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ABSTRACT

To be successful, organizations must look intaeds and wants of their customers. Customer
satisfaction is important because many researdhm@rs shown that it has a positive effect on
organization's profitability. Customer satisfactican not only be derived from the product
purchased but also from the after sale serviceseauffby the organization. The main objective of thi
study was to assess whether after sale servicegedfto customers just after the sales stage have
an effect on customer satisfaction and loyaltyhi@ automotive industry. Data was collected from
235 after sale service customers using questicesar after sale service technician coordinators ,3
foremen and 1 after sale service manager at Td¢@eitga, General Motors, DT Dobie, Simba Colt
and Cooper Motors Corporation respectively througérview. The techniques of analysis used in
this study are descriptive and regression analg@istomer satisfaction coefficient formulae were
used to measure and quantify the relationship btweustomer satisfaction and customer
requirements as depicted in Kano's model. Resulthcate that after sale services such as
maintenance, spare parts supply, telephone serwasanty, car washing and documentation
services have an effect on customer satisfactiahlayalty. Another indication is that after sale
service satisfaction and loyalty have a positivati@enship. In addition different companies provide
same after sale services differently to their augis which gives a significant disparity on custome
satisfaction.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the Study

Customers play an important role in every busin€lg. main purpose of every business
is to satisfy its existing customers and to attreesw customers. Satisfaction of customer
is so basic that, it cannot be considered as aaepfunction in business. According to
Posselt and Eitan (2005), improved customer satisfawill lead to improved customer
loyalty, which will eventually improve profit. Inrder to satisfy our customers, we have

to focus on effective customer services to meat tlexds.

Customers should be satisfied by the product theghase and by the service they get
from sellers during and after they purchase thelyeb In Kenya, it is common to hear
and read words like “sold goods could not be retdfnfrom small shops and

supermarkets to big companies. This shows thatreéfeionship between buyers and
sellers cease after the delivery of goods or sesvid\s Kotler (2002) stated, selling
process should go beyond the delivery of goodssamdces and there should be “follow
— up” step that a company should apply to ensugoouer satisfaction and repeat
business to make sure that there was proper iatsted] instruction and service.

However, what the principle says and the realityKenya differs except in very few

electronics businesses, which has warranty astapafter sale service, few automobile

companies that has after-sales Service Station.

Many companies in Kenya have no after sale semamckethey do not understand benefit
of giving after sale service. According to Ehinlanand Zairi (1996), delivery of after-

sales service is becoming increasingly criticabasinesses do everything in their power
to be more cost-effective, boost profit marging] ameet customer demand for a product
or service. In addition, Potluri and Hawariat (2p$6ows that the offerings in product
design, technology and price are becoming incrgsutifficult to differentiate products

as a result, companies have to provide after saece for their customers. Among these
automobile sellers provide after sale service fairt customers as the nature of the

product requires continuous follow up and inspettizecause vehicles are vulnerable to

1



technical and mechanical problems as a resultraf tome service.

As a result, automotive suppliers provides aftée sarvices for their customers in order
to satisfy those customers and to make them I&yate after sale service is not common
in East Africa, as the researcher’s knowledge rcemed, the researcher could get only
one research conducted in after sale service bahaitelecom customers by Potluri and
Hawariat (2010) using SERVQUAL model to measuredéerice quality and customer
satisfaction. Hence, the researcher wants to askessffect of automotive companies
after sale services on the customer satisfactiahlayalty at General motors, Toyota
Kenya, Simba Colt, CMC Motors and DT Dobie usinghanodel that is different from
SERVQUAL. Because these companies have after salecs with different experience.
Thus, the researcher wants to assess the effeeiftef sale services on customer
satisfaction and loyalty in those companies.

1.1.1 After Sale Service
According to Adrian,et al. (1995) in today’s marketing environment, an iasiagly

important source of competitive advantage is theg wa serve customers. In recent
years, more and more organizations focus theini@dte on retaining existing customers
rather than attracting new ones. According to Loar(998), the main objective of the
after-sales is to keep the customer satisfied tfirdrust, credibility and sense of security
conveyed by the organization, and building lastmetptionships that contribute to
increased performance for sustainable results. Mexyemost of the business
organizations are not aware about the after-s@mnsce factors and its impact towards
the customer satisfaction. Failing to realize thgpartance of the factors can lead to a
disastrous and threatening business relationshis fhay lead dissatisfied customers
switch to a competitor or the company lose potéfdianew customers due to negative
word-of-mouth effect. Hence, every business shéulow the objective and importance

of having after sale service and implement it tisfacustomers and make them loyal.

According to Gaiardelliet al. (2007) the challenge of after sale service exigten the
company gives after sale service to the third pastyoutsourcing include; increased
chances of pilferage, Risk of non-compliance ofufatpry terms and conditions and

Discontent with the automation solution used byrygrrvice partner. As Yazijian (2009)

2



shows, the challenges of implementing after sateicemostly happens if services deals
with dried lubricant found in movement, possiblet dind dust in watch, normal wear &
tear, possible damage from previous repair, sparequality control, staff training. Foss
and Stone (2010) shows the following challengesdat implementing after sale
service. ldentifying today’s customers and prospeacsing today’s data more effectively

and data quality and management.

1.1.2 Customer Satisfaction
Customer satisfaction can be experienced in atyaak definitions and connected to

both goods and services. Mathe and Shapiro (196fihed customer satisfaction as a
short-term emotional reaction to a specific servigformance. Customers may be
satisfied with a product or service, an experiercgaurchase decision, a salesperson,
store, service provider, or an attribute or anyhaflse. Kotler (2002) defined satisfaction
as: a person’s feeling of pleasure or disappointmesulting from comparing a product’s
perceived performance (or outcome) in relation ilodr her expectations’. Neal (1998
cited in center for the study of social scienceAn 2007) defines customer satisfaction
as the attitude resulting from what customers thsttould happen (expectations)
interacting with what customers think did happesrigrmance perceptions).

1.1.3 Customer Loyalty
According to Anderson and Jacobsen (2000 citedngls 2006), customer loyalty is the

result of an organization creating a benefit fazugtomer so that they will maintain or
increase their purchases. Lin (2009) stated thatoower satisfaction has measurable
impact on customer loyalty in that when satisfattieaches a certain level; on the high
side, loyalty increases dramatically; at the saime,twhen satisfaction falls to a certain

point, loyalty reduces equally dramatically.

Sivadas and Baker Prewitt (2000) examined thaetigean increasing recognition that
the ultimate objective of customer satisfaction sueament should be customer loyalty
Fornell (1992) found that high customer satistactwill result in increased loyalty for
the firm and that customers will be less pronevertures from competition . This view
was also shared by Anton (1996) who stated thafaetion is positively associated with

repurchase intentions, likelihood of recommendingraduct or service, loyalty and



profitability. Loyal customers would purchase fraime firm over an extended time

(Evans, & Lindsay, 1996). Guiltinan, Paul and Maddd997) also examined that

satisfied customers are more likely to be repead @en become loyal) customers and
don’t think to switch to other service providers.

