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The Influence of Customer Satisfaction on Organizational Performance

JIANG Yong-zhong MIAO Miao
(Chengdu University of Technology Chengdu 610059 China)

Abstract Despite customer satisfaction is one of the core concepts of modern marketing, researchers have

not developed consensual definition, formulation mechanism and its influence. Literature review has been done

about definition of customer satisfaction and its relationship with performance. Research frameworks are put

forward and the future research direction is discussed.

Key words customer satisfaction;

customer satisfaction puzzle;

organizational performance; influence

Wi SEiEmm



