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Welcome to the BPIR.com’s Management Brief that provides short, easily digestible research summaries based on specific
topics or tools. Summaries include comments from experts, case examples, and survey analyses. Topics for the briefs are
based on those submitted as requests through our members’ Research Request Service. Read and absorb, then pass on to
your staff/colleagues to do the same.

Customer complaints resolution process - definition
A process by which customer complaints are resolved.

The stage
A customer complaints resolution process is a formal procedure to log, investigate, and resolve any customer
dissatisfaction or problems. The aim of such a process is to turn around a dissatisfied customer into a satisfied one.
To provide excellent services and products there is a need to assess the information obtained from customer
complaints. Although most people do not like complaints, this information provides invaluable insight into customers‘
requirements, opinions, and viewpoints. The information obtained from a complaint can be used to more effectively
manage customer interactions, adapt products and services, and modify or better control a specific process. Customer
complaint information needs to be used to reach an effective solution for the complaining customer but also to improve
processes and products/services to prevent the same grievance from arising with future customers.
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6.

Broken promises - businesses should not make
promises to customers which they cannot honour;
7. Inflexible delivery times - businesses which refuse to
deliver beyond a narrow, fixed time, or at weekends
when most customers are at home;
8. Lack of customer-friendly complaints handling
systems - if it is difficult to complain, most people will
not bother and will simply take their business
elsewhere;
9. Having to pay premium rates to call advice telephone
numbers, rather than free-phone or low-cost calling
numbers;
10. No human voices on the telephone - mechanised
systems that take customers through a lengthy
process only to deliver them back to the beginning.

Expert Opinion
A customer complaints resolution process is a formal
procedure to log, investigate, and resolve any customer
dissatisfaction or problems. The overarching aim of such a
process is to turn around a dissatisfied customer into a
satisfied one.
To provide excellent services and products customer
complaints need to be thoroughly assessed and
addressed. Although most people do not like complaints,
from an organisational perspective this information
provides important information regarding customers’
requirements, opinions, and viewpoints. In fact, Dr Robert
Ramsey (1998, 2003) an educator and writer for many
popular American journals, notes that “No matter what kind
of factory, shop or office you work in or how good you are,
sooner or later, you’re going to get complaints. It’s part of
doing business. Every organisation has its share of
dissatisfied customers, clients or patrons. Your’s is no
exception”.

Dr Richard Gerson, President of Gerson Goodson Inc. a
management and marketing consulting company in the US
(cited Stairs 1998) sees customer complaints as the
cheapest and best source of information you can gain
about your company. Although he does not believe that
the customer is always right, he believes that customer
satisfaction is whatever the customer says it is, with
speed,
accuracy,
timeliness,
friendliness
and
responsiveness being key criteria. He also emphasises
the importance of retaining customers and the value
retention brings over time “If you can keep just 5 percent
more of your customers with you over time, your profits,
not your revenue, can increase 25 to 75 percent”.

Ramsey identifies that people may complain for almost
any reason at all – sometimes even for no reason!
However, he believes that customers who do complain,
(whether considered legitimate by the organisation or not),
feel that they have been wronged and are looking for help
not trouble. He notes that no facet of an organisation is
‘complaint proof’ with customer complaints being about
such things as:
•
Product quality or safety;
•
Service;
•
Workmanship;
•
Timing;
•
Colour;
•
Size;
•
The way they have been treated;
•
Costs;
•
Shipping errors;
•
Employee attitudes;
•
Broken promises;
•
Misleading advertising etc.

The information that can be obtained from complaints can
be used to more effectively manage customer interactions,
adapt products and services, and modify or better control a
specific process. Customer complaint information not only
needs to be used to reach an effective solution for the
complaining customer but also to improve processes and
products/services to prevent the same grievance from
arising with future customers. Ramsey highlights this and
states “Dealing with complaints is seldom easy or fun.
Nevertheless, each complaint is an opportunity to solve a
problem, right a wrong, convert a skeptic or salvage a
valuable customer relationship that is in jeopardy of being
lost” and “It never pays to downplay, ignore or deny
complaints”. In fact, he takes this further “Complaints
aren’t just nuisances or inconveniences. You don’t get
complaints because of bad luck. You get them because of
bad performance”. He sees complaints as a valuable
warning sign, as good teachers, as real-world tests of a
company’s or department’s problem solving capability, and
similar to bodily complaints – they can tell you when
something is wrong or about to go wrong. He identifies
complaints as “…just problems put into words” and “Without
them, glitches, weak links or other difficulties can easily go
unnoticed, undetected and unresolved until serious
problems result”. Ramsey sees complaining customers as
messengers who are doing you a favour rather than being
troublemakers.

