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Abstract  

 

Corporate branding refers to the practice of promoting the brand name of a corporate entity, as 

opposed to specific products or services. The activities and thinking that go into corporate 

branding are different from product and service branding because the scope of a corporate 

brand is typically much broader. The impact of corporate branding on customer satisfaction in 

the MFI context has not been explored specifically in the Kenyan context. The study aimed to fill 

the existing gap by answering the question “What are the effects of corporate branding on 

customer satisfaction in microfinance institutions in Kenya? The specific objectives were to 

assess effects of corporate activities on customer satisfaction, identifying the effects of corporate 

brand identity on customer satisfaction and determining effects of brand functional consumer 

benefit on customer satisfaction. The population of interest consists of the MFIs in Nairobi. 

There are 13 licensed microfinance institutions by Central Bank of Kenya which are also 

registered with Association of Microfinance Institutions. Primary data was collected using 

questionnaires. The data received was edited where necessary, coded, described, tabulated and 

interpreted in relation to the research objectives. The analysis of quantitative data was carried 

out using descriptive statistics. The results showed that all the corporate branding facets namely 

corporate activities, functional benefits and corporate identity have a significant effect on 

customer satisfaction but of the three facets that the researcher analyzed it was noted that 

corporate identity had the greatest effect on customer satisfaction in Microfinance Institutions. 
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1.0 Introduction 

During the past decade, large companies have increasingly started to profile themselves to the 

public, through websites, corporate advertising, public interviews, annual reports, and other 

corporate communication efforts. Companies have ‘opened up’ with regard to the quality of their 

products, their financial performance, and to their environmental and social records. For 

example, in 1998, over 80% of the Fortune 500 companies discussed aspects of their social or 

environmental performance on their corporate websites (Esrock & Leichty 2000). In addition, 

some companies, like 3M or Ben & Jerry’s, have explicitly positioned themselves on their 

‘corporate’ attributes, like innovation or social responsibility, rather than only on attributes of 

their products. 

Corporate branding has attracted tremendous interest among academics, practitioners, and 

consultants. Extensive researches have been done with different focuses in different disciplines. 

Specifically, corporate branding has been conceived as many different things, for example, as a 

metaphor, a conceptual framework, a management process, a strategic tool-kit and a 

communication facilitator (Schultz & de Chernatony, 2002). It has been understood that 

corporate branding would be about managing more complex organizational associations 

stakeholders have with the company and the behavior of the company and its people, rather than 

merely associations related to individual products and services (Aspara, 2007). 

Thus, to Schultz & de Chernatony (2002) corporate branding provides a solid foundation for 

developing a coherent and engaging promise to all stakeholders. Corporate branding or still 

called company branding was firstexplicitly discussed by consultants and researchers in the 

1990s, corporate branding has been seen as managing and creating positive images of the 

company in customers’ mind as well as in other stakeholders’ mind (Aspara, 2007).  Knox & 

Bickerton (2003) view corporate branding, with multidisciplinary perspective and organizational 

focus, incorporates the management of corporate image, corporate personality, corporate 

identity, and corporate reputation. Some researchers of corporate branding have also focused on 

brand image in the mind of stakeholders, with the importance of all internal and external 

communications of the company (Chernatony, 2002; Hatch & Schultz, 2001). 

According to Roll (2009) Corporations around the world are increasingly becoming aware of the 

enhanced value which corporate branding strategies can provide for an organization. Branding in 

the classic sense is all about creating unique identities and positions for products and services 

hence distinguishing the offerings from competitors. Corporate branding employs the same 

methodology and toolbox used in product branding, but it also elevates the approach a step 

further into the board room, where additional issues around stakeholder relations (shareholders, 

media, competitors, governments and many others) can help the corporation benefit from a 

strong and well-managed corporate branding strategy. Not surprisingly, a strong and 

comprehensive corporate branding strategy requires a high level of personal attention and 

commitment from the organisation management to become fully effective and meet the 

objectives.  
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Customer satisfaction is captured as positive feeling (satisfaction), indifference or negative 

feelings (dissatisfaction) (Bhattacherjee, 2001 as cited in Swaid, 2007).  It is a short-term attitude 

that can readily change given a constellation of circumstances. Therefore, satisfaction is not a 

static idea and it changes as soon as a client finds a better deal that meets his expectations. 

