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Task 1

A. Define each of the following:

1. Customer service – Customer service refers to the practice of taking care of the needs of a client through the provision and delivery of professional, high quality, and useful service before, during, and after the desires of the customers are met (Cook, 2017). Therefore, an essential aspect in customer service is satisfying the needs of the customers while creating good relations with them. 
2. Internal and external customers –Internal customers are the staff who are working within a firm and require help from other individuals or departments to get their work done (Cook, 2017). Therefore, they are connected to a particular organization. A person who is on an organization's payroll is an internal customer. External customers, on the other hand, are those who pay for products or services provided and do not have direct connection with a company. They, therefore, may shift allegiance to another company if they don't like a specific companies products or services.
3. Customer charters- A customer charter refers to a code of practice or a set of standards, which explains to the client the expected levels or standards of service, the action to take in cases where the services or products are substandard and ways of making contact in case of a concern (Cook, 2017). It, therefore, establishes the regulations that center around customer service and conveys the expected standards to both the clients and employees.
4. Policies on handling complain. They include the rules and regulations that a firm follows in case an issue arises. The procedures thus act to assure clients their feedback is valued and that the organization is dedicated to resolving their complaints in a timely, fair, and efficient way. 
5. Quality rating systems. It is a system that rates the level of standards. It offers a basis for creating strong standards and systems that ensure quality is achieved within organizations and systems.
6. Customer protection. Customer protection refers to a set of laws, which are developed to promote consumer rights and ensure there are fair trade, competition, and correct information within the market. The regulations, on the one hand, protect consumers. On the other hand, they protect legit businesses from those businesses, which engage in unfair practices that may lead to a company gaining a competitive advantage.
7. Customer representation. A customer representative is a person who has the authority to represent a population that intends to buy a product. It is mostly used to refer to a business representative or proxy who has a close working relationship with a producer to ensure a product meets the needs of a customer. 
8. Customer redress. Customer redress is the internal procedures for complaints management whereby clients pursue compensation or rectification of the problems, which happen during transactions (Cook, 2017). It is the action that is taken to fix an issue or payback for damages caused or unmet standards,
9. Organizational chart. It refers to a diagram, which graphically shows the relations between company officials (Stein & Ramaseshan, 2016). It also shows the connections of different departments within an organization. It further show the relations of one function to another in a company. The charts, therefore, shows the structure of a business and may be used for purposes of management. 
10. Principles of customer service in an organization. These are the values of the client's service within an organization. Building excellent relationships with customers are essential to good customer service. For instance, an organization can thank its customers and get feedback from them to create a positive and helpful environment between them.
11. Market research for customer service strategies. It includes researching on the standards of care and service, which a company offers its customers and sets the requirements for meeting those standards. It includes a company researching to understand its customers, assesses the competitors, tracking customer satisfaction, and looking at the areas that need improvement to enhance the customer service strategies as per the research. 
12. Different data collection methods. Data collection refers to the process of collecting and measuring information on variables of interest in a recognized methodical style, which enables a person or organization to answer stated questions, test hypotheses, and assess outcomes. There are different data collection methods, such as surveys, interviews, and questionnaires, among others. 
13. Market segmentation. It is the process of dividing a market of prospects into segments centered on distinct characteristics (Jobber & Ellis-Chadwick, 2012). The groups or segments are comprised of clients who will respond similarly to strategies in marketing and who have similar traits such as locations, needs, gender, or age. 
14. Observation of customer reaction and behavior. It refers to figuring out the reaction or behaviors of clients based on the services or products that they buy. Different factors, including personal such as lifestyle, psychological such as motivation and social such as role, may influence customer reaction and behavior. 
15. Communication skills and technologies used in customer service. Communication skills are the ability to share information effectively and efficiently with another. Customer service involves satisfying customer needs while building strong relationships. Therefore excellent customer service is about having great communication skills and technologies. Technology helps in efficiently handling customer service by increasing interaction speeds. The message conveyed to the customers should be clear and efficient.
16. Customer complaints. It refers to an expression of dissatisfaction on behalf of a client to a responsible party. It details the unmet expectations from the customers' perspective. An example of a customer complaint includes a product not meeting the required standards.
17. Resolve customer complaints. It refers to the handling of the complaints from the customers and finding solutions to the problems. 
18. Diverse customer needs and requirements. These are the different necessities that each customer may have with regards to their choice of products and services. Different customers have different preferences and choices.
19. Customer loyalty. It is the consequence of constant positive emotional experience and supposed value of an experience of a product or service from the customers' perspective (Stein & Ramaseshan, 2016). A customer who is satisfied with the products or services of a company will be loyal to that brand, and the vice versa is true.  
20. Effective framework in customer care. Customer care is the practice of taking care of the needs of the clients through the provision and delivery of professional and high-quality services. It involves meeting a client's needs. An effective framework in customer care consists of an agenda that champions for the client's needs. It consists of a framework that ensures customers' needs are satisfied, and a healthy relationship is built between a company and its clients.

