In this 21st century’s hypercompetitive marketspace, many business organizations are redirecting their strategic approaches to become more customer-oriented, that places every individual customer at the center of all marketing initiatives. The critical importance of customer value keeps increasing exponentially because more entrepreneurs are recognizing the direct connection between good customer service and the overall profitability of the company.
By providing stellar customer service, the positive brand experience would encourage customers to remain loyal. Not only these happy customers drive repeat business, they are also likely to spread the goodness about the product and services, as long as they have a reason to do so. With that being said, these loyal customers who evangelize the brand will help company acquire new customers, free of charge, by convincing prospective new customers of the business’ merits more effectively than its own marketing materials and salespeople can. Therefore, entrepreneurs should work even harder to satisfy and exceed the expectations of their customers since they are the primary influencers to word-of-mouth advertising.
Amazon’s dedication to providing trustworthy customer services is renowned.  This 3rd most profitable ranked internet retail company maintains the appearance of prioritizing their customers by constantly making life more convenient for its customers in just about every area. Other than the free two-day shipping to streaming movies and grocery delivery, their genuine commitment to delivering lifetime customer value has won them the dominance of ecommerce today. Other prime example would be… integrated a powerful customer-centric philosophy within the organization and this means all of the company's decisions are made with the customers interest considered first.
This model of consumer satisfaction fully focuses on the client and overlooks other aspects which in consideration are variables and should be assessed as such. The goal of meeting customer satisfaction proves an unachievable task at times. The clients are human being with attitudes and weaknesses and in some scenarios; these specific scenarios hinder the delivery of service effectively to achieve customer satisfaction. Customer conduct can be considered to hinder the delivery of service and the effectiveness of the satisfaction to be realized by the client. In such scenarios, the principal elements are the direct employees interacting with the client, and the customer,
Descriptive and injunctive norms are parameters that set the tone for employee-friendly behavior. Injunctive norms describe the beliefs held by an individual of what he is supposed to behave by others of higher ranking than him. Descriptive models are the behaviors or perception of conduct that is held by others in a predetermined situation. Customer behavior perceived to bring about strife is brought about by perceived unfriendliness by the employees or fellow customers. An employee is the focal point of all mannerisms within the establishment. In essence, the attitudes of the employee towards his duties create a mental illustration of the employee to the clients. 
The descriptive norm in this scenario defines the conduct of the employee irrespective of his worries in task evaluation. These attitudes may be reflected upon a single client who may result in mannerisms that are considered unfriendly and problematic. The descriptive norms in this scenario can also breed an antagonistic nature from the clients which may be perceived by the focal customer who will then exert undesirable and problematic behavior (Wang, Lan, & Jiang, 2016). The employees thus bear the brunt of the problem as the root cause. Social relationships, however, are not restricted to the employee-client dyad. Customers who relate can affect each other's tendencies and behaviors. In such situations, the client's will align themselves with the unfriendly vibe they pick up from fellow customers and as a consequence, result in a hostile and problematic behavior towards the employee. The situational injunctive norm is thus practicably applicable and inseparable from descriptive models. 
The system of providing goods and services to consumers is also an intricate balance to maintain customer friendliness. Customer service that requires clients to wait in line has a significant amount of impatience noted from the set group. The annoyance of the customer results in changes in the inventory level to accommodate the client's needs to defuse any problematic behavior that may ensue as a result (Albretch, Walsh, Brach, Gremler, & van Herpen, 2017). The success of such an attempt, however, is independent of other customer's waiting in line perceiving the situation. More often than not, they hold the service offered as of poor quality unless under threat, and as such, this derives the relationship such that the lower the service capacity is, the smaller the external threat of customer impatience o the inventory will be. The analysis of the impatience of the consumer in this scenario is not dependent on the organization's functionality but the client as an individual. 
Customers with problematic behaviors, to a large extent, affect the working relationship of the customer service employee. Customer satisfaction demands that the service employees be polite and meek in their approach of the consumer, to ensure higher levels on consumer satisfaction. In the scenario of problematic customers, this task proves daunting to service employees. Abusive and unreasonably demanding clients instill emotional states in the service employees which are highlights of behaviors that predict retaliatory tendencies from the service employees. The service employees develop irrational feelings in terms of emotional dissonance, emotional exhaustion and adverse emotional reactions which mediate from the customer's unfortunate habits (Kumar Madupalli & Poddar, 2014). As a result, this alters the wellbeing of the service employees, and their promotional drive to meet employee satisfaction is thwarted. The service employees tend to retaliate against these brands of clients.
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