employees are polite, knowledgeable and willing to help, customers may feel
valued. Quick responses can reduce customer frustration, while accurate information and reliable service can strengthen confidence in the organisation.

However, poor customer service can create dissatisfaction. Long waiting times, unclear communication, unhelpful employees, repeated complaints and
unresolved problems can negatively affect customers’ perceptions. Therefore, studying the relationship between customer service and customer
satisfaction is important for organisations that want to retain customers and improve their competitive position

2. Objectives of the Study

* To assess the quality and effectiveness of customer service provided by organisations.
* To examine the impact of responsiveness on customer satisfaction.

* To evaluate the influence of employee behaviour and communication on customer satisfaction.
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* To examine the role of complaint handling and problem-solving in customer satisfaction.

* To identify the relationship between overall customer service and customer satisfaction.

3. Research Questions

1. How does customer service influence customer satisfaction?
2. Which customer service dimensions are most important to customers?
3. Does effective complaint handling improve customer satisfaction?

4. How do employee behaviour and communication influence customer perceptions?

4. Literature Review

4.1 Customer Service and Service Quality

Customer service represents the support and assistance provided to customers throughout their interaction with an organisation. Service quality is reflected
in whether customers receive dependable, timely and professional service. Organisations that maintain consistent service standards are more likely to
create positive customer perceptions.

4.2 Responsiveness and Customer Satisfaction

Responsiveness refers to the willingness and ability of employees or service systems to provide prompt assistance. Customers generally expect their
questions, requests and complaints to be addressed within a reasonable time. Delays may increase frustration, whereas timely responses can improve the
overall service experience.

4.3 Reliability and Customer Satisfaction

Reliability means providing the promised service accurately and consistently. Customers are more likely to be satisfied when organisations deliver what
they promise, provide correct information and maintain dependable service processes.

4.4 Employee Behaviour

Employees are an important part of customer service because customers often evaluate the organisation through their interactions with staff. Courtesy,
empathy, patience, product knowledge and professionalism can influence customer trust and satisfaction.

4.5 Communication

Clear and accurate communication helps customers understand products, services, policies and solutions. Poor communication can create confusion and
increase dissatisfaction. Effective communication should be simple, timely and customer-focused.

4.6 Complaint Handling and Problem-Solving

Complaint handling provides organisations with an opportunity to recover dissatisfied customers. When complaints are acknowledged, investigated and
resolved fairly, customers may develop greater confidence in the organisation. Effective problem-solving can therefore contribute to satisfaction and
customer retention.

4.7 Customer Satisfaction

Customer satisfaction is an overall evaluation of a customer’s experience with an organisation. It can be reflected through satisfaction with service,
willingness to recommend the organisation, intention to continue using the service and trust in the organisation.

4.8 Research Gap
Previous work on service quality and customer satisfaction has examined several dimensions such as reliability, responsiveness, assurance, empathy and

communication. However, organisations continue to face changing customer expectations, particularly because customers increasingly interact through
digital and traditional service channels.
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A practical research gap exists in examining how several customer service dimensions work together from the customer’s perspective. Customers may
value quick responses, but speed alone may not create satisfaction if the response is inaccurate or employees are not courteous. Similarly, a friendly
interaction may not compensate for an unresolved complaint. Therefore, the present study considers responsiveness, reliability, communication, employee
behaviour and problem-solving together.

4.9 Conceptual Framework

The conceptual framework treats customer service as the main independent variable and customer satisfaction as the dependent variable.

Independent Variables Service Dimensions Dependent Variable

Customer Service Responsiveness Reliability Communication Employee/Customer Satisfaction
behaviour Problem-solving Complaint handling . .

Overall satisfaction Trust
Loyalty

Repeat intention Recommendation

Hypotheses
HO: Customer service has no significant impact on customer satisfaction.
H1: Customer service has a significant positive impact on customer satisfaction.

H2: Responsiveness has a significant positive relationship with customer satisfaction. H3: Reliability has a significant positive relationship with customer
satisfaction.

H4: Employee behaviour and communication significantly influence customer satisfaction.

H5: Effective complaint handling and problem-solving have a significant positive relationship with customer satisfaction.

5. Research Methodology
5.1 Research Design and Context

A quantitative, cross-sectional research design is appropriate for examining customers’ perceptions of service quality and satisfaction at a particular point
in time. A structured questionnaire can be used to collect responses from customers who have interacted with an organisation.

