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ABSTRACT

Themainpurposeofthisresearchistostudyaboutconsumersatisfaction.Thestudy

looksintothenumericbrandpreferenceandit’svariousattributeslikequalityand

policiestoanalysesatisfactionofconsumers,toenhanceitsresourcesinthebest

waytorespondtoconsumers’needsandwantsandalsotoenhancetheproducts

distribution.It'stoanalysetheproblemsconsumersfaceandtorectifythem inthe

bestpossiblewayssoastoimprovecustomerretentionandattractnewconsumers

toincreasesalesoftheproducts.Thefocusofthestudyisbasedontheconsumers

satisfactioninthecityofPortBlair,usingasamplesizeof120consumerswastaken

intoconsideration.Thestudytofindsatisfactionamongconsumersprovidesresults

thatarerelevant,reliable,andvalidandhavepredictivefinancialcapability.Customer

satisfaction research should be done with greatestcare.Measuring customer

satisfactionmustbeacontinuously,consistent,timely,accurateandreliableprocess.

Thisiswhereanew customersatisfactionapproachbecomesapowerfulstrategic

businessdevelopmenttoolfororganisation.

KEYWORD:consumer,satisfaction,increaseinsales,powerful,businessdevelopment.
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CHAPTER-1INTRODUCTION

1.1INTRODUCTIONABOUTTHESTUDY

Customersatisfactionisrelatedtothehumanactivitydirectedatsatisfyinghuman

wants,throughtheexchangeofgoodsandservices.Satisfyingthecustomer

occupies the mostimportantposition in business management.Customer

satisfactionplaysacrucialandcriticalroleasitdealswithcustomersandtheir

needs.Themajortaskoforganisationistosatisfycustomersbymeetingtheir

needsand wants.Theessenceoforganisationisthecustomerand notthe

product,itemphasizesoncustomer-orientedbusiness.Policiesandprogramsare

formulatedtoserveefficientlythecustomersdemand.“CUSTOMERisthekingand

hastherighttochoosefrom alargevarietyofofferings.”

This projectentitled “CUSTOMER SATISFACTION ON RETAIL AUTOMOBILE

BATTERY”ischosentostudytheservicesprovidedby“AFSALTRADERS,”whoare

thedealersofEXIDEbatteriesinthecityofPortBlair.

TheprojectdealswithhowAFSALTRADERSdefinesitsconsumersandusesits

resourcesinthebestwaytoattractandsatisfytheirneedsandwants.

1.2STATEMENTOFPROBLEM:

AfsalTradersoneoftheleadingbatteryoutletsinPortBlair,establishedintheyear

1997,deliveringtoitscustomersinandaroundPortBlairanditsneighbouring

districts.Forthepastyearsithasbeenintoactivesalesofautomobilebatteries,

butinrecenttimes,thesalesweredismalduetodissatisfactionamongcustomers.

1.2.1ProductAvailability:

● Demandforaparticularbatterycouldbefulfilledonlyafterplacingaprior

orderforthesame.

● Covidimpactoninventory&stock.

● Thecustomerhastowaitforaperiodofdaysforhisdemandstobe

fulfilled

1.2.2ProductKnowledge:

● Customersusuallyhaveno predefined knowledgeaboutthedesired
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productthismakesthem morelikelytofallpreytomalpractices.E.g.

(sellingdifferentproductsthandesiredoranothervariant)whichmight

notbeefficientinthelongrun.

● Lackofproperknowledgeonusage,maintenance,aftersalesofbatteries.

1.2.3Transportation:

● Lackofaccesstotransportationtotransportation.

● Lackofmanpowerresources.

● Veryfew/noaccessibilitytostrandedvehicles(e.g.loyalcustomers)

● Delayinshipmentdirectlyaffectsconsumers.

1.3OBJECTIVESOFTHESTUDY:

● PRIMARYOBJECTIVE:

Tostudytheeffectofconsumersatisfactiononautomobilebatterybusiness.

● SECONDARYOBJECTIVE:

● Toanalyseperceptions&expectationsofconsumersinretailautomobile

batterybusiness.

● To examine the satisfaction levelofthe consumers on automobile

batteries.

● Tostudytheperception&expectationofconsumerstowardstheservice

qualityatAfsalTraders[EXIDEBATTERIES].

