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Abstract
Creating a positive consumer experience (satisfaction) is the critical element in retaining and attracting potential consumers. The study at hand attempts to establish the relationship between the independent variable "customer satisfaction" and quality of communication in the case of Makkah Water Company (SAFA). The research aims to determine how different communication approaches have impacted on its efforts to ensure consumer satisfaction and loyalty to drive sales and improve profitability. Proposals will be aimed at improving the language of communication between the company and its customers under total quality standards and strengthen the quality lacking through the application of TQM factors used as dependent variables in this research such as continuous improvement, information technology, management of process quality, and Quality data reporting and benchmarking. A several emphases will be on the elements of consumer satisfaction and efficiency in communication which are attached to the likelihood of becoming a repeat consumer and an advocate for the company product. Taking into consideration the hypothesizes to be tested. It will impose the relationship between the customer satisfaction as an independent variable and the four dependent variables has been mentioned above. The approach of this study will be quantitative. with descriptive analysis. be composed of questionnaire as collecting data tool. By Using the random sampling method, the population of interest will include a sample of 100 females or males’ customers selected through convenience. Finally, the data will be analyzed by statistical measurement such as SPSS and ANOVA programs to summarize and find the relationship between the variables. 
1.0: Introduction
Makkah Water Company is a Saudi Arabian water company and a subsidiary of Binzomah Group. The company was formed in 1976 with a mission to supply clean bottled drinking water to all Saudi regions’ residents at a relatively affordable cost (Binzomah Group). According to Abushammal et al., (2017), pure drinking water is a significant challenge in Saudi Arabia since the country experiences an arid/semiarid climate. Due to this challenge, numerous companies have ventured into the water industry by providing the community with bottled clean water. Makkah Water Company is among these companies and whose bottled water complies with the minimum thresholds set by the United States Environmental Protection Agency (EPA), WHO and the Saudi Standards, Metrology and Quality Organization (SASO) (Al-Zahrani& Abdel-Magid, 2017). 
1.1: Problem Statement
Despite providing quality water to the residents of Saudi Arabia, Makkah Water Company faces the challenge of effectively managing its communication channels. The company offers little or no attention to customer feedback on suggestions, opinions or complains, especially regarding service. It seems the company categorizes customer satisfaction measurement as a form of “artificial intelligence” instead of using it as a management tool to apply customer feedback in their quality improvement processes and increase customer satisfaction (Stanciu et al., 2016).
Makkah Water Company focuses on the quality of its product and meeting the required quality standards and gauges its success by comparing with rival companies. What the company forgets is to give enough attention to the quality of customer satisfaction (Hill & Alexander, 2017). Customer complaints, especially in after-sales services like distribution and delivery, have consistently been ignored by the company staff. There is a communication gap established between the customers and the company.
Often companies are very keen in monitoring the cost of providing the right product, but rarely seem to understand the value of giving bad service. 
1.2 Purpose of the Study
The main aim of this research will be to assess the customer satisfaction by total quality management practices at Makkah Water Company. It aims to establish the communication channels between the company and customers, levels of interaction with customers and information exchange, and how it impacts on overall consumer satisfaction levels. Also, the research will explore the challenges faced by the various players and provide recommendations on quality communication for company prosperity. 
1.3 Research Question/Hypothesis

To realize the general objective, the focus of the study shall be conducted using the following specific research questions:
1. How continuous improvement bring to SAFA’s customers a satisfaction?
2. How is information technology used to assure the customers satisfaction?
3. How do management of process quality outcomes lead to customers satisfaction?
4. How can quality data reporting and benchmarking effect customers satisfaction?
As part of this study, investigation included one research hypothesis:

1- There is a strong interaction between the company and customers satisfaction
2- There is a relationship between continuous improvement and customers satisfaction
3- There is a good relationship between information technology and customers satisfaction
4- There is a significant relationship between management of process quality and customers satisfaction
5- There is a positive relationship between quality data reporting and benchmarking and customers satisfaction