B. Evaluate the principles and practice of customer service in a range of public, private and voluntary environments

The building of good relationships with the clients is a vital principle of customer service, whether in public, private, or voluntary settings. That includes offering quality products and services that meet the customers' expectations, listening to their complaints, and resolving the issues raised by the customers (Scout, 2011). Personalization is an important principle and practice of customer service in various environments. Real people do excellent customer service jobs when compared to robots. That human touch and personalized interactions are an essential practice of customer service. While interacting with the customers, the customer representative must be competent and understand the products well. The more knowledge a representative has about a product, the easier it will be for them to advise a customer and offer solutions when necessary. Convenience is another critical element of customer service. A business should ensure the most used channels are available for communication. Proactivity is also important. For example, when a website experiences downtime, a company can inform its customers well in advance before they find out themselves.
Task 2

A. Explain the principles underpinning customer service in a range of organizations

Customer service principles

There are various customer service principles, including personalization, competency, convenience, and proactivity (Baran et al., 2008). Personalization involves bringing the human touch to the service. Real people do an excellent customer service job as opposed to computers or robots due to the flexibility of a human being. Personalization makes the client feels the company values them. Competency is the knowledge that a customer representative has regarding a company's products. Clients will always feel satisfied when they engage with representatives who understand the products well. Competency enables a representative to address a client's issues whenever they arise. Additionally, one can make the value of a product known to a client if they know that product. Convenience refers to offering suitable communication channels to the customers. A business should, therefore, integrate convenient channels to ensure customers can engage with a company as much as possible. Proactivity means reaching out to the customers whenever there are problems. For example, when a company's website has issues, the company can reach out to its customers and explain that the issue will be resolved as soon as possible.

Domestic organizations

Domestic organizations are those formed under the laws of the respective state. The principles underpinning customer service in these organizations include honesty, proactivity, competency, personalization. Honesty is an essential aspect of customer service. When an agent is not sure about a question that has been asked by a client, they must let the client know that they will get back to them when they get that information. Honesty is important instead of giving a wrong answer than trying to redeem the image of an organization later. That raises the issue of competency, which is vital in the customer service sector. Knowledge of a product is fundamental as customer service involves interactions with clients. Domestic organizations should personalize their services to ensure there is the human touch when clients are interacting with the organization. A domestic organization should also be proactive, as that shows they are trustworthy and responsible (Baran et al., 2008). Customers will always appreciate when they are informed of an issue whenever it arises.

Global organizations

Global organizations are those that are established under international laws. They are multinationations and have operations in different countries. The principles underpinning customer service in such organizations include personalization, honesty, competency, and convenience (Baran et al., 2008). Personalization is whereby humans, rather than programmed computers, address concerns of the customers. Global organizations have diverse customers, and hence, it is essential to have humans address the concerns since they are flexible and can adapt to people of different cultures. Being honest with the clients is also vital. Telling the customers of the contents and availability of a product is necessary for the international customers to develop the trust with the organizations. A company should also provide convenient channels of communication to be in line with the various customers in different parts of the world. The company should also have competent representatives who, when interacting with the customers, have the product knowledge, and do not misrepresent a company.

Internal customers

Internal customers are the stakeholders who are working within an organization and require help from other individuals or departments to get their work done. The principles underpinning customer service in internal customers include support customers as a team, personalization, honesty, and speed. As internal customers, colleagues should work together as a team towards attaining the vision and objectives of the company. The team should assist one another when necessary. Honesty, both within and to external customers, is also essential. Internal customers should strive to convey the correct information as much as possible. Speed is also of the essence in customer service. Customer's concerns and feedback should be handled in the shortest time possible to ensure they do not lose interest in a particular matter and remain satisfied in how serious their complaints are handled. Personalization is the use of humans instead of robots when dealing with customers. When internal customers uphold these principles, the company's customer service will be excellent.

