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Introduction:

We know that consumer satisfaction is the result of positive feelings created by desired product quality, reasonable price, ease of product availability and efficient services offered by a firm. Such satisfaction needs to be developed and maintained among the target group of consumers by a firm to operate successfully. But this is not an easy task to perform because of numerous impediments in the operation of a firm in a competitive and hostile environment. The market leaders, challengers and followers remain busy to formulate their own strategic plans for winning the patronization of the consumers. These competing firms in a market try to make their products & services distinctive by using the elements of quality, design, cost and performance for maximizing the delivered customer value.

The emphasis on consumer satisfaction by the business enterprises has been growing with the rise of buyers' market, increasing consumer consciousness about their rights and privileges in the market place and the expanding legal control over business enterprises. Consumers have now occupied pivotal position in the marketing system and are in a dominant position to dictate the terms of sale. They have become involved in consumerism and environmentalism resulting in a situation where companies are compelled to pursue consumer‑oriented and welfare‑based marketing philosophies. The consumer satisfaction is now considered its the key to organizational success and prosperity. This paper makes an attempt to highlight different aspects of consumer satisfaction by using the desk study.

Determinants of Consumer Satisfaction:

Admittedly, consumer satisfaction is the result of satisfactory interplay of marketing variables in the consumer buying decision process. There are a number of determinants influencing consumer satisfaction, which are discussed below:

(1) Quality offerings:

 (2) Availability of goods or services at reasonable price:

 (3) Timely delivery:

(4) Ensure safety & well being of the consumers:

(5) Pursue ethical marketing:

 (6) Devise grievance-handling system : 

Impacts of Consumer Dissatisfaction:

Clearly, the failure of the marketing system to live up to the expectations of consumers result in consumer dissatisfaction. Based on the degree of dissatisfaction and the position of consumers is the market, consumer dissatisfaction may culminate into different types of consumer behavior ranging from change of brand loyalty to organized consumer movement for safeguarding their basic rights and vital interests. The following impacts of consumer dissatisfaction are noteworthy.

a) Change in brand loyalty: A dissatisfied consumer occupying weak position in a seller's market tends to show dissatisfaction by changing brand loyalty. 

b) Involvement in lawsuit : If a consumer becomes the worst financial victim of marketing manipulation, he or she may get involved in lawsuit to protect the vital interests. Usually, the breach of contract on the part of a seller may induce the affected buyer to initiate such a step. 

C) Emergence of consumerism : Consumer dissatisfaction may take the shape of consumerism if the consumers become well organized through the active role of the consumers association to protect their well‑recognized rights. 

d)
Rise of environmentalism: The growing demand for the safety of living environment has led to the emergence of environmentalism under the patronization of government to fight against the forces responsible for environmental pollution. 

e)
Increasing government control over marketing: When the consumers encounter innumerable sufferings due to unethical marketing practices, it becomes necessary for the government to exercise legal control over marketing with a view to eradicating marketing malpractice. 

Importance of Laying Stress on Consumer Satisfaction by the Marketers

We know that consumers have occupied the central position in the modern marketing system and‑ are dictating the terms in the marketing exchange process. Hence, it has become a vital responsibility of the marketing system to provide consumer satisfaction for achieving consumer patronization. The importance of making the marketing system consumer‑oriented is highlighted through the following points:

(i)
In a market characterized by cut‑throat competitive situation, attaining consumer satisfaction constitutes the vital ingredient of marketing objectives of a firm. In such an environment, firms attempt to create competitive advantage by emphasizing on product differentiation, cost economy and improved delivery service so that the target consumers can be kept satisfied. Smart companies try to follow out‑ward looking marketing philosophies for achieving consumer satisfaction.

(ii)
The frequent environmental changes resulting in changing needs and expectations of consumers may be effectively tackled by adjusting the marketing mix in conformity with these changes. An alert company can achieve consumer satisfaction by modifying its marketing mix as per the demand of time.

(iii)
The increasing globalization and the growth of integrated markets in different parts of the world make it imperative for the firms to pursue consumer ‑ oriented marketing policies. The adherence to marketing and societal marketing concepts strengthens a company's position in the market place through the attainment of consumer patronization.

(iv)
Achieving consumer satisfaction is one of the binding blocks of prudent marketing. Companies emphasizing on strategic marketing attach top priority on consumer satisfaction and make their decisions primarily on the consideration of consumer satisfaction and their welfare. As such, it becomes easy for such companies to attain strategic marketing success.

