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Abstract: -

As a business, you strive for acquiring and retaining happy customers. However, many businesses do not realize that the
process starts with their employees and their job satisfaction with the company. This is one of the most undervalued
aspects of developing a durable customer base. The employees want to feel the same way as their customers in their
relationship with the company as everyone wants to feel appreciated. One of the negative impacts of modern technology
is that many goods and services are turned into commodities. The quality of the service your employees provide is of
paramount importance and this happens when employees are fully engaged. Connected employees are the employees
who provide great customer service and a unigque experience. Such cumulative experiences have progressively become
the predominant motivation for customers to buy. Customers need to receive excellent products and services in order to
spend their hard earned bucks. Of course yes, it is employees who will provide them this exceptional product or service.
If the employees are miserable in their jobs this affects morale, innovation, and customer relationships and which does
not translate into a great product and/or service. This is the connection between employees and customers.

Key words: - Customer retention and employee motivation, relationship with company, digitally connected employees
and customers, excellent service, customer delight and company growth.
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INTRODUCTION

Whenever there is a discussion about a new product or how to market it within the corporate confines of a company,
there is a marketing myopia which is not understood in the right perspective in the light of the current environment of
digital media proliferation. This will be explained in the following paragraphs. Marketing plans to sell the products to
various customers through various channels after estimating the market potential and customer needs. The broader
question is the need to understand the market segments and what the company aims to exploit. Often it is forgotten that
the employees of the marketing company may also be part of the customer segment. To make this understanding clear
let us take the example of a consumer Product Company in the business of bath soaps. The company products may be
used by the employees along with their friends and relatives. So, the company is virtually a producer and consumer
concurrently. What it implies is that the consumer response to the product will have an impact on the company employees.
So, the company will have to foresee the eventuality of an unfavorable feedback from its own employees for what they
produce and sell. The company response to such situations will be the testing ground for future of the product and
marketing actions. If the companies are well managed, customer oriented and market sensitive there is less to worry
about. Otherwise, there is too much to consider.

Performance-Happiness Matrix
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Figure 1: Happiness reflects on Employee Performance

Happy employees tend to exhibit their enthusiasm when interacting with customers. How employees are treated, or the
atmosphere of the internal culture, will dictate how your employees feel. Attitude is tied to an employee’s performance
and is transformed into the quality of their work. Ultimately what is felt and experienced by customers through
employees, turns into a decision to return to your business or visit a competitor (assuming there is nothing wrong with
the product itself and your business is not the only business selling a particular product). When a company does not have
to tell its customers why they are the best in their market, then it is naturally a business we gravitate to because we feel
good about paying the company as the product is very good and the customer service is very good. We can conclude that
employees have put their hearts and souls into a great product, service, and company. The employees radiate and feel it,
the customers experience it, and the company benefits from all of it.

Yes, there are unhappy employees at companies that generate profits, but this will always be a short-term gain. If
employees are not putting their hearts into their work, customer service will suffer, and innovation is repressed, Killing
any chance for the product to evolve and satisfy the customer’s growing and changing needs. Change must come from
the inside first, if change is to take place and morale of employees is to climb. This is true with all of us. Employees do
not perform at their best when they are stressed, down and out, or feeling something wrong inside. Controlling how an
employee feels is in direct correlation to how happy customers feel about their experience and whether they return to you

or go to a competitor.
/ © Happy Employees x

@Referrals @Quality Work
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Figure 2: Happy Employees lead to happy customers

Customers are our lifeline. They pay the bills, salaries, and provide the resource needed for infrastructure, like expansion.
Happy employees put their hearts into their work and produce innovative ideas, products, and services that benefit both
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customer and company. How the cycle of happy Employees resulting in happy Customers and vice-versa is illustrated in
the above Figure2.

OBJECTIVES AND METHODOLOGY

Customer centricity in marketing has been talked about in many management forums, but the importance of employee
involvement in the process of customer satisfaction through production ad dispatch of quality products to the
specifications required needs to be highlighted particularly in the current environment of digital connectivity. Happy
customers are created by happy employees. Organizations are becoming more and more aware of this connectivity not
only through the physical layout but also through the emotional involvement. That customer satisfaction is achieved
through committed employees through their involvement in quality and reliability of products and services offered, is
being more and more understood by management of organizations. There is a need to understand this aspect in the current
environment where digital connectivity and devices have proliferated. With these thoughts in mind following specific
objectives have been identified for the purpose of this research paper:

A brief review of environment and relevance to current research.

