


1.1 INTRODUCTION AND BACKGROUND ABOUT THE STUDY
Customer satisfaction is an important factor that determines the success and growth of any business. It refers to how well a product or service meets the expectations and needs of customers. When customers are satisfied, they are more likely to continue purchasing, recommend the business to others, and maintain a long-term relationship with the organisation. High customer satisfaction helps build trust and creates a positive image in the market. In today’s competitive business environment, customers have many options to choose from. They compare quality, price, service, and overall experience before making a purchase. If a business fails to satisfy customers, they may easily switch to another brand. Therefore, organisations must constantly focus on understanding customer needs and improving their products and services. Customer satisfaction has become a key measure for evaluating business performance.
Customer satisfaction is influenced by several factors such as product quality, pricing, availability, service quality, staff behaviour, and after-sales support. Even a small issue in any of these areas can affect the customer’s experience. When customers feel that they receive value for money and proper attention, they develop confidence in the business. Studying customer satisfaction helps organisations identify what customers like and where improvements are required. Regular assessment of customer satisfaction also helps businesses respond to changing customer expectations. Customer needs may change over time due to market trends, competition, or lifestyle changes. By analysing customer feedback, organisations can make necessary changes and improve their offerings. This not only helps retain existing customers but also attracts new ones through positive word-of-mouth.
The present study focuses on understanding the level of customer satisfaction at MS Woods, Thaliparamba. The study aims to analyse customer opinions regarding product quality, pricing, service, and overall experience. The findings of this study will help the organisation understand customer expectations better and take suitable steps to improve customer satisfaction and business performance.


1.2 NEED FOR THE STUDY
Customer satisfaction plays a major role in deciding whether a business can maintain its customers and grow in the long run. When customers are satisfied with the products and services they receive, they are more likely to return and recommend the business to others. However, customer expectations may change over time due to competition and market conditions, making it important to regularly understand their level of satisfaction. This study is needed to examine how customers of MS Woods, Thaliparamba feel about the quality of products, pricing, and services provided. By identifying areas where customers are satisfied and areas that need improvement, the organisation can take suitable steps to enhance customer experience and strengthen its position in the market.
1.3 RESEARCH PROBLEM
In a competitive market, businesses often face challenges in understanding whether their customers are truly satisfied with the products and services provided. Even when sales are good, customers may still have concerns related to quality, pricing, availability, or service, which may not be clearly known to the organisation. If these concerns are not identified at the right time, customer satisfaction may gradually decline and affect future sales. The main problem of this study is to understand the level of customer satisfaction, identify the factors that influence customer opinions, and examine the areas where improvements are required. The study aims to provide a clear picture of customer experiences and expectations so that suitable steps can be taken to improve overall satisfaction.
1.4 SCOPE OF THE STUDY
This study mainly looks at how customers feel about the products and services provided by MS Woods, Thaliparamba. It covers aspects such as product quality, pricing, service support, availability, and overall customer experience. The study considers only the customers of this organisation and does not include other businesses for comparison. The findings are useful for understanding customer expectations and for improving customer satisfaction in the organisation.
1.5 OBJECTIVES OF THE STUDY
· To assess the overall level of customer satisfaction with MS Woods, Thaliparamba.
· To understand customer opinions about product quality and pricing.
· To examine customer satisfaction with service and support provided by the organisation.
· To identify the factors that influence customer satisfaction and buying decisions.
· To suggest suitable measures for improving customer satisfaction and service quality.
1.6 LIMITATIONS OF THE STUDY
· The study is confined to customers of MS Woods, Thaliparamba, and therefore the results cannot be generalised to other organisations.
· Customer responses are based on personal experiences and opinions, which may differ from one individual to another.
· The number of respondents included in the study is limited, which may affect the overall representation of customer views.
· The study was carried out within a short time period, restricting the collection of more detailed information.











RESEARCH METHODOLOGY
1.7 INTRODUCTION TO RESEARCH METHODOLOGY
Research methodology explains the approach followed to collect, analyse, and interpret data for the study. It provides a clear structure to the research work and helps in achieving the objectives in an organised manner. In this study, the methodology includes the research design, sampling procedure, sources of data, methods of data collection, and tools used for analysis. These methods help in understanding the level of customer satisfaction and identifying the factors that influence customer opinions.
RESEARCH DESIGN AND TYPE OF RESEARCH
The study follows a descriptive research design because it aims to describe customer satisfaction as it exists in the organisation. This type of research helps in understanding customer experiences, opinions, and satisfaction levels related to products and services.
The study mainly uses a quantitative research approach, supported by simple qualitative observations wherever required. The responses collected through questionnaires form the base for analysis.
SAMPLING TECHNIQUE
Sampling technique refers to the method used to select respondents from the total population. For this study, a non-probability sampling technique has been adopted because it is convenient and suitable for reaching customers who are available and willing to participate.
Population of the Study
The population of the study includes all customers who purchase products from MS Woods, Thaliparamba.


Sample Size
A total of 50 customers have been selected as the sample for the study. This sample size is considered adequate to draw simple and meaningful conclusions regarding customer satisfaction.
Sampling Method
The sampling method used in this study is Convenience Sampling, where respondents are selected based on their availability and readiness to provide information.
SOURCES OF DATA
Both primary and secondary sources of data have been used for the study.
Primary Data: Collected directly from customers through structured questionnaires and brief personal interactions.
Secondary Data: Collected from books, journals, websites, previous research studies, and company-related records.
METHODS OF DATA COLLECTION
The main method of data collection is the survey method, using a structured questionnaire containing simple and clear questions related to customer satisfaction. Informal discussions with some customers were also conducted to gain better understanding of their experiences.
TOOLS FOR DATA ANALYSIS
The data collected has been analysed using the following tools:
Percentage Analysis
Tables and Charts
Graphical Representation (Pie charts / Bar diagrams)
These tools help present the data in an easy-to-understand manner and support meaningful interpretation of customer satisfaction levels.
Percentage Analysis 
This is a univariate analysis where the percentage of a particular factor with different categories are calculated, to help one get their fair idea regarding the sample and thereby that of population. The following is the formula,
Percentage of respondent = 		No: of respondents x 100
Total no: of respondent
1.8 PERIOD OF THE STUDY
The study was conducted over a period of 28 days, including data collection, analysis, and interpretation.











