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Customer Service
Customer service is generally presumed to be a means by 

which companies attempt to differentiate their product, 

keep customers loyal, increase sales, and improve profits.

Its elements are:

- Price

- Product quality

- Service

It is an integral part of the marketing mix of:

- Price

- Product

- Promotion

- Physical Distribution
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Customer 
Service
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Customer service is a process for 
providing significant value added
benefits to the supply chain in a cost-
effective way. 



CUSTOMER SERVICE CAN BE DEFINED AS:

• An activity or function to be managed such as order processing or 
handling of customer complaints,

• Actual performance on particular parameters, such as ability to ship 
complete orders for 98 percent of orders received within a 24-hour 
period,

• Part of an overall corporate philosophy, rather than simply an activity 
or performance measures.
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CUSTOMER SERVICE

• The level of customer service provided to customers determines 
whether the organization will retain existing customers and how many 
customers it will attract.

• The customer service level that an organization provides has a direct 
impact on its market share, its total logistics costs and , ultimately , its 
overall profitability.

5



• Customer service is the measure of how well the 
logistics system is performing in providing time and 
place utility for a product or a service. This include 
activities such as :

• The ease of checking stock,

• Placing an order, and

• Post sale support of the item
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Customer service is often confused with the concept of 
customer satisfaction

“customer satisfaction represents the 
customer’s overall assessment of all elements 

of the marketing mix: product, price, 
promotion, and place”
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Customer Service
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• LOGISTICS SIDE

• MARKETING SIDE
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As an example of an expected service element for 
all these customer types is the availability of 
exceptional order information, which is considered 
as necessary service in case of delivery delays or 
other exceptional occurrences.
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The attractive type of service is offered by the supplier 
specially planned to exceed the customer expectations.
The value attributes under this dimension of the Kano model, 
are neither explicitly demanded nor expected by the customer 
but are latent.

These service elements can create satisfaction, but the 
absence of them does not cause dissatisfaction, because 
customers are not used to getting them.
Attractive service elements can effectively be used as means of 
differentiating service offering.
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Attractive type of service



In the case of one-dimensional service elements, both 
satisfaction and dissatisfaction are possible
customer reaction depends more or less linearly on the level of 
the service offered.

Order fill rate
The better the order fill rate the more satisfied the 

customer, and vice versa.
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One-dimensional service elements
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Service failure is a term associated with the problematic 
occasions that a customer has during the service processes
the number and the extent of the problems that the customers 
encounter in order to get the products or services and the 
recovery options offered by the company can be performance 
indicators.
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Service Failures
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Complaining behavior may be viewed in terms of a set of 
possible customer responses to dissatisfying purchase experiences. In 
general, complaint options include: seeking redress (i.e., a refund, 
exchange, repair, or apology, etc.), engaging in negative word-of-
mouth (i.e., telling other people about one’s dissatisfaction), exiting 
(i.e., vowing never to repatronize the seller), contacting third parties 
(e.g., writing a letter to a newspaper, taking legal action, etc.).
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Complaining Behavior



Service policies that are based on customer requirements are 
essential and they are supportive of the overall marketing strategy.
Competitive benchmarking.
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Before Establishing a Customer Service Strategy;
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Four methods have been suggested before establishing 
customer service strategies: Determining customer service levels 
based on customer reactions to stock outs at the retail level
Cost/revenue trade-offs ABC analysis of customer service
Customer service audits.
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Cost/revenue trade-offs ABC analysis of customer service
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Importance of customers can be combined 
with the importance of products to establish 

customer service levels.
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Cost/revenue trade-offs ABC analysis of customer service
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THANK YOU 
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