Connectivity between Employee motivation and customer satisfaction.

How organizations are coping with this problem.

Challenges for organizations in this regard.

Findings, conclusions and recommendations.

G nd

While arriving at the methodology for the above research the objectives identified and the availability of information
were considered while searching for suitable data. Environmental scans were available from the web pages and while
searching for relevant information it was found that adequate research work could be down loaded from web pages. The
main task was to classify the information and identify data which could be used for the research paper. The data search
indicated availability of sufficient information which was compiled from various sources as referenced in the
bibliographic section. Analysis and classification of data have been done with due diligence and the work completed.
The conclusions and recommendations from the study are given.

REVIEW OF LITERATURE
A company is doing something right if both their employees and customers are happy. The importance of employee
engagement and the consequent effect on customer satisfaction is being highlighted in this research paper. The important
question is if there is a connection between the two, what the organizations are doing to improve or enhance customer
satisfaction.

HAPPY EMPLOYEES = HAPPY CUSTOMERS

It is not just a speculation; these two elements really are deeply connected. Employee satisfaction is directly linked to
customer satisfaction — and customer satisfaction is directly linked to financial performance. It’s a winwin. While
engaged employees lead to satisfied customers, the opposite is also true. Satisfied customers also play a role in employee
engagement. Positive customer experiences can reinforce how employees feel about the value and purpose of their work
and identify with company. It motivated them to repeat their behavior, to see even more value and purpose in their work.
While it’s important to learn from negative customer experiences, positive ones are to be highlighted to motivate
employees and drive engagement. Therefore, managers and supervisors should highlight and recognize customer
satisfaction success stories.

An example of a company which enjoys both happy customers and happy employees is Starbucks. This coffee maker has
succeeded because of their superior customer and employee experiences. Customers want to feel appreciated when they
interact with your business and so do your employees. Job security, fulfillment, and satisfaction are all ingredients that
keep your turnover rate low and your customers happy. In the same way your employees need to feel the same as your
biggest customer; they need to be happy and satisfied. One popular bumper sticker phrase, “A Smile is Contagious”, is
an appropriate way to explain the relationship between your employees and your customers.

EMPLOYEE EXPERIENCE

« Staff turnover * Loyalty * Revenue / bottom line
* Engagement * Reviews / feedback turnover and profit

* Motivation * Referrals / word of mouth * Growth

* Absenteeism recommendations * Brand - employer

* Innovation * Up-sell / cross-sell and market

* Commitment

* Attitude

Figure 3: How Employee/customer experience impacts business
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CUSTOMER ENGAGEMENT IN THE DIGITAL ERA

Companies adopt various strategies to engage themselves with the customer and consumer and in the ‘ALWAYS ON’
digital age this is an essential element of strategy. Communication with the customer is an essential element and this has
to be done on a continuous basis to understand his requirements. One of the key elements will be to get feedback on
present products and ensure follow up and product modifications. A component of this feedback is to know the futuristic
requirements for introducing new products before any competition can catch up. You need to keep the customer of the
new product features and performance details and involve them in the development which would help the company in
pricing strategy and convincing customer to share the development costs. These strategies will help customer retention
and control any alienation before even the customer can think of, because you are developing the exact product for his
requirement by involving him and making him share development costs if possible either upfront or with a spread over
future orders (which incidentally may be a better strategy to keep the customer hooked).

Communicate frequently
with your customers

E& Taking feedbacks on
current products
Communicate new Top customer P!
features and updates engagement

strategies

| Revenue generation
@ SO through cross selling

Increase retention and
decrease churn

Figure 4: lllustrating customer engagement strategy

At any point of time revenue generation is your concern and avoid any crossselling of your own products. The relevance
of social media in customer engagement needs no highlighting as it is the IN-THING for most companies. Figure 5, is
an illustrative example of the era of customer engagement.