External customers

External customers are those who pay for products or services provided and do not have any direct connection with a company. These customers will feel valued when their issues are handled professionally by competent professionals, at their convenience and at a reasonable time. External customers want to feel valued and important to a company. Therefore, when their issues and feedback are given priority and handled within reasonable timescales, then they will feel they are important. Competency in the people managing their concerns is also another critical aspect that can satisfy the clients and create a good relationship with them. Therefore, the customer representatives should have adequate knowledge of a company's product to tackle all the concerns raised correctly. Convenience is another essential element in external customers. Businesses should have different communication channels that are convenient to clients. For example, if the clients prefer communicating through live chats, a company should organize to have a representative on standby to handle the issues as they arise. That way, customers will feel valued, and good relationships will be created.

Corporate customers

Corporate customers, just like other customers, are essential to a business because they bring in big business to a company so long as their needs are met. An organization should, therefore, be honest with them, listen to their feedback, be proactive because they are also in business, and have competent customer representatives to handle their issues. Honesty is vital when dealing with corporate customers. If an organization knows that they cannot deliver some products or services within a particular time, then it is crucial when they are honest with their customers. They should also listen to their feedback and make adjustments where necessary. Being proactive means that an organization is always ahead and informs its customers when there is an issue. Getting information first hand from a service provider is better than hearing it on the news. Corporate customers require competent representatives who understand what the customers are all about. A company should invest in training its representatives to ensure they are skilled and can handle corporate clients. Satisfaction comes when the needs are met, and that creates a good relationship between a company and its clients.

Individual customers

Individual customers are as crucial to a business as the other customers. Principles underpinning customer service in individual customers include personalization, proactivity, listening to their feedback, and being friendly to them. Individual clients have opinions, and it is important that their feedback is taken seriously and acted on by the concerned company. An organization should also have personalized services such that humans handle individual customer's concerns as opposed to computerized systems. A company should also be proactive and inform its customers of any changes or difficulties that it faces. It should not wait for such news to reach the customers through other means. When a company and its representatives uphold these principles, then the individual customers will feel they are essential to the company. They will feel that their concerns are addressed, and hence, their needs are satisfied. A company will, therefore, have a healthy relationship with its clients.

Organizations providing products

Organizations that provide products should be proactive, have speed, and be honest when handling customers' concerns. In case there are some concerns regarding their products, they should be first at informing their clients of the facts about the product. They should be honest when conveying the message to the clients to avoid future embarrassments as a result of lying to gain an edge over its competitors. Speed is crucial when dealing with customer concerns and feedback. Delays may lead to the customers moving to other brands, and it may be challenging to bring them back on board. When these elements are addressed, the customers will feel valued by an organization and will remain loyal to the brand. The business will also be building a good relationship with the clients when it addresses its clients' concerns promptly and takes their feedback seriously. The right products will ensure a company retains its clients and attracts more clients.

Organizations providing services

Organizations providing services to the clients should ensure their services are of the highest quality and meet the minimum required standards. The principles underpinning customer service in such organizations include personalization, competency, and listening to customers' feedback. Service provision is all about the feedback that a business gets from its customers. The services offered should be in line with what the customers want. When feedback is taken seriously by a company and improvements are done, then a business will maintain its customers because they will be more satisfied. The service provider should also be competent to provide the services. Feedback will not matter if the service provider is not skilled enough to deliver the required services. Personalization, in this case, comes in the sense that each client is handled the way they want and service provided as per their requirements. When these elements are put into action by a company, then the clients will be satisfied, and the company will have good relationships with the customers.

B. Evaluate how organizational policies and industry-specific quality assurance systems can enhance customer service, to include;

Customer charters

A customer charter refers to a code of practice or a set of standards, which sets out to the client the expected levels or standards of service, the action to take in cases where the services are not to the expected standards, and ways of making contact (Cook, 2017). Customer service revolves around satisfying the needs of the customers while building relationships. Customer charter enhances customer service since it outlines to the customers the minimum standards of products or services that they should expect. The charter goes further to explain the cause of action in case the outlined standards are not met. Additionally, it explains to the customers the ways of making contact with the relevant departments within the company. These mechanisms or sets of standards are aimed at ensuring the customer is satisfied with a company's products and services, and in case they are not satisfied, the ways of channeling their complaints have been outlined. It builds a good relationship between a business and its customers.

