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The concept of marketing assumes
that marketing begins and ends with
the consumer. Consumer orientation is
about achieving customer satisfaction
and, as a result,
preservation. A direct link between
customer satisfaction and company
profitability  has recognized.
Satisfaction can be monitored and
maintained at an appropriate level
through marketing research to measure
satisfaction. This measurement is an
assessment of how consumers perceive
the company’s activities as a supplier
of goods. The article discusses the
methodology for assessing customer
satisfaction, considers the primary
methods for determining customer
satisfaction.
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KoHuenyus mapkemuHza npeodno-
sgzaem, 4Ymo MdAapKemuHe Ha4YuHa-
emcsa U KoHyaemca nompebumenem.
OpueHmauyua Ha nompebumens co-
cmoum 8 0docmuxeHuu e2o yooesnem-
B8O0PEHHOCMU U, KaK cnedcmeue, 8 e20
yoepMaHuUuU u coxpaHeHuu. lpusHaHa
MPAMas c8A3b Mex0y ypoB8HEeM y008-
nemesopeHHocmu nompebumenel u
npubbinbHOCMbIO KOMMAHUU. Becmu
MOHUMOPUH2  y008/1emeopEHHOCMU
u noddepxusams €€ HaA coomeem-
cmeyrowem YpoBHE MOMCHO MNymém
MapKemuHa208bIX uccnedosaHuli no
UsMepeHuto y00871emeopéHHocmu.
Takoe usmepeHue rnpedcmasnsem co-
6ol oueHKy moezo, Kak nompebume-
AU 8OCNpPUHUMaOm JdesmenbHOCMb
KOMIMAHUU 8 Ka4yecmee Mocmaswjuka
moeapa. B cmamee paccmompeHa me-
mooOuKa oyeHKu ydosnemeopeHHocmu

nompe6umeﬂﬂ, paccmompeHsl OCHO8-
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Hble criocobbl onpedeneHus nompebu-
mesnbCcKol y0osnemasopeHHOCMU.

Oneoftheimportanttrendscaused bythecontinually growing marketturbulence
is the transformation of consumers into the most valuable asset of any company.
Success in competition is achieved only by those companies that have managed to
build stable, long-term relationships with their customers, kept both in relatively
favorable periods and under the pressure of economic problems. Representatives
of the scientific community and practitioners have long been drawing attention to
the fact that the main guarantee of consumer loyalty is consumer satisfaction with
goods and services and realized the social significance of its study and evaluation.
The first cross-sectoral national instrument for assessing consumer satisfaction
with the quality of goods and services was introduced in 1989 in Sweden. Taking
into account the experience gained in 1996 a model of the American Customer
Satisfaction Index (ACSI) was proposed, and in 2000 - its improved European
analogue (ECSI — European Customer Satisfaction Index). From 01.01.2010 in all
member countries of the European Union, there was introduced a mandatory
comprehensive analysis of the functioning of markets in the interests of consumers.
It also involves assessing consumer satisfaction. Consequently, today this indicator
is considered one of the main targets of marketing activities of any company.

Customer satisfaction is a category that cannot be measured and evaluated
directly; its measurement is based on the generalization of the subjective
assessments of consumers obtained in the course of personal surveys. The results
obtained can be inaccurate and generate risks when using them, both due to the
subjectivity of the respondents’ opinions, and due to the error of representativeness
sampling. Since the end result of assessing consumer satisfaction is the justification
of recommendations for its improvement, it should be realized that the quality
of planned management measures can be significantly increased by taking into
account the relevant risks when making recommendations.

Systematicresearch and assessment of customer satisfaction provide companies
with a number of significant benefits by providing practical, ongoing feedback to
whom goods and services are addressed. Thus, R. Sharma believes that the study
of customer satisfaction:

- providesideasforimproving the product and the whole life what experience;

- promotes customer retention;

- identifies satisfied consumers who can become brand advocates;

- provides information support for management decisions.

Information that can be used by researchers to assess customer satisfaction
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consists of data centering and direct evaluation data. In the middle, customer
satisfaction metrics include, for example, the frequency and trends of customer
complaints and disputes, product returns or repairs, data collected from
communication with customers by marketing personnel, service personnel, and
the like. Direct assessment of consumer satisfaction is carried out on the basis of
marketing optimization, which can be only qualitative or only quantitative, or a
combination of qualitative and quantitative [1].

An important problem in conducting this kind of marketing research is choosing
the type of scale for quantifying customer satisfaction. Modern marketing experts
suggest using these types of scales:

- a yes/no answer to the question of whether consumers are ready to
recommend a product or company to others; however, firstly, one question is not
enough for an objective and comprehensive assessment of satisfaction; secondly,
the willingness to recommend depends on the psychological characteristics of the
consumer — being completely satisfied personally, they may feel the differences
between their own needs and the needs of others and not consider it possible to
impose their opinion;

- a'yes/no" answer to the question of whether the consumer is satisfied with
the products or services of the company; however, as A. Cherny rightly notes, "the
use of binary scales for assessing satisfaction ... does not provide reliable and valid
information regarding the actual value of the studied category. This is due to the
fact that this type of scale has an error 2-3 times greater than interval scales,
which consist of 10 categories of assessment at the same level of significance" [2];

- scales of gradation of answers (verbal or numerical rating scales), for
example, the scale of the degree of consumer agreement with the statement
about satisfaction with the product or services of the company may consist of the
answers "strongly agree", "agree", "neutral", "disagree", "completely disagree"
(the number of points is 5, 4, 3, 2 and 1, respectively); if there is a need to force
the defendant to accept a particular position and there are neutral answers,
then an even number of scale levels can be used in the questionnaire — 4 or 6;
for example, a customer might be "very satisfied", "satisfied", "rather satisfied",
"rather dissatisfied", "dissatisfied" or "very dissatisfied" with the product (scores
6,5,4,3,2,and 1);

- satisfaction assessment scales in points from 1 to 10, where 1 is absolutely
dissatisfied, 10 — completely satisfied; using such scales, it is possible to assess
customer satisfaction both in general and in several components, which creates a
convincing information basis for generating ideas to increase customer satisfaction;

- scales that provide for assessing both customer satisfaction in several
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components and the importance of these components for consumers (also in points
from 1 to 10); this allows, in addition to justifying measures to increase satisfaction,
also calculate the integral indicator of satisfaction and build a matrix "importance —
satisfaction" to determine the order of implementation of measures.

Based on the fact that the last version of the rating scale is the most
comprehensive and objective, we developed a methodical approach to assessing
customer satisfaction for the main components of the marketing complex of the
enterprise. Itis this approach that creates a reliable information base for generating
planned measures to increase consumer satisfaction.
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