2.1  REVIEW OF LITERATURE
Zhao and Liu (2018) explored the impact of online customer satisfaction in the context of e-commerce. Their study focused on how user interface design and website quality directly influence customer satisfaction. The authors used a survey of 500 online shoppers to assess various factors such as website usability, load times, and product information accuracy. The results demonstrated that ease of navigation and information clarity significantly boosted satisfaction levels, with product variety and competitive pricing also contributing positively. The study concluded that an engaging and efficient website is critical for enhancing customer satisfaction, especially in online retail, where consumers often make split-second decisions. They recommended that e-commerce businesses invest in improving website functionality to create better user experiences and improve satisfaction.
Chen, L., & Zhang, M. (2019) In 2019, Chen and Zhang focused on the relationship between service quality and customer satisfaction in the hospitality industry. Through qualitative interviews with both customers and employees across various hotels, the study revealed that service quality was the most important determinant of customer satisfaction. Factors such as responsiveness, empathy, and assurance from hotel staff were highlighted as essential components for improving satisfaction levels. The authors argued that training hotel staff to enhance interpersonal skills and improving service responsiveness could significantly raise customer satisfaction. They suggested that understanding guest expectations and addressing individual needs would lead to higher customer loyalty and positive reviews.
Jiang, H., & Li, W. (2020) examined customer satisfaction in the airline industry by analyzing data from customer surveys and social media feedback. They found that passengers' satisfaction was greatly influenced by in-flight services, such as the quality of meals, entertainment, and seating comfort. Additionally, they identified that flight delays and customer service responsiveness at airports were major sources of dissatisfaction. The study emphasized that airlines should prioritize customer service training, especially in handling complaints and maintaining comfort during flight delays. Airlines were encouraged to integrate real-time service feedback tools, allowing them to address issues immediately and prevent dissatisfaction from escalating.
Singh, R., & Gupta, A. (2020) analyzed customer satisfaction in the context of mobile phone brands in India. They used a mixed-method approach, combining surveys with in-depth interviews, to assess factors that contributed to brand loyalty. Their study highlighted the role of after-sales service and the availability of customer support as major contributors to customer satisfaction. The authors concluded that mobile phone companies should offer more personalized customer support services, such as dedicated helplines and accessible repair centers. A focus on building long-term relationships with customers through loyalty programs and post-purchase care was deemed crucial for ensuring sustained satisfaction.
Ghosh, S., & Kumar, P. (2021) conducted a study in the retail industry, particularly focusing on customer satisfaction in grocery stores. Their research found that product variety, price competitiveness, and staff interaction were key drivers of satisfaction. Additionally, store layout and the overall shopping environment were also considered critical elements in enhancing the customer experience. Their study highlighted the importance of a positive in-store atmosphere and staff-customer interaction. Retailers were advised to focus on improving store aesthetics and customer service to provide a seamless shopping experience, which would ultimately lead to higher levels of customer satisfaction.
Wang, H., & Zhang, T. (2021) studied the impact of environmental sustainability practices on customer satisfaction in the fashion industry. Through customer surveys, they found that consumers increasingly value eco-friendly products and sustainable business practices when making purchasing decisions. Their research indicated that fashion brands that incorporated green initiatives, such as recycling programs and sustainable materials, were more likely to receive positive customer feedback. The authors argued that by aligning brand values with consumer preferences for sustainability, companies could increase their customer satisfaction. They also suggested that transparency about sustainability practices was essential for gaining consumer trust and loyalty in this sector.
Al-Emadi, A., & Nair, K. (2021) In 2021, Al-Emadi and Nair analyzed the effect of customer satisfaction on the financial performance of luxury brands. Using a combination of sales data and customer feedback, they demonstrated that high customer satisfaction directly translated into increased brand loyalty, repeat purchases, and positive word-of-mouth. Their study emphasized that luxury brands must maintain an exclusive, personalized experience for customers, both in-store and online, to enhance satisfaction. Additionally, they stressed the importance of aligning brand messaging with consumer expectations for superior quality and unique experiences.
Mohammad, R., & Zhang, Y. (2022) investigated customer satisfaction in the banking sector, particularly focusing on digital banking services. They found that ease of use, mobile app reliability, and security features were critical in shaping customer satisfaction levels. Customers preferred banks that provided a seamless digital experience with minimal technical glitches. Their study concluded that the banking sector must focus on improving digital platforms, enhancing security measures, and ensuring user-friendly interfaces to keep customers satisfied. They suggested that banks should regularly update their apps to adapt to technological advancements and meet evolving customer needs.
Lee, J., & Choi, S. (2022) explored customer satisfaction in the fast-food industry. They surveyed customers about the factors that influence their satisfaction levels, finding that the quality of food, speed of service, and the cleanliness of the restaurant were key determinants. However, the study also pointed out that the friendliness of the staff and the ambiance of the restaurant were important contributors to an overall positive experience. The study advised fast-food chains to invest in both staff training and restaurant upkeep. By ensuring that employees were courteous and the environment was clean and inviting, they could greatly enhance customer satisfaction and encourage repeat business.
Rani, M., & Kumar, R. (2022) examined customer satisfaction in the context of online food delivery services. Their research highlighted that delivery speed, food quality, and customer service were the primary factors that influenced satisfaction. Additionally, they noted that transparency in delivery times and the ability to track orders were crucial in reducing customer frustration. The authors concluded that to maximize satisfaction, food delivery services should ensure timely deliveries and prioritize customer service training. They also recommended that companies offer greater transparency regarding delivery times and improve communication with customers during the delivery process.

Kar, S., & Sen, B. (2023) researched customer satisfaction in the automotive industry, focusing on car dealerships. Their study found that the salesperson's knowledge, transparency in pricing, and the dealership's reputation were essential to customer satisfaction. They also identified the importance of offering a personalized experience for potential car buyers. The study emphasized that dealerships should invest in training their sales teams to be more knowledgeable and customer-focused. Establishing trust through transparent communication and offering personalized services could significantly enhance satisfaction and drive sales.
Patel, P., & Sharma, R. (2023) investigated customer satisfaction in the insurance industry. Their study found that claim settlement process transparency, the speed of service, and the accessibility of customer support were critical factors influencing satisfaction. Customers were more likely to remain loyal to insurance providers that offered hassle-free claims and accessible communication channels. The study concluded that insurance companies must focus on simplifying their claim processes and offering transparent communication to build customer trust and improve satisfaction. They also suggested introducing self-service options for customers to check their claims' progress.
Zhao, Z., & Li, L. (2023) focused on the role of artificial intelligence (AI) in enhancing customer satisfaction in the retail sector. They found that AI-driven personalized shopping experiences, such as tailored recommendations, were well-received by customers. These personalized interactions increased customer engagement and satisfaction levels. The authors suggested that retailers adopt AI technology to deliver more relevant product suggestions and improve the overall shopping experience. They noted that AI could also streamline customer support, making it more efficient and responsive, which would further enhance satisfaction.
Ali, R., & Hasan, M. (2023) explored customer satisfaction in the telecommunications industry, focusing on mobile network providers. They found that network reliability, speed, and customer support were the primary factors influencing customer satisfaction. Additionally, they observed that pricing and promotional offers played a significant role in shaping customer perceptions. The study concluded that telecom providers should prioritize improving their network infrastructure to ensure consistent service quality. Offering competitive pricing plans and responsive customer service would also contribute to higher levels of customer satisfaction.
Kim, Y., & Lee, D. (2023) examined customer satisfaction in the context of online learning platforms. Their research highlighted that ease of navigation, the quality of content, and the interactivity of learning tools were crucial to customer satisfaction. Students who felt that their learning needs were met were more likely to stay engaged and satisfied with the platform. The study concluded that online learning platforms must invest in user-friendly interfaces and interactive features to enhance the learning experience. Additionally, they recommended offering diverse content options to cater to different learning preferences and improve overall satisfaction.
Nair, P., & Mehta, S. (2024) focused on customer satisfaction in the entertainment industry, particularly movie theaters. They found that seating comfort, sound quality, and the cleanliness of the venue were critical factors in determining satisfaction. Furthermore, they highlighted that movie-goers appreciated personalized services, such as loyalty programs and exclusive previews. The study suggested that cinema chains invest in improving the physical environment of their theaters, such as recliner seating and top-notch sound systems. Offering personalized rewards and memberships was also recommended to increase customer retention and satisfaction.
Cheng, Z., & He, W. (2024) researched customer satisfaction in the online gaming industry, particularly focusing on gamers’ experiences with virtual customer support. Their study found that players valued quick responses, effective solutions, and knowledgeable staff in enhancing satisfaction. They also found that in-game customer support systems and community engagement initiatives were important for maintaining customer loyalty. The authors recommended that game developers invest in improving customer service channels, such as in-game chat support and dedicated helpdesks. By providing a more responsive and supportive environment, gaming companies could improve player retention and overall satisfaction.
Kumar, R., & Singh, A. (2024) investigated customer satisfaction in the luxury hotel industry. Their research found that luxury travelers valued personalized services, attention to detail, and exclusivity. They highlighted that bespoke experiences such as customized room settings and tailored concierge services led to greater customer satisfaction. The authors concluded that luxury hotels must prioritize offering individualized experiences for their guests. By emphasizing exclusivity and providing high-end, personalized services, hotels can significantly enhance their customer satisfaction and encourage repeat business.
Zhang, M., & Wang, X. (2024) studied customer satisfaction in the energy sector, particularly focusing on renewable energy customers. Their research indicated that transparency in billing, the reliability of service, and the environmental benefits of renewable energy were important drivers of customer satisfaction. The study emphasized that energy providers should focus on clear communication regarding pricing and service disruptions. Customers were more likely to be satisfied when they understood the environmental impact of their energy choices, reinforcing the importance of transparency and sustainability in the sector.
Li, H., & Yang, J. (2024) conducted a study on customer satisfaction in the health and wellness industry. Their research found that service quality, the professionalism of staff, and the cleanliness of fitness centers were critical determinants of customer satisfaction. Additionally, they identified the growing importance of wellness programs and personalized fitness plans in enhancing customer experiences. The authors suggested that fitness centers should focus on providing high-quality customer service, ensuring staff expertise, and maintaining a clean and welcoming environment. Offering tailored wellness programs would further improve customer satisfaction, particularly in a competitive market.