Policies on handling complaints

The policies on handling complaints act to assure clients that their feedback is valued and that the organization is dedicated to resolving their complaints in a timely, fair, and efficient way. These policies enhance customer service in that they ensure that a customer is satisfied with either the products or services that they have received. In case they are not, they are encouraged to channel their complaints to the business following they laid down procedures. The policies are meant to assure them that their issues will be handled professionally, fairly, and within the stipulated timelines. They also guarantee a client that their complaints can be addressed even after buying a product; it doesn't stop before the product is purchased. When feedback is encouraged by an organization, a customer will feel valued because the possibility of their needs being met will increase. When needs are met, a relationship is built between the company and the clients. Clients who are satisfied tend to be more loyal to a particular brand.

Relevant quality rating/assurance systems

Suitable quality rating systems are those, which ensure the standards of a product or service are maintained. They alert the manufacturer whenever the standards go below the set levels. They enhance customer service in that the system ensures that the minimum set standards are achieved during the production process of a product. It also ensures that the needs of the clients are met through the provision of professional and high-quality services and products. When the customer expected standards of a product are met continuously, the two entities, that is, the business and the customers, build a strong and long-lasting relationship. Customer service, which includes satisfying the needs of the customers while building lasting relationships with them, is enhanced when the relevant quality rating or assurance systems are functioning as required. A company should, therefore, have the quality assurance systems that are operating efficiently to ensure the minimum standards are met and customers are satisfied.
Task 3

C. Summarize key elements of consumer legislation for an industry-specific area in Ireland, to include a comparative look at similar legislation in another country. Since the UK is already mentioned in the course notes, please provide an alternative country.

Ireland has the Consumer Protection Act 2007, which protects consumers in various ways. The protection includes codes of practice for traders; it ensures they comply with consumer legislation and has a set of enforcement measures. Under this act, traders must uphold integrity, and it is a crime to make false or deceptive claims about a product, service, or their prices. Additionally, the sell of a product or service that has a misleading description is an offense. The act protects consumers from misleading ads or prohibited practices that may influence a consumer's decision to purchase a product or service. Consumers' protection further increased in 2014 with the legislation and passing of the Consumer Rights Directive. Under the directive, consumers are protected when they enter into on or off-premises contracts as well as the distance contracts with web traders in Ireland and other EU countries. Consumers are protected from digital purchases in that they must be informed of the compatibility of digital content with software and hardware. They are also provided with more precise information on the costs of returning unwanted goods, among other benefits.  

Canada has a Consumer Product Safety Act that was enacted in 2011. The act is similar to the consumer protection act in Ireland that protects consumers from unscrupulous traders. Under this act, traders are not allowed to sell unsafe products. A key element in the law is that no one is allowed to manufacture, import, sell, or advertise consumer products that do not pass the set standards and pose health dangers to the consumers. The law also directs traders and consumers to keep records of their purchases and sales so that in cases where a product is found to be unsafe, it can be traced to its origin. Consumers should report incidences where they find a product to be dangerous for consumption. Just like the act in Ireland, traders in Canada are required to uphold integrity and must provide accurate information about a product in the product description. It is an offense to mislead consumers into purchasing a product as a result of false information on a product.

A. Describe the formal processes and associated organizations or bodies available to customers seeking protection, representation, and redress
In Ireland, there is a formal process that is available to customers seeking protection, representation, and redress. The first step is to understand your rights as a consumer, and the options that are available in case a right has been violated. Before starting the process, it is essential to document all the supporting documents. The next step is acting quickly and adhering to all the timelines that are stipulated by the law. The next step is understanding who to address the issue to. After that, a customer may make a formal complaint or request seeking protection, representation, or redress. It is necessary to keep following up on the matter to ensure that it is being attended to by the relevant authority In Canada, consumers are required to follow three steps when filing a complaint. The first step is checking the consumer laws. The next step is writing a complaint letter to the business. The final step is submitting a complaint to the ministry. The time involved in making a formal complaint varies depending on the nature of the complaint. Some may take a short time, while others may take a longer time before an issue is fully resolved. 