However, Ramsey is clear that “The secret to successful
complaint handling is to take every complaint seriously.
Even if it’s simply a misunderstanding or a mistake on the
part of the customer, every complaint deserves your
whole-hearted attention and personal handling” and “What
appears petty to you may seem significant to others. If a
complaint is important to the customer, it’s important.
Period!”
Ten key areas that make customers mad were identified
from a UK government initiative regarding customer
satisfaction (Anonymous, 2001a):
1. Being kept on hold for excessive lengths of time while being told repeatedly how much the organisation
values their custom;
2. Organisations which ignore basic consumer rights
such as taking back faulty goods and being refused a
refund and told to change it for another product;
3. Battling bureaucracy to resolve a problem - staff
should be empowered to tackle complaints
immediately;
4. Rude or over-friendly staff - both extremes can make
customers feel uncomfortable;
5. Anonymous staff who refuse to give their names;

Kevin Lawrence (2000) author, speaker, and business
building coach suggests “Businesses encounter real
problems far more often because customers don’t
complain, and the absence of customer complaints is
usually a bad sign” as they don’t feel comfortable voicing
their concerns or not enough is being done to obtain their
feedback. He believes that “If people feel that they are
being listened to, understood and valued, they will usually
give you a second chance”. He cites a study by the
Strategic Planning Institute:
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•
•
•

The average business does not receive complaints
from 96% of its unhappy customers;
At least 9 out of 10 non-complainers will not do
business with the company again – they are gone
forever;
Of the 4% of unhappy customers that do complain, 7
out of 10 will do business again with the company so
long as their concern in handled properly, and 19 out
of 20 if the grievance is dealt with swiftly.

•
•

changes implemented to ensure the problem does not
re-occur;
Cases are not closed until the root cause of the
problem has been identified and the problem is
resolved;
Customers are retained and a deeper relationship is
developed.

To compete most effectively in the marketplace,
organisations need a continuous flow of information on
customers` requirements, opinions, and viewpoints so that
they can react quickly to their changing needs. This input
may be obtained through a formal planned feedback
system whereby comments from customers are requested.
Feedback can be obtained from sales visits, reports, call
centre interactions, customer satisfaction surveys,
customer complaints, and customer conferences or focus
groups, and staff/customer interactions. The information
gained is most commonly used to more effectively manage
customer interactions, adapt products and services, and
modify or better control a specific process.
These
feedback mechanisms are however, not always used to
specifically determine, analyse and fix sources of
complaints.

Michael Michelson Jr. (2003) writing for The American
Salesman Journal identifies similar figures:
•
96% of dissatisfied customers don’t complain;
•
63% of these silent dissatisfied customers will not buy
from you again;
•
15% of all customers who switch product brands do so
because a complaint was not handled to their
satisfaction.
He also notes “…frequently solving a problem, even at a
loss to you and your company, will pay valuable rewards in
the form of future sales saved”. He also believes that even
if a resolution is not in their favour it is possible for a
customer to hold you in high regard as a result of your
investing time in solving their complaint and letting them
know that you did your best in doing so.

Complaints should be actively sought, the process
publicised and made as easy as possible. Milgate
stresses the importance of any complaints system being
as easy as possible for the customer and that they must
know where to go to address their issues. He also notes
that if this channel is publicised and people use it, that they
will feel listened to, understood, and see action. Sales
visits, surveys, call centre logs and staff/customer
interactions are all vital methods for actively obtaining
client feedback and complaint information.

Michael Milgate (1998) Marketing Manager for EnergyFirst
in Sydney Australia, also states that very few unhappy
customers lodge complaints and prefer instead to go
elsewhere or remain silent. He sees several reasons for
this including customers believing (a) that it is not their job
to help correct a problem, (b) that their voice will go
unheard, (c) they do not want a confrontation, or (d) they
cannot be bothered. He also believes that customers who
do have a problem and do complain are more likely to buy
again than those who have a problem and do not
complain.