2.2 THEORETICAL FRAMEWORK 
CUSTOMER SATISFACTION
 Customers are satisfied in purchase depends on the offers, performance in relation to their expectation. In general, satisfaction is a person's feeling of pleasure or disappointment resulting from comparing a products perceived performance or outcomes in relations to expectations. If the performance exceeds expectations, the customers are highly satisfied or delighted. 
Most of the customers are purchasing the products, on the basis of their previous experiences or through the opinion of friends, relatives, market peoples and competitors. Then some companies make proactive statements of satisfaction to attract more customers 
There exists an interaction between the desired results and customer satisfaction, customer loyalty and customer retention. They may go by other names such as patients, clients, buyers, etc. Without the customer it is impossible for any business to sustain itself. Achieving the desired results is frequently a result of customer actions. Any business without a focus on customer satisfaction is at the mercy of the market. Without loyal customers eventually a competitor will satisfy those desires and your customer retention rate will decrease. There are several levels of customers: 
1. Dissatisfied customer: Looking for someone else to provide product or service. 
2. Satisfied customer: Open to the next better opportunity. 
4. Loyal customer: Returns despite offers by the competition. 
Dissatisfied customers are an interesting group. For every one that complains there are at least 25 do or do not. Dissatisfied customers by word of mouth will tell eight to sixteen others about their dissatisfaction. A prompt effort to resolve a dissatisfied customer's issue will result in about 85% of them as repeat customers. Depending upon the business, new customer sales may cost 4 to 100 times that of a sale to an existing customer, there has been less research on satisfied customers to determine what it takes for a satisfied customer to change. Why take a chance on mere satisfaction? Loyal customers don't leave even for an attractive offer elsewhere. At the very minimum they will give you the opportunity to meet or beat the other offer. Maintaining loyal customers is an integral part of any business. One of the ways to help obtain loyal customers is by having products and services that are so good that there is very little chance that the customer requirements will not be met. 
Of course one of the difficulties understands the true customer requirements. Even when you have the requirements in advance the customer can and will change them without notice or excuse. Having a good recovery process for a dissatisfied customer is a necessity. 
A Customer: 
1. A customer is the most important person in any business.
1. A customer is not dependent upon us. We are dependent upon him. 
1. A customer is not an interruption of our work; he is the sole purpose of it.
1. A customer does us a favour when he comes in. We aren't doing him a favour by waiting on him. 
1. A customer is an essential part of our business-a-not an outsider. 
1. A customer is not just money in the cash register. He is a human being feeling and deserves to be treated with respect.
1. A customer is a person who comes to us with his needs and his wants. It is our job to fill them.
 A customer deserves the most courteous attention we can give him. He is the lifeblood of this and every business. He pays your salary. Without him we would have to close our doors. Don't ever forget it. 
Factors Influencing Customer Satisfaction – Detailed Explanation
Customer satisfaction is influenced by several internal and external factors. These factors determine whether customers feel happy, neutral, or dissatisfied after purchasing a product or service. The major factors are explained below in detail.


1. Product Quality
Product quality is the most important factor affecting customer satisfaction. Customers expect the product to perform as promised.
Key elements of product quality:
· Durability (long-lasting performance)
· Reliability (consistent functioning without defects)
· Features (useful and modern attributes)
· Design and appearance
· Safety and usability
If a product frequently breaks down or does not meet expectations, customers become dissatisfied. High-quality products increase trust and repeat purchases.
2. Price
Price plays a significant role in shaping customer perception. Customers always compare the price with the value received.
Important aspects of pricing:
· Fair and competitive pricing
· Value for money
· Discounts and offers
· Transparent pricing (no hidden charges)
If customers feel that the product is overpriced compared to its quality, satisfaction decreases. Reasonable pricing improves perceived value.
3. Customer Service
Customer service includes all interactions between the company and customers before, during, and after purchase.

Key service factors:
· Quick response to inquiries
· Polite and respectful behavior
· Effective problem-solving
· Availability of support channels (phone, email, chat)
· Professional communication
Good customer service can turn even a dissatisfied customer into a loyal one. Poor service can damage the company’s reputation.
4. Delivery Time
Timely delivery is very important, especially in online businesses.
Delivery-related factors:
· On-time delivery
· Safe packaging
· Real-time tracking facility
· Flexible delivery options
Delayed delivery reduces satisfaction and may lead to negative reviews. Fast and reliable delivery improves customer trust.
5. After-Sales Service
After-sales service refers to support provided after the purchase of a product.
Components of after-sales service:
· Warranty and guarantee
· Easy return and replacement policy
· Installation support
· Maintenance services
· Complaint handling system
Strong after-sales support increases customer confidence and builds long-term relationships.
6. Brand Image
Brand image is the overall perception of the company in the minds of customers.
Factors influencing brand image:
· Company reputation
· Corporate social responsibility
· Advertising and promotion
· Customer reviews and ratings
· Past customer experiences
A strong brand image creates trust and emotional attachment, leading to higher satisfaction levels.
 Additional Factors Influencing Customer Satisfaction
Apart from the above major factors, the following also influence satisfaction:
· Convenience (easy ordering process)
· Accessibility (availability of product)
· Personalization (customized offers)
· Technology usage (user-friendly website/app)
· Emotional connection with the brand
CUSTOMER'S VALUE 
To generate high customer satisfaction deliver high customer value, a company must design a competitively superior value proposition aimed at a specific market segment, backed by a superior value delivery system. The value proposition consist of a whole cluster of the benefits of the company promises to deliver basically the value proposition is a statement about the resulting experience the customer will gain from the companies offering and from there relationship with the supplier. The brand must represent to promise about the total experience to the customer can expect. The value delivery system includes all the experiences the customer will have on the way to obtaining and using the offers. 
MEASURING SATISFACTION
Although the customer- contend from seek to create high customers satisfaction, which is not its main goal. If the company increases the customer's satisfaction by lowering the price of increasing the services, the result may be lower profit. 
The company must be able to increase its profitability by means other than increased satisfaction.  Also the company must have stake holders including, employee, dealers, stock holders and supplies. Spending more to increase customer's satisfaction might derive funds from satisfaction of other partners. 
TOOLS FOR MEASURING CUSTOMER SATISFACTION
Successful firm have an excellent reputation for customer service. Use both qualitative and quantitative technique for colliding consumer's satisfaction data. The companies also view their one employee as internal customers and obtain formal and informal feedback about their satisfaction. Companies use the following methods to measure customer satisfaction. 
1. Complaint suggestion system: A customer central organization makes it easy for customer to make suggestion and complaints.
1. Customer satisfactory survey: Some complaints obtain a direct measure of customer satisfaction by periodic surveys and send questionnaire to random sample to them customer to find out how they feel about various performance.
1. Ghost shopping:
Another useful way to gather a picture of customer's satisfaction is hire persons to pose as potential buyers to report their findings on strong and point.
1. Lost customer analysis: 
Companies should contact customer's who have stopped buying or switched another supplier to learn why this happened. 

