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Abstract:

It has been understood experientially and sensuously that "Customer
Satisfaction” is important to lead business iIn a success. But, what kind
of "Customer Satisfaction”™ should we get ? How should we get it ?

At this subcommittee, we have studied about following issues:

What is the quality of service ?

How is customer satisfaction held ?

The relation between the '"Customer Delight” and "Employee
Satisfaction"

The concrete process to get the invisible demand of customer

And, we studied this year:

The level of satisfaction, and the influence of it on the business
The process to get the customer satisfaction for which to make

business succeed, and problems

On the way to studying, we found the highest degree of satisfaction,
that is, "impression”™ to contribute to the business, and it became the
focus on this studying. We studied why and how to enhance service quality

to the "impression”™ stage. As a result, we get 3 points.

"Impression'" of products is not born accidentally, but is put inside
intentionally at planning phase. Thatactivity is highly creative.

To give "Impression”™ to customer, a process to draw engineer”"s
ability to the maximum, and environments to realize it are
important.

To create ™"impression™, it 1is 1indispensable that not only
engineers but also managers recognize and carry out the process and

environments.
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