1.4Needforthestudy

● Thestudyaimstoprioritiseconsumersatisfactioninallterms

● Productquality

● Priceoftheproduct

● Servicesoffered
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● Time

● Perseverance

● Loyaltytowardstheconsumer

● Fora healthy consumerretailerrelationship,it's necessary forthe

consumerto be happyand satisfied with the products offered,also

speakingofquality,Exidebatteriesarenodoubtsuperiorinquality.Incase

offaultyproductsifanyorwarrantyissuesit'simportanttoresolvethe

sameinanunderstandingwaysoastobenefitboththeconsumerandthe

retailer.

● Asfortheimpactofcovid-19transportationfacilitiesarereducedinour

distantislandswhichin-turnledtoreducedstocksintheinventoryandof

courseunhappyconsumers.

● Thisstudyalsofocusesontheproblemsoftheconsumerandhow to

resolvethem effectivelyandefficientlyinthegiventime.

1.5SCOPEOFTHESTUDY

●Thestudyfocusesonfindingoutthecomplaint’sconsumersfacewith

respectto the products,services and behavioralresponses ofthe

companystaff.Italsodiscussesthemanagementofthesameandthe

stepstakentorectifyandresolvetheconsumer'scomplaintsefficientlyin

thegiventimeorprovidealternatives.

1.6LIMITATIONSOFTHESTUDY

 ThestudyisrestrictedonlytotheconsumersofExidebatteries.

 ThestudyisrestrictedonlytotheconsumersofAFSALTRADERS

 Thestudydoesn'tcoveravastareaandalargepopulation.

 Notallconsumerswereeagertogivetheirfeedback.

1.7INDUSTRYPROFILE:
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ExideIndustriesLimitedisanIndianstoragebatteryproducingcompanyandalife

insurancecompanyheadquarteredinKolkata,India.Itisthelargestmanufacturer

ofautomotiveandindustriallead-acidbatteriesinIndiaandfourthlargestinthe

world.[4]IthasplantsinIndiaandSriLankaanddealershipnetworksin46countries

spanning across 5 continents.Exide also has fourmajorlead-acid battery

recyclingfacilities—twoofwhichareintheUnitedStates,andSpainandPortugal

eachhaveoneaswell.Thecompanyclaimsthat99percentofleadprocessed

throughthesefacilitiesisrecycled.

HISTORY:ThiscompanywasincorporatedasAssociatedBatteryMakers(Eastern)

Ltd.,on31January1953undertheCompaniesAct,1913topurchasealloranyof

theassetsofthebusinessofmanufacturers,buyersandsellersofanddealersin

andrepairersofelectricalandchemicalappliancesandgoodscarriedonbythe

ChlorideElectricalStorageCompany(India)Ltd.,inIndia,since1916withaview

theretotoenterintoandcarryintoeffect(eitherwithorwithoutmodification)an

agreementwhichhadalreadybeenpreparedandwasexpressedtobemade

betweentheChlorideElectricStorageCo.(India)Ltd.ontheonepartandthe

companyontheotherpart.ThenameofthecompanywaschangedtoChloride

IndiaLtd.on2August1972.Thenameofthecompanywasagainchangedto

ChlorideIndustriesLtd.videfreshCertificateofIncorporationdated12October

1988.ThecompanywasfurtherchangedtoExideIndustriesLtd.on25August

1995.

RelationshipbetweenExideIndustriesandExideTechnologies:

ChlorideElectricalStorageCo.Ltd.(CESCO)wastheUnitedKingdom-based

divisionoftheUnitedStates-basedElectricStorageBatteryCompany(ESBC),a

predecessortotoday'sExideTechnologies.In1947,ESBCwasforcedtoselloff

CESCOfollowingthedecisionsofaUnitedStatesdistrictcourt,andCESCOheld

the"Exide"trademarkintheUK,andlatersoldbatteriesundertheExidenamein

India.In 1991,CESCO's successor,Chloride Group plc,fully divested its

trademark in India and battery manufacturing operations to its current

management
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In1997,ExideIndustriesfiledalawsuitagainstExideTechnologiesoftheUnited

StateswhenthelattertriedenteringtheIndianmarket,andbothcompanies

enteredaprolongedlegalbattlethatwasheardbythe,whichledtoa2012verdict

thatExideIndustrieswasthelegalowneroftheExidetrademarkinIndia.

Anappealwasfiledandin2017,itwasruledthatwhileExideIndustrieswasthe

trademarkownerinIndia,ExideTechnologiesheldthegoodwillofthe"Exide"

nameandbothcompanieshadalegitimateclaim touseofthenameintheIndian

market.Afurtherappealfrom theIndiancompanythatwenttotheledtoastayof

theverdict,however,therewasarestrainingorderontheuseofthe"Exide"name

from theAmericancompanyuntilthefinalverdict.Bothpartiessettledin2017,

withanoutofcourtsettlementfrom ExideIndustriestoExideTechnologies,

termsbeingthatExideTechnologieswaivesanyrightstothe"Exide"trademarkin

Indiainperpetuity.