Complaint resolution should be devolved as low in the
organisation as possible. John Malley and William Gooch
from the University of Arkansas and Ken Griffin (1998)
Manager of information Operations Centres for Entergy
Corp in the US highlight this point “…managers need to
delegate complaint management to the lowest level
possible to avoid lengthy resolution to customer disputes.
If this is not done, another gap is created: the length of
time it takes to resolve complaints. This can also create
customer dissatisfaction”. Milgate also stresses the
importance of empowering staff to manage complaints
“The best response system is one where a customer’s
complaint is dealt wit immediately at the time of the first
contact, the so called ‘fix it now’ approach. This requires all
contact personnel to use their initiative and to be
empowered to do so…For complaint settlement
empowerment to be truly effective however, personnel
must be trained to listen and provide the appropriate
personalised response”.

Investing time in resolving customer complaints is vital.
Not only does it ensure customers’ ongoing satisfaction
and retain their business, it also means that new
customers do not have to be found for those who defect.
“With research showing business spends six times as
much to recruit a new customer than to retain an existing
one, good customer service is an essential component of
successful business” states a writer in “Customer
Interface” (Anonymous, 2000a). This includes managing
customer complaints as effectively as possible for all
parties.
A clear process and a coordinated response to customer
complaints aims to ensure that:
•
Any problem notified by the customer (or that is
discovered) is documented and reported to the
appropriate area for resolution;
•
There is one point of customer contact to resolve a
dispute e.g. there is a complaint owner;
•
Customers receive a response to their complaint
within a specified period of time e.g. contact is made
with the customer within 24 hours and a plan is
established to resolve the complaint within 72 hours;
•
Issues are resolved to the customer’s satisfaction;
•
Consistent behaviour and actions are taken by all
employees managing complaints;
•
Required reporting occurs and recommendations to
prevent future complaints are developed and process

Ramsey and Lawrence identify the following tips to boost
the chances of effectively resolving complaints:
Respond quickly and personally – response time is
•
critical and no complaint should go unattended for
more than 24 hours. Failure to return calls or answer
letters and the like can not only compound the original
issue, but can become an additional source of
frustration, anger and dissatisfaction’
•

Assume that the complaint is bonafide - do not try to
deny responsibility or wrongdoing, belittle the
complaint, argue or try to convince the customer they
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are wrong, give excuses or try to blame others. It may
be that the problem has been a misunderstanding of
what was to be expected from the service or product;
•

complaint through to ways that complaints must be
redressed e.g. exchange of goods, return of money etc.
In many organisations Service Level Agreements (a
performance agreement or contract between a service or
product provider and a customer) are used to provide the
parameters and agree the expectations for the
organisation/customer relationship. In other organisations
documents stating ‘duties and obligations of the provider’
and ‘rights and responsibilities of consumers’ are used.
Such agreements and documents generally specify the
terms of the supplier’s responsibility to the customer
(usually in measurable terms), what services or products
the provider will deliver, the quality measures and
indicators that must be met etc. Most often they are used
with external providers/customers, however, they are also
being used more and more regularly in-house between
internal customer/provider groups.

Listen - do not interrupt, don’t hurry the explanation of

the complaint, and don’t be afraid of pauses in the
conversation. Venting is seen as an important part of
the healing processes and customers can be patient,
understanding and forgiving if they feel that someone
is listening, with listening sometimes being all it takes
to restore their confidence;

•

Ask questions - and probe to insure that all
information and facts have been gathered. Try to
avoid jargon and other organisational specific
language that could confuse or anger the customer;

•

Take notes - to ensure an accurate record of the
complaint and the conversation;

•

Paraphrase your understanding of the situation - this
confirms that you understand what the customers
complaint is and ensures that they feel as though they
have been heard and their complaint acknowledged;

•

Accept blame where appropriate, apologise - even if
there is uncertainty about fault, remain civil no matter
how angry or abusive the customer becomes;

•

Respond promptly, never promise what is unable to
be delivered - and if necessary refer the customer to