1. Customer's contact or front line employees:
 Employee who has direct contact with customers can be excellent source of information about customer's satisfaction. They are the first be known about both what delight customers and what disappoints them. 
CUSTOMER SATISFACTION THEORIES
1. Dissonance Theory
2. Contrast Theory
3. Comparison Level Theory
4. Value Percept Theory
5. Attribution Theory
6. Equity Theory
7. Evaluative Congruity Theory
1. Dissonance Theory
Dissonance Theory (also known as dissonance reduction theory) is a term used in psychology that refers to the mental stress experienced by someone who simultaneously holds two or more contradictory beliefs, ideas, or values. In other words, they find themselves in conflict.
It also suggests that a person who expected a high-value product and received a low-value product would recognize the disparity and experience cognitive dissonance. That is, the disconfirmed expectations create a state of dissonance or psychological discomfort. 
Dissonance Theory can explain our present experience of cognitive dissonance when a customer experiences the physical manifestation of a company’s brand promise but does not receive the level of customer service he or she expected. 
For example, you purchase an expensive pair of headphones from a well-known brand. You take them home and find that the headphones are defective. 
When you contact the customer service department about this problem, your call is routed to a voice mailbox where you’re told to leave a message and will be contacted within 24 hours. You never receive a call back so you call again several times over the next several days.
2. Contrast Theory
It is another well-known theory of customer satisfaction. Contrast Theory suggests the opposite of the Dissonance Theory. According to this theory, when actual product performance falls short of the consumer’s expectations about the product, the contrast between the expectation and outcome will cause the consumer to exaggerate the disparity. 
It implies that the negative impact of actual product performance on customer satisfaction is greater than the positive impact of higher performance over lower performance.
Contrast Theory states that, when the expectation of a product is high and the actual product performance is perceived to be low, the consumer will exaggerate the difference between the expectation and the outcome.
Contrast theory proposes that we do not judge qualities on the basis of absolute standards, but rather on the basis of how they compare with other qualities.
3. Comparison Level Theory
According to the  HLT, satisfaction is not the evaluation of a product or service after it has been consumed. Instead, it is the comparison level, or the degree to which a product or service is better than any of the other options that are available in the market.  
The theory suggests that consumers set a comparison level in their minds with respect to several aspects while they begin evaluating a product or service. These aspects include:
· The price at which the product was purchased
· The expectations pertaining to quality
· The expectations pertaining to performance
· The expectations pertaining to features and functionalities of the product
· The comparison level set by an individual’s peers, family members, and friends
· The comparison level was set by all other customers who bought the same brand
The extent to which a product meets or exceeds the comparison level (CL) is the basis of customer satisfaction.
The comparison-level theory is a branch of marketing theory that states that consumers evaluate their level of satisfaction based on an implicit comparison to an internal standard, rather than the outcome they actually experienced.
Critics of this theory suggest that it is nuanced and that it is incomplete. One of the main criticisms made of CLT is that it does not take into account other important determinants of customer satisfaction, such as relevance and quality (Yi, 1990).
4. Value Percept Theory
Value percept is a popular theory on customer satisfaction. This can be seen clearly in many of the recurrent types of cases, such as cases involving brand switching, cases involving the failure of trial products, and cases involving the purchase of services. 
A common characteristic in such cases is that consumers base their evaluations on products, services, and brands that are absent from their initial perceptions. Value-Percept Disparity theory has also been applied to explain why consumers value some brands, products, and services over others, even if these other brands, products, and services are more highly expected (e.g., Westbrook 1992).
The Value-Percept theory explains customer satisfaction by two factors that are central to customer perception of value –  Actual Value (AV) and Ideal Value (IV). AV is the actual quality or performance of a product that is perceived by a customer. 
IV is the “ideal” quality or performance of a product that a customer expects before purchasing the product. The difference between AV and IV can be named Perceptual Discrepancy (PD).
5. Attribution Theory
The Attribution theory has been mostly used in dissatisfaction/ complaining behavior models than in satisfaction models. 
According to this theory of the customer satisfaction model, consumers are regarded as rational processors of the information who seek out reasons to explain why a purchase outcome, for example, dissatisfaction, has occurred. These reasons may include the product itself, the service, the price, and even the person who sold the product.
Frequently these reasons are highly cor, related to each other, a state of affairs we refer to as inter-correlated attributions. In that case, we can use a simpler model that attributes the “blame” to one of these reasons. The most frequently occurring reason is then called the primary cause.
The attribution theory was developed in the domain of social psychology by Fritz Heider, Dorwin Cartwright, and Leonard Bostwick in a publication entitled “The Psychology of Judgment”. In this publication, the authors pointed out that people are rational in their judgment processes and that there are conditions under which their judgment is rational. 
These researchers argued that there are three criteria for attribution to be made: consistency, consensus, and coherence or correspondence.
The consistency criterion includes the notion that when an outcome occurs, people need to find reasons to account for it.
6. Equity Theory
Equity theory in customer satisfaction is the idea that individuals require consistency between what was expected and what was experienced. Consistency between both sides of this equation is key to providing customers with a positive customer experience. 
Learning how to manage expectations and consistently deliver an experience that meets and exceeds them builds goodwill and trust, which leads to strong customer satisfaction.
From my understanding, equity theory in customer satisfaction applies to any kind of purchase. The buyer has a sense of how the product or service is going to turn out, with what to expect from the business or brand. 
When that buying decision takes place, the seller needs to make sure that the experience is consistent with the seller’s promise of what is to be received. If not, then the buyer has been provided with an uneven or inequitable exchange of money for goods or services. This causes dissatisfaction.
When I think of equity theory applied to customer satisfaction, I think of it from a transactional point of view.
7. Evaluative Congruity Theory
Evaluative congruity theory (sometimes abbreviated as EC theory) is a dual-process model of attitude formation and change. The goal of EC theory is to explain the formation and change of attitudes, although it has a broader application as well. 
The EC theory posits that attitudes are formed from two different types of evaluations: “incorporating” evaluations and “social comparison” evaluations. It assumes that incorporating evaluations are automatically processed whereas social comparison evaluations require additional effort to process.
Evaluative Congruity describes the extent to which a consumer’s emotions with respect to the evaluative beliefs and attitudes he or she holds about the consumption experience.
It can be applied to all types of services such as hospitality, retail, leisure, and healthcare. Evaluative congruity has also been extended to other areas such as organizational behavior, marketing, and management.
RETAINING CUSTOMER 
    Today emphasis means shifting from attracting new customers to retaining existing customers. Beyond design structures to attract new customers and create transactions with the marketers are going out to retain customers. Customer’s satisfaction leads to increased corporate profitability. 




MEASURING CUSTOMER SATISFACTION:
Organizations need to retain existing customers while targeting non-customers, measuring customer satisfaction provides an indication of how successful the organization is at providing products and/or services to the marketplace.
 Customer satisfaction is an abstract concept and the actual manifestation state of satisfaction will vary from person to person and product/service to product/service. 
The state of satisfaction depends on a number of both psychological and physical variables which correlate with satisfaction behaviours such as return and recommend rate. The level of satisfaction can also vary depending on other factors the customer, such as other products against which the customer can compare the organization's products. 













3.1 INDUSTRY PROFILE
HISTORY:
The idea of using wood veneer to achieve special effects and to increases wood's natural strength and stiffness is almost as old as civilization. The use of wood veneer goes to Egyptians who made furniture with over 3500 years ago and many of great. English furniture makers used veneer as a raw material. Ancient Egyptians and Chinese made furniture with wood veneers. The English and French are replied to have worked wood on general principle of plywood inl7th and 18th centuries. Historian Credit Czartist Russia has made forms of plywood in prior to 20th century.
In the early modern era plywood was made of hard woods and generally was used in decorative applications. But inl905, port-land manufacturing company, a small wooden box company, produced plywood called 3ply veneer work made of Ubiquities pacific north.
The Canadian plywood was produced in 1913 at Feaster mill in New West Minister, British Columbia in the 1920s automobile manufactures began using plywood for running board production logged under the great depression of the 1930s. But new markets and new business gradually develop later on.
Another major breakthrough occurred in 1934 with discovery of waterproof glue, which greatly expanded product application opportunities. By 1940, plywood was being used as sub floor, wall sheeting's, and panelling and in other building applications. With the outbreak of war in 1941, plywood production was quickly diverted to war effort. The product was used in P.T. Boats, a unit ships air plane barracks, military building shipping crafts, floor lock in hand, countless other military applications. The industry grew dramatically after the war.
HISTORY OF WOOD BASED INDUSTRY IN INDIA
The history of plywood industry in India is old. It is more than 75 years that this industry was started here on a very modest scale. It was in the year 1906-07 that plywood was imported in India for the first time-valued at Rs. 321acks. Tea Industry in Assam, West Bengal and Kerala was steadily developing and it was thought that plywood industry in the form of Tea Chests production mainly for export should be developed. Accordingly two plywood factories were started in Assam in1923-24 but their development was steady and slow and not phenomenal.
These were the pioneers and the resourcefulness and courage shown by them in the early stages of growth of Plywood Industry was remarkable and the industry owes gratitude to these courageous entrepreneurs. With the outbreak of Second World War, necessity of manufacturing tea chests locally was very much felt and Plywood Industry in form of Tea Chests Industry started on a large scale. It will not be exaggerated that Plywood Industry in India is a gift of Second World War.
Now that tea chests must be produced, Forest Departments in different States started thinking in terms of finding suitable timber for manufacturing tea chests. Experiments were made at Forest Research Institute, Dehra Dun and it was found that plywood made from Indian timbers were as good as imported products and therefore advised forest entrepreneurs to set up modern factories in different States.Accordingly well-equipped factories were started indifferent places viz. Stupor, Bangalore, Valappatanam, Dandily and Coochbehar. Some of these factories suffered setbacks in the post war years, as after cessation of war the vested interests tried to sabotage this industry by trying to restart imports of tea chest. Tariff Board enquiry was held and the Government imposed a lien on the importers to purchase Indian products equivalent to the quantity allowed to be imported. Slowly and slowly, the Government imposed total ban on imports and this thoughtful action of the Government encouraged the Indian entrepreneurs to modernize their plants and invest substantial capital in this industry.After 1947-48, the industry resorted to diversification of its products and block boards, flush doors, commercial plywood, decorative plywood, marine and aircraft ply woods, produced in Indian factories came into the market which were second one in the world in quality and diversity of its products. Industrial Licensing is governed by the Industries (Developmentaland Regulation) Act, 1951 under which the wood based industry was covered. There was no restriction of putting up plywood Mill up to 1970.
Apart from tea chests plywood marine and aircraft plywood there are specific demand for the following articles from the consumers: 
1.	Shuttering plywood
2.	Packaging plywood
3.	Plywood drums
4.	Flush doors
5.	Commercial and decorative plywood
6.	Block boards
7.	picking sticks Molded plywood furniture and chair seats
8.	Laminated for cotton and jute textile industry
9.	Sliced decorative veneers of walnut, teak, rosewood etc.
10.	Compregnated wood veneers required for heavy chemical industry and electrified railways.
To assess the overall status of plywood industry in the country the production of plywood in India given here is below for 50 years from 1951 to 2001 on 10 years basis. Production of more than 2000 small scale units was not properly recorded only estimated every year.
CAPACITY AND PRODUCTION
Between 1970 and 1976, the growth rate (compound) of the capacity has been about 15% while the actual production increased only at the rate of 7%.The faster the rate of growth of installed capacity has not matched be with corresponding increase in the capacity utilization. The gap between installed capacity and production is more.At present there are 62 units with an annual capacity of 124.04 million sq meters for the manufacture of plywood. The total production of plywood during 2016-17 was 9879346 sq meters. During the year 2017-18 the production from 1st April 2018 to December 2019 was 6721012 sq meters.