5.2 Sample and Data Collection
The proposed study may use a sample of 190 respondents to maintain the same scale as the source paper. Respondents can be selected from customers
who have recently purchased a product or used a service. Data may be collected through a structured questionnaire using online and/or direct responses.

The exact sampling technique, data collection period and geographical coverage should be completed by the researcher according to the actual field study.

5.3 Respondent Profile

Characteristic Category Frequency Percentage
Age 18-21 years 76 40.0

Age 22-25 years 63 33.2

Age 26-30 years 22 11.6

Age 31-35 years 20 10.5

Age 3640 years 9 4.7

Income | 20,000 or below 34 17.9
Income m 20,001-30,000 50 26.3
Income m 30,001-40,000 52 27.4
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Characteristic Category Frequency Percentage
Income m 40,001-50,000 26 13.7
Income \Above m50,000 28 14.7
Total 190 100

The demographic distribution is retained from the source document as a template. For an actual customer-service study, the researcher should replace
these figures with the genuine demographic responses collected through the customer questionnaire.

5.4 Measurement

Customer service and customer satisfaction items can be measured using a five-point Likert scale: 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 =
Agree and 5 = Strongly Agree.

5.5 Questionnaire Measurement ltems

Objective / Attribute Item Description

Customer service quality Q1 Overall effectiveness of customer service
Responsiveness Q2 Employees respond quickly to customer requests
Responsiveness Q3 Customer queries are handled within a reasonable time
Reliability Q4 The organisation provides the promised service accurately
Reliability Q5 Service is consistent and dependable

Employee behaviour Q6 Employees are polite and respectful

Employee behaviour Q7 Employees understand customer needs

Communication Q8 Information provided to customers is clear
Communication Q9 Employees communicate service information effectively
Complaint handling Q10 Customer complaints are handled promptly
Problem-solving Q11 Customer problems are solved effectively
Problem-solving Q12 The organisation provides suitable solutions

Satisfaction Q13 Overall satisfaction with customer service

Satisfaction Q14 Customer service meets expectations

Satisfaction Q15 Customer would recommend the organisation

5.6 Analytical Approach

Analysis can proceed in four stages. First, descriptive statistics such as frequency, percentage, mean and standard deviation can be calculated. Second,

reliability can be assessed using Cronbach’s alpha. Third, Pearson correlation can be used to examine relationships between customer service dimensions
and customer satisfaction. Fourth, multiple regression can be used to identify which service dimensions significantly predict customer satisfaction.
Differences across demographic groups can also be examined using appropriate statistical tests.

A significance level of 0.05 may be used for hypothesis testing. The final statistical findings should be based on the researcher’s actual collected data.

6. Results and Analysis Framework

Because the uploaded source paper contains data specifically collected for Al recruitment rather than customer service, its numerical findings cannot be

transferred to the new topic as if they were customer-service results. The following section provides the correct structure and interpretation format for the
new study; actual numerical values should be entered after customer responses are collected.
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6.1 Descriptive Analysis

The descriptive analysis should report the frequency and percentage of responses for each questionnaire item. Mean scores can be used to identify which
customer service attributes receive stronger or weaker customer agreement.

Dimension Expected interpretation

Responsiveness Higher scores indicate that customers perceive service as quick and timely.
Reliability Higher scores indicate consistent and dependable service delivery.

Employee behaviour Higher scores indicate positive perceptions of courtesy, professionalism and empathy.
Communication Higher scores indicate clear and effective information sharing.

Complaint handling Higher scores indicate effective acknowledgement and resolution of complaints.
Problem-solving Higher scores indicate that customer issues are resolved successfully.

Customer satisfaction Higher scores indicate stronger overall satisfaction and positive customer perceptions.

6.2 Reliability Analysis

Cronbach’s alpha can be used to assess whether questionnaire items measuring the same construct show acceptable internal consistency. A value around
0.70 or above is commonly treated as an indication of acceptable reliability for an established scale. If reliability is low, the researcher should examine
individual items before forming composite scores.

6.3 Correlation Analysis

Correlation analysis can determine whether responsiveness, reliability, employee behaviour, communication, complaint handling and problem-solving
are associated with customer satisfaction. A positive correlation would indicate that higher perceptions of the service dimension are associated with higher

satisfaction.