A Service Level Agreement (or ‘right, responsibilities and
duties’ statements) is likely to contain information related
to:
•
Product/service quality levels e.g. performance
indicators and measures;
•
Specific performance benchmarks e.g. benchmarks to
which actual performance will periodically be
compared;
•
Customer service expectations;
•
Availability of products and services e.g. delivery
times, management of urgent deliveries;
•
Delays e.g. minimum and maximum delay times,
actions to be taken if delays are likely to occur,
notification methods and times;
•
Throughput e.g. volumes expected;
•
Cost e.g. per unit, for delivery, for repair;
•
Extent of remuneration if responsibilities are not met;
•
What percentage of the time services will be available;
•
Statistics and data that will be provided e.g. delivery
times, faults, complaints;

someone who can provide satisfaction or a solution if
you are unable to. If it is likely that a resolution will
take some time, make sure the customer is informed
of the time frame;

•

Try to give the customer a number of solutions, where
possible do more than what the customer expects -

ensure that the solutions offered a not ‘token’
remedies. Where possible ask the customer to say
what solution they would recommend or like.
Lawrence notes that “…in most cases, people actually
demand less that you would expect. They usually just
want you to take responsibility and apologise for any
inconvenience”;
•

Implement the remedies as soon as possible;

•

Thank the customer - for their feedback and for taking

•

Such agreements can reduce the incidence of complaints
and/or allow for easier remedy if a disagreement arises as
discussion and agreement on customer needs, wants and
expectations, and what the organisation can provide as
compared to these, have already been stipulated and
agreed.
A key factor that is often left out of a customer complaints
resolution process is a feedback loop. Such a loop
facilitates individual and organisational learning to occur
from the handling of a complaint. Where changes are
made to policies and/or procedures, expected behaviours
and levels of authority and accountability; staff should be
informed and educated regarding these. The sharing of
stories regarding complaints including what worked and
what did not in particular situations also helps in the
development of new skills and understanding, but also
ensures a continued focus on improvement of customer
service;

the time and energy to raise their complaint with you;

Follow up - via phone call, e-mail or letter to check on
the customer’s continued satisfaction.

For all complaints the root cause should be found. The
tools of quality management should be used where
possible and practical e.g. brainstorming, fishbone
(Ishikawa) diagrams, Pareto analysis. In some instances it
will be front line staff who manage complaints, in others
work teams, and in some organisations a specifically
designated position e.g. an ombudsperson or customer
management executive. Whoever is involved may need to
be taught these important skills.

A feedback loop also ensures the complaint resolution
process itself is assessed and evolves to best suit the
organisation. Including a feedback loop will also assist in
keeping the ‘customers voice’ as an active input into the
organisation and the complaints management process by
ensuring that a follow up of the customers view/satisfaction
with the complaints resolution process from their own

Complaint resolution may also be affected by Legislation
This may range from the time required to resolve a
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perspective occurs after a `resolution` has been
implemented or achieved. Milgate confirms this stance
“Complaints are frequently not fed back completely or
accurately into the organisation to allow improvements to
be made, nor are they used to update databases (when
they exist) to alert marketing and sales staff to perceived
problems. Worse still, most companies to not know how
many complaints have been received”.

these organisations have no dedicated customer service
policy at all.

Measure and Evaluate Customer Complaint
Management Process Successes
In order to fully evaluate the impact of a customer
complaint management process, it is necessary to
undertake, where possible, a quantitative assessment of
its impact and assign calculable values. Measuring the
positive impact on the business and its customers will help
to determine whether the methods used to manage
complaints have been effective, what still needs improving,
whether customers who have complained are still retained
as customers of the organisation etc. The following
provide some ideas on how customer a complaint
management process can be assessed:

Survey and Research Data
A 2003 benchmarking study team from 10 organisations at
a symposium in Canada, investigated effective complaint
management to identify important practices for customer
retention (Anonymous, 2003). Best practices were listed
as:
1. Have success in service recovery;
2. Make improvements based on complaint information;
3. Understand the value of customers and have a
complaint-friendly philosophy and culture;
4. Have a process in place for action planning based on
complaints;
5. Have an effective escalation process;
6. Recognise complaints from multiple access channels;
7. Handle verbatim complaints efficiently;
8. Have effective representative training for listening to
customers and collecting complaints;
9. Influence other departments to take action on
complaints;
10. Have a customer feedback system based on
complaints

Number of customer complaints e.g.: number of customer
complaints over a period of time or number of customer
complaints per number of million units sold or shipped or,
number of customer complaints divided by total number of
orders. This measure provides a statistic on the number of
customer complaints as a proportion of such factors as
units sold or orders taken.
Time taken to resolve a customer complaint e.g.: average
time taken to resolve customer complaints to the
customers satisfaction. A key contributor to customer
satisfaction, this measure indicates the average time it
takes to resolve a customer’s complaint to their
satisfaction.