2.0 Literature Review
A. Customer Satisfaction 
Customer satisfaction can be described as the performance of a company’s products or services concerning the perceived expectation of a customer. It is, therefore, the number of customers or the proportion of total customers whose experience with an organization, its products and its services exceed specific customer satisfaction targets (Ismail &Yunan, 2016). Measuring customer satisfaction levels have primarily been identified as a handy tool in managing and monitoring business operation. Customer satisfaction is the critical determinant of the likelihood of a customer purchasing in the future. A satisfied customer will quickly become a repeat customer as well as an advocate, if enthusiastic about the company, its products or services. It is therefore essential to ensure customers’ expectations are met to enhance customer loyalty.
Researchers categorize satisfaction as either active or cognitive state. Satisfaction is cognitive when customer tends to evaluate service performance by using calculative attributes like the benefit they have received and how many sacrifices they have paid. If customers perceive to have gained more than they paid, they will be satisfied. On the other hand, satisfaction is defined as an active state because product or service performance includes customer emotions and feelings (Hill & Alexander, 2017). According to the active state thought, customer satisfaction is influenced by many factors other than the benefit and sacrifice paid. Qualitative aspects such as the relationship with the service provider, atmosphere of the shop or facility, after-sale services and timely response to queries and complaints play a significant role in attaining customer satisfaction.
B. Continuous Improvement 
Plenert, (2012), analyzed the benefits of continuous improvements in an organization. Making customer satisfaction the core value of business creates a competitive advantage in the marketplace. The quality of services is also improved because of continuous improvement. Workers are told to give their own ideas on how to make better services. As service providers compete for customers, continuous improvements the key differentiator and therefore determines who succeeds in these cut-throat environments. By offering exceptional customer experiences, service providers create an environment where satisfaction is high, and customer references are in plenty, hence the key to attracting new customers. continuous improvements bring the Response time element also to becomes faster increasing the number of clients that can be served at a particular time. 
C. Information Technology
As noted by Kasiri et al., (2017), There’s no better feeling than for a customer to have expectations exceeded. Information technology set expectations of customers high. No business is immune to unhappy customers. In fact, even companies with the best customer service in the world will still lose up to 9% of their customers to competitors. Information technology provides customer feedback. Information technology strongly ensures customer loyalty and significantly builds customer loyalty as it strives to empower and educate customers and also invests in a self-service support channel. moreover, it provides an interactive platform to customers to share their grievances and have their needs attended toon time and concisely. at the end, IT sets the stage for a two-way communication effort. 
D. Management of Process Quality 
[bookmark: _GoBack]According to Ismail &Yunan (2016), management of process quality is an aspect needed to support the communication among the organizational members regarding TQM related issues. Communication is a thrust for TQM to be properly executed. Through effective communication, data related to quality management in general and customer management in specific, can be gathered and analyzed for the purpose of designing plans, implementing control, or taking appropriate corrective action. As a result, any highlighted issues related to the customers can be effectively resolved. For instance, Researches have revealed that price is not the main reason why customers run away (Ismail &Yunan, 2016) but because of the overall poor quality of product or customer service. Significant measures should be undertaken in tracking customer satisfaction to ensure customer expectations are met and therefore reduce the rate of customer turnover.
E. Quality of Reporting and Benchmarking 
The difference between the times a customer is ready to receive a product or service and the time he or she evaluate the service or product. It is essential to eliminate bad reputation by measuring customer satisfaction continuously and taking corrective actions in case negative changes are detected (Kasiri et al., 2017).  data collected on customers should be properly and speedily communicated to the design and engineering department for them to design products that not only best match with but exceed customer expectations. It costs less to retain customers than to lure new ones. 

3.0 Methodology
This section addresses the research design of the study, the population of interest, the data collection and data analysis methods to be employed in the study (Quinlan et al., 2019).
3.1 Research Design
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]This research will apply the prescriptive analysis form of research in an attempt to describe the relationship between Makkah Water Company’s customer satisfaction levels under practicing total quality management standards. The method that will be used in the research will include both primary & secondary data. Primary data from respondents will be collected from an online survey and personal interview method. Participants will be required to rate the quantitative aspect to come up with statistical figures that will make data analysis easier to conduct. Secondary data will be collected from journal articles, websites, and reports 
3.2 Sampling
The study will be located in Jeddah, where the company's head office is located. By Using the random sampling method, the population of interest will include a sample of 100 females or males’ customers selected through convenience.
3.3 Instrumentations
This study will rely on primary data source by two administering simple. First, structured closed questionnaire through online methods. Second, Face -to -face interviews. 

Instrument #1 Questionnaire
The choice of the structured questionnaire is due to its ease of administration, analysis and timesaving. The questionnaire tool is most appropriate since a quantitative data capture is a necessity and can only be obtained directly from the respondents. Close-ended questions in the questionnaire will be used to standardize and quantify responses from the research. 
Instrument #2 Face -to -Face Interviews 
This method enables to acquire factual information, consumer evaluations, attitudes, preferences and other information coming out during the conversation with the respondent. Have a distinct advantage to establish rapport with potential participants and therefor gain their cooperation.
3.4 Data Analysis
This involves reducing accumulated data to manageable levels, developing summaries, looking for patterns and applying statistical techniques. Data collected from the field by survey and interview will be checked for consistency, completeness and usefulness. Research data testing will involve Cronbach alpha sample of SPSS. what considered to be a measure of internal consistency and how closely related a set of items are as a group. Then ANOVA as statistical technique which can compare these three treatment samples and depict how different these samples are from one another will be used to analyzing the data. The findings of the research will be presented in written form with the addition of data charts or graphs to represent the information derived from the data collected. Tables, Pie charts, network charts, Bar or line graphs are essential tools used to illustrate quantitative data in a more transparent and easily understandable way.
Discussion

A lot of market researchers agree with the fact that even “satisfied customers” can defect if there is no effort on the company side to create a lasting relationship with customers. Therefore, this study attempts to establish the impact of ineffective communication concerns in building customer satisfaction and loyalty. Meeting customer needs is critical in attracting, retaining and creating customer loyalty which subsequently results in enhanced profitability in today’s highly competitive market. 
The study will be of great importance to the following groups;
1. Business entities may use information from the study to understand the need for consumer satisfaction and implement total quality management standards and interaction with customers to gain a competitive edge over their peers.
2. Meanwhile, consumers can use the findings of the study to their advantage in ensuring they get value for their money.
3. Future Academicians and Scholars may use the study as reference material while conducting their research on a related topic or gain more knowledge on the subject.
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