ROLE OF PLYWOOD INDUSTRIES IN INDIA
A plywood industry has placed a significant role in the socio economic development of the country they provided various types of plywood parts that are required for various infrastructural development. The industry also provides employment to a large number of people directly and indirectly through which sales out lines.
 PROBLEMS REGARDING PLYWOOD INDUSTRIES
Wood based industries in India faced a lot of problems. Major one is under utilization of installed to the non-availability of required timber in India most wood based industry depends up on the government owned forest for their raw materials. Thus the diminishing forest cover in adequate, nature retardation subsequent hand on trees led the industry into hardship. Due to non-availability the big industry consumer resorted to important which increases their cost of production. However plantations wood has inherit deficiency of suspect ability to bio-deterioration and there large use of preservative like braces and boric acid is imperative.










4.1 COMPANY PROFILE
M S Wood Industries is a partnership firm established on December 8, 2000. The firm is based in Taliparamba, Kerala, and operates under the name M S Wood Industries. The firm is engaged in the manufacturing of wood and wood-based products, specifically focusing on flush doors, boards, and panels. These products serve a wide range of industries, from construction and architecture to furniture making.
Firm Type: Partnership
Incorporation Date: December 8, 2000
Registered Office: 246-247, Kanhirangad, Taliparamba, Kerala
Primary Activity: Manufacturing of wood-based products, including flush doors and panels.
GST Number: 32AAIFM5776F1Z6
The company has been in operation for over two decades, establishing itself as a reliable player in the manufacturing sector, particularly for the building and construction industry. The firm’s main focus is on quality production using wood, which remains a key material in construction and home furnishing due to its durability and aesthetic appeal.
Mission 
The mission of M S Wood Industries is to be a leader in the manufacturing of high-quality wood products, focusing on innovation, reliability, and customer satisfaction. We aim to provide durable, aesthetically pleasing wood solutions that meet the evolving needs of the construction and furniture industries. Through sustainable practices, skilled craftsmanship, and commitment to excellence with products that enhance both function and design.
Vision 
Our vision is to be recognized as the premier provider of wood-based products in Kerala and beyond, known for our exceptional quality, cutting-edge designs, and sustainable manufacturing processes. We aim to continuously expand our product offerings, elevate our market presence, and set industry benchmarks for environmental responsibility. Quality Policy
At M S Wood Industries, we are committed to maintaining the highest standards of quality in the manufacturing of wood products. Our quality policy is centered around the following core principles:
· Customer Satisfaction: We aim to exceed our customers’ expectations by providing products that meet their needs and requirements in terms of quality, design, and durability.
· Continuous Improvement: We are committed to continuous improvement in all aspects of our operations, including manufacturing processes, customer service, and product offerings.
· Sustainability: We strive to minimize the environmental impact of our operations by using sustainable materials and eco-friendly production practices.
· Employee Development: We believe in empowering our employees with the knowledge, training, and resources to achieve excellence in their work, fostering a culture of innovation and quality.
Flush Doors
Flush doors are one of the primary products manufactured by M S Wood Industries. These doors are known for their smooth, flat surfaces without any intricate carvings or patterns, making them an ideal choice for modern constructions. They are widely used in residential and commercial buildings due to their sleek and minimalist aesthetic. The manufacturing process involves the use of high-quality wood, plywood, or MDF, along with strong adhesives and durable finishes to ensure longevity. Flush doors are lightweight yet sturdy, making them easy to install and maintain. They also provide insulation against sound and temperature variations, making them suitable for homes, offices, and hotels. Additionally, customers can choose from a range of finishes, including laminate, veneer, and painted surfaces, to match their interior themes. Customization options are available, allowing for variations in size, thickness, and material composition to meet specific requirements.
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Wooden Panels
[image: Wooden Wall Panels, For Office, 8 x 4 at ₹ 700/piece in Surat | ID:  2851882754212]
Wooden panels are another essential product offered by M S Wood Industries, widely used for both decorative and functional purposes. These panels add a sophisticated touch to interiors by enhancing the walls, ceilings, and partitions of various spaces. Manufactured using solid wood, plywood, or engineered wood, these panels are available in different textures and finishes, including natural wood grain, laminate, and lacquered surfaces. 
Wooden Boards
M S Wood Industries also specializes in manufacturing high-quality wooden boards that serve multiple purposes, including furniture making, flooring, and wall paneling. These boards are crafted using durable and well-treated wood to ensure they are resistant to warping, moisture, and wear over time. Wooden boards are essential in carpentry and construction, providing a strong base for making cabinets, tables, shelves, and even decorative elements. Due to their strength and versatility, wooden boards are commonly used in homes, offices, retail stores, and large-scale commercial projects. Customers can choose from different types of wood, including teak, oak, and engineered wood, based on their requirements for durability and aesthetics.
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Customization Services
Understanding that every project has unique requirements, M S Wood Industries offers customization services to cater to specific client needs. Whether for residential or commercial construction, the company provides tailored solutions in terms of dimensions, finishes, and wood types. Clients can request personalized designs for flush doors, wooden panels, and boards to match their interior themes. Additionally, the firm ensures the use of high-quality adhesives, coatings, and polishing techniques to enhance the durability and appeal of the final products. 
Market Position and Competition
While M S Wood Industries is a well-established brand within its niche, it faces competition from other prominent manufacturers in the wood and flush door sector in Kerala. Larger, established companies might have an edge in terms of scale, distribution, and product variety. However, M S Wood Industries has been able to maintain its position through consistent quality and reliable service.
Competitors in the Kerala Market:
1. Cochin Wood Industries: Known for its wide range of wooden products, including flush doors and custom wood items.
2. NG Plywood: Specializes in plywood and flush door manufacturing with a focus on providing quality products to both domestic and international markets.
3. LRB Wood Industry: Another local competitor in the flush door sector, specializing in solid wooden doors, boards, and other wood products.

Compliance and Certifications
M S Wood Industries complies with various industry standards and regulations, especially concerning environmental impact, manufacturing practices, and tax policies. The firm is registered under the Goods and Services Tax (GST) regime, ensuring that it operates legally and adheres to national tax laws. It also ensures its products are safe, durable, and of the highest quality by following standard manufacturing protocols and industry best practices.
Certifications and Compliance:
GST Registration: The firm is fully registered under the GST Act, with GST Number 32AAIFM5776F1Z6.
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CHART NO 4.1
DEPARTMENTAL STUDY
1. Production Department
The Production Department at M S Wood Industries is at the heart of the manufacturing process. This department is responsible for transforming raw materials into finished products such as flush doors and wooden panels. The team in this department ensures that production runs smoothly and efficiently, utilizing state-of-the-art machinery and skilled labor. They oversee the various stages of the production process, including cutting, molding, sanding, and finishing. The department also manages the workflow to ensure that production deadlines are met without compromising product quality. Coordination between different stages of production is crucial, as even minor delays or inefficiencies can affect the overall output and product quality.
To maintain consistency and meet the demands of the market, the production team is constantly reviewing and improving manufacturing techniques. They work closely with the Quality Control (QC) Department to ensure that each product is up to standard. 
2. Quality Control (QC) Department
The Quality Control (QC) Department plays a vital role in maintaining the reputation of M S Wood Industries as a manufacturer of high-quality wood products. This department ensures that every product, from the flush doors to the wooden panels, meets stringent quality standards. The QC team is involved in every stage of production, inspecting raw materials before they enter the manufacturing process and conducting thorough tests on finished products to assess durability, strength, and safety. They use various testing methods, such as pressure tests and moisture content checks, to ensure that the products can withstand different environmental conditions.
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In addition to product testing, the QC department also monitors production processes to identify and eliminate inefficiencies or defects. Their role involves detailed documentation and reporting to ensure traceability and compliance with industry standards. They collaborate closely with the Production Department to resolve any quality issues that arise during manufacturing and propose improvements for future batches. 
3. Sales and Marketing Department
The Sales and Marketing Department at M S Wood Industries is responsible for promoting and selling its wood products, including flush doors and panels, to customers. This department is tasked with identifying potential markets, developing strategies to reach new customers, and maintaining strong relationships with existing clients. The team utilizes various marketing tools, including digital marketing, trade shows, and advertising campaigns, to showcase the company’s products and build brand recognition. 
4. Procurement Department
The Procurement Department is responsible for sourcing and purchasing raw materials and equipment needed for the production process at M S Wood Industries. This department ensures that the company has a steady supply of high-quality materials, such as wood, adhesives, and finishes, at competitive prices. The procurement team maintains strong relationships with trusted suppliers and works on negotiating favorable terms to secure cost-effective and reliable supplies. They are also responsible for evaluating new suppliers to ensure they meet the company’s quality and delivery standards. Timely procurement is essential to keep the production line running without delays, making this department a key contributor to the firm’s overall efficiency.
In addition to sourcing raw materials, the procurement team also manages the logistics of receiving and storing these materials. They maintain inventory levels to prevent overstocking or stockouts, which could lead to production delays or excess storage costs.
5. Finance and Accounts Department
The Finance and Accounts Department is responsible for managing the financial health of M S Wood Industries. This department oversees budgeting, accounting, and financial reporting, ensuring that the company remains profitable and compliant with tax laws. The team prepares detailed financial statements, including profit and loss statements, balance sheets, and cash flow reports, which provide insight into the company’s financial status. By closely monitoring revenues and expenses, they help management make informed decisions regarding investments, operational improvements, and cost-cutting measures. This department also works on securing funds for business expansion or new projects, ensuring financial stability.
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Additionally, the Finance and Accounts Department ensures compliance with all local and national tax regulations, preparing for audits and filing tax returns. They also handle employee payroll, benefits, and ensure that financial records are accurately maintained. The department’s role is essential for creating financial transparency within the company and helping M S Wood Industries manage its resources effectively. Through meticulous financial planning and risk management, this department supports the long-term growth and sustainability of the business.
6. Human Resources (HR) Department
The Human Resources (HR) Department at M S Wood Industries plays a critical role in ensuring that the company attracts, develops, and retains a skilled workforce. HR is responsible for the recruitment and onboarding of new employees, ensuring that the company hires the right talent for various roles, from production staff to management positions. The HR team also develops training programs to enhance employee skills and ensure they are up-to-date with the latest industry practices and safety standards. Employee development is key to improving overall productivity and efficiency within the organization, and HR supports this through continuous learning and professional growth opportunities.
In addition to recruitment and training, the HR department handles employee relations, ensuring that there is a positive work culture and that any workplace issues are addressed promptly. This includes managing compensation, benefits, and ensuring that the company adheres to labor laws and regulations. 
7. Logistics and Distribution Department
The Logistics and Distribution Department at M S Wood Industries ensures the smooth transportation and delivery of products to customers, both locally and nationally. This department manages the warehousing and storage of finished goods, ensuring that products are properly stored to maintain their quality before they are dispatched. The team is also responsible for order fulfillment, ensuring that products are packed according to specifications and shipped to customers in a timely manner. Coordination with third-party logistics providers is crucial, as the department needs to guarantee that products reach their destination without delays or damage.
8. Research and Development (R&D) Department
The Research and Development (R&D) Department at M S Wood Industries focuses on ensuring that the company remains innovative and competitive in the wood manufacturing industry. This department is responsible for developing new wood products, such as unique flush door designs and advanced paneling solutions, to meet changing customer needs and preferences. They are also involved in improving existing products by experimenting with different materials or manufacturing techniques. The R&D team works closely with other departments like Production and Sales to ensure that new developments align with market demands and production capabilities.
Additionally, the R&D department plays a crucial role in ensuring sustainability in manufacturing processes. They explore eco-friendly materials, energy-efficient techniques, and sustainable practices to reduce the company’s environmental footprint. 
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9. IT and Systems Department
The IT and Systems Department at M S Wood Industries is responsible for managing the company’s technological infrastructure, ensuring that all digital systems, databases, and software tools are functioning efficiently. This department implements and maintains the company’s Enterprise Resource Planning (ERP) system, which integrates various business functions, such as production, sales, and finance. The ERP system allows departments to access real-time information, improving coordination and decision-making across the organization. The IT team also handles cybersecurity, ensuring that sensitive company and customer data is protected from breaches or cyberattacks.
In addition to managing systems and security, the IT department supports day-to-day operations by troubleshooting technical issues and ensuring that employees have the tools and support they need to perform their tasks efficiently. The department also helps automate routine processes, improving productivity and reducing errors. 
Table 5.1
Gender of the Respondents
	Gender
	No. of Respondents
	Percentage (%)