ERA OF
CUSTOMER ENGAGEMENT

Social channels are part of omnichannel .ﬁ
strategy.
640/6 of compani
panies are
¢ beyond experimental stage
Beyond experimentation in (integrated channels, multi-

social media to fully integrated
omnichannel perspective.

channel, cross-channel)

@ [State of Social 2011,
eConsultancy)
S0

———®

Customer engagement is
in the primary reason that
companies are
undertaking digital
initiatives (69%)

[McKinsey, 2014)

Figure 5

Social media is an important aspect of the channel strategy and is beyond experimentation and is fully integrated with
omnichannel requirements. As of 2011 about 64% of companies were beyond the experimental stage. A McKinsey study
in 2014 has indicated that the primary reason for customer engagement is that 69% of the companies are digitalized for
customer engagement. Various companies have developed their own models for customer engagement in the digital age

and one such model ¢ Multek customer engagement model’ developed by Multek company is indicated below as figure
6.
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Multek’s Customer Engagement Model
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Figure 7: Customer engagement for results

Actually customer engagement on a continuous basis helps customer service. Companies on many occasions concentrate
on improving their customer service skills on the way to improve customer engagement. Zinger model for customer
engagement shows how customer happiness (customer delight) can be achieved through engagement. It shows the
strategic importance of customer engagement and how employee commitment and involvement can be improved by
customer orientation towards service and employee orientation and recognition. Gains from customer service and
relationships are leveraged for achieving organizational goals of better employee relations and commitment. This model
helps employees to improve their professional standing in the company and industry. That is how customer service helps
in the long run to improve employee skills and genuine happiness.

KEYS TO IMPROVING YOUR TEAM'S
CUSTOMER SERVICE SKILLS

LOOK AT EVERY
IMPROVE YOUR TOUCHPOINT

CUSTOMER INTERACTION
Pay the most attention to

key touchpoints, but make
€ sure you have a full view
of the customer
experience, or you risk
lapses in service that can

rvice that.can ¥ really hurt business.
Ily hurt business. 7 g

i MAKE SURE YOUR
ENHANCE YOUR o REPS ARE ENGAGED
CUSTOMER .
SEVICE STRATEGY Improving
—_— __e employee
Practice proac engagement is
t another way to
make sure
customers have a
you with problems. great experience.

Figure 7: Keys to improve customer service.

Companies in their attempt to improve customer interaction and engagement actually improve customer service. By
improving customer interaction and actively engaging with customers, your touch points with customer improves and
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paves the way for customer acceptance of your company, products and services. With the increase in competition among
all industries, Customer service has become an essential part of a company. The biggest challenge in customer service is
to deliver best quality products along with the best after sales service in a consistent way. This is the ultimate challenge
that organizations face and addressing it becomes a very tedious task. There will be many permutations and combination
of questions, feedback, and queries you have to face, but many service challenges are more common than the others. So,
here is an insight on how to tackle tricky questions, take a look at the top 7 customer service challenges that you might
have to face and the proper ways to resolve them.

A customer, in all sincerity, may ask a question that a sales executive may not know how to answer. However, this is
where your team can guide that customer to the right place or try to get the information in order to pacify them. But most
times you might not have the answer but you cannot shrug it off with a negative response. The logical thing would be to
acknowledge the difficulty of the question and ask for some time and guarantee a call back with an appropriate answer.
Consumers hate it when they have to listen to the popular automated message: ‘Your call is important to us, please stay
on the line while we transfer your call.” All your customers expect quick answers and fast responses, and they expect you
to provide top quality support with the help of today’s technology and gadgets. It is not the time to show how your
company is using a new technology; it is all about providing the right support through it. You cannot hide behind the veil
of technology which will show your team is incompetent. Also, whatever technology or system you introduce, you have
to make certain that it is implemented across all departments so that all types of questions can be answered in a faster
way, thus providing your customers with the effective support.

A customer can vent his or her anger for various reasons but it is your job to make sure that proper service and help is
provided in order to find the right solution. Ignorance is not at all bliss here. Customer Service is a very tricky thing; you
and your team may have to face these and several other challenges regularly. Solving them would provide your team
with the confidence to tackle the next case, and it also will allow you to create a bond with the customers, and overall,
build up your reputation in the market.