(v)     The genesis of marketing failures of many firms reveals that the lack of consumer‑orientation in a competitive marketing environment is a root cause of marketing failures of such firms. The life cycle of products or services may be expanded if their quality, cost and packaging aspects are intelligently handled by following an innovative approach. The marketing can be facilitated in a hostile environment by achieving consumer satisfaction.

 (vi)      Business enterprises must be able to earn desired profitability to meet the genuine expectations of employees, shareholders, suppliers and financiers effectively as a pre‑requisite to their operational success. A firm's capability to earn desired profitability is linked with consumer patronization, which can be achieved by providing desired consumer satisfaction.

(vii)    Achieving consumer satisfaction is the potent instrument by which a firm may exploit the enormous potentials of a resourceful market, 'builds up harmonious relationship with buyers and create a bright institutional image. These achievements enable a firm to maintain strong position in a competitive environment.

Process of Achieving Consumer Satisfaction:

For providing consumer satisfaction, a company needs to be well‑planned, systematic, prudent and alert to changes. It is possible to ensure consumer satisfaction through a systematic marketing process characterized by consumer orientation. At the outset, it is necessary for a firm to remain well conversant with the needs, preferences and expectations of target market through consumer survey and market analysis. This helps to lay the basis of systematic product planning. the quality, cost, design and packaging aspects of product should be planned on consumer and market considerations to facilitate the product acceptance by the target consumers. The other variables of marketing mix like price, place and promotion should be designed in an integrated way keeping in view the convenience and acceptability of the target market. The consumer‑oriented marketing mix variables may go a long way to render expected satisfaction to the consumers. Hitherto, the interplay of competitive forces may impede the process of providing consumer satisfaction. This warrants the installation of a sound marketing information and intelligence system to collect information and data regarding the strategic moves of the competitors of a firm. The strategic plan should then be devised by appraising these information to face the competitors effectively and thereby maintain consumer satisfaction at a desired level from time to time.

Companies are now found to discharge social responsibilities as an aid to achieve consumer satisfaction. They resort to lost customer analysis, ghost shopping & customer value analysis for increasing their effectiveness to provide consumer satisfaction. It is true that a firm must be innovative to adapt to emerging environmental changes. It should build up an organizational culture based on total corporate commitment to quality, cost economy, fair dealings and continuous improvement in products / services for maximizing the customer delivered value. The consumer‑oriented companies are also required to spend adequately on R&D activities to update their product line in the light of changes in consumer needs and preferences.

How Does Consumer Satisfaction Contribute to Organizational Prosperity?

It is widely admitted that the long‑term organizational prosperity is the desired goal of an enterprise. If an enterprise is to ensure its continued prosperity, it must be able to attain expected level of productivity and profitability. The marketing performance of a firm has an important bearing upon its productivity and profitability. Clearly, the marketing performance of a firm is largely dependent on the favorable attitude of target market towards a firm and its products. We know that consumers do not hesitate to patronize a firm, if it is capable of providing them desired satisfaction through its marketing mix policies. Consumer patronization exerts favorable impact on sales performance of a firm, which is a major determinant of organizational profitability. Since organizational health is closely linked with its financial soundness, it is possible for a sound company to achieve its growth objectives through diversification of product, or increase of market share or use of vertical integration strategy. The following table shows the relationship between consumer satisfaction and organizational prosperity.

Table: I

A Model of depicting Consumer Satisfaction as the Key to Organizational Prosperity:

	Nature of Market
	Importance of Consumer
	Marketing Philosophies

	
	Satisfaction
	

	Seller's market
	Not so important
	Production concept

	
	
	Product concept

	
	
	Selling concept

	Buyer's market
	Very important
	Marketing concept

	
	
	Societal marketing concept

	Consumer satisfaction elements 
	Failure or success in providing 
	Psychological state of consumer