1.1.4 The Automotive Industry in Kenya

The Automotive industry in Kenya is primarily invald in the retail and distribution of
motor vehicles. There are a number of motor vehilgalers operating in the country,
with the most established being Toyota (East Ajric@ooper Motor Corporation,
General Motors, Simba Colt and DT Dobie. Therease three vehicle assembly plants
in the country, which concentrate on the assemblgick-ups and heavy commercial

vehicles (Njoroge, 2007).

The established dealers face intense competitiom fimported second-hand vehicles,
mainly from Japan and United Arab Emirates. Thageorts now account for about 70%
of the market. The last decade witnessed a sigmificlecline in the number of new
vehicles sold in the country. There has been agtescovery in the last four years, but
the numbers achieved still fall far short of theniers recorded a decade ago. The slump
in the volume of new cars sold is attributablehe increased competition from second
hand vehicles and the depressed economic envirdnriiee Kenya Motor Industry
Association (KMI), the representative body of thwporate participants in the motor
industry, has been lobbying hard to reverse teisdr

The Kenya Motor Industry Association (KMI), the repentative body of the corporate
participants in the motor industry, has been lobgynard to reverse this trend. Some of
these measures have helped the industry recovarifsdowest point in 2000, when only
5,869 units were sold. On their part, the comparniesnselves have become more
innovative in responding to customer needs. Somi@fmeasures that KMI has been
advocating include: Implementation of strict chigeon importation of second hand
vehicles, Incentives to promote local assembling commercial vehicles, Export

incentives aimed at encouraging car manufactuemsxpand operations in the region.



PricewaterhouseCoopers provides services to majoipanies in the automotive sector

in Kenya and the East Africa region (Njoroge, 2007)

1.2 Research Problem
Customer satisfaction is important to every businds Smith (2007) shows customer

satisfaction is critical to any product or servidemcause it is a strong predictor of
customer retention, customer loyalty and produgiurehase. On the other hand,
according to Lin (2009), only 4 percent of disdais customers complain, and

eventually one dissatisfied customer tells nineepfieople about the problem.

Automotive industry in Kenya is rapidly expandingedto infrastructure development,
increasing incomes and access to credit facilitrdsich has also played a big part in
creating employment for Kenyan people. Kenya belrgy economic, commercial, and
logistical hub of the entire East African regiondatihe most developed economy in
Eastern Africa is growing rapidly. The economy grew5.3% in the year 2012 and is
projected to reach 10% growth by 2017 as the gonem takes steps to enhance
Kenya's economic competitiveness. The Automotivdustry in Kenya is primarily
involved in the retail and distribution of motor hieles. Further growth in Kenya'’s
construction sector is forecast over the next twary by BMI's Infrastructure team,
supporting the favourable conditions for the conuiar vehicle segment. The
government has development plans with a total cbstS$22bn that include significant
improvements to roads, railways, seaports, airportgater, sanitation and
telecommunications. According to the governmentpyéeis focusing on these in the
hope of attracting, accelerating and retaining $tees who often complain its dilapidated
facilities increase the cost of doing businessdeeing Kenya’s products uncompetitive
in the global market.

The established dealers face intense competitiom fimported second-hand vehicles,
mainly from Japan and United Arab Emirates. Thageorts now account for about 70%
of the market. The last decade witnessed a sigmificlecline in the number of new
vehicles sold in the country. There has been agtescovery in the last four years, but

the numbers achieved still fall far short of theniers recorded a decade ago. Other



studies have been done in the motor industry inyldyut on other concepts of strategic
management apart from vertical integration. Bug@f®3) studied the corporate strategic

planning among motor vehicle franchise holders airdbi,

Tuju (2006) focused on the influence of sex appeahdvertising on motor vehicle
purchase intention, Machuki (2005) was interested dhallenges to strategy
implementation at CMC motors Group Ltd, while Muela (2004), Wasike (2005),
Mumenya (2005) and Mohamed (1994) focused on tdasimy’s response to various
changes in the environment. Clearly, there is aaieh gap in the after sale services on

customer satisfaction in automotive industry of ¥an

As stated in the introduction part, after sale ervs not common in Kenya and many
companies that have after sale services have malucted research on after sale service
and its effect on customer satisfaction, and thaigation of not having after sale service
has not been investigated. Though Potluri and Hawg010) conducted a study in the
area after sale service in East Africa, the re$earas conducted in after sale service
behavior of telecom customers using SERQUAL made, not enough to generalize the
effect of after sale service on customer satigbactirhus, it is appropriate to study the
effect of after sale service on customer satisfactising another model like Kano model
and in different organization. As a result, theesgsher wants to assess the effect of after

sale services on customer satisfaction and loyadtthe automotive industries in Kenya.

To achieve the intended purpose as well as theamgseproblem stated above, the
researcher wishes to answer the following resequestion: What is the effect of after

sale services on customer satisfaction and loyaltiye selected automotive industry?

1.3 Research Objectives
Main objective

The effect of after sale services on the overat@mer satisfaction and loyalty.



Specific objectives

The specific objectives of this study are:

I) To assess the effect of after sale servicehenstatisfaction of customers in the
automotive industry in Kenya.
i) To identify the relationship between customatisgfaction and customer loyalty
in automotive industry’s after sale services.
lii) To identify the relationship of after sale smes and customer satisfaction on

loyalty in the automotive industry in Kenya.

1.4 Value of the Study
The subject matter of this proposed study can atlgevon the effect of after sale services

on customer satisfaction and loyalty to the literatdepending on Kano model and
disconfirmation theory and to those researchers whld like to pursue their research
on after sale service in Kenya, because the inttoolu of after sale service in Kenya is a
recent phenomenon. In addition, the paper can heirais in the automotive industry.

Moreover, it can benefit Kenya vehicle manufactsirand Toyota Kenya, because it
draws attention where corrective action is necgsgasatisfy and delight customers in
after sale service and to make customers loyaisfiat customers would be able to

make long term profitable relationship with brand.

After Sales Excellence is a key driver for custorsatisfaction and loyalty but also a
very important source of revenues and profits tghmwt a vehicle lifecycle. The findings
of the after sales experts support our clientslineevant areas of after sales service to
improve the internal cost base, the retail attvactess as well as customer satisfaction.
The results are measurable significant improvementkey indicators such as warranty

costs, service quality, and fixed first visit rate.

Company’s implementation of the most important rafsale services will lead to

customer increment thus company expansion conindpud big part in employment.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter reviews the importance and impact aftat sale services has on customer
satisfaction and loyalty in the automotive industryKenya. The Automotive industry in
Kenya is primarily involved in the retail and dibtrition of motor vehicles. There are a
number of motor vehicle dealers operating in thentxy, with the most established being
Toyota (East Africa), Cooper Motor Corporation, el Motors, Simba Colt and DT
Dobie. There are also three vehicle assembly plarttse country, which concentrate on

the assembly of pick-ups and heavy commercial ehidNjoroge, 2007).

There is a complete customer-orientation by playespecially in the motor vehicle
sector. They have restructured themselves to engghafier-sales service. The level of
vertical integration in the industry has been destgiving due respect to after sales
requirement (Omondi, 2001).

2.2 Theoretical Foundation of the Study
According to Sattari (2007), in order to study omsér satisfaction on services the

following theories are applicable. The disconfirroator expectations theory holds that
satisfaction/dissatisfaction responses arise frorognitive evaluation process in which
pre-purchase "expectations" or prior beliefs abthé likelihood of product-related

experiences or outcomes are retrieved from memidycampared to cognitions about
the product-related experiences or outcomes aygtuadilized in the consumption of the
product. The result of this comparison is expegtatisconfirmation, which ranges from

negative (expectations exceed realized outcomesyigh zero (expectations just equal

realized outcomes) to positive (realized outcomeeed expectations) (Sattari, 2007).

This theory asserts that satisfaction/dissatisfacs an emotional response triggered by
a cognitive-evaluative process in which the peloggt of (or beliefs about) an object,
action, or condition are compared to one's valoesé€eds, wants, desires). Since it is the
attainment of values that consumers seek, rathan tthe confirmation of their
expectations, it is posited that perceptions ofdpots, institutions, or marketplace

actions are simply tested against the extent tachvkiien meet the consumer's values.



While products may provide more of an attributeoatcome than what is desired, this
has no impact on satisfaction unless this aspawesaa blockage in the attainment of
another value (Sattari, 2007).

2.3 After Sale Service
According to Kotler (2002), attracting a new cuseors five times greater than the cost

to keep a current customer happy. Gaiardellial. (2007) define after sale service as
those activities taking place after the purchasthefproduct and devoted to supporting
customers in the usage and disposal of the goouske them loyal. While according to
Rigopoulou,et al. (2008) after-sales services are often referredstdproduct support
activities”, meaning all activities that support ethproduct-centric transaction.
Furthermore, as stated in Potluri and Hawariat (2@he term “after-sales services” has

been approached in the literature under two breasipectives.

Forooz and Rostami (2006) have shown after salecgeadvantages like:- Competitive
advantage, Customer satisfaction, Long- term custaelationship , customer retention
and loyalty, New product success and developmeigh Wrofit, Differentiation and

branding. Henley center headlight vision (Anon,020 shows more than 1,800
customers who had purchased all the automotivedsrawold in the U.S, Excellent
service not only reinforces relationships with oans¢rs who already feel loyal to a
brand. It can also defuse ill will that causes ffesged customers to bad-mouth the
brand. According to Potluri and Hawariat (2010))ivdey of after-sales service is
becoming increasingly critical as businesses day#veag in their power to be more
cost-effective, boost profit margins, and meet@osr demand for a product or service.

2.4 Customer Satisfaction
According to Rigopoulouet al. (2008) customer satisfaction is the state of ntimat

customers have about a company when their expacsatiave been met or exceeded
over the lifetime of the product or service. Custoreatisfaction measurement involves
the collection of data that provides informationoab how satisfied or dissatisfied

customers are with a service. This information bancollected and analyzed in many
different ways. Many organizations regularly chéok levels of customer satisfaction to

monitor performance over time and measure the ibgfaservice improvement.



According to Rizaimyet al. (2009), customer satisfaction measures shoulérakpn

quality, on-time delivery, money, issue factor, @omodation and cooperation.
Depending on those customer satisfaction measutepagameters the researcher will
measure the satisfaction level of after sale sergastomers of General motors and
Toyota Kenya using quality, time of delivery andmeg the customers pay for specific

and overall satisfaction of customers.

2.5 Customer Satisfaction Models
There are different customer satisfaction measunemwdels which are used as a

classical tool to identify and focus on custometisgaction. They include quality
function deployment Yang (2005), benchmarking Rimaiet al. (2009) and Kano
model (Lin, 2009).

2.5.1 Kano Model
According to Lin (2009) Kano model is a theory e@bguct development and customer

satisfaction developed in the 1980s. According emiinur (2010), Kano analysis can be
termed as a tool to measure quality, which is usedetermine the importance of each
requirement of a customer. The Kano model categenmoduct development according
to customer satisfaction into attractive qualityyjeodimensional quality, indifferent

guality and reverse quality. These classificatiares useful for guiding design decisions

in that they indicate when good is good enough,vaimeh more is better.

Kano’s model of customer satisfaction can be ogtim@mbined with quality function
deployment. A prerequisite is identifying custonmexeds, their hierarchy and priorities
(Griffin/Hauser, 1993). Kano’'s model is used toabsish the importance of individual
product features for the customer’s satisfactiosh thiis it creates the optimal prerequisite

for process oriented product development activities

2.6 Literature of After Sale Service
After sale service has been important for orgamizts compete in the market by using such extended

services (Vitasek, 2005). It is very important toten that after sale is a key to support
marketing performance and to increase customdlylgy@ductivity in long run (Saccani, 2006).

In sale services, after sale delivery and Instedlas very important for customer satisfactiomi(iR.,
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2008). Different customers have different needsesaamt that the product to be delivered to their
destination at right time and right price,otheve galue to customers needs and wants, on theéhatter

poor distribution results negative impression @g@hd Armstrong, 2010).

2.7 Customer Loyalty
According to Seyed (2007), customer loyalty has nbekescribed as customer's

willingness to continue patronizing a firm over tloeg term, purchasing and using its
goods and services on a repeated and preferabljsere basis, and voluntarily
recommending it to friends and associates. As Sstlaa (2010) found, there is a
positive relationship between customer satisfactaond customer loyalty but this
connection is not always a linear relation. Thistrenship depends on factors such as
market regulation, switching costs, brand equityjstence of loyalty programs,

proprietary technology, and product differentiatairthe industry level.

According to Solomon (2006), Customer loyalty i®an of repeat purchasing behavior
reflecting a conscious decision to continue buyimg same brand, for brand loyalty to
exist, a pattern of repeat purchase must be acausthdy an underlying positive
attitude towards the brand .This approach doesinedtide only the past purchasing
behaviors and tendencies but also customer attitumk value systems (Sudharshan,
1995). Consequently according to this approach lwhi@s accepted in time, the
customer realizes loyalty in time through repeatedsumption of any good or service
when the customer has a positive attitude towagdythod/service or company providing
the good/service (Wong and Zhou, 2006).

This paper proves the positive relationship betweestomer satisfaction and loyalty.
According to the research customer satisfactiothenafter sale service has a low and

positive relationship with customer loyalty.

2.8 After Sales Service, Customer Loyalty and Safesction
After Sales Service is a key driver for custometisézction and loyalty. Customer

satisfaction is important because many researdtans shown that customer satisfaction
has a positive effect on organization’s profitapjlisuccess and survival. Customers are
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satisfied not only by the product they purchase,diso with the service they got from
the organization. Recently, satisfying customenspugh providing after sale services,

become a competitive area of marketing.
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CHAPTER THREE: RESEARCH METHODOLOGY
3.1 Introduction
This chapter discusses aspects of the rdseanethodology including research
design, data collection and data analysis methblals.objectives of this chapter are: to
justify the study’s research methodology, to exptaie research methodology used in the
study and to demonstrate how data collection aralyais is utilized in this study to

answer the research questions and to meet objediwéned in chapter one.

3.2 Research Design
Descriptive survey design has been used in conuudhis study .Descriptive survey

design is appropriate because it involves collgctiata in order to test hypothesis or
answer questions concerning the current statusilgjgsts of the study. Kothari (1985)

notes that descriptive design is concerned withcrid@ag, recording, analyzing and

reporting conditions that exist or existed.

In this research project, the researcher has usedqgaential exploratory procedure
(quantitative), because the researcher used tlit cfsquantitative response from after
sale service manager and after sale service taahnooordinators to gather data from

customers.

3.3 Study population
To study the effect of after sale services on austosatisfaction and loyalty the study

population units constituted 1100 General motof&rasale service customers who get
after sale service more than one time, 10000 Toy®aya customers, 8000 CMC
customers, 2000 Simba Colt customers and 900 DlieDmtstomers all after sale service

technicians and the after sale service managéredidted companies.

3.4 Sample Design
For quantitative data collection, sampling was exed using the non probability

sampling technique. Judgment (purposive samplingg aiso selected for quantitative
data, because it enabled the researcher to shlestatnple based on her own judgment
about some characteristics required from the samlpiment (for example a respondent
should be a customer who have got after sale semare than once and available at the

company after sale service station in Nairobi. Thibecause as Fogli (2006) shows one
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limitation of customer satisfaction questionnaileanalyzing customer views depending
on one specific service employees while they imtergith more than one employee.
Hence taking customer who got service more than tone is more appropriate to

measure customer satisfaction.

Depending on Raosoft sample size calculator fomabrdistribution by using 6 %
margin of error (the amount of error that the redleer can tolerate), 90 % confidence
level (tells how sure the researcher can be) fr@®0Q population (after sale service
customers who get after sale service more thartiore, and 20% response distribution
for each question, what the researcher expectsrakelt will be). Therefore, 120
customers from General motors 60 customers fronofeolenya 50 CMC customers, 30
Simba Colt customers and 40 DT Dobie customers myengosefully selected.

3.5 Data Collection
Quantitative data about the level of customer fati®n in each after sale service was

collected from sample customers through close-eqdedtionnaires prepared in English.
The questionnaires was developed from comprehetitvature review related to effect
of after sale service on customer satisfaction kydlty applying Kano model and
disconfirmation theory using Likert scale ratednfrdl to 5 (very satisfied to very
dissatisfied) and from (I like it to | dislike itBased on Rizaimyet al. (2009) customer
satisfaction measure parameters like quality, deg}itime and money customers pay has
been incorporated according to the nature of atiér services in the questionnaires.

In the first phase of the study, interview was dusted to identify after sale services
offered, to understand how it is offered and tantdg challenges in implementing after
sale service in selected automotive industry. la fiecond phase, results from the
interview were further to explore the level of @mmer satisfaction in each after sale

service.

The data employed includes detailed informationafier sale service components and
satisfaction and loyalty of customers in the auttweoindustry using both primary and

secondary sources. The primary source of data len lrollected from sample
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respondents relating to the components of aftex satvices, how after sale service is
offered, challenges faced in implementing aftere ssérvice, and the satisfaction of

customers in the after sale services.

Validity: customers in pre-test of the questionnaires wileckh the validity of
guestionnaires. Iaddition marketing experts will check the validy questionnaires.
This study will also address content validity thgbuhe review of literature and adapting

instruments used in Kano model.

Reliability: Reliability is defined as the proportion of the iahility in the responses to
thesurvey that is the result of differences in theooeglents. That is, answers to a reliable
survey will differ because respondents have diffeapinions, not because the survey is
confusing or has multiple interpretations. To chdek reliability of variables used in the

study, the researcher will employ reliability arsagyon SPSS.

3.6 Data analysis
To describe the sample characteristics in the da#dysis report, respondent’s profile

such as age, gender, educational background anchentas been analyzed in the form
of table. The techniques of analysis used in thiglys are descriptive (percentage,
frequency and mean), for the comparison of the é@mpanies inferential statistics, to
understand the relationship between the dependamble (customer satisfaction and
loyalty) and independent variable (after sale sewioffered by General motors, Toyota
Kenya, DT Dobie, Simba Colt and CMC Motors) infdrahanalysis (regression and
correlation analysis) have been used. All the stualyable scales will be ranked in 5
Likert scales and Rizamy (2009) customer satisfactneasurement parameters like
quality, time and price are computed. The analgsitone using Kano model requirement

analysis.
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CHAPTER FOUR: DATA ANALYSIS RESULTS AND DISCUSSION

4.1 Introduction
This chapter discusses and presents the analy®itsreand their interpretations. The

analysis results presented include descriptivastitet, inferential statistics, regression
test, correlation test, and Kano madel

4.2 Sample Characteristics
Table 4.1 reports the Respondents’ profile in teahpercentage, frequency and mean

statistics for the entire sample. An examinatiorcludracteristics displayed in Table 4.1
shows that for the overall sample on gender profitale car owners are on a higher
number than female. While on age profile, the higlvar owners are between age 26 and
40 years. Under educational profile the highest memof car owners are post graduate
holders, and finally the car owners with the highasnthly income belongs to Toyota

Kenya.
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Table 4.1: summary statistics of respondents’ prole (n = 235)

Name of Company

Profile of respondents Toyota GM CMC Simba Colt DT Dobie
Frequency % Frequency % Frequency % Frequency % Frequency %
Female 15 37 17 16.3 10 30 5 25 10 33
Gender Male 25 63 93 83.7 25 70 15 75 20 63
Total 40 100 110 100 35 100 20 100 30 100
Under 25
years 5 13 14 13 5 16 2 10 5 17
26-40 years 17 43 50 40 10 28 8 50 10 33
Age 41-60 years 10 25 37 33 10 28 6 39 5 17
Over 60
years 8 19 9 14 10 28 1 1 10 33
Total 40 100 110 100 35 100 20 100 30 100
High
School 0 0 10 9 0 0 0 0 0 0
Educational Level Diploma 2 5 30 28 5 14 3 15 7 27
(Highest) Degree 20 50 20 19 10 28 7 35 10 33
Post
Graduate 18 45 50 54 20 68 10 50 13 40
Mean average
monthly income
(KShs) 58,975 46,332 39,789 53,212 60,075

Source: Own survey 2013
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Table 4.2: Frequency of customer visits (n=235

Freq

Name of Company

Toyota GM CMC Simba Colt Dt Dobie
Freq % Freq % Freq % Freq % Freq %
2 0 0 13 12 2 6 5 25 6 20
3 5 13 10 9 10 29 1 1 5 17
4 9 23 21 19 5 14 2 10 2 7
5 5 13 29 27 7 20 6 30 10 33
6 10 25 34 31 8 23 6 30 7 23
7 6 15 3 2 0 0 0 0 0 0
8 4 10 0 0 3 21 0 0 0 0
11 1 1 0 0 0 0 0 0 0 0
Total 40 100 110 100 35 100 20 100 30 100

Source: Own survey 2013

As shown in Table 4.2, all respondents have redeafeer sale services more than once.

From the overall sample it is evident that for bdthyota and GM the largest number of

customers returning for after sales services i64, CMC at 3 times, Simba Colt stands

between 5 and 6 visits and finally Dt Dobie atrbes

As a result, measuring the satisfaction of custemerpossible and the result of the
research is appropriate according to Fogli (2006)s clear that Toyota Kenya and
General Motors customers’ have visited the aftér sarvice station to get their vehicles

serviced more than the rest of the companies.

4 3.After sale services and customer satisfaction in ¢hselected automotive

industries

A frequency analysis has been done to find outhickvgroup of the after sale service

customers requirements are.
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Table 4.3: The classification of the selected compi&s’ sample population
requirements According to Kano model (n = 235)

Customers requirement and frequency

A 0 M I R Q
After sale services Freq % Freq % Freq % Freq % Freq % Freq %
Maintenance 30 13107 46 22 9 73 31 4 1 0 0
Spare parts supply 43 1819 51 24 10 47 20 O 0 0 0
On line (Telephone) service 5 272 31 24 10 8 37 1 0 0 0
Car washing 60 2681 34 17 7 176 32 O 0 0 0
Inspection 16 7 8 3547 20 8 37 4 2 0 0
Warranty 30 1361 26 98 42 46 20 O 0 0 0
Training (driving orientation) 6 3 3R 1446 20 4 19 A4 40 22 9
Documentation 24 1037 16 17 7 138 59 &4 27 0 0

Source: Own survey 2013

From the results in Table 4.3 depending on the rfreguent responses of the selected

automotive companies after sale service customespossible to infer that maintenance

services, spare parts supply services and car mgaahe one dimensional requirements in

the industry. Online (telephone) service, inspectend documentation service are

indifferent attributes whereas training (drivingemtation) is categorized as a reverse

requirement in the automotive industry. Moreovearnanty service is categorized as a

Must be requirement in the industry.

After the first classification according to the mé®quently used answers, customer’s

satisfaction coefficients have been calculatedréeioto find out the indifferent variables

that are closer to one-dimensional requirementsactive requirements and must be

requirements.

As Bilgili (2008) shows in addition to the moseduently used answer, the following

formulae are used to calculate the customer setiisfacoefficients.
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Equation 1: Customer satisfaction coefficients

( Customers Satisfaction = a+o0 \
A+D0+1+M
Customers Dissatisfaction = 0+M

(=1)u(A+0+ 1+ M)
Total Customer Satisfaction = L. o+ M A=M

\ A+041+M (-1D=(A+0+1+M (A+0+1+M) /

Source: Bilgili, 2008

By calculating the Toyota Kenya customer satistactoefficients the variables have
been identified in Table 4.4 as those requiremehtsh are closer to one - dimensional
requirements.

Table 4.4: Toyota customer requirements which arelaser to the classification of one
dimensional requirements (n = 40)

Satisfaction Dissatisfaction Total

After sale services Frequency Dimension Dimension Customers
Maintenance O -18 0.59 -0.55 0.04
Spare parts supply 0 -20 0.75 -0.65 0.01
Online (telephone)

service | -19 -0.48 -0.38 0.1

Car washing | 21 0.357 -0.25 0.107
Inspection 015 0.39 -0.51 -0.12

After the calculation of Toyota Kenya customer Satition coefficients, maintenance
service, spare parts supply service, Online (tedlaphservice, car washing service, and
inspection services in Table 4.4 are categorizedree dimensional requirement for
Toyota after sale service customers. As a reJolyota Kenya customer satisfaction

increases when the company offers those servickgieaversa.
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Table 4.5: Toyota Kenya customer requirements whiclare closer to the classification
of must- be requirements (n=40)

Satisfaction Dissatisfaction Total Customer's
After sale service Frequency Dimension Dimension Satisfaction

M(15)

Warranty 0.4 -0.63 -0.0023

Source: Own survey 2013

After the calculation of Toyota customers’ satisifait coefficients, warranty service, and
documentation services in Table 4.5 are categormsethust be requirement for Toyota
after sales service customers. Therefore, Toyoséomers appreciate the existence of
warranty service and documentation service in tmepany, but they will be dissatisfied
if those services are not offered to them.

Table 4.6: Toyota Kenya customer requirements whiclare closer to the classification
of reverse requirements (n = 40)

Total
After sale services Frequency Satisfaction Distati;on Customer's
Dimension Satisfaction
Training (driving orientation ) R(14) 0.15 046 -0.31

Source: own survey 2013

As shown in table 4.6, Toyota customers have caisgmb training (driving orientation)
as a reverse requirement. From the result, it &sipte to infer that Toyota Kenya after
sale service customers could be dissatisfied winecdmpany provides training (driving

orientation) and vice versa.
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Table 4.7: General Motors customer requirements wilth are closer to the
classification of one - dimensional requirements (& 110)

Total
After sale services  Frequency ~ Satisfaction Dissatisfaction ~ Customer's
Dimension Dimension Satisfaction
Maintenance 0O(50) 0.654 048 0.174
Spare parts supply 0O(56) 0.73 0.6 0.13
Online (telephone) servici  1(53) 04 0.32 0.08
Inspection 0(41) 042 -0.70 -0.18
Documentation 1(70) 0.18 0.22 -0.04

Source: Own survey 2013

After the calculation of General Motors custometistaction coefficients, maintenance
service, spare parts supply service, online (t&laphservice, documentation service and
inspection services in Table 4.7 are categorizedn& dimensional requirement for GM

after sale service customers.

Table 4.8: General Motors customer requirements wltih are closer to the
classification of must- be requirements (n = 110)

After sale services Frequency Satisfaction  Dissatisfaction Total Customer's
Dimension Dimension Satisfaction

Warranty M(43) 04 -0.66 -0.26

Source: Own survey 2013

Table 4.9: General Motors customer requirements wltih are closer to the
classification of reverse requirement (n = 110)

Total
After sale services Frequency Satisfaction Dissatisfaction Customer's
Dimension Satisfaction
Training (driving orientation)  R(37) 0.09 042 -0.33

Source: Own survey 2013
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Table 4.10: General Motors customer requirements wikh are closer to the
classification of attractive requirement (n = 110)

Total
After sale services Frequency Satisfaction Dissatisfaction Customer's
Dimension  Satisfaction
Car washing A(47) 0.672 0.3 -0.342

From Table 4.8, 4.9, and 4.10 it is possible ternnhat General Motors after sale service
customers have categorized warranty service assalmeurequirement, Training (driving

orientation) service as a reverse requirement aamdwashing service as an attractive

requirement.

Table 4.11: DT DOBIE customer requirements which ag closer to the classification

of One - dimensional requirements (n = 30)

Satisfaction Dissatisfaction  Total Customer's

After sale services Frequency  Dimension Dimension Satisfaction
Maintenance 0O(15) 0.49 -0.32 0001
Spare parts supply 0(13 0.37 -0.29 0.001
Online (telephone)

service 0(16) 041 -0.3 0.008

Car washing 0(14) 0.257 -0.17 0.007
Inspection 1(14) 0.2957 -0.17 -0.017
Documentation 1(11) 0.29 0.29 -0.0001

Source: Own survey 2013

Table 4.12: DT DOBIE customer requirements which ag closer to the classification

of must- be requirements (n = 30)

After sale services

Total

Frequency Satisfaction Dissatisfaction Customer's
Dimension

Dimension  Satisfaction

Warranty

M(10) 0.1

0.14 -0.0001
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Table 4.13: DT DOBIE customer requirements which ag closer to the classification
of reverse requirement (n = 30)

After sale services Frequency Satisfaction Dissatisfaction Total Customer's
Dimension Dimension Satisfaction
Training( driving R(10)
orientation) 0.02 -0.032 -0.0073

The calculation of DT DOBIE customers’ satisfactiacoefficients categorizes
maintenance, Spare parts supply, online servicdscan washing as one dimensional
requirement. Warranty services is categorize@d asust be requirement. DT DOBIE
customers highly appreciate the existence of warramd training services in the
company and they would be dissatisfied if thosgises are not offered to them.

Table 4.14: Simba Colt customer requirements whiclre closer to the classification of
One - dimensional requirements (n = 20)

After sale services Frequency Satisfaction  Dissatisfaction  Total Customer's
Dimension Dimension Satisfaction
Maintenance 0(9) 0.23 0.215 0.003
Spare parts supply 0(10) 0.34 -0.295 0.0038
Online (telephone) service 0(9) 0.23 0.215 0.003
Car washing Oo(17) 0.558 -0.49 0.107
Inspection 1(9) 0.189 -0.131 -0.0276
Documentation 1(9) 0.189 0.131 -0.0276

Source: Own survey 2013

After the calculation of Simba Colt customer satitibn coefficients, maintenance service,
spare parts supply service, Online (telephone) ismrvcar washing service,
documentation and inspection services are categbm@s one dimensional requirement
by Simba Colt after sale service customers. (Sdéd#eT418) Consistent supply of the
services creates satisfaction which comes alon@ Vayalty amongst DT DOBIE’s

customers.
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Table 4.15: Simba Colt customer requirements whiclre closer to the classification of
must- be requirements (n = 20)

Total
After sale services Frequency  Satisfaction Diskati;on Customer's
Dimension Dimension  Satisfaction
Warranty M(10) 03 0.28 -0.0021

As shown in Table 4.15 warranty is categorized amiat be requirement.

Table 4.16: Simba Colt customer requirements whiclare closer to the classification of
reverse requirement (n = 20)

Total
After sale services Frequency  Satisfaction Diskation Customer's
Dimension Dimension Satisfaction
Training R(8) 0.28 0.172 -0.0013

Simba Colt after sale service customers stateditigaas a reverse requirement in
Table 4.16.

Table 4.17: Cooper Motor Corporation (CMC) customerrequirements which are
closer to the classification of One - dimensionakguirements (n = 35)

After sale

services Frequency  Satisfaction Dissatisfaction Total Customer's
Dimension Dimension Satisfaction
Maintenance 0O(15) 0.58 0475 0.003
Spare parts
supply 0(20) 0.62 0.548 0.001
Online
(telephone)
service 0(18) 0.23 -0.215 0.003
Car washing 0(22) 0.558 -0.49 0.107
Documentation 1(23) 0.189 0.131 -0.0004

After the calculation in Table 4.17 CMC after salervice customers categorize
maintenance, spare parts supply, online servicescanwashing as one dimensional

requirements. These are the main requirementatthatt customers.
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Table 4.18: Cooper Motor Corporation customer requiements which are closer to
the classification of must- be requirements (n = 35

Total
After sale services Frequency  Satisfaction Diskati;mn Customer's
Dimension Dimension Satisfaction
Warranty M(20) 042 0.38 -0.001

CMC after sale customers refer to warranty seag@must be requirement. (Table 4.18)

Table 4.19: CMC customer requirements which are clger to the classification of
reverse requirement (n = 35)

Total
After sale services Frequency  Satisfaction Disiati;on Customer's
Dimension Dimension Satisfaction
Training( driving orientation) R(25) 0.78 05672 -0.001

Training is categorized under reverse requirent@liC after sale service customers would be

dissatisfied without this requirement, thus theyepate (Table 4.20)

4 4.Effect of After Sale Services on Customer Satisfaion in the selected automotive
companies

The sample population of after sale service custerhave questioned either after sale
services has an effect on customer satisfactionayadty or not, as shown in Table 4.24
below, 75% of Toyota Kenya, 90% of General Mot&%% of DT Dobie, 87% of Simba

Colt and 87% of CMC after sale service customers hdwe got after sale services more
than once respond as after sale service has at effecustomer satisfaction and loyalty.
While few customers accounting 25% % of the Toyémya, 10% of General Motors,

17% of DT Dobie 13% of Simba Colt and 13% of CM&nple respondents respond that
after sale service has no effect on customer aatish and loyalty. The responses of
majority respondents give an impression that a#@#le services have an effect on

customer satisfaction and loyalty.
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Table 4.20: Customers response for the effect oftaf sale service on customer satisfaction n =235

TOYOTA

GM

Name of the Company

DT DOBIE

Simba Colt

CMC

Frequency percent Frequency Percent Frequency Percent FrequencyPercent FrequencyPercenJ

Do you think sale

Service has an effect NO 10 25 11 10 5 17 4 13 5 13
loyalty on customer YES 30 75 99 90 25 83 26 87 35 87
Satisfaction and TOTAL 40 100 110 100 30 100 30 100 40 100

loyalty on customer

Source: Own survey 2013

In addition, selected after sale service techni@aardinators and after sale service manager othallselected companies and
foreman told the researcher that after sale sehasean effect on customer satisfaction and loy#sy all interviewees from the

selected companies stated, in the automotive indusiess the customers are satisfied in the atilr services they could not buy
another vehicle from the company even if they atesed with the vehicles. Moreover, one afteessrvice technician coordinator

from Toyota kenya said after sale service is vexgeatial for owners of vehicles as the nature bfoles require continuous follow-

up. From the response of the interviewees, it9e pbssible to see the effect that after sale @=s\¢an have on customer satisfaction

and loyalty. In order to know either after salevgg components has an effect on overall satisfactif customers the stepwise

regression analysis was also computed and the resisl shown below.
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Equation 2 : Regression equation for after sale seice satisfaction

Y= BoH3 Xy +Ba Xo+Bs Xat ... H3 X+ €

Where,

B3, = Point of intercept

Y = Overall satisfaction of customers in the afiale services

Xk = After sale service components
Bk = Slope of the line

€ = Error term associated with theabservation

Table 4.21: regression analysis model summary (n=833)

Model Summary

Model R R Square Adjusted R  Std. Error of the
Square Estimate
5 .864e .746 .738 449

e. Predictors: (Constant), Car washing servicegptedne service, Maintenance service, Spare
part
supply service, Warranty service

As the above table shows, the value of R= 0.86katels a strong relationship between after sale
service components and overall satisfaction oforusts in the after sale service.

The value of R= 0.746 explains that 74.6 % of the variation ihséaction is explained, while
25.4 % remain unexplained by the after sale sewareponents. Thus, the predictive ability of
the model is high.
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Table 4.22: Regression analysis ANOVA results

ANOVA'
Model Sum of Squares Df Mean Square F Sig.
5 Regression 95.253 5 19.05194.422 00C .
Residual 32.483 161 202
Total 127.737 166

ae. Predictors: (Constant), Car washing servicephene service, Maintenance service, Spare
part supply service, Warranty service
f. Dependent Variable: After sale service satigfact

Source: Own survey, 2013

The ANOVA output table describes the overall vacmaccounted for in the model. The F value
(94.42) and the small significance value level @0)0indicate that the predictor variables are not
contributing equally to the overall satisfaction affer sale service customers. Moreover, the
significance level (0.000) is less than 0.05. Tthesstated after sale service components has an

effect on customer satisfaction, as is indicatethbyF statistics.
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Table 4.23: Regression analysis coefficients for enall after sale service satisfaction in the
selected automotive companies.

Coefficients?
Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

5 (Constant) 1531 .266 5.749 .000
Car washing service 381 048 403 7975 .000
Telephone service .260 031 370 8.328 .000
Maintenance service 313 040 360 7.867 .000
Spare part supply service 299 053 .248 5.661 .000
Warranty service 131 043 148 3.046 003

a. Dependent Variable: After sale service satigfact

Source: Own survey, 2013

The result on the above Table 4.16 shows, afterssalice components like car washing service,
telephone service, maintenance service, sparespaply service and warranty service are found
significantly related to overall satisfaction lewélafter sale service customers and they have no
eqgual contribution to overall satisfaction levals,is seen in the standardized coefficient column

The standardized coefficient beta values indicatemlvn above indicates the change in each after
sale service has a unit change in overall satistaaf customers. For example, from the table
above, a 0.403 change in car washing service ha# &ffect on overall satisfaction; a change in
0.370 in online (telephone) service has a unit gkan overall satisfaction of customers. And a
change in 0.360, 0.248 and 0.148 units in maintemaervice, spare part supply service, and
warranty service respectively has a unit changevarall satisfaction. This shows that after sale

service has an effect on customer satisfaction.

30



4.5. Customer satisfaction in the overall after sal service

After identifying the satisfaction of customers &ach components of after sale services, the
researcher has questioned the sample populatiexptess their overall satisfaction in after sale

services. The response of customers has showe ifathle 4.24 below.

Table 4.24 : Overall satisfaction of the selectetbmpanies customers’ in the after sale service

Léwé Satisfaction and frequency

Level of Satisfaction Toyota Kenya  General Motors
Frequencyo Frequency %
Very dissatisfied 0 0 1 2.2
Dissatisfied 2 9 9 8
Neutral 1 2 0 0
Satisfied 7 27 23 22
Very Satisfied 30 65 77 70
Mean 4.46 454
Std. Dev .908 .864

Source: own survey, 2013

As shown in Table 4.24, majority of customers frbath companies are very satisfied with the
overall after sale service. While 9 % of samplerafiale service customers General Motors are
dissatisfied and none of the sample populationsvarg dissatisfied with the overall after sale
service from Toyota Kenya and 2.2% from Generatdvid The mean (4.46) result of after sale
service customers in the overall satisfaction cftamers in the after sale service from Toyota
Kenya and 4.54 mean from General Motors proves thetomers from all the selected

companies are satisfied.
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46 Customer Satisfaction and Loyalty

The relationship between the overall satisfactiothe after sale service and loyalty for the
selected automotive companies after sale servs@mmers using the correlation analysis is shown
the Table 4.24 below.

Table 4.25: Correlation matrix of customer satisfatton and loyalty (n= 235)

Correlations
Loyalty (buy  After sale service
another vehicle) satisfaction

Loyalty (buy another vehicle) Pearson 1 7330

Correlation

Sig. (2-tailed) .002

N 235 235
After sale service satisfaction Pearson 330" 1

Correlation

Sig. (2-tailed) 002

N 235 235

Correlation is significant at the 0.01 level (Zed).
Source: Own survey, 2013

Analyzing the data of 235 sample respondents yiedtl Pearson correlation coefficient of
(0.330) which is significant at the 95 % confiderieeel. And the overall satisfaction of

customers in the after sale service and theiresteio buy another vehicle from the selected
automotive industries is positively correlated 8DB but the correlation is low. The

correlation implies that after sale service custorsatisfaction has a positive and low
relationship with customer loyalty, the low relatship is because of the availability of other
factors to be considered when purchasing vehiclesddition to the after sale services. For
example, factors like vehicle price, gasoline mjcsubstantial change in income (up or

down), family preference, job requirement etc. @miluence the decision of buying other vehicles.
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In addition, the response of customers for the al/satisfaction in the selected companies
shows a Mean of respondents answer is satisfieid. Sitfengthens the positive relationship
between customer satisfaction in the after saleicerand rebuying from the company or
loyalty of customers. The research conducted byoMell (1996), Wang and Ji (2009), Raza
(2010), John and Shiang (2010), Seyed (2007), 2009) and Sudharshan (2010) shows the
positive relationship between customer satisfacaod loyalty. Therefore, the finding of

researcher matched with the findings of those rekees.
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CHAPTER FIVE: SUMMARY, DISCUSSION, CONCLUSION AND
RECOMMENDATIONS

5.1 Introduction
This chapter focuses on the summary, conclusi@mmendations and suggestions for

further study.

5.2. Summary

According to the results, requirements such as t@aamce, spare parts supply, online
(telephone), and inspection services have beendfdanbe closer to one - dimensional
requirements classification for Toyota, General dist Simba Colt and DT DOBIE after sale
service customers. While warranty service and imgindriving orientation) have been

classified as a must be and reverse requiremepectgely for those company’s customers.
On the other hand, car washing service has beenifidal as the requirement that is closer to
attractive requirement for DT Dobie and Simba Calistomers and one dimensional
requirement for Toyota Kenya, General Motors and CClustomers. From the above
findings it is possible to conclude that differemitomotive companies’ customers’ could

have different feelings towards similar services.

More than 85 % of the sample of after sale sergicgomers from selected companies who
have received after sale services more than ospemded that after sale service has an effect
on customer satisfaction and loyalty (re-buy bebtvi Moreover the results from the
regression analysis prove that after sale servasedn effect in the overall satisfaction of

customers.

In the regression analysis, after sale service oompts such as maintenance service,
warranty service, telephone services, car washengice and spare part supply service are
found significantly related to overall satisfactiewel of after sale service customers and they
have no equal contribution to overall satisfactievels. However, driving orientation and

documentation services are not significantly relateoverall satisfaction of customers.
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5.3 Discussion

As a result, from the result of the selected cormgmanalysis, we can infer that automotive
companies provide similar after sale service ifed#nt way. In addition the way they provide
after sale service for their customers has a diffeeffect on the satisfaction of customers.
The result from this study also shows a positiVatienship between customer satisfaction in
the after sale service and rebuying behavior floencompany or loyalty of customers. The
challenges that automotive companies faced in imefding after sale service are: the
customers lack understanding the contents of thepeay warranty, lack of customer
handling and technical training, lack of having é@wgter sale service workshop, shortage of
parking area, few customers cheat the company bingyifalse information about the
problem of the vehicle, some customers feel nervausn they got problem in their vehicle
and they need immediate solution for serious vehpbblems, and shortage of spar part

access.

5.4. Conclusions
From the Kano analysis and regression analysssdiear to conclude that after sale service

components has an effect on the satisfaction dbmess. From the results of the study the
conclusion is that the components of after safteises that automotive companies provide
to their after sale service customers are PDI sesyipreventive and corrective maintenance
services, car washing service, spare parts sugplyce, online (telephone) service, warranty
service, training (driving orientation) servicepaal vehicle inspection service, towing service

and documentation service in their after sale sesvi

The warranty service duration, clearness and tieeatiwvarranty service shows a significant
difference among the selected automotive compasustomers response while there is no
difference on the implementation of warranty asnpsed in satisfying customers of those
companies. The content and duration of drivingrdaaBon shows a significant difference in
the pattern of response amongst the selected atit@moompanies while the overall

satisfaction of customers amongst the selectednaittee companies has no significant
difference in the pattern of customer’s response. a result, we can infer that automotive

companies provide similar after sale services ffedint ways. In addition the ways they
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provide after sale services to their customers anaifferent effect on the satisfaction of
customers. The results from this study also shaw®sitive relationship between customer

satisfaction in the after sale services and loyafityustomers in the said companies.

5.5. Recommendations
Based on the findings of the study, the researtbmvards the following suggestions for

Toyota Kenya, General Motors, Simba Colt, DT Dane Cooper Motors Corporation (CMC).
First, there need to be more focus on one- dimeasithasic requirements. The great
increase in the satisfaction and loyalty is als®siinle by responding to the attractive
requirements more. In addition, the reduction @ngfe of reverse requirements could reduce
or avoid the dissatisfaction of customers, thesé¢oigncrease the level of satisfaction
among customers because these requirements aadyatrategorized dissatisfying attributes
by Kano category.

Though the regression analysis results prove thignificance of documentation and driving
orientation service for overall satisfaction of tausers, customers of the selected automotive
industries feel documentation service as a mustdapiirement and one dimensional
requirement in which its existence will affect tbatisfaction of customers. Hence these
automotive Companies have to offer documentatioricgein a better way.

All the companies should assess customer’s sat@fidtequently by responding to their needs
and providing quality and effective services.

5.6. Suggestions
In addition, the researcher suggests Cooper Md@angporation(CMC) build an after sale

service workshop that fulfills vehicle workshop refards so as to provide customer
handling training for those employees who have Ues contact with customers and
technical training for after sale service techmsiaAlso implement a computerized system
of service, to make the warranty statement easitietstandable for customers and improve
the warranty duration and to build separate reoeptooms that have facilities like TV,

newspapers, magazines, comfortable seats e.t.c.
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On the other hand, the researcher suggests SimbaoQwave a separate garage which can
give annual vehicle inspection services to avoirkipg problems and technicians who can
identify the vehicle faults before the receptioriha vehicle for service.

Finally, the researcher recommends to those relsela who have an interest in after sale
services to conduct a study on after sales andmfsact on customer satisfaction and
profitability since after sales services are egakfor customers as well as for the sellers

due to an increase in customer loyalty, repeathase and profitability.
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APPENDIX

Questionnaire
Dear Respondent, my name is TABITHRam currently carrying out a study for writing esearch

project as a requirement for the award of MasteBusiness Administration of University of Nairobi.
The topic of studyAFTER SALE SERVICES, CUSTOMER SATISFACTION AND LOYA LTY

IN AUTOMOTIVE INDUSTRY OF KENYA. You have been selected to participate in this study
due to the importance of your information in thedst The information you provide will only be used
for the purpose of this study and will be treatethwutmost confidentiality. Please feel free and

answer all the questions truthfully.

1. Gender: Male Female

2. Age: Under 25 26 — 40

41 - 60 Over 60 I:

3. Educational level

Primary Secondary Diploma

Bachelor degree Master degree and above

4. Average monthly income --------------

5. Make of your vehicle..................

6. Do you think after sale service has effect on yeuel of satisfaction and loyalty?

Yes No
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7. How many times did you get after sale service?-

8. What will be your feeling, if your companQaS NO each of the following after sale

services? Please put"iepending on your desire.

After sale services

How do you feel

I like it [l expectit

I'm neutral

| can tolerate

| dislike it

Maintenance

Spare parts supply

Online (Telephone) service

Car washing

Inspection

Warranty

Training (driving orientation)

Documentation
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9. What will be your feeling, if your compar_lyaSeach of the following after sale services?

Please puti"depending on your desire.

After sale services

How do you feel

I like it || expectit

I'm neutral

| can tolerate

| dislike it

Maintenance

Spare parts supply

Online service (Telephone)

Car washing

Inspection

Warranty

Training (driving orientation)

Documentation
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10. How do you rate your level of satisfaction wiitle cleanness and comfort of reception?

Excellent Very good Good

[]

Fair Poor

11. Depending on your experience in the after salei@swof your company, please puft ‘for
your level of satisfaction in each criterion shovgtow?

Level of satisfaction

11.1. Maintenance

Very Satisfied [ Neutral Dissatisfied |Very

satisfied dissatisfied

Solve the problem

Time it takes for maintenance

Price of maintenance

Overall maintenance service
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11.2. Spare Parts supply

Level of satisfaction

Very

satisfied

Satisfied

Neutral

Dissatisfied

Very

dissatisfied

Access of spare parts in store

Time it takes for maintenance

On time supply

Overall maintenance service
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11.3. Online / telephone

Service

Level of satisfaction

Very

satisfied

Satisfied [ Neutral | Dissatisfied

Very

dissatisfied

Accuracy to solve the problem

On time feedback

Telephone service
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1.4. Warranty service

Level of satisfaction

Service Very Satisfied | Neutral | Dissatisfied [Very
satisfied dissatisfied
Clearness of information
Length of warranty service
\Warranty implemented as promised

Overall warranty service
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11.5. Documentation service

Level of satisfaction

Very

satisfied

Satisfied

Neutral

Dissatisfied

Very

dissatisfied

Accuracy of documentation

Relevance of requested informatigpn

Overall documentation servic

D
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11.6. Training Level of satisfaction

driving orientation Very Satisfied | Neutral |Dissatisfied | Very

satisfied dissatisfied

Contents of orientation

Duration of orientation

Overall satisfaction

12. How would you rate  your satisfaction dre tcleanness of your vehicle after washed?

Very satisfied |:| Satisfied |:| Neutral |:|

Dissatisfied Very dissatisfied I:I

[]

13.How would you rate your satisfaction on the compeyeof technicians?

Very satisfie Satisfie( Neutra

Dissatisfied Very dissatisfied

14.How would you rate your satisfaction on the polges of after sale service technicians

Very satisfied Satisfied Neutral
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Dissatisfied

L

Very dissatisfied

15. How would you rate your overall satisfaction oreaffale service experience?

Very satisfied

Dissatisfied

Satisfied

Very dissatisfied

Neutral

[]

16. Based on your overall experience in the after sateice, would you visit the after sale servicéicta

again?

Yes

No

17. Based on your overall experience in the a#ir service, would you buy another vehicle frons thi

company?

Yes

No
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18. If you would like to give additional suggestion&ase

Thank you very much!!!
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