Research shown in the March 1995 Managing Best
Practice Survey involving 491 personnel and human
resources managers, found that by far the most frequent
complaints were on quality (reported by 56% of
companies) and late delivery (52% of companies).

Complaint response time e.g.: average time to respond to
customer complaints. This measure provides data on the
length of time it takes to respond to a customer complaint.
It does not indicate whether or not the complaint was dealt
with satisfactorily but a quick initial response time can be a
key contributor to the satisfactory conclusion of a customer
complaint process by helping to contain or prevent further
unnecessary build up of the situation on the part of the
customer (who then knows the situation is in-hand).

In a 1995 US study of the reasons why customers leave
their suppliers, the following findings were made:
•
14 percent left because of complaints that were not
handled;
•
9 percent left because of the competition;
•
9 percent left because of relocation; and
•
68 percent left because of no special reason

Complaint resolution costs e.g.: costs of resolving
complaints per period as a % of sales. This factor
measures the cost of resolving customer complaints.

The vast majority indicated no particular reason. This
suggests that the suppliers had not been proactive in
retaining them.

Call length e.g.: average total time online to satisfy
customer`s inquiry/complaint/transaction.
This data
provides a measure of the effectiveness of the call Centre
in providing fast and efficient service, and management of
complaints.

The 2000 National Complaints Culture Survey in the UK
found that the number of people who complain all or most
of the time has increased to 44%. People who don’t
complain cited their reasons as ‘lack of time’ and ‘too
much trouble’. However, when they do complain they want
a fast initial response and a very fast resolution. They also
desire to deal with a person rather than any form of
electronic machine, with 73% preferring the personal
touch, either by phone or face-to-face.

Employee empowerment and customer pacification e.g. %
customers` complaints or claims that are satisfactorily
closed out by frontline customer contact staff
This measure provides an indication of the level of the
effectiveness of employee empowerment at pacifying
early, customers experiencing dissatisfaction with a
product or service delivered by the organisation. It is
important to pacify these customers as soon as possible,
this can increase the chances of transforming a
dissatisfied customer into a satisfied one.

A benchmarking survey by Swallow Information Systems
of 28 organisations in the business-to-consumer
marketplace found that while 93% of the organisations
recorded customer data, only a third used their customers`
opinions to improve organisational practices. In addition,
Frequency of types of customer complaints e.g. frequency
while 89% used the Internet as a prime method for
of occurrence of complaint types such as delays, staff
contacting customers, most had no procedure for resolving
rudeness, breakages, quality etc.. This measure provides
online complaints and enquiries. At least one quarter of
an indication of the most frequently occurring complaint
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which can help identify areas for improvement. Data
collected can be transferred to a Pareto Chart for further
analysis and reporting.

Granite Rock

Customer complaints resolution e.g. % of customer
complaints successfully resolved. This data measures
whether customer complaints are resolved to the
satisfaction of the customers` needs.

Baldrige National Quality Award winner information
Granite Rock, Watsonville, California , building raw
materials supplier, won the Malcolm Baldrige Quality
Award
in
1992:
Costs incurred in resolving complaints are equivalent to
0.2 percent of sales, as compared with the industry
average of 2%.

Example cases
Learn valuable lessons from these organisations:

Armstrong

Starwood Resorts & Hotels Worldwide Inc
Customer Complaints Resolution Process in a hotel chain

World Industries Building Products
Operations

Baldrige National Quality Award winner information

To ensure consistency in its Sheraton brand hotels`
Service Promise Programme, Starwood Resorts & Hotels
Worldwide Inc, a USA based hotel and leisure company,
implemented a customer-response system. When a
customer highlights a problem or complaint, the staff
member enters the information into the system via a PC or
mobile device. The system e-mails an appropriately skilled
person to rectify the problem/complaint and tracks the
resolution. Based on pre-set parameters, the system also
identifies a fair compensation (gift certificate, loyalty points
or refund). Once resolved the problem is closed in the
system. The centralised reporting provides a tool for
identifying trends and problem areas. For example, an
unusual number of housekeeping complaints in a
particular area might indicate that a new staff member
needs more training. As a result the company can now
identify trends and problems, apply expeditious solutions,
and award similar compensation for complaints, chainwide.