6.4 Hypothesis Testing

Hypothesis Proposed test Decision criterion

H1 Customer service 1 Customer satisfaction Reject HO if p < 0.05
H2 Responsiveness 1 Customer satisfaction Reject HO if p < 0.05
H3 Reliability I Customer satisfaction Reject HO if p < 0.05
H4 Employee behaviour & communication _| Satisfaction Reject HO if p < 0.05
H5 Complaint handling & problem-solving _I Satisfaction Reject HO if p < 0.05

6.5 Expected Findings and Interpretation

The proposed framework suggests that customers are likely to report greater satisfaction when service is responsive, reliable and supported by professional
employee behaviour. Clear communication may reduce uncertainty and help customers understand the organisation’s products, policies and solutions.

Complaint handling is particularly important because service failures can occur even in well-managed organisations. An effective recovery process can
reduce dissatisfaction by showing that the organisation takes customer concerns seriously. Customers who receive a fair and timely solution may be more
willing to continue their relationship with the organisation.

The study is also expected to show that customer satisfaction is multidimensional. A customer may appreciate friendly employees but still be dissatisfied
if the organisation repeatedly fails to deliver the promised service. Therefore, organisations should improve several service dimensions together rather
than concentrating on only one factor.
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6.6 Demographic Analysis

The researcher can compare customer satisfaction across age, gender, occupation, income or other demographic groups. ANOVA, t-tests or non-
parametric alternatives may be selected according to the number of groups and the distribution of the data. Such analysis can help identify whether
different customer groups have different service expectations.

7. Discussion

The purpose of this study is to understand whether customer service contributes to customer satisfaction and which service characteristics are most
important. The framework places customer service at the centre of the customer relationship because service interactions are often the most visible part

of an organisation’s relationship with its customers.

Responsiveness is expected to influence satisfaction because customers value timely assistance. When queries and complaints remain unanswered for
long periods, customers may perceive that the organisation does not value their time. Quick and meaningful responses can therefore improve the service
experience.

Reliability is also expected to be important. Customers need organisations to fulfil promises accurately and consistently. When a service is dependable,
customers can develop confidence and trust. In contrast, repeated service failures may reduce satisfaction even when employees are courteous.

Employee behaviour and communication are closely connected with the human side of customer service. Polite, respectful and knowledgeable employees
can make customers feel valued. Clear communication also prevents misunderstandings and helps customers understand what the organisation can
provide.

Complaint handling and problem-solving represent opportunities for service recovery. An organisation that listens carefully, accepts responsibility where
appropriate and provides a practical solution can potentially turn a negative experience into a more positive one. Therefore, complaint management should
be viewed as part of customer relationship management rather than merely as an administrative activity.

7.1 Practical Implications
Organisations should regularly measure customer satisfaction rather than relying only on sales or operational indicators. Customer feedback can identify

weaknesses in response time, communication, employee behaviour and complaint resolution.

Employees should receive training in communication, empathy, product knowledge and problem-solving. Organisations should also establish clear
procedures for escalating difficult complaints and monitoring whether issues are resolved.

Digital customer-service channels can improve convenience, but they should be designed around customer needs. Where automated systems are used,
customers should have a clear way to obtain human assistance when their problem requires individual attention.

7.2 Managerial Implications

Managers should monitor service-quality indicators such as response time, first-contact resolution, complaint resolution, customer satisfaction and repeat-
service intention. Combining operational measures with customer feedback can provide a more complete view of service performance.

7.3 Limitations and Future Research

The present document is a redesigned research-paper framework based on the structure of the uploaded source paper. The source document does not
contain actual customer-service questionnaire data; therefore, numerical findings for customer satisfaction have not been invented. The final study should
replace the proposed analysis with results obtained from genuine respondents.

Future research can use a larger and more diverse customer sample and compare industries such as banking, retail, hospitality, telecommunications and
e-commerce. Researchers can also compare traditional and digital customer-service channels and examine how service recovery affects customer loyalty.

8. Conclusion

This study focuses on the impact of customer service on customer satisfaction. Customer service is not limited to answering questions; it includes
responsiveness, reliability, communication, employee behaviour, complaint handling and problem-solving. These dimensions together shape how
customers evaluate their interaction with an organisation.

A strong customer-service system can improve satisfaction by making customers feel valued, supported and confident in the organisation. Prompt
responses, reliable service, clear communication and effective problem resolution can contribute to positive customer experiences. Poor service, on the
other hand, may create dissatisfaction and weaken customer trust.
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The proposed research framework provides a structured approach for measuring the relationship between customer service and customer satisfaction.
Once genuine guestionnaire responses are collected and analysed, the study can identify the service dimensions that have the strongest influence on
satisfaction and provide practical recommendations for improvement.
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