Different organizations assist consumers when they are seeking protection, representation, or redress. For instance, the Competition and Consumer Protection Commission in Ireland is tasked with handling such matters. The commission has outlined formal procedures that must be followed by a consumer when they have an issue that they want to file with the commission. In Canada, complaints are filed with the consumer protection Ontario. They have outlined the processes for filing a complaint. Different countries have different bodies that have been set up by law to address consumer plaints. Procedures for consumers to seek protection, representation, and redress, therefore, differ from one country to another. However, the principles guiding consumer protection are almost similar in all nations. The objective of the different bodies is for consumers to have a straightforward process of filing an issue whenever it arises.
Task 4

A. Construct an organizational chart for two different types of organizations, to include identification of personnel with responsibility for customer service. Provide text as well as the chart to describe responsibility.
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Figure 1: Customer sevice organizational chart for organization x
Figure 1 shows the organizational chart for organization x. The customer service department is led by the Manager Customer Support who coordinates all the functions of the department. Under the manager there are the Call center, On site support and Ticket issue support.Customer support assistants work under the three levels below the manager. They work is to attend to the clients in different capacities. For instance, ticket issue support is tasked with issuing tickets while the call center receives calls from the clients and advice them. 
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Figure 2: Customer service organization chart for organization y
Figure 2 shows customer service organizational chart for organization y. Customer service is a big department that has different functions. In this organization, the department has a planning and strategy team, quality assuarance team, complaint management team, customer care unit, coordinator, and training and development team. The coordinator coordinates all the functions of the department to ensure everything goes as planned. Training and development team is tasked with training the customer representatives to ensure that they are competent to interact with the customers. Customer care department is tasked with interacting with the clients and recording their issues including feedback, complaints and compliments among others. The complaints management team handles the complaints that have been raised by the customers. Quality assurance team ensures the department’s quality assuarance standards are met. That includes the quality of communication from the team to the customers. Strategy and planning team plans the activities of the team and comes up with strategies for engaging customers.
B. Explain how market research can 

Assist development of customer service strategies

Customer service strategies refer to the standards of care and service, which a firm offers its customers and sets the requirements for meeting those standards. The plan plays a significant role in creating client satisfaction and assists in retaining loyal customers and increases repeat business. Market research helps an organization to understand its customers and their needs and preferences. Once the needs of the customers are understood, it becomes easier for a company to develop the standards of care and service that the clients will be offered. The standards are developed based on the needs of the customers. With the measures in place, a company can set the requirements for meeting them. That included putting in place quality rating systems that check the standard of care and service that is provided to the customers. When the customer service strategies are in line with the needs of the customers, the customers will feel satisfied, remain loyal to the brand, and the repeat sales will increase.

Use of primary and secondary data

Market research refers to the act of gathering information about the needs and preferences of the customers. Primary data is that which a researcher collects from first-hand sources. Its collection can be through interviews, surveys, or observations, among others. Secondary data, on the other hand, is that which is collected by another person other than the user. It may include data from government departments or other research. Market research can use primary data to get first-hand information from the customers. Customers can be interviewed on their needs and preferences so that a company offers its services or produces its products based on those needs. Primary data is critical when doing market research because it provides original information from the customers. Therefore, a company can never go wrong with the requirements and preferences of its clients. Market research can also use secondary data to get the general picture of the characteristics of a market. For example, a newspaper article or a government website can provide information on the type of products that a particular population prefers. The advantage of this method is it saves on the expenses.

Use different data collection methods

Market research refers to the act of gathering information about the needs and preferences of the customers. There are various methods of data collection, including interviews, surveys, questionnaires, observation, and case studies, among others. The method to use is dependent on the type of research that a researcher is carrying out. For instance, in market research that aims at determining the needs and preferences of customers, a company can decide to collect first-hand information from its customers. That can include collecting the data through interviews, surveys, or sending out questionnaires to the specific customers for them to fill and submit back. A company can also decide to save on the expenses and collect data from secondary sources. That includes gathering information from newspaper articles, government websites, and published academic papers, among others. It depends on what exactly the company wants. If it is to get specific ideas, then primary research is essential, but if it is to get the general market needs, then secondary research can work.