Armstrong Building Products, Lancaster, Pennsylvania,
manufacturer of acoustical ceilings and wall panels, won
the Malcolm Baldrige Quality Award in 1995:
The Armstrong BPO field sales force are empowered to
approve claims of up to $5,000, accounting for about 90%
of all claims.

Merrill Lynch Credit
Baldrige National Quality Award winner information
Merrill Lynch Credit, Jacksonville, Florida won the Malcolm
Baldrige
Quality
Award
in
1997:
Clients receive acknowledgment of any complaint within
two business days, and resolution is arrived at in no more
than five business days.
Summary

Toyota Motor Sales (TMS) USA Worldwide Inc

To provide excellent services and products organisations
need to assess the information they obtain from customer
complaints. Although most people do not like complaints,
this information provides invaluable insight into customer’s
requirements, opinions, and viewpoints. Such information
can be used to reach an effective solution for the
complaining customer but also to improve processes and
products/services to prevent the same grievance from
arising with future customers. A customer complaints
resolution process is a formal procedure to log,
investigate, and resolve any customer dissatisfaction or
problems.

Customer Satisfaction Measurement in a car service
organisation
The Manager of National Customer Administration of
Toyota Motor Sales (TMS) U.S.A Incorporated, explained
how customer service and satisfaction measurements
were critical to the success of Toyota`s US car and truck
dealerships. Toyota`s customer satisfaction program,
called the Toyota Touch, was based on the philosophy of
the 3Cs - communication, cooperation, and consideration.
TMS also had a Customer Assistance Centre with a freephone telephone number staffed by 50 highly trained
people who deal with 1500 calls daily. The new Vehicle
Sales and Delivery Survey (NVDS) and the Toyota Service
Survey (TSS) contributed to assessing customer
satisfaction. These techniques and mechanisms helped
TMS achieve the following: the average resolution time for
customer complaints was reduced to six days from a
previous average of 27 days. 93% of the customers
indicated they would purchase another vehicle from the
same dealer. During 1991-92 Toyota increased its sales
by 3.2% although total sales of autos in the U.S. were
down 10%.

To most effectively manage and learn from customer
complaints:
•
Treat complaints as an opportunity and take them
seriously;
•
Actively seek and encourage complaints;
•
Make the process of complaining easy for the
customer;
•
Understand that complaints may be about anything to
do with your organisation;
•
Respond quickly and personally
•
Assume that the complaint is bonafide
•
Listen, ask questions and probe to insure that all
information and facts have been gathered;
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•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

along with the full text of most of the articles and reports in
the reference list below.

Try to avoid jargon and other organisational specific
language;
Take notes and keep records;
Paraphrase your understanding of the complaint;
Accept blame where appropriate and apologise;
Respond promptly;
Never promise what is unable to be delivered;
Refer the customer to someone who can provide
satisfaction or a solution if you are unable to.
Keep the customer informed of time frames;
Try to give the customer a number of solutions;
Implement remedies quickly;
Where possible do more than what the customer
expects;
Thank the customer for their feedback and for taking
the time and energy to raise their complaint with you;
Follow up;
Use the tools of quality management to find the root
cause of complaints;
Implement training for staff;
Adhere to legislated complaint management
requirements;
Develop Service Level Agreements or ‘duties and
obligations of the provider’ and ‘rights and
responsibilities of consumers’ if appropriate;
Develop a complaint management feedback loop.

The BPIR Management Brief is a monthly publication
delivered as one of the many membership benefits of the
Business Performance Improvement Resource (BPIR). To
enquire about upcoming Management Brief topics or BPIR
membership email membership@BPIR.com or visit the
homepage at www.BPIR.com.
Previous issues of the Management Brief:
Vol 1
1 – Work-Life Balance
2 - Ethical Business Practices
3 - Emotional Intelligence
4 - Succession Planning
5 - Managing Innovation
6 - On-The-Job-Training
7 – Motivating Staff
8 – Developing Leadership
9 – Recruitment and Selection
10 – Suggestion Schemes
Vol 2
1 – Customer Satisfaction Surveys
2 – Customer Complaint Resolution
Next Issue (Vol 2)
3 – Customer Loyalty Programmes

Note
Techniques and case studies mentioned or summarised in
this article can be found in more detail via the BPIR.com
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