	Male
	30
	60

	Female
	20
	40

	Total
	50
	100


      Source: Primary data

Chart 5.1
Gender of the Respondents

Interpretation:
Table 5.1 shows the gender of the respondents. 60% of the respondents are male and 40% are female. 








Table 5.2
Age Group of the Respondents
	Age Group
	No. of Respondents
	Percentage (%)

	Below 25
	8
	16

	25–30
	12
	24

	31–40
	15
	30

	41–50
	9
	18

	Above 50
	6
	12

	Total
	50
	100


      Source: Primary data

Chart 5.2
Age Group of the Respondents

Interpretation:
Table 5.2 shows the age group of the respondents. 16% of the respondents are below 25 years, 24% are between 25–30 years, 30% are between 31–40 years, 18% are between 41–50 years, and 12% are above 50 years.





Table 5.3
Occupation of the Respondents
	Occupation
	No. of Respondents
	Percentage (%)

	Business
	14
	28

	Private Employee
	16
	32

	Government Employee
	8
	16

	Self-employed
	7
	14

	Others
	5
	10

	Total
	50
	100


        Source: Primary data

Chart 5.3
Occupation of the Respondents

Interpretation:
Table 5.3 shows the occupation of the respondents. 28% of the respondents are engaged in business, 32% are private employees, 16% are government employees, 14% are self-employed, and 10% belong to others category. 





Table 5.4
Duration of Purchasing Products from MS Woods
	Duration
	No. of Respondents
	Percentage (%)

	Less than 1 year
	6
	12

	1–3 years
	14
	28

	3–5 years
	12
	24

	5–10 years
	10
	20

	More than 10 years
	8
	16

	Total
	50
	100


      Source: Primary data

Chart 5.4
Duration of Purchasing Products from MS Woods

Interpretation:
Table 5.4 shows the duration of purchasing products from MS Woods. 12% of the respondents have been purchasing for less than 1 year, 28% for 1–3 years, 24% for 3–5 years, 20% for 5–10 years, and 16% for more than 10 years. 





Table 5.5
Frequency of Purchasing Products from MS Woods
	Frequency
	No. of Respondents
	Percentage (%)

	Very often
	12
	24

	Often
	15
	30

	Sometimes
	13
	26

	Rarely
	6
	12

	First time
	4
	8

	Total
	50
	100


       Source: Primary data

Chart 5.5
Frequency of Purchasing Products from MS Woods

Interpretation:
Table 5.5 shows the frequency of purchasing products from MS Woods. 24% of the respondents purchase very often, 30% purchase often, 26% purchase sometimes, 12% purchase rarely, and 8% are first-time customers. 





Table 5.6
Overall Satisfaction with Quality of Products
	Satisfaction Level
	No. of Respondents
	Percentage (%)

	Highly satisfied
	14
	28

	Satisfied
	20
	40

	Neutral
	8
	16

	Dissatisfied
	5
	10

	Highly dissatisfied
	3
	6

	Total
	50
	100


     Source: Primary data

Chart 5.6
Overall Satisfaction with Quality of Products

Interpretation:
Table 5.6 shows the overall satisfaction with the quality of products. 28% of the respondents are highly satisfied, 40% are satisfied, 16% are neutral, 10% are dissatisfied, and 6% are highly dissatisfied. 





Table 5.7
Rating of Product Durability
	Rating
	No. of Respondents
	Percentage (%)

	Very good
	16
	32

	Good
	18
	36

	Average
	9
	18

	Poor
	5
	10

	Very poor
	2
	4

	Total
	50
	100


    Source: Primary data

Chart 5.7
Rating of Product Durability

Interpretation:
Table 5.7 shows the rating of product durability. 32% of the respondents rate durability as very good, 36% as good, 18% as average, 10% as poor, and 4% as very poor. 






Table 5.8
Satisfaction with Price of Products
	Satisfaction Level
	No. of Respondents
	Percentage (%)

	Highly satisfied
	10
	20

	Satisfied
	18
	36

	Neutral
	12
	24

	Dissatisfied
	6
	12

	Highly dissatisfied
	4
	8

	Total
	50
	100


   Source: Primary data

Chart 5.8
Satisfaction with Price of Products


Interpretation:
Table 5.8 shows the satisfaction with the price of products. 20% of the respondents are highly satisfied, 36% are satisfied, 24% are neutral, 12% are dissatisfied, and 8% are highly dissatisfied. 



Table 5.9
Opinion about Value for Money
	Rating
	No. of Respondents
	Percentage (%)

	Very good
	14
	28

	Good
	17
	34

	Average
	10
	20

	Poor
	6
	12

	Very poor
	3
	6

	Total
	50
	100


    Source: Primary data

Chart 4.9
Opinion about Value for Money

Interpretation:
Table 5.9 shows the opinion about value for money. 28% of the respondents rate it as very good, 34% as good, 20% as average, 12% as poor, and 6% as very poor. 





Table 5.10
Satisfaction with Product Availability
	Satisfaction Level
	No. of Respondents
	Percentage (%)

	Highly satisfied
	12
	24

	Satisfied
	19
	38

	Neutral
	9
	18

	Dissatisfied
	6
	12

	Highly dissatisfied
	4
	8

	Total
	50
	100


    Source: Primary data

Chart 4.10
Satisfaction with Product Availability

Interpretation:
Table 5.10 shows the satisfaction with product availability. 24% of the respondents are highly satisfied, 38% are satisfied, 18% are neutral, 12% are dissatisfied, and 8% are highly dissatisfied. 




Table 5.11
Rating of Staff Behaviour
	Rating
	No. of Respondents
	Percentage (%)

	Very good
	18
	36

	Good
	17
	34

	Average
	8
	16

	Poor
	5
	10

	Very poor
	2
	4

	Total
	50
	100


     Source: Primary data

Chart  4.11
Rating of Staff Behaviour

Interpretation:
Table 5.11 shows the rating of staff behaviour. 36% of the respondents rate the behaviour of staff as very good, 34% as good, 16% as average, 10% as poor, and 4% as very poor. 



Table 5.12
Satisfaction with Customer Service
	Satisfaction Level
	No. of Respondents
	Percentage (%)

	Highly satisfied
	15
	30

	Satisfied
	19
	38

	Neutral
	7
	14

	Dissatisfied
	6
	12

	Highly dissatisfied
	3
	6

	Total
	50
	100


        Source: Primary data

Chart 4.12
Satisfaction with Customer Service

Interpretation:
Table 5.12 shows the satisfaction with customer service. 30% of the respondents are highly satisfied, 38% are satisfied, 14% are neutral, 12% are dissatisfied, and 6% are highly dissatisfied. 





Table 5.13
Rating of Response to Customer Enquiries
	Rating
	No. of Respondents
	Percentage (%)

	Very quick
	16
	32

	Quick
	18
	36

	Average
	9
	18

	Slow
	5
	10

	Very slow
	2
	4

	Total
	50
	100


      Source: Primary data

Chart 4.13
Rating of Response to Customer Enquiries

Interpretation:
Table 5.13 shows the rating of response to customer enquiries. 32% of the respondents rate the response as very quick, 36% as quick, 18% as average, 10% as slow, and 4% as very slow. 




Table 5.14
Satisfaction with After-Sales Service
	Satisfaction Level
	No. of Respondents
	Percentage (%)

	Highly satisfied
	13
	26

	Satisfied
	20
	40

	Neutral
	8
	16

	Dissatisfied
	6
	12

	Highly dissatisfied
	3
	6

	Total
	50
	100


    Source: Primary data

Chart 4.14
Satisfaction with After-Sales Service

Interpretation:
Table 5.14 shows the satisfaction with after-sales service. 26% of the respondents are highly satisfied, 40% are satisfied, 16% are neutral, 12% are dissatisfied, and 6% are highly dissatisfied. 




Table 5.15
Opinion about Complaint Handling
	Rating
	No. of Respondents
	Percentage (%)

	Very good
	14
	28

	Good
	18
	36

	Average
	10
	20

	Poor
	5
	10

	Very poor
	3
	6

	Total
	50
	100


      Source: Primary data

Chart 4.15
Opinion about Complaint Handling

Interpretation:
Table 5.15 shows the opinion about complaint handling. 28% of the respondents rate it as very good, 36% as good, 20% as average, 10% as poor, and 6% as very poor. 





Table 5.16
Satisfaction with Product Variety
	Satisfaction Level
	No. of Respondents
	Percentage (%)

	Highly satisfied
	14
	28

	Satisfied
	21
	42

	Neutral
	7
	14

	Dissatisfied
	5
	10

	Highly dissatisfied
	3
	6

	Total
	50
	100


    Source: Primary data

Chart 4.16
Satisfaction with Product Variety

Interpretation:
Table 5.16 shows the satisfaction with product variety. 28% of the respondents are highly satisfied, 42% are satisfied, 14% are neutral, 10% are dissatisfied, and 6% are highly dissatisfied. 




Table 5.17
Rating of Product Reliability
	Rating
	No. of Respondents
	Percentage (%)

	Very good
	17
	34

	Good
	19
	38

	Average
	7
	14

	Poor
	5
	10

	Very poor
	2
	4

	Total
	50
	100


     Source: Primary data

Chart 4.17
Rating of Product Reliability

Interpretation:
Table 5.17 shows the rating of product reliability. 34% of the respondents rate the reliability as very good, 38% as good, 14% as average, 10% as poor, and 4% as very poor. 




Table 5.18
Satisfaction with Delivery Time
	Satisfaction Level
	No. of Respondents
	Percentage (%)

	Highly satisfied
	13
	26

	Satisfied
	20
	40

	Neutral
	8
	16

	Dissatisfied
	6
	12

	Highly dissatisfied
	3
	6

	Total
	50
	100


    Source: Primary data

Chart  4.18
Satisfaction with Delivery Time

Interpretation:
Table 5.18 shows the satisfaction with delivery time. 26% of the respondents are highly satisfied, 40% are satisfied, 16% are neutral, 12% are dissatisfied, and 6% are highly dissatisfied. 




Table 5.19
Likelihood of Purchasing Again from MS Woods
	Likelihood
	No. of Respondents
	Percentage (%)

	Very likely
	18
	36

	Likely
	20
	40

	Not sure
	6
	12

	Unlikely
	4
	8

	Very unlikely
	2
	4

	Total
	50
	100


   Source: Primary data

Chart 4.19
Likelihood of Purchasing Again from MS Woods

Interpretation:
Table 5.19 shows the likelihood of purchasing again from MS Woods. 36% of the respondents are very likely to purchase again, 40% are likely, 12% are not sure, 8% are unlikely, and 4% are very unlikely. 





Table 5.20
Satisfaction with Product Information Provided
	Satisfaction Level
	No. of Respondents
	Percentage (%)

	Highly satisfied
	12
	24

	Satisfied
	22
	44

	Neutral
	7
	14

	Dissatisfied
	6
	12

	Highly dissatisfied
	3
	6

	Total
	50
	100


   Source: Primary data

Chart  4.20
Satisfaction with Product Information Provided

Interpretation:
Table 5.20 shows the satisfaction with the information provided about products. 24% of the respondents are highly satisfied, 44% are satisfied, 14% are neutral, 12% are dissatisfied, and 6% are highly dissatisfied. 




Table 5.21
Rating of Overall Buying Experience
	Rating
	No. of Respondents
	Percentage (%)

	Very good
	17
	34

	Good
	19
	38

	Average
	8
	16

	Poor
	4
	8

	Very poor
	2
	4

	Total
	50
	100


     Source: Primary data

Chart 5.21
Rating of Overall Buying Experience

Interpretation:
Table 5.21 shows the rating of overall buying experience. 34% of the respondents rate it as very good, 38% as good, 16% as average, 8% as poor, and 4% as very poor. 





Table 5.22
Satisfaction with Trustworthiness of the Company
	Satisfaction Level
	No. of Respondents
	Percentage (%)

	Highly satisfied
	15
	30

	Satisfied
	21
	42

	Neutral
	6
	12

	Dissatisfied
	5
	10

	Highly dissatisfied
	3
	6

	Total
	50
	100


   Source: Primary data

Chart 4.22
Satisfaction with Trustworthiness of the Company

Interpretation:
Table 5.22 shows the satisfaction with the trustworthiness of the company. 30% of the respondents are highly satisfied, 42% are satisfied, 12% are neutral, 10% are dissatisfied, and 6% are highly dissatisfied.




Table 5.23
Likelihood of Recommending MS Woods to Others
	Likelihood
	No. of Respondents
	Percentage (%)

	Very likely
	20
	40

	Likely
	18
	36

	Not sure
	6
	12

	Unlikely
	4
	8

	Very unlikely
	2
	4

	Total
	50
	100


      Source: Primary data

Chart 4.23
Likelihood of Recommending MS Woods to Others

Interpretation:
Table 5.23 shows the likelihood of recommending MS Woods to others. 40% of the respondents are very likely to recommend, 36% are likely, 12% are not sure, 8% are unlikely, and 4% are very unlikely. 



Table 5.24
Satisfaction with Overall Service of the Company
	Satisfaction Level
	No. of Respondents
	Percentage (%)

	Highly satisfied
	16
	32

	Satisfied
	20
	40

	Neutral
	7
	14

	Dissatisfied
	5
	10

	Highly dissatisfied
	2
	4

	Total
	50
	100


    Source: Primary data

Chart 4.24
Satisfaction with Overall Service of the Company

Interpretation:
Table 5.24 shows the satisfaction with the overall service of the company. 32% of the respondents are highly satisfied, 40% are satisfied, 14% are neutral, 10% are dissatisfied, and 4% are highly dissatisfied. 




Table 5.25
Overall Customer Satisfaction
	Satisfaction Level
	No. of Respondents
	Percentage (%)

	Highly satisfied
	18
	36

	Satisfied
	21
	42

	Neutral
	6
	12

	Dissatisfied
	3
	6

	Highly dissatisfied
	2
	4

	Total
	50
	100


  Source: Primary data

Chart 5.25
Overall Customer Satisfaction

Interpretation:
Table 5.25 shows the overall satisfaction of customers. 36% of the respondents are highly satisfied, 42% are satisfied, 12% are neutral, 6% are dissatisfied, and 4% are highly dissatisfied. 