RESEARCHANDDEVELOPMENT:

R&Dworkiscarriedoutonvariousfacetsoflead-acidbatterytechnology,which

include developmentofnew productsforapplicationssuch asAutomotive,

Motorbike,VRLA,Telecom,UPS,Railways,Defence,etc.primarilytomakethe

productrangeinternationallycompetitive.Inaddition,theR&D isengagedin

projectsembracingprocesstechnologyaimedat-improvingtheproductquality

&consistency,productionefficiencyandmaterialutilization.Furthermore,R&D

programmes include improvementand indigenisation ofmaterials such as

metals,alloys,plastics,etc.R&D emphasisisonstudyingandimprovingthe

environmentalaspectsassociatedwiththemanufacturingprocess.

INFRASTRUCTUREANDLABORATORIES:

ExideR&D centreisalsoequippedwithaTool-Room,CAD facilities,material

testingandlaboratorieshavingequipmentfortestingoftheraw materialsand

componentsusedformanufactureofbatteries.Theseincludeopticalemission

Spectrometer,

ParticleSizeAnalyzer,Porosimeter,ImageAnalyzerWorkstation,ProfileProjector,

UniversalTensiletestingmachine,etc.

FUNCTIONALAREAS:
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● BatteryDesign&Development

● ProcessDevelopment

● ToolDesign&Development

● AlloyDevelopment

● DevelopmentofPlasticComponents

● HardRubber/SoftRubberComponentsDevelopment

● AnalyticalServices

● BatteryTesting&QualityAssurance

● EnvironmentalHealthMonitoring

● Lithium Ionbatterydevelopment

MAJORDEVELOPMENTALWORK:

● Automotive&tractorbatteriesasperIndianstandardstosuittropical

conditions

● Japaneserangeofautomotiveandmotorbikebatteries

● DINrangeofautomotivebatteriessuitedtovehiclesofEuropeanorigin

● Developmentofsubmarinebatteries

● Developmentofspecialtypeofpoly-ethyleneseparatorsforvarying

applications

● ValveRegulatedLeadAcid(VRLA)batteriesfortelecommunication&

railwayapplications

● MotivePowerBatteriesforfork-lifttrucks&golfcarts

● Highenergydensitybatteryforelectricvehicles

● Plantbatteriesforpowerstations

● Furthermore,long-life,maintenance-freebatteriesforcarshavealso

beendevelopedwhicharepresentlybeingmarketedunderthebrand

nameExideEternity
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● Also,anew heavyduty,MHDrangeofbatterieshavebeendeveloped

andintroducedfortheentirecommercialrangeofvehicles.Batteries

werealsodevelopedforCNG/LPG poweredthree-wheelersandgolf

carts

● Arangeofbatteriesforindustrialapplicationincludingnew batteries

fortelecom,solar,tractionandsmallVRLAforUPSsystem wasalso

developed

MAJORRESEARCHPROJECTS

● Developmentoflead-basedalloyforbatterygrids

● Developmentofavarietyofmaintenancefreebatteriesforautomotive

andmotorbikeapplications

● Developmentofrecombinationtypemaintenancefreebatteries(VRLA)

● Development of ultra-low maintenancebatteries /

cells for solarapplications

● Developmentofspecialbatteriesforelectricvehicleapplications.

BRANDSOFEXIDE:

● SFSONIC

● CHLORIDE

● JUPITER

● CONREX

● DYNEX

● CHAMPION

● LITTLECHAMP

● BOSS

● Hart

● ₨IBBATTER

● ₨BOSS

● ₨MREAD
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● ₨XP

● ₨T25

1.8COMPANYPROFILE

INTRODUCTION:

AfsalTraders,establishedin1996,41.M.ARoad,P.O.Haddo,Phoenixbayinthe

cityofPortBlair,Andaman.The companyisthe sole distributorofEXIDE

IndustriesLtd.It'sExidedealersince1998,dealsinallkindsofExideproducts

likeautomotiveandindustrialbatteries,Inverters,UPSetc.OwnedbyMr.K.H.

AbdulManaf,thiscompanyownsstaffinnumbersabout20.

ThecompanyisalsoamemberofAndamanChamberofCommerceIndustries

(ACCI).

MISSIONSTATEMENT:

● Providehighqualityandaffordableproductstoconsumers.

● Create and cultivate long term relationships with clients and

consumers.

● Immediateresponsetothequeