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Abstract

This master’s thesis examines the impact of customer satisfaction management on brand
success. In today’s highly competitive business environment, customer satisfaction has become
one of the key determinants of organizational performance, influencing customer loyalty,

brand image, reputation, and financial outcomes.

The study combines both theoretical and empirical research approaches. The theoretical part
analyzes existing literature on customer satisfaction, service quality, customer loyalty, and
brand management, drawing on the works of prominent scholars such as Kotler, Keller, Aaker,
and Oliver. The empirical part is based on a quantitative research method, using a structured

questionnaire to collect data from respondents.

The results of the study indicate that customer satisfaction has a significant positive impact on
brand loyalty, brand image, and customer retention. Satisfied customers are more likely to
repurchase products, recommend the brand to others, and maintain long-term relationships
with the company. The findings also confirm that service quality, effective communication,

and customer experience play a crucial role in shaping satisfaction levels.

The research concludes that customer satisfaction is not only a marketing concept but also a
strategic tool for achieving sustainable competitive advantage and improving financial
performance. Organizations that effectively manage customer satisfaction are more likely to
build strong brands and achieve long-term success.