6.1 FINDINGS
· 60% of the respondents are male, indicating that male customers constitute a larger portion of MS Woods’ customer base.
· 30% belong to the age group of 31–40 years, showing that middle-aged customers form the core customer segment.
· 32% of the respondents are private employees, followed by business people (28%), indicating that salaried and business class customers are the main buyers.
· 28% have been purchasing products from MS Woods for 1–3 years, reflecting a stable and continuing customer relationship.
· 30% purchase products often, which shows regular buying behavior.
· 40% of the respondents are satisfied with the overall quality of products, and 28% are highly satisfied, indicating positive perception of product quality.
· 36% rate the durability of products as good, reflecting confidence in product strength and long life.
· 36% are satisfied with the price of products, showing reasonable pricing perception.
· 34% rate value for money as good, indicating that customers feel the products justify their cost.
· 38% are satisfied with product availability, suggesting that required products are generally available.
· 36% rate staff behaviour as very good, showing positive interaction between staff and customers.
· 38% are satisfied with customer service, reflecting efficient service delivery.
· 36% feel that the response to customer enquiries is quick, indicating prompt communication.
· 40% are satisfied with after-sales service, showing good post-purchase support.
· 36% rate complaint handling as good, indicating effective resolution mechanisms.
· 42% are satisfied with product variety, reflecting availability of multiple options.
· 38% rate product reliability as good, indicating trust in product performance.
· 40% are satisfied with delivery time, showing timely product delivery.
· 40% are likely to purchase again, and 36% are very likely, indicating strong repurchase intention.
· 44% are satisfied with the information provided about products, showing clarity in communication.
· 38% rate the overall buying experience as good, reflecting a positive purchasing environment.
· 42% are satisfied with the trustworthiness of the company, indicating strong brand credibility.
· 40% are very likely to recommend MS Woods to others, showing high customer advocacy.
· 40% are satisfied with the overall service of the company, reflecting overall service efficiency.
· 42% of the respondents are satisfied and 36% are highly satisfied, indicating that the majority of customers have a positive overall satisfaction towards MS Woods.










6.2 SUGGESTIONS 
The study suggests that MS Wood should continue to maintain consistent product quality, as it is the primary factor attracting customers. At the same time, the company needs to focus on improving customer service by providing better training to staff so that they can handle queries efficiently and offer timely assistance. Strengthening after-sales service is also important to address customer issues quickly and effectively. The introduction of loyalty programmes and referral offers can encourage repeat purchases and enhance customer retention.
Further, the company may expand its product variety to meet the diverse needs of different customer segments while maintaining competitive pricing strategies that ensure value for money. Increasing visibility through digital platforms can help improve brand awareness and reach a wider audience. In addition, delivery services should be made faster and more reliable to enhance the overall customer experience. Conducting regular feedback surveys can help the company understand customer expectations and make necessary improvements.
It is also recommended that warranty and guarantee policies be clearly communicated to build customer confidence. Since some respondents have concerns about durability, the company should focus on using better materials and improved production techniques. Similarly, as some customers are neutral about value for money and product availability, efforts should be made to enhance product features and maintain proper inventory management. Staff behaviour and customer service should also be improved through regular training and effective communication. Overall, continuous improvement in product quality, pricing, service, and customer relationship management is essential to increase customer satisfaction and long-term business success.




6.3 CONCLUSION
The study was conducted to analyse the level of customer satisfaction towards MS Woods based on the responses of 50 customers. The findings reveal that the majority of the respondents are satisfied with the quality, durability, pricing, product variety, and overall services provided by the company. Customers have expressed positive opinions regarding staff behaviour, customer service, delivery time, and after-sales service.
The study also shows that most customers are willing to purchase again and recommend MS Woods to others, which indicates strong customer loyalty and a positive brand image. However, a small percentage of respondents expressed dissatisfaction in certain areas such as pricing, complaint handling, and service response time.
Therefore, it can be concluded that MS Woods has achieved a good level of customer satisfaction. By focusing on continuous improvement in product quality, service efficiency, and customer relationship management, the company can further enhance customer satisfaction and ensure long-term growth and success.
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QUESTIONNAIRE
A STUDY ON CUSTOMER SATISFACTION OF MS WOODS, THALIPARAMBA
Name
1. Gender
a) Male
b) Female
2. What is your age group?
a) Below 25	
b) 25–30
c) 31–40	
d) 41–50
e) Above 50	
3. What is your occupation?
a) Business
b) Private employee
c) Government employee	
d) Self-employed
e) Others	
4. How long have you been purchasing products from MS Woods?
a) Less than 1 year	
b) 1–3 years
c) 3–5 years	
d) 5–10 years
e) More than 10 years	


5. How often do you purchase products from MS Woods?
a) Very often	
b) Often
c) Sometimes	
d) Rarely
e) First time	
6. How satisfied are you with the overall quality of products?
a) Highly satisfied	
b) Satisfied
c) Neutral	
d) Dissatisfied
e) Highly dissatisfied	
7. How do you rate the durability of the products?
a) Very good	
b) Good
c) Average
d) Poor
e) Very poor
8. How satisfied are you with the price of products?
a) Highly satisfied	
b) Satisfied
c) Neutral	
d) Dissatisfied
e) Highly dissatisfied	
9. How do you feel about value for money?
a) Very good	
b) Good
c) Average	
d) Poor
e) Very poor	
10. How satisfied are you with product availability?
a) Highly satisfied	
b) Satisfied
c) Neutral	
d) Dissatisfied
e) Highly dissatisfied	
11. How do you rate the behaviour of staff?
a) Very good	
b) Good
c) Average	
d) Poor
e) Very poor	
12. How satisfied are you with customer service?
a) Highly satisfied	
b) Satisfied
c) Neutral	
d) Dissatisfied
e) Highly dissatisfied	
13. How do you rate the response to customer enquiries?
a) Very quick	
b) Quick
c) Average	
d) Slow
e) Very slow	


14. How satisfied are you with after-sales service?
a) Highly satisfied	
b) Satisfied
c) Neutral	
d) Dissatisfied
e) Highly dissatisfied	
15. How do you feel about complaint handling?
a) Very good	
b) Good
c) Average	
d) Poor
e) Very poor	
16. How satisfied are you with product variety?
a) Highly satisfied	
b) Satisfied
c) Neutral	
d) Dissatisfied
e) Highly dissatisfied	
17. How do you rate the reliability of the products?
a) Very good	
b) Good
c) Average	
d) Poor
e) Very poor	
18. How satisfied are you with delivery time?
a) Highly satisfied	
b) Satisfied
c) Neutral	
d) Dissatisfied
e) Highly dissatisfied	
19. How likely are you to purchase again from MS Woods?
a) Very likely	
b) Likely
c) Not sure	
d) Unlikely
e) Very unlikely	
20. How satisfied are you with the information provided about products?
a) Highly satisfied	
b) Satisfied
c) Neutral	
d) Dissatisfied
e) Highly dissatisfied	
21. How do you rate the overall buying experience?
a) Very good	
b) Good
c) Average	
d) Poor
e) Very poor	
22. How satisfied are you with the trustworthiness of the company?
a) Highly satisfied	
b) Satisfied
c) Neutral	
d) Dissatisfied
e) Highly dissatisfied

	
23. How likely are you to recommend MS Woods to others?
a) Very likely	
b) Likely
c) Not sure	
d) Unlikely
e) Very unlikely	
24. How satisfied are you with the overall service of the company?
a) Highly satisfied	
b) Satisfied
c) Neutral	
d) Dissatisfied
e) Highly dissatisfied	
25. Overall, how satisfied are you as a customer of MS Woods?
a) Highly satisfied	
b) Satisfied
c) Neutral	
d) Dissatisfied
e) Highly dissatisfied








Male	Female	60	40	



Below 25	25–30	31–40	41–50	Above 50	16	24	30	18	12	



Business	Private Employee	Government Employee	Self-employed	Others	28	32	16	14	10	



Less than 1 year	1–3 years	3–5 years	5–10 years	More than 10 years	12	28	24	20	16	



Very often	Often	Sometimes	Rarely	First time	24	30	26	12	8	


Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	14	20	8	5	3	


Very good	Good	Average	Poor	Very poor	32	36	18	10	4	



Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	20	36	24	12	8	



Very good	Good	Average	Poor	Very poor	28	34	20	12	6	



Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	24	38	18	12	8	


Very good	Good	Average	Poor	Very poor	36	34	16	10	4	


Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	30	38	14	12	6	



Very quick	Quick	Average	Slow	Very slow	32	36	18	10	4	

Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	26	40	16	12	6	


Very good	Good	Average	Poor	Very poor	28	36	20	10	6	


Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	28	42	14	10	6	



Very good	Good	Average	Poor	Very poor	34	38	14	10	4	



Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	26	40	16	12	6	


Very likely	Likely	Not sure	Unlikely	Very unlikely	36	40	12	8	4	


Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	24	44	14	12	6	



Very good	Good	Average	Poor	Very poor	34	38	16	8	4	



Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	30	42	12	10	6	



Very likely	Likely	Not sure	Unlikely	Very unlikely	40	36	12	8	4	


Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	32	40	14	10	4	



Highly satisfied	Satisfied	Neutral	Dissatisfied	Highly dissatisfied	36	42	12	6	4	
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