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Zvonko Sajfert
Milan Nikolić

The paper presents research results obtained during the process of mo-
deling a system (processes) for providing satisfaction of a company’s
customer needs. The cybernetic model assumes a process approach
and appropriate marketing research at the beginning and correspon-
ding evaluation at the end; it is also harmonised with the conditions
in which Serbian companies (production and services) work and it is
created to enable easier managing of these processes with the aim of
achieving business excellence.
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Introduction

In modern economies, characterized by global trends, achieving busi-
ness excellence and creating world class products and services, as basic
preconditions of company’s growth and development, are not functions
of one organizational unit within the company, but they represent the
result of synchronized activities of all company’s functions, according
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to precisely defined objectives of the company (Cockalo and Djordjevic
2006).

The objective of an organisation should be achieving and understan-
ding the optimum level of customer’s satisfaction (Sajfert, Ðord̄ević and
Bešić 2008). This field represents a base of three concepts: quality mana-
gement, total quality managemnt and business excellence and relation-
ship marketing.

Quality components, such as solving complaints, cooperation of com-
pany’s representatives with customers, availability of products and servi-
ces, cost and price policy and activities related to making contracts, have
a great influence on customers’ satisfaction (Courage and Baxter 2005;
Conca, Llopis and Tari 2004; Saraph, Benson and Schroeder 1989; Hanna,
Backhouse, and Burns 2004). On the other hand, customers’ satisfaction
also influences the company’s characteristics, such as spreading positive
information about the company and its services and products (Cockalo
and Djordjevic 2008; Saad and Siha 2000; Evans and Burns 2007).

The concept of ‘total quality’ extends well beyond the marketing
customer-perceived view of quality (Garvin 1988; Zeithaml, Parasura-
man, and Berry 1990) including all key requirements that contribute
to customer-perceived quality and customer satisfaction. Total quality
broadens prior notions of quality in that it includes consideration of bu-
siness processes for providing complete customer satisfaction on the full
range of product and service needs. Essentially, the total quality concept
is a general philosophy of management (Price and Chen 1993; Mohr-
Jackson 1998).

Business excellence presents a business strategy which demands com-
plete commitment and acceptance of this concept from the management
(Terziovski and Samson 1999; Irani, Baskese and Love 2004; Dale 1997).
The efqm model of business excellence is based on eight principles. The
belonging criteria are: leadership, policy and strategy, people – manage-
ment of employees, partnership and resources, processes, customer re-
sults – customer satisfaction, people results – employees’ satisfaction,
society results – the influence on society and key performance results
(efqm ed. 2002). All of these are the basis for self-evaluation whose pur-
pose is to evaluate the ‘maturity phase’ of the organization and to focus
on the problems of further business improvement (Rusjan 2005; Teo and
Dale 2007; Dale and Ritchie 2000; Motwani 2001; Tari 2005).

The term ‘relationship marketing’ was first introduced by Berry in
a services marketing context (Berry 1983). Managing relationships is,
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however, nothing new in business. Many entrepreneurs do business by
building and managing relationships and always have, but without using
the term relationship marketing. Relationship marketing is a process by
which a company builds a long lasting relationship with possible and
also the existing customers in such a way that both sides (sellers and
buyers) are focused on commonly defined objectives (Evans and Laskin
1994; Grönroos 1994). Brookes and Little (1997) give a broader explana-
tion, saying that this concept is based on data base management, inte-
ractive market communication and web marketing. The achievement of
these objectives is reached through: (1) the understanding of customers’
needs, (2) treating customers’ as partners, (3) making such conditions
that employees satisfy all customers’ needs; this can demand initiative
and efforts from employees that can exceed the norms of the company,
and (4) providing the best possible quality in accordance with customers’
individual needs (Evans and Laskin 1994).

Building partnership with suppliers, especially with service companies
which make the selling-service network, educating and motivating em-
ployees, encouraging and stimulating personnel to express free initiative
and creativity in solving problems through communication with custo-
mers and the concept of business excellence are, beside the relationship
with customers, crucial inputs in the relationship marketing concept.

Positive results of effectively positioned relationship marketing are: (1)
high percentage of satisfied customers, (2) greater loyalty of customers,
(3) quality of products/services is better perceived by customers, and (4)
increasing profit of a seller-company (Evans and Laskin 1994; Grönroos
1994).

The Methodological Setting of the Research

The objective of the research (see Cockalo 2008) was to create and pre-
sent a theoretic model of a system for providing satisfaction of a com-
pany’s (firm’s) customers’ needs. This model assumes a process appro-
ach, appropriate marketing research at the beginning and corresponding
evaluation at the end. The model is harmonised with the conditions in
which Serbian companies (production and services) work and it is cre-
ated to enable easier managing of these processes with the aim of achie-
ving business excellence.

Pre-conditions of the research were:
General. It is possible to create a universal theoretic model for provi-

ding satisfaction of customers’ requirements that will integrate the re-
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quirements of marketing research, quality requirements precisely given
by the iso 9000:2000 series of standards as well as the needs of produc-
tive and non-productive organizations, especially when the requirements
of the Republic of Serbia economy surroundings are in question.

Specific pre-condition 1. It is possible to carry out a systemic analysis
and a synthesis of a model for providing satisfaction of customers’ re-
quirements that integrate: criteria of business excellence in modern bu-
siness conditions, the requirements of research marketing and quality
requirements precisely given by the iso 9000:2000 series of standards,
particularly by using the following:

• By analysis, criteria of business excellence in modern business con-
ditions, marketing requirements for satisfying customers’ needs, as
well as specific requirements given by the iso 9000:2000 series of
standards, relevant for the model, can be postulated;

• By analyses a group of procedures for monitoring, measuring and
analysis, of company- customers’ satisfaction can be obtained;

• Basic functions, and sub-processes can be analyzed;

• On the base of previous analyses and by synthesis a starting model
structure can be approached;

Specific pre-condition 2. The existence of the model is justifiable, but
there are requirements, elements and activities that were not considered
during preparation of the proposed model although they are specific and
important for companies’ work (productive and non-productive) in the
Republic of Serbia. They are:

• New elements/activities should be integrated in the model.

• Proposed elements/activities that should be integrated in the model
will depend on specific needs of a company and the experts’ opi-
nion, from the sphere of quality.

Research target groups were:

• companies (productive and/or services), which are, in accordance
with the objective, certified according to the system of qm standards
(iso 9000 series of standards) and which are registered and work
in Serbia, or managers – working in the quality and/or marketing
sector in these companies, as the primary group,

• experts, in the field of quality and/or marketing, as a control group.
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Interviewing of available companies and experts was primarily carried
out by e-mail survey. The reasons for this type of survey were fast re-
sponse and costs, which were considerably lower compared to surveying
by mail or some other type of interview, paying attention to the main
characteristics and problems (Hanic 1997) (the biggest response, from 20

to 30%, but sometimes it does not exceed 5%, therefore the sample is not
representative). A part of the questionnaire was personally distributed
to some companies and experts. About 600 companies and 100 experts
were included in the survey.

For the sake of the survey, a questionnaire was created (taking care
of the methodology of the research). The communicative principle was:
one questionnarie – one company/expert; 84 companies and 37 experts
accepted to participate in the survey. The sample is representative be-
cause it includes more than 5% of companies in the Republic of Serbia
which have the certificate iso (jus iso) 9001:2000. Reference data on the
certificate number were taken from the the iso Survey (2006), the last
available one during the research realization. Here, 1551 certified compa-
nies are mentioned.

According to Courage and Baxter (2005) the response in researches of
this type is 20-60%, while in other works (Conca, Llopis and Tari 2004;
Saraph, Benson and Schroeder 1989; Cockalo and Djordjevic 2008; Ter-
ziovski and Samson 1999; Irani, Baskese and Love 2004; Motwani 2001;
Tari 2005; Segars, Grover and Kettinger 1994) it is not greater than 30%.
In this research work, companies’ response is 14%, and the experts’ 37%,
which indicates uninterest and/or dismotivation of the employees for co-
operation.

The part of the problem which influenced a smaller response (especi-
ally) of companies in this research includes ‘technology factors,’ taking
into account it (il)literacy of the employees (Preradovic 2008), as well
as the implementation of antispam programs on servers in companies.
However, these claims are not confirmed.

The survey was mainly realized in November and December 2007 and
in January 2008.

The structure of the surveyed companies was:

• According to ownership structure the companies were mainly pri-
vate 61 (72.6%), then public 10 (11.9%), socially owned 8 (9.5%) and
other 5 (6%);

• According to the field of work: agriculture, hunting, forestry and
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44 Ðord̄ević, Ćoćkalo, Sajfert, and Nikolić

water management 3 (3.4%), ore and stone mining 1 (1.1%), manu-
facturing industry 46 (52.3%), electrical, gas and water generation
and supply 5 (5.7%), building construction 9 (10.2%) wholesale and
retail trade; motor vehicles, motorcycles and house-ware/personal
repair 8 (9.1%), traffic, warehousing and connection 3 (3.4%), ad-
ministration and defence; compulsory social insurance 2 (2.3%),
education 3 (3.4%), health and social care 3 (3.4%), other commu-
nal, social and individual services 5 (5.7%);

• According to the size: micro 6 (7.2%), small 8 (9.5%), medium 38

(45.2%), big 32 (38.1%);

• Position of the interviewed: director (general manager) 10 (11.9%),
leading manager 49 (58.3%), consultant 3 (3.6%), the rest 22 (26.2%).

The structure of the interviewed experts:

• The majority of the interviewed were male 31 (83.8%) while females
were only 6 (16.2%);

• The greatest number of the interviewed were over 50 years of age 13
(41.9%), 11 (35.5%) were between 30 and 40, and the smallest num-
ber comprised those between 40 and 50 years of age 7 (22.6%). Six
experts did not answer this question;

• Level of education: the majority were phd 15 (40.6%), experts with
Master’s degree and Bachelors were 10 (27%) and 2 (5.4%) of the
experts had college diplomas;

• Occupation answered by 22 (59.5%) of the interviewed: the majority
were university professors/college professors – 11, five experts were
employed as consultants, there were 2 assistants and 2 technologists,
1 director (manager), 1 engineer and 1 programmer;

• Position of the interviewed in their organizations answered by
36 (97.3%): directors (managers) 5 (13.2%), leading managers 10

(26.3%), consultants 1 (2.6%), owners 2 (5.3%), others 20 (52.6%).

Methods of statistical analysis and presentation. During the checking
phase of statistically relevant differences in the answers of different-size-
companies (types of companies: 1 – micro and small, 2 – medium, and 3

– big), the data types which appeared in the survey led to the application
of two different methods of statistical analyses:

1. Kruskal Wallis – one-way analyses of the variants among the ranks
for data types of lower level (nominal), as well as with data without
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beginner’s presumption on the existence of a certain distribution
(most frequently normal);

2. One way anova – one-way analyses of the variant, but in this case
for more superior data of interval level, such as significance grades;

anova was also used in comparison of companies (total) and experts’
data.

It was taken that the evaluation limit of reliability results, i. e., proba-
bility which enabled claiming that the data were error consequences or
random variations, was p = 0.05. This means that for p ≤ 0.05 there
exists a statistically significant difference in results.

It was determined that there was no significant statistic exception in
the answers of companies’ (total) and experts, therefore there is no dis-
cussion on this matter.

Where appropriate, in processing and analysing the research results,
Pareto analyses were used in order to sort the answers according to de-
gree of importance both for the companies and experts. The research
results presented in this paper, include the answers that belong to the
categories ‘very important’ and ‘important.’ The category ‘other’ was ne-
glected.

The Model

This part of the paper presents a model for providing satisfaction of
customers’ requirements, which is derived from theoretic research, but
whose justifiability has been proved by research into attitudes of compa-
nies and experts in Republic of Serbia.

Structure presentation and the ties within the model are supported by
additional explanations and statistic indicators which justify the model
and its elements (modules). The model itself, as well as its function, is su-
pported by additional explanations and statistic indicators which justify
the model and its elements (modules).

the basic function of the model

The basic function of the model is providing satisfaction of customers’
requirements. By implementing this model harmonization is provided of
the basic function with the principles and criteria of business excellence,
as well as with marketing requirements in relation to customers’ requi-
rements and their satisfaction and also specific requirements of the iso

9000:2000 series of standards. However, all requirements and interests of
suppliers and other stakeholders have to be respected.
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model structure

The explanations of sub-process (module) elements which represent the
extension of the basis given by iso 9001:2000 are mentioned below. The
structure of the standard is used for better description and explanation
of the model which, in fact, relies upon it.

Management responsibility

Apart from responsibilities defined by the standard, the management
should:

1. Take care about the principles and the criteria of business excellence
while defining policy, objectives and tasks, as well as processes.
The principles are:

• results orientation,

• customer focus,

• leadership,

• management by processes and facts,

• people development and involvement,

• continuous learning, innovation and improvement,

• partnership development,

• corporate social responsibility.

The criteria are:

• leadership,

• policy and strategy,

• people,

• partnership and resources,

• processes,

• customer results,

• people results,

• society results,

• key performance results.

2. During the process of management review they should take care
about the criteria of business excellence incorporated in business
policy.

3. Provide taking care about input elements of relationship marketing
concept while defining policy, objectives and tasks, as well as the
planning and realization of processes:
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• understanding customers’ expectations,

• building service partnerships,

• empowering employees,

• total quality management,

that also includes evaluation of customer satisfaction.

4. Provide monitoring, evaluation and analysis of output elements in
relationship marketing concept:

• quality product,

• customer satisfaction (effects: complaints, recommendations,
re-buying),

• customer loyalty,

• increased profitability (also one of the key indicators of business
results in the business excellence model).

5. Take care about output elements of the relationship marketing con-
cept during the management review phase.

When asked to evaluate the importance (in the research (survey) the
Likert 5-point scale was used) that should be given to the principles of
business excellence while defining policy, objectives and tasks in the or-
ganization, 66 (85.7%) out of 77 (91.7%) of the interviewed in companies,
or 33 (91.7%) out of 36 (97.3%) experts gave the answers which are shown,
comparably, in table 1. All the principles were evaluated as significant or
particularly significant (the lowest grade was given to corporative social
responsibility by the experts 3,39).

Having been asked to evaluate the significance given, or which should
be given to criteria of business excellence when defining policy, objecti-
ves and tasks in the organization, the interviewed 63 (85.1%) out of 74
(88.1%) in companies, and experts 33 (91,7% out of 36 (97.3%) evaluated
the criteria and their application as significant (table 2).

Table 3, including the companies’ and experts’ grades, shows how im-
portant it is to take care about the criteria of business excellence by the
leading management in management review. Affirmative answers were
given by 65 (83.3%) out of 78 (92.9%) companies, and 33 (91.7%) out of
36 (97.3%) experts. Here, a statistically significant difference was noti-
ced in the answers of the different-type companies (p = 0.043 < 0.05)
and the grades are shown separately. A high average grade of significance
given to the criteria of business excellence was noticed, in other words,
they were evaluated as significant and particularly significant – the lowest
grade was 3.50.
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table 1 Comparative survey of average significance grades that should be given to the
principles of business excellence when defining policy, objectives and tasks in
the organization

Principles of business excellence (1) (2)

Results orientation 4.17 4.39

Customer focus 4.42 4.61

Leadership 3.82 4.18

Management by processes and facts 3.80 4.06

People development and involvement 3.76 3.88

Continuous learning, innovation and improvement 3.68 3.79

Partnership development 3.94 3.94

Corporate social responsibility 3.58 3.39

notes Column headings are as follows: (1) average grade of the interviewed in com-
panies, (2) average grade of the experts. anova significance test – group: companies, F =
2.066, Sig.= 0.152.

table 2 Comparative survey of average significance grades which should be given to
the criteria of business excellence when defining policy, objectives and tasks
in the organization

Criteria of business excellence (1) (2)

Leadership 3.73 4.00

Policy and strategy 3.87 4.24

People 3.68 4.21

Partnership and resources 3.65 3.97

Processes 3.90 4.15

Customer results 4.47 4.48

People results 3.58 4.15

Society results 3.52 3.70

Key performance results 4.23 4.27

notes Column headings are as follows: (1) average grade of the interviewed in com-
panies, (2) average grade of the experts. anova significance test – group: companies, F =
3.350; Sig.= 0.052.

It is interesting that particular significance is given to the principles
and criteria which are directly oriented towards customers (the lowest
average grade is 4.23); this shows the readiness of the organizations to
devote themselves to their customers, as well as the importance which
the experts give to this question.

Both companies and experts consider significant or satisfying (in the
research (survey) the Likert 5-point scale was used) input elements of
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table 3 Comparative survey of the average significance given to the grade, and which
should be paid to the criteria of business excellence at management review by
the leading management

Criteria of business excellence (1a) (1b) (1c) (2)

Leadership 3.67 3.54 3.73 4.00

Policy and strategy 4.08 4.04 3.88 4.24

People 4.33 3.69 3.50 4.21

Partnership and resources 4.17 3.69 3.62 3.97

Processes 4.17 3.73 4.04 4.15

Customer results 4.67 4.42 4.23 4.48

People results 3.92 3.81 3.50 4.15

Society results 3.92 3.46 3.62 3.70

Key performance results 4.67 4.35 4.12 4.27

notes Column headings are as follows: (1a–1c) average grade of the interviewed in
companies, (2) average grade of the experts. anova significance test – group: companies,
F = 3.584. Sig.= 0,043.

table 4 Comparative survey of the average significance grade of input elements in
the relationship marketing concept

Input elements of relationship marketing concept (1) (2)

Understanding customers’ expectations 4.31 3.88

Building service partnerships 3.92 3.42

Empowering employees 3.66 3.71

Total quality management 3.76 3.26

notes Column headings are as follows: (1) average grade of the interviewed in com-
panies, (2) average grade of the experts. anova significance test – group: companies, F =
2.892; Sig.= 0.107.

the relationship marketing concept, especially in the sphere of planning
(table 4).

A comparative survey of the average grades which the interviewed
used to evaluate the significance of output elements of relationship mar-
keting, especially in the sphere of planning is given in table 5. It should
be emphasized that all the elements were evaluated as significant both by
companies, 81 (96.4% answered the question, and by experts 35 (94.6%)
of the interviewed.

Resource management

Resource management includes:

1. Human resources: hrm should include requirements which de-
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table 5 Comparative survey of average the significance grade of output elements in
the relationship marketing concept

Output elements in the relationship marketing concept (1) (2)

Quality product 4.64 4.06

Customer satisfaction (complaints, recommendations, re-buying) 4.44 4.26

Customer loyalty 4.04 4.09

Increased profitability 4.19 3.91

notes Column headings are as follows: (1) average grade of the interviewed in com-
panies, (2) average grade of the experts. anova significance test – group: companies, F =
1.431, Sig.= 0.289.

mand taking care about the requirements of important elements of
the relationship marketing concept and a business excellence model
during the process of selecting, involving, training and motivating
employees, especially those in direct contact with customers.

2. Infrastructure.

3. Work environment.

Training and motivation of employees, as input elements of relation-
ship marketing, take for a starting base an appropriate selection of staff,
especially those who need to be in direct contact with customers. The
offered criteria are presented in figure 1, according to the degree of si-
gnificance. Totally 82 (97.6%) of the interviewed in companies and 36

(97.3%) experts answered the question. The most significant criteria are:
communicative abilities and experience and the least significant is appe-
arance.

Appropriate training, encouraging and rewarding of employees, toge-
ther with free initiative and imagination, from the standpoint of relati-
onship marketing means that the employees, properly guided, can fulfil
expectations and answer the requirements of customers better than any
procedure and, in that way, reduce frustration and dissatisfaction of cu-
stomers. In order to apply such an approach it is important to fulfill four
conditions. Figure 2 shows that 79 (94.1%) companies and 35 (94.6%)
experts gave their statements on this.

Product realization

Customer-related processes. Effective relationship with customers de-
mands from organizations to:

1. Perform acceptable evaluation of customer satisfaction, when pos-
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Communicative abilities
28%

32%

Experience
19%

23%

Initiative
23%

18%

Education
10%

14%

Creativity
13%

11%

Appearance
6%

2%

figure 1 Key criteria for selecting staff that should be in direct contact with
customers (light gray – firms, dark gray – experts)

Approach in relation to the firm’s
mission 30.0%

30.2%

Knowledge and skills to solve problems
and make decisions 40.0%

47.7%

Responsibility and authority to make
decisions that better serve the customer 14.0%

19.3%

A spirit that jobs will not be risked if
empowered acts lead to mistakes 16.0%

2.8%

figure 2 Conditions for active involvement of employees in the relation marketing
concept (light gray – firms, dark gray – experts)

sible, and to refer to the results of the sub-process, related to data
analysis and improvement.

2. Establish requirements that are not specified or expected, but which
a customer can evaluate positively after use (if possible).
Identification of customers’ requirements and expectations is a se-
parate sub-process which can be part of another process, and beca-
use of that its definition and providing evidence (document) can be
performed in the following ways:

• included in the procedure for identification of customer requi-
rements and expectations,

• given in more detail in the Reference book of quality,

• forming part of another procedure, for example: making con-
tracts, selling, communication with customers etc.

• methodology, presented as a separate document, that is being
referred to in the evidence.
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The appropriate methods and techniques for establishing customer
requirements and expectations are (Hanic 1997):

a) observation;

b) interviewing customers:

• personal interview,

• postal interview,

• e-mail interview,

• anonymous interview on a larger sample with the presence
of interviewers,

• interview by telephone.

3. Reconsidering of requirements should include (when it is possible
for the organization and customers) some kind of needs and expec-
tation research, or evaluation of customer satisfaction, or it should
refer to the sub-process results of data analysis and improvement.

4. Establishing and implementing effective solutions in communica-
tion with customers in relation to feedback information from cu-
stomers, including their complaints. If it is harmonized with the
organization’s commitment and possibilities or external require-
ments, the process of making complaints should be defined and
documented.

Design and development. Validation of results within a phase or the
project should include acceptable research of needs and expectations or
it should refer to the results of processes related to customers, as well as
evaluation of customer requirements (when possible) or sub-processes
of data analysis and improvement.

Purchasing. The relationship towards suppliers should be in harmony
with the principles and criteria of business excellence, as well as with re-
levant input elements of the relationship marketing concept. In general,
this partnership with suppliers means necessary cooperation, harmoni-
zed with mutual interests.

Production and service provision. It is necessary to provide:

• during performing activities (products and services realization),

• after realization or products delivery, and

• through post-delivery and servicing activities,

an acceptable research of needs and expectations, both for the organiza-
tion and customers. If this is not possible then it should be referred to
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the results related to customers. When possible, evaluation of customer
satisfaction should be performed and, when not possible, it should be
referred to the sub-process results of data analysis and improvement.

Comparable additional explanations and accompanying statistical in-
dicators for the parts of the paper related to researching needs, product
realization and measuring analyses and improvement data are given at
the end of the next paragraph.

Measurement, analysis and improvement

Monitoring and measurement includes methods, techniques and activi-
ties which an organization should introduce in order to monitor and
measure:

1. Customer satisfaction – information on customers’ opinion about
the degree to which their requirements have been fulfilled. Me-
thods, techniques and activities appropriate for getting this infor-
mation are (Hanic 1997):

a) observing;

b) interviewing customers by:

• personal interview,

• postal interview,

• e-mail interview,

• anonymous interview on a larger sample when the intervie-
wer is present,

• telephone interview,

c) solving complaints;

d) monitoring of proposals for improvement (products/services)
suggested by customers;

e) solving complaints on products;

f) monitoring of products ‘behavior’ during usage (defects).

Improvement. The analysis of customer satisfaction should have the
following consequences:

• corrective and/or preventive actions;

• planning the quality for the future;

• (re)definition of quality policy, objectives and tasks;

• training personnel;
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table 6 Comparative survey of acceptable ways of making documentation of
processes: identification of expectations and monitoring, measuring and
analyses

Offered answers (1) (2) (3) (4)

Given in more detail in the refe-
rence book (handbook) of quality

27 (29.7%) 16 (27.1%) 22 (23.2%) 13 (22%)

The procedure 46 (50.5%) 27 (45.8%) 54 (56.8%) 33 (55.9%)

The part of another procedure 12 (13.2%) 5 (8.5%) 12 (12.6%) 4 (6.8%)

Methodology as a separate docu-
ment that is being referred to in the
evidence

4 (4.4%) 11 (18.6%) 7 (7.7%) 9 (15.3%)

notes Process of identification of expectations: (1) firms, (2) experts; process of moni-
toring, measuring and analyses: (3) firms, (4) experts. Process of identification of expec-
tations; Kruskal Wallis test – grouping variable: firms (companies), Chi-Square = 2.258,
Asymp. Sig.= 0.323. Process of monitoring, measuring and analyses; Kruskal Wallis test
– grouping variable: firms (companies), Chi-Square = 1.714, Asymp. Sig. = 0,424.

• ‘good practice’ – collective experience (it is equally related to all mo-
dules of the model).

The procedure of evaluating customer satisfaction is a separate pro-
cess, but it can be part of another process too, so its definition and ma-
king evidence can be performed in the following ways by:

• introducing the procedure for monitoring, measurement and ana-
lysis of customer satisfaction,

• processing in more details in the Reference book (Handbook) of
quality,

• forming part of another procedure, for example corrective or pre-
ventive actions, selling, solving complaints etc.,

• providing methodology, as a separate document that is being refer-
red to in the document.

Having been asked to say if they had particularly defined the process
for identification of the expectations and requirements of customers, the
majority of the interviewed, 66 (79.5%) out of 83 (98.8%) from the com-
panies gave positive answers. One part 14 (16.9%) of them connected this
process to some process in the organization and only in 3 (3.6%) com-
panies was this process not defined at all. A similar structure of answers
given by the experts: 31 (83.8%) thought it was important to define this
process, and 6 (16.2%) thought that this process could be joined to some
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table 7 Survey of phases in which research on needs and customers’ satisfaction
is/should be performed

Offered answers (1) (2) (3) (4)

Defining quality policy, objectives
and tasks

5 (20.8%) 23 (18.7%) 18 (16.5%) 13 (11.7%)

Research on requirements and
expectations

6 (25%) 17 (13.8%) 17 (15.6%) 30 (27%)

Defining resources for realisation
of a product or service

1 (4.2%) 9 (7.3%) 15 (13.8%) 7 (6.3%)

During review of requirements
related to the product

5 (20.8%) 18 (14.6%) 15 (13.8%) 12 (10.8%)

Through validation of results
(within a phase or the project)

6 (25%) 14 (11.4%) 13 (11.9%) 11 (9.9%)

During performing activities
(products and services realization)

— 20 (16.3%) 10 (9.2%) 10 (9%)

After realization or products
delivery

— 17 (13.8%) 8 (7.3%) 6 (5.4%)

Through post-delivery and
servicing activities

1 (4.2%) 5 (4.1%) 13 (11.9%) 18 (16.2%)

notes Research on needs and expectations: (1–3) firms, (4) experts. Kruskal Wallis
test; grouping variable: firms (companies), Chi-Square = 14.645; Asymp. Sig. = 0.001.

other process, with a note that they insisted on the existence of this pro-
cess.

The process of monitoring, measuring and analysis of customers’ sa-
tisfaction is similar to the previous one: 69 (82.1%) of the interviewed in
companies stated that this process already existed as specifically defined,
14 (16.7%) said that it was a part of some other process, and only 1 (1.2%)
said that it didn’t exist. The experts were, this time, specifically unique in
thinking that this process had to be particularly defined, only 3 (8.1%) of
the interviewed stated that it could be a part of some other process.

When the problem of making documentation of both processes is in
question, we can see that the opinion of companies and experts was al-
most the same (table 6). For making documentation of the process –
identification of expectations – we got answers from 81 (96.4%), and for
making documentation of the process – monitoring, measuring and ana-
lysis – we got answers from 83 (98.8%) of the companies.

It is obvious that, in both processes, the experts gave advantage to me-
thodology over integration – which is opposite to that of companies. This
does not diminish the significance of the part (which is the biggest) in
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table 8 Survey of phases in which measuring of customers’ satisfaction is/should be
performed

Offered answers (1) (2) (3) (4)

Defining quality policy, objectives
and tasks

2 (6.5%) 10 (10.8%) 11 (11.6%) 14 (11.9%)

Research on requirements and
expectations

6 (19.4%) 9 (9.7%) 18 (18.9%) 20 (16.9%)

Defining resources for realisation
of a product or service

— 8 (8.6%) 5 (5.3%) 7 (5.9%)

During review of requirements
related to the product

5 (16.1%) 11 (11.8%) 10 (10.5%) 10 (8.5%)

Through validation of results
(within a phase or the project)

9 (29%) 10 (10.8%) 6 (6.3%) 14 (11.9%)

During performing activities
(products and services realization)

— 8 (8.6%) 14 (14.8%) 9 (7.6%)

After realization or product
delivery

6 (19.4%) 27 (29%) 18 (18.9%) 21 (17.8%)

Through post-delivery and
servicing activities

3 (9.7%) 10 (10.8%) 13 (13.7%) 23 (19.5%)

notes Measuring of satisfaction: (1–3) firms, (4) experts. Kruskal Wallis test; grouping
variable: firms (companies), Chi-Square = 12.205, Asymp. Sig. = 0.002.

which there is an agreement in statements. The survey of the answers re-
lated to phases in which research of needs, expectations and measuring
of customers’ satisfaction is performed, or should be performed, is gi-
ven in tables 7 and 8 respectively. A statistically significant difference in
answers of different-type companies was noticed concerning the que-
stions about the phases in which research on needs and expectations
(p = 0.001 < 0.05) and measuring of satisfaction (p = 0.002 < 0.05)
is performed, therefore the answers are given separately. The question
concerning the process – identification of expectations – was answered
by 83 (98.8%) of the interviewed, and the question concerning the pro-
cess – monitoring, measuring and analysis – was answered by 80 (95.2%)
of the companies.

Generally, it is the best to implement both the research of needs and
expectations and measuring of satisfaction in all the mentioned phases,
having in mind that the focus of the activities is moved from research
on the needs and expectations towards measuring of satisfaction during
the process, which goes from defining policy and objectives of quality to
post-selling and service activities.
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Methods and activities for research on attitudes are acceptable, in the
opinion of companies and experts, and they should be applied in rese-
arch on the needs and expectations and in measuring of satisfaction, as
shown in the comparative survey (table 9).

Methods and activities that are of particular importance are those used
in surveying customers, especially the personal interview and postal in-
terview. The least attention is paid to monitoring of a product’s life in
usage.

The analysis of customers’ satisfaction should influence the improve-
ment of qms and making business of a whole organization in general.
This is a requirement of the standard, but also the practice of Serbian
companies, as shown by is the research. The ways through which this
is performed, or should be performed, were shown by 81 (96.4%) com-
panies and 36 (97.3%) of the experts in their answers to the questions
presented. It is encouraging that the ‘system of award and punishment’
has almost completely excluded in companies 5 (2.5%), while the experts
have not considered this problem at all. Table 10 shows a comparative
survey of companies and experts’ opinions on this question.

With a certain difference, the companies and experts give advantage to
corrective and/or preventive measures in planning quality in the future
period, while they give the least attention to shared values. The purpose
of the research (survey) was not so much to establish the reason for its
application but to identify the ways – how ‘the circle closes,’ in other
words, to establish the elements of feedback in the model, so we did not
go into details.

Discussion

The basic function, as well as the elements and sub-processes of the
cybernetic model, define the processes of needs and requirements identi-
fication and measuring customers’ satisfaction in implementation of the
model for providing satisfaction of customers’ requirements and thro-
ugh realization of the sub-processes.

The structure of a theoretic model follows the bases of the iso 9001:
2000 standard, as well as recommendations concerning managing qua-
lity, costs and the process of solving customers’ complaints. The ele-
ments, including criteria of business excellence (the efqm as a reference
model) and marketing requirements (the base for defining this was the
effective relationship marketing concept) which are also integrated in the
model, broaden and fulfil the model thus performing its basic function.
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The theoretic model served as a base for further research on compa-
nies (productivity and services), which work and have their seats on the
territory of Republic of Serbia – first of all their leaders, owners or em-
ployees who are in charge for the implementation of qms, as a primary
group, and experts from this sphere, as a control group in the research.

Generally, this research did not show directly that the model should be
fulfilled by the integration of new elements and/or activities, but it noted
that it should be reduced.

There is not a statistically significant difference in the answers ob-
tained from the companies and the experts concerning the relevant mo-
dules, elements, sub-processes and functions of the model, although the
opinions are to a great deal different when some indirect questions are
analysed. There are, according to some questions, statistically significant
differences in opinion of the different types of companies (concerning
the size: micro, small, medium and big), but this was expected, taking
into account the size of the research.

The research in companies, and among the experts directly showed the
justifiability of the model, which is confirmed by the model’s structure.

The work on the model showed certain imperfections:

• relatively weak response of experts and companies which could je-
opardize the model and its significance concerning representative
quality,

• limitation in the geographic sense – only the Republic of Serbia was
included in the survey,

• apart from the statistical check, there was an absence of mathematic
modeling, as had been previously anticipated.

Conclusions

The bases of successful management aimed at building a relationship
with customers mean:

• involvement of executives and their commitment to the objectives
of such organization management,

• successful measurement which is, in short term, based on quality
management of services and, in long term, at obtaining a high de-
gree of customers’ satisfaction,

• guidelines for individual initiative which provide realization coor-
dinated with the general objective and strategy aimed at building a
relationship with customers.
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The company’s objective should be achieving and understanding the
optimum level of customer satisfaction. The important step in achieving
customer satisfaction is to conduct research on customers’ requirements
in order to make good business decisions.

The model for providing customer satisfaction, presented in this work,
is harmonized according to its basic function and primary structure,
with the requirements of the iso 9001:2000 series of standards, as well
as with relevant proposals and criteria of business excellence, marketing
requirements and specific characteristics and requirements of Republic
of Serbia economy.

Further work on the model would go in, at least, two directions:

• towards spreading the research to the countries in the region,

• towards factor analysis and creation of a mathematical model in
order to check the elements and ties within the model.
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