Customers can be enticed by external expressions of an entity brand, whether through corporate 

marketing activities, special events, word-of-mouth, corporate personality that customers 

associate the organisation with or functional benefits that customers seek while purchasing a 

product/services.  It is dangerous to believe that customers will not switch given a better option.  

Your brand must be compelling, and true to form, so that you attract and retain the clients you 

target.  Only by monitoring the health of your brand in the eye of your users will you be able to 

make the changes necessary to improve it, evolve it with the changing marketplace and keep it 

relevant to the needs and desires of your internal and external stakeholders (Leland, Olivia, et al., 

2004). 

 

1.2 Problem Statement 

Previous studies have dwelt with corporate branding and have shown its benefits if applied 

appropriately. However, the impact of corporate branding on customer satisfaction in the MFI 

context has not been explored specifically in the Kenyan context. The study aimed to fill the 

existing gap by answering the question “What are the effects of corporate branding on customer 

satisfaction in micro finance institutions in Kenya? 

 

1.3 General objective 

The overall objective of this research was to determine effects of corporate branding on customer 

satisfaction in Kenya; survey of licensed microfinance institutions within Nairobi. 

1.3.1 Specific Objectives 

The specific study objectives were: 

i. To determine effect of corporate activities on customer satisfaction. 

ii. To identify the effect of corporate brand identity on customer satisfaction  

iii. To determine the effect of brand functional consumer benefit on customer satisfaction 

 

1.4 Methodology 

The study adopted a descriptive research design which enabled the researcher to fact-find on the 

issue under study while using enquiries of different kinds while employing quantitative approach 

in the process of the study. Quantitative approach was used to enumerate data collected in the 

study. A survey was used because it enabled the researcher to have an in-depth understanding of 

the factors under study. The population of interest in this study consisted licensed MFIs in 

Nairobi. There are 13 Microfinance Institutions that are licensed by Central Bank of Kenya to 
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render their services as at May 2016. The selection of the licensed MFIs was justified by the fact 

that these MFIs are assumed to lender services that are at par with their competitors in the 

banking industry. The researcher used census survey considering the number of licensed MFIs in 

Nairobi which were only 13 and therefore the study was conducted using the 13 MFIs which was 

also the target population. 

 

1.5 Regression Analysis 

 

Table 1: Model Summary  

R R Square 

Adjusted R 

Square Std. Error of the Estimate 

0.718 0.721 0.723 1.68291 

Dependent variable: Customer satisfaction 

Independent variable: Corporate activities, Functional benefits, Corporate identity  

Regression was conducted to find out the relationship between independent variables of 

corporate activities, corporate identity, consumer functional benefit and the dependent variable 

customer satisfaction.  The results showed that the model explained 72% of variation from an R 

squared of 0.72. All the independent variables were significant at 5% level of significance. From 

the model summary above it was evident that 72% of change in customer satisfaction was 

explained by corporate activities, corporate identity and functional consumer benefits. 

 

Table 2: Regression results 

 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

 

B Std. Error Beta 

  Constant 1.271 0.449 2.67 2.832 0.005 

Corporate Activities 0.042 0.061 1.067 0.691 0.004 

Corporate Identity 1.277 0.051 1.45 2.5102 0 

Functional Benefits 0.215 0.091 1.076 2.366 0.001 

      

Y= 1.271+ 0.042X1+ 1.277X2+ 0.215X3+0.0785 

Where Y= Customer Satisfaction 

X1= Corporate Activities 

X2= Corporate Identity 
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X3=Consumer Functional Benefit 

From the regression results represented in table 4.8 above it can be noted that corporate identity 

had a Beta mean of 1.277 and statistically significant which means that for each unit increase in 

corporate identity customer satisfaction in MFIs will increase by 1.277 units while holding the 

other independent variables constant, Similarly holding all other independent variables constant 

Beta mean of 0.042 for corporate activities means that for each unit increase in corporate 

activities customer satisfaction in MFIs will increase by 0.042 whereas 0.215 beta mean for 

consumer functional benefit means that for each unit increase in consumer functional benefit  

customer satisfaction in MFIs will increase by 0.215. This also gives a conclusion that corporate 

identity having the highest Beta mean of 1.277 has the greatest effect on customer satisfaction in 

MFIs while corporate activities have the least effect since it recorded the lowest Beta mean of 

0.042. 