Use of market segmentation

Market segmentation is the practice of dividing a market of possible clients into segments; customers with similar characteristics are placed in a group. Therefore, the segments are based on those consumers who will respond similarly to a company's marketing strategies. Market research is critical as it helps a researcher to identify the characteristics of its customers, group them, and employ marketing strategies that fit their characteristics. Market research is the only way of identifying the characteristics of various groups within the market. The information collected through market research is critical since once the market has been segmented based on that information, a company finds it easy to reach its customers with specific preferences and needs. It, therefore, uses its resources efficiently to serve its consumers. Both primary and secondary data can be used to segment a market. The bottom line is identifying the features of a particular population, then grouping them.

Observe customer reaction and behavior

Market research can help in identifying customer reaction and their buying behavior. The study can assist a business to find out about the population that buys the products or services of a company. That includes the customer's attitudes towards consumerism, their purchasing patterns, beliefs, and behaviors. With that information, which comes from the market research, a business can develop mechanisms of convincing the customers to buy its products or services. The information is essential for a business because it enables it to understand the real customers and those people who do not make the purchases. It also helps in identifying customer behavior and preferences. Understanding purchasing and consumer behavior enable marketers to develop their strategies based on the behaviors and reaction of consumers. A business can also understand what motivates or influences the purchasing decisions of consumers. It thus becomes easier to develop strategies that will impact the decisions of the customers.

C. Research and design a comment form, survey, questionnaire, and focus group to measure customer satisfaction

Survey to measure customer satisfaction

This methodology studies the sampling of individuals from a population and related methods of survey collection of data. It may include the filling of questionnaires. For this paper, survey questions will be asked based on product usage, demographics, and satisfaction scale. 

Product Usage

Customer satisfaction can be understood based on how the customers think of a product and their use of the same. The product usage survey also helps a company in making improvements to a product based on the needs of the customer.

1. How frequent is your usage of this product or service?
2. Does the product meet your expectations?
3. Does the product satisfy your needs?
4. What do you like most about the product?
5. What improvements would you wish to see in the product?

Demographics

Demographics are an essential aspect of surveying customer satisfaction because they help an organization to segment customers. Some of the demographic questions may include;

1. How old are you?
2. Where do you live?
3. What is your employment status?
Satisfaction scale

The satisfaction scale enables a business to get feedback from the customers regarding the products or services that it offers. The satisfaction scale question includes;

1. On a scale of 1 to 10, with one being the least satisfied and ten being the most satisfied, how satisfied are you with our products?

Questionnaire to measure customer satisfaction

A questionnaire refers to a set of written questions with multiple choices, which is developed for this study. Below are some of the questions that may be asked to test the satisfaction of the customers.

1. How likely would you recommend this organization to friends or family?

Most Likely: Likely; Not at all

2. How satisfied or dissatisfied are you with this product?

Very satisfied; somewhat satisfied; neither satisfied nor dissatisfied; somewhat dissatisfied; very dissatisfied.

3. How would you describe our products?

Reliable; High quality; Value for money; Unique; Overpriced; needs significant improvements; poor quality; unreliable.

4. How well do our products meet your needs?

Extremely well; very well; somewhat well; not so well; not at all.

5. How would you rate the quality of the products?

Very high quality; high quality; neither high nor low quality; low quality; very low quality.

6. How would you rate the value for money for the product?

Excellent; above average; average; below average; poor.

Focus group to measure customer satisfaction

A focus group refers to a gathering of specifically chosen individuals who take part in a planned discussion, which aims at eliciting the perception of the consumers about a particular subject, in this case, a product or service. Below are some of the questions that can be asked in a focus group to gauge customer satisfaction of a particular product or service.

1. Today we are discussing about this product. What are you're feeling about the product?
2. What do you know about the product, and what would you like to learn about it?
3. What is your favorite feature of this product, and why?
4. What are your concerns when you are using the product?
5. How would you expect the product to be improved, or what features of the product would you like to be improved?
6. Would you recommend others to use the product?
7. What positive experiences or outcomes have you experienced as a result of using this product?

A comment form to measure customer satisfaction

A comment form is a way that a company obtains feedback from the customers. The feedback helps in improving a business's products and services. It is an economical and efficient way of understanding what the customers think of the products. A comment form is a feedback form where the business asks questions, and the customers are required to fill them based on how they feel about the products or services that are offered by the business. The questions may be similar to the questions asked in surveys or questionnaires. For example, customers may be asked to rate a product based on how they feel about it. The question can also ask the customers to state the areas where they want the product to be improved as per their needs.
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