Fix it, improve

it, make
changes \

Ask customers
if they like the Sell the
new product

improved
product
Assess
progress
(is it

selling?)
Figure 8: Customer service is not another quick fix

In this modern age, the company should have a customer-centric approach to survive and succeed in this competitive
global market. Customer expectations constantly keep changing these days so the biggest challenge is to fulfill those
expectations by keeping themselves one step ahead & updated based on customer feedbacks on latest market trends.
Doing continuous research and gathering data will help to serve customers in a much better way. There are various ways
such as print media, television, telephone, and social media from where one can gather data about customers and as a
result, this will help customer service representatives to deliver great services to customers. But the digital and always
on media is more relevant today. Instituting a policy frame work and strictly following the policies by all the employees
will help the difficulties of the customer service representatives to some extent. But every company wants to exceed
customer expectations. Given below are some points which will help us to exceed Customer Expectations.
» Collecting Customer feedbacks and if the company starts working on those areas where they need improvement will
help them to improve their brand image
» Proper and impactful training to your customer representatives & empowering them will boost their confidence and
they will happily boost the company’s brand image and will be able to create an amazing experience for the customers.
* By focusing on small things and adding a personal touch with the customers will surely help to exceed customer’s
expectations beyond the limit.

Skilled and trained customer service executives are needed to handle angry customers in an emotional way. Angry
customers only need someone to listen and consider their problem effectively. They need an emotional touch as they are
suffering despite the fact that they are not at fault. Best way to handle them is apologizing sincerely. By apologizing and
making them understand calmly that you are very sorry that the experience was not up to your expectations, but you are
not to blame. It’s tough to make the customer happy by providing a perfect solution but one must try to make the best
effort in satisfying customer.
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Figure 9: Food for thought

DATA ANALYSIS AND CONCLUSIONS

The current business environment is characterized by instant connectivity between Employer, employee and customer.
Digital devices have become so common and they are increasing exponentially day by day. In such a connected
environment the employees, who are also customers for several of their own company products being a consumer are
well informed about the product capabilities and customer feedback on their field performance. Even if there is the least
amount of non-congruence between expectations and performance, they come to know of it instantaneously. In the
present digital age and connectivity, it does not take long to get the word across.

In this environment, the employee motivation depends on customer satisfaction and customer satisfaction is tied to
motivated employees who produce the product and offer satisfactory services after sales. Since there is a perpetual
connectivity between a customer and employee (sometimes both are on the same side), product acceptance depends on
good performance. In the present environment the employee comes to know of it even before the official channels of
communication through informal channels of communication. This is the moot point for consideration of manufacturers
of all types of products, particularly consumer products.

Companies deal with this situation by having a strategic orientation to the real world. Providing excellent customer
service along with customer engagement for a dialogue in which employees play a key role. Trained and skilled customer
services executives provide the back up for products and the vigilant employees are always alert to any deviations |
product performance and customer expectations. The employees are the brand ambassadors for the product and through
experiential skills and continuous training are ready to meet customer challenges on a day to day basis. They do not allow
grass to grow, and the speed of response to customer problems is ever accelerating and continuous. This is really the
secret of success of many companies. The slower ones lose the race and market share.

It is not an easy situation for organizations whose resources are limited and have competing claims. Organizations are
becoming more and more customer centric and focused through digital connectivity. While on the one hand organizations
have to take good care of their customers, they cannot at the same time neglect their employees who make it possible to
serve the markets and customers. This is a balancing act and is at the core of corporate strategy for any company. The
first and foremost consideration that will be bothering a midsized organization is the allocation of scarce resources. While
on the one hand improving customer service would mean more allocation of resources mainly money and manpower
which will have equally competing claims in organizations from other departments like manufacturing, technology and
quality. Resource allocation has to be very much focused on corporate strategy to improve customer satisfaction through
Product improvements and new product development. Training and orienting the current employees can save cost of new
recruitment and improve commitment. So, organizations need to consider various options to procure resources for the
strategic initiatives which are an ongoing activity.

SUGGESTIONS AND RECOMMENDATION

Organizations have to refocus on key issues of which customer centricity in marketing, all departments dealing with
customer satisfaction and employee motivation will have competing claims as far as resources are re-invested. But
strategic initiatives have long term perspective of organization as a going concern have to carefully consider alternatives.
The connectivity between their employees (who may be customers themselves) and customers is irrevocable and has a
long term perspective. Motivated and committed employees are corporate resources which cannot be easily replaced.
Organizations have to create policies for retaining and retraining such employees. Awhile the digital progress cannot be
halted or slowed down, companies can train and recruit new employees who are savvy. There are, of course, no one size
fit all solution which | presume all companies are aware!
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