 

1.6 Discussion  

The study established that corporate activities of MFIs affect customer satisfaction.  This can be 

explained by the fact that any corporate activity can either be customer-centric approach. In this  

line  those activities  that are customer centric and seek to improve  the services  the customers 

are offered or improve the  livelihoods of  the customers by alleviating poverty are  likely  to  

meet or exceed  customer expectation consequently satisfaction. On the  other hand   corporate 

activities  that are  not customer centric seek  to  increase  the  MFI’s  profit  for  instance  by 

charging high interest  rates and reducing number of staff will likely not meet  customer 

expectation hence  will probably cause low satisfaction.  

One common corporate activity is CSR where MFIs give back to the customers and community 

at large. As such customers stand   to benefit directly or indirectly through CSR activities of 

MFIs. Given the  high  number of  firms within the financial sector and  other sectors  that 

engage in CSR, it is  feasible  that customers of MFIs will expect  their organisations to engage  

in  CSR as well. Consequently CSR is tied to customer expectations which in turn   determine 

customer satisfaction. MFIs that engage in CSR are likely to meet customer expectation 

consequently achieve customer satisfaction.  The  type and  effect  of CSR  will also  have  an 

effect  on the  exact impact of CSR  on  customer expectation. Considering that most MFI 

customers come from poor backgrounds, the expectation is that CSR activities should be tailored 

to improve the livelihoods of the poor. These activities can include community projects with a 

social impact, sponsoring the needy to acquire education, taking part in charity events to improve 

the lives of rural citizens among others. In addition there are CSR activities that do not improve 

the livelihood of the poor or do not resonate with the target market. As such  the  MFIs  that have  

CSR activities  with an impact  on the lives of the poor will likely  meet the  expectation of their 

customers hence satisfy  them. On the other hand, those organisations whose CSR activities do 

not alleviate poverty or do not target immediate customers are likely not to meet customer needs 

hence have lower customer satisfaction.  

 



© Wanjiru                                                ISSN 2412-0294     1029  

 

Corporate identity is developed through association with customers, the image the organisation 

creates and the products and services offered as well as corporate activities. In the process an 

organisation develops a human like characteristic where customers expect attitudes, thoughts and 

behaviors from a company and its brand. As such a particular brand is expected to behave and 

respond in particular manner. For instance, customers are more likely to identify themselves with 

MFIs that are efficient and reliable, customers are likely to expect efficiency and reliability from 

its products and services such as ATMs and loan applications.  As such the delivery on 

efficiency and reliability will affect customer satisfaction levels. In addition if an MFI positions 

itself as cheap or affordable, customers will be satisfied it offers affordable products and more 

satisfied if it supersedes its promises.  

 

Customers are likely to associate with brands that they identify with. For  instance an MFI that 

position itself to meet  the  needs of working class  is  likely to attract working class customers 

who expects  services and  products   that match  their needs. In addition, a brand that creates an 

image to offer technology products will meet techy-savvy customers who will expect technology 

based products and services such as mobile-banking and e-banking. In  this  regard customers 

will expect   the  MFI  to  rely  on technology which  will eventually affect  customer 

satisfaction.  Furthermore it is conceivable that a favorable, strong brand identity will provide 

customers with emotional fulfilment, increase willingness to buy products and services, pay   

premium for services and have image enhancement.  These are likely to affect customer 

satisfaction.  

 

The literature established that the actions and perceptions of stakeholders will affect overall 

corporate brand. In this regard how the organization represents itself is likely to result in 

positive/negative perceptions, behaviors and attitude from stakeholders. In the process, from 

customers’ perspective, the creation of a distinctive and coherent identity adds value to the 

MFI’s products and services which increases satisfaction.  The perspectives of employees on the 

brand personality are very significant considering how the employees serve customers. If 

employees perceive their employer as one that takes care of their concerns, is genuine with 

employee welfare and customer oriented they are likely to offer better services to the customers.  

In and indirect manner, this will determine customer satisfaction which is tied to the quality of 

service received from an organisation.  

 

The study also sought to establish the effect brand functional consumer benefit on customer 

satisfaction. The results show that there exist an association between brand functional and 

customer satisfaction.  Brand functional is made up of service, price, quality appreciation and 

actions. The aforementioned elements determine the type of service a customer will get before 

and after.  Customers expect to be given exceptional service which if delivered according to 

expectation will leave them satisfied.  Additionally customers do not expect the quality of 

service or product they receive to waiver.  At all times, it is expected that an MFI will offer the 
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best quality and sometimes better that its competitors.  In this regard the bar   is set high for 

MFIs to fulfil upon which if achieved customers will be satisfied. However, not all goes 

according to plan by the organisation. At one point the services will not be up to standard or as 

expected.  This is attributed to human error, misunderstanding between employee and consumer 

and technological failures.  In the event of misfortunes, MFIs are expected to handle them 

professionally and cause minimal disturbance to normal service delivery or to the lives of 

customers. How well the events are handled will directly influence customer satisfaction. The 

cost of getting a service   or product determines its worth.  Customers who use MFIs expect the 

organisations to offer affordable products such as accounts with minimal charges and loans at 

affordable interest rates.  This expectation depends on the cost of operating business and the cost 

of acquiring capital as well as taxation among others. As such an institution that will meet the 

expectation of offering affordable products will have its customers satisfied as opposed to one 

that offers products that are priced highly.  

 

 1.7 Conclusion 

 

The study collected data from customers and 160 questionnaires were used in data analysis given 

they had complete data. The results show that corporate identity has the greatest effect on 

customer satisfaction followed by consumer functional benefit while corporate activities has the 

least effect. This can be explained by the fact that most MFIs have concentrated on offering the 

best services given the fact that the industry has strict regulations to follow, corporate branding 

enables current and new customers create an image of corporation and consequently what they 

expect. The exact value derived from the products and services of an MFI determined the levels 

of customer satisfaction. 

 

1.8 Recommendations   

There is need for MFIs to re-evaluate on the type of corporate activities that they initiate.  In 

addition the corporate activities should include those that benefit customers directly such as 

opening new branches, increasing the number of staff among others and those that benefit the 

community at large. The study also established the corporate brand identity affects customer 

satisfaction to a great extent in this vein corporations should particularly focus on their brand in 

order to develop a mutually-profitable yet long-term relationship with their customers and create 

customer loyalty as competitive advantage in the market. 

 

REFERENCES 

Aaker David, A. (1996).Building strong brands. New York, NY: Free Press. 

Abratt R. and Mofokeng T.N. (2001), ‘Development and Management of corporate image in South 

Africa’, European Journal of Marketing, Vol.35, No.3/4, pp. 368–386 



© Wanjiru                                                ISSN 2412-0294     1031  

 

Abratt R. (1989), ‘A new Approach to the Corporate Image Management Process’, Journal of Marketing 

Management,Vol.5, No.1, pp.63-76. 

Anderson, R.E. (1973). “Consumer dissatisfaction: The effect of disconfirmed expectancy on Perceived 

Product Performance”, Journal of Marketing Research, 10 February: 38-44. 

Anderson, R.E. (1973). “Consumer dissatisfaction: The effect of disconfirmed expectancy on Perceived 

Product Performance”, Journal of Marketing Research, 10 February: 38-44. 

Aspara, J. (2007). Emergence and Translations of Management Interests in Corporate Branding in the 

Finnish Pulp and Paper Corporations: A Study with an Actor-network Theory Approach. 

Helsinki School of Economics. 

Balmer, J. M. T. (1995).Corporate branding and connoisseurship. Journal of General Management, 21, 

24-24. 

Balmer, J. M. T. (2001).Corporate identity, corporate branding and corporate marketing-Seeing through 

the fog. European Journal of marketing, 35(3/4), 248-291. 

Balmer, J.M.T, (1997), ‘Corporate Identity: Past, present and future’, University of 

Balmer, J.M.T. (1998), ‘Corporate Identity and the advent of corporate marketing’, Journal of 

Balmer, J.M.T. (2001a)‘Corporate identity, corporate branding and corporate marketing, seeing through 

the fog’, European Journal of Marketing, Vol.35, No.3/4, pp.248-291 

Balmer, J.M.T. (2001b),The three virtues and seven deadly sins of corporate brand management, Journal 

of General Management,Vol.27, No.1, pp.1-17 

Barney, J. (1986), ‘Organizational Culture: Can it be a source of sustained competitive advantage?’, 

Academy of Management Review, Vol.11, No.3, pp.656-665. 

Bickerton D.L. (2000), ‘Corporate Branding and Corporate Reputation’, Corporate Communications: An 

International Journal, special edition on corporate identity, Vol.4, No.4, pp.42-48. 

Birkigt and Stader (1986), Corporate Identity, Grundiagen, Funktionen und Biespoelen, Verlag, Modern 

Industrie, Landsberg am Lech. 

Cardozo, R. (1965). “An experimental Study of Customer Effort, Expectation, and Satisfaction”, Journal 

of Marketing Research, 2(8), 244-249. 

Carlsmith, J. & Aronson, E. (1963). “Some Hedonic Consequences of the Confirmation and 

Disconfirmation of Expectations”, Journal of Abnormal and Social Psychology, 66(2), pp.151-

156. 

Cheney G. and Christiansen L.T. (1999), ‘Identity at issue: linkages between internal and external 

organisational communication’, in Jablin F.M. and Putnam L.L. (Eds.) New Handbook of 

Organisational Communication, Sage, Thousand Oaks, CA 

Clifton R. and Maughan E. (2000) The Future of Brands, MacMillan Business. 

Cracknell, David, Henry Sempangi, Graham A.N. Wright, Leonard Mutesasira, Peter Mukwana and 

Michael J. McCord, “Lessons from  MicroSave’s Action Research Programme (2001)”, 

MicroSave 2002 

D’Alessandro, David F., 2001. Brand Warfare, New York: McGraw Hill. 



© Wanjiru                                                ISSN 2412-0294     1032  

 

David  Carson,  Audrey  Gilmore,  Chad  Perry and  KjellGronhaug    2001  “Qualitative marketing 

research” SAGE publication, London. 

David L. Kurtz, H.F. MacKenzie, Kim Snow (2010) “Contemporary marketing” Second Edition, Nelson 

Education, United States. 

Davidson, H. (1999), ‘Broaden your brand width’, Marketing Business, March 1999, pp.28-29. 

Dawes, R., D. Singer & Lemons, P. (1972), “An experimental Analysis of the Contrast Effect and its 

Implications for Intergroup Communication and Indirect Assessment of Attitude.” Journal of 

Personality and Social Psychology, 21(3), 281-295. 

De Chernatony, L. and Drury, S., 2005. “Internal brand factors driving successful financial servbrands.”  

Available from: University of Birmingham Working Papers 

DeChernatony, L. (2002). From brand vision to brand evaluation. Journal of communication 

management-london-, 6, 295-296. 

Dowling, G. (2000). Creating Corporate Reputations: Identity, Image and Performance: Identity, Image 

and Performance. Oxford University Press. 

Esrock, S. L. and G. B. Leichty (1998). “Social responsibility and corporate web pages: Self-presentation 

or agenda-setting?” Public Relations Review 24(3): 305-319. 

 Festinger, L. (1957). A Theory of Cognitive Dissonance. Stanford, CA: Stanford University Press. 

Fombrun, C.J. and Rindova, V.P. (1998), ‘Reputation Management in Global 1000 Firms: A 

Benchmarking Study’, Corporate Reputation Review, Vol.1, No.3, pp.205-214. 

Fombrun, C.J. and Van Riel, C.B.M. (1997), ‘The Reputational Landscape’, Corporate Reputation 

Review, Vol.1, No.1, pp.5-15. 

Greyser S. (1999), “Advancing and Enhancing Corporate Reputation”, in Corporate Communications, 

Vol.4, No.4, Special Edition on Corporate Identity, pp.177-181. 

Grunig, J.E. (1993), ‘Image & Substance: From Symbolic to Behavioural Relationships’, Public 

Relations Review, Vol.19, No.2, pp.121-139. 

Hatch, M.J. and Shultz M. (2001) ‘Are the Strategic Stars Aligned for Your Corporate Brand?’ Harvard 

Business Review, February 2001. 

Hovland, C., O. Harvey & M. Sherif (1957). “Assimilation and contrast effects in reaction to 

communication and attitude change.  Journal of Abnormal and Social Psychology, 55(7), 244-

252. 

Ind, N. (1997), The Corporate Brand, Macmillan, Oxford. 

Ind, N. (1998b), ‘The company and the product: The Relevance of Corporate Associations’, Corporate 

Reputation Review, Vol.2, No.1, pp.88-93 

Johanna Kujala (2001) "Analysing moral issues in stakeholder relations" business Ethics: A European 

Review, Blackwell publishers Ltd., Oxford, pp.233-245 

John M. T. Balmer and Stephen A. Greyser (2003) "Revealing the corporation perspectives on identity, 

image, reputation, corporate branding, and corporate-level marketing "Tayor& Francis Books 

Ltd., London 



© Wanjiru                                                ISSN 2412-0294     1033  

 

Kano, N., Seraku, N., Takahashi, F. & Tsuji, S. (1984). Attractive quality and must-be quality.  

              Hinshitsu: The Journal of the Japanese Society for Quality Control, 14(2), 39-48. 

K.N. Krishnaswamy, AppalyerSivakumar, M.Mathirajan (2009) “Management Research Methodology, 

Integration of Principles, Methods and Techniques” Dorling Kindersley, India 

King (1991), ‘Brand Building in the 1990s’, Journal of Marketing Management, 7, pp.3-13. 

Kithinji Emily. (2002). Development and the nature of microfinance in Kenya. Women & Environments 

International Magazine, Spring: 31-32. 

Knox, S., & Bickerton, D. (2003).The six conventions of corporate branding. European Journal of 

Marketing, 37(7/8), 998-1016 

Korauš (2002), “Quality of services in the financial sector and types of client behavior” ,BIATEC, 

Volume X. 

Lane Keller, K. (1999), ‘Brand Mantras: Rationale, Criteria and Examples’, Journal ofMarketing 

Management 15, pp.43-51. 

Leland, Olivia, et al., 2004 “Corporate Brand and Identity Toolkit”,MicroSave Marketing Management, 

No.14, pp.963-996. 

Mbogo, Marion; Ashika, Caroline (2011). Factors influencing product innovation in microfinance 

institutions in Kenya: A case study of MFIs registered with the Association of microfinance 

institutions.  International Council for Small Business (ICSB). World Conference Proceedings: 1-

19. Washington: International Council for Small business (ICSB). 

Mitchell, A. (1999), ‘Out of the Shadows’ Journal of Marketing Management, 15, pp.25-42 

Olins, W. (1978), The Corporate Personality: An Inquiry into the Nature of Corporate Identity, Design 

Council, London. 

Olins, W. (1995), The New Guide to Corporate Identity, Gower, Aldershot 

Oliver H.M.  Yau & Hamming You (1994).  Consumer Behaviour in China: Customer Satisfaction and 

Cultural Values. Taylor & Francis, p.17. 

Olson, J. & Dover, P. (1979), “Disconfirmation of consumer expectations through product trial”. 

Journal of Applied Psychology: Vol.64, pp.179-189. 

Pandey, M. (2008). Micro financing: A blessing for the poor. The Indian Journal of Commerce, 61(3), 

July-September, 48-52. 

Peyton,     R.M.,     Pitts,     S.,    and     Kamery,     H.R.     (2003).     “Consumer 

Satisfaction/Dissatisfaction (CS/D): A Review of the Literature Prior to the 1990s”,    

Proceedings    of    the    Academy    of    Organizational    Culture, Communication and Conflict. 

Vol. 7(2), p.42. 

Rindova, V.P. (1997), “The Image Cascade and the Formation of Corporate Reputations”, Corporate 

Reputation Review, Vol.1, N0.2, pp.189-194 

Schultz, Majken; Hatch, Mary J. and Larsen, Mogens H. (eds.), The Expressive Organization: Linking 

Identity, Reputation and the Corporate Brand, Oxford: Oxford University Press, 2000, ISBN 0-

19-829779-3. Strathclyde working paper series. 



© Wanjiru                                                ISSN 2412-0294     1034  

 

Swaid, S., and Wigand, R., (2007), “Key Dimensions of E-commerce Service Quality and Its 

Relationships to Satisfaction and Loyalty”, 20th Bled Conference Mergence: Merging and 

Emerging Technologies, Processes, and Institutions, June 4 - 6, 2007; Bled, Slovenia.  

Terry G. Vavra (1997). Improving Your Measurement of Customer Satisfaction: A Guide to Creating, 

Conducting, Analyzing, and Reporting Customer Satisfaction Measurement Programs. Americal 

Society for Qualit. pp. 44-60. 

Wright, Graham A.N., Monica Brand, ZanNorthrip, Monique Cohen, Michael McCord and Brigit Helms, 

“Looking Before You Leap: Key Questions that Should Precede Starting New Product 

Development”, MicroSave 2001 