	
	consumer satisfaction,
	feeling

	Quality offerings
	Firm's failure to ensure the
	

	Reasonable price
	elements of consumer
	Consumer dissatisfaction

	Timely delivery
	satisfaction
	

	Consumer safety & well being
	Firm's ability to integrate the
	

	Ethical marketing
	elements of consumer
	Consumer satisfaction

	Consumer problem solving
	satisfaction properly
	

	State of consumer satisfaction
	Impacts of consumer
	Organizational failure

	dissatisfaction
	satisfaction / dissatisfaction
	prosperity

	
	Change in brand loyalty
	Organizational success is

	Consumer dissatisfaction
	Consumerism
	threatened

	
	Environmentalism
	

	
	Growing govt. control over
	

	
	business
	

	
	Better sales
	Organizational prosperity is

	Consumer satisfaction
	Better profitability
	facilitated

	
	Ensures growth
	


The past decades saw the rise of many successful business firms at home and abroad even in the turbulent and changing environment. An insight into their operations uncovers that the ability of these enterprises to create and maintain a satisfied target group of consumers was the prime reason of their enduring success. Obviously, a total commitment of a firm to provide maximum delivered value to the consumers may be of immense help to bring organizational prosperity. This is an arduous task, which demands capable leadership dedicated to achieve organizational development, a set of skilled human resource working to promote excellent organizational culture and an outward looking organizational philosophy to materialize the consumer orientation of the enterprise.

Consumer Satisfaction ‑ Practices of Developed Countries and in Bangladesh:

Consumer satisfaction is of prime importance in the marketing context of industrially developed countries where consumer sovereignty has been well established. The environment for the exercise of consumer rights exits and the consumers are also well organized to protect their rights in these countries. In the backdrop of above situation, companies are found to adopt strategies that may facilitate the achievement of consumer satisfaction. The leading American companies operating at home and abroad are found to pursue consumer oriented policies and strategies.

Apparently, consumer satisfaction is a neglected aspect in the marketing scenario of Bangladesh. The reason is not far to seek. Bangladeshis yet to develop appreciably in respect of industrialization. The economy is basically agriculture‑oriented. It markets for most of the consumer and industrial goods are characterized by the existence of seller's market. Different brands of products are available for a few manufactured consumer goods only due to manufacturing facilities of the multinational companies along with some local private producing units. Some of these goods are toiletries, cosmetics, medicine, shoes, soaps, electronic items etc. As a consequence, the marketing efforts of most companies center round product and sales orientations.

In view of growing competition in some manufactured goods, MNCs and leading private companies operating in Bangladesh are found to attach importance to uncover consumer attitude towards their product line for facilitating their future product planning, In some segments of the services sector like banking, insurance, education, health‑care and hotel services; competition has been growing rapidly due to increasing involvements of the private enterprises. This is why, customer‑orientation is being increasingly practiced in these service sub‑sectors. Generally speaking, public sector enterprise including some public corporations are, indeed, very callous to serving their customers efficiently and effectively. The national dailies of the country frequently publish reports of utter customer dissatisfaction on the services of WASA, PDB, Bangladesh Railway, Bangladesh Biman and many other public manufacturing firms.

One of major reasons for consumer dissatisfaction in Bangladesh is the involvement of many firms in marketing malpractice. Adulteration in food, deception in weights, charging manipulative prices, lack of uniformity in quality and availability of inferior & defective goods have become common phenomena for which consumers are to suffer badly. In the wake of these‑unethical marketing practices, the Consumer Association of Bangladesh (CAB) was supposed to play an active role to protect the interests of consumers. But unfortunately, this did not happen. CAB was found to make intermittent efforts to protest against the marketing malpractice of companies. In the absence of organized consumer movement for protecting their rights, most Bangladeshi companies seldom attempt to provide consumer satisfaction through their marketing efforts. This dismal scenario would have improved if the existing marketing laws in Bangladesh could be strictly enforced by the government agencies. Environment pollution is another issue causing serious worries among the conscious citizens of Bangladesh. The capital city of Dhaka is one of the most polluted cities of South Asia where the safety of people's health is in great danger9. It appears that this is the high time for the government of Bangladesh to play a desired role in ensuring the safety of living environment in the country and thereby contribute to the welfare of its people.

Conclusion:

Consumer satisfaction has become the key variable of marketing decision making in modern days in the context of competitive and changing environment coupled with buyers domination in the marketing process. Firms designing marketing program based on consumer orientation can create favorable situation to pursue its marketing operations smoothly. It becomes easy to build up trustworthy relationship with consumers by adhering to consumer‑oriented policies and strategies. When such relationship exists between the parties in a marketing transaction, it is reflected in the improved organizational performance ‑and contributes to a firm's prosperity.

To achieve consumer satisfaction, a firm must devise its marketing mix in keeping with the needs, preferences and expectations of the target market. It must attain the skill to deliver maximum value to the consumers by providing quality goods or services at a reasonable price through an efficient distribution system. Responding quickly to the consumers' problems and grievances may greatly help to attain consumer patronization regularly and thereby facilitate the path of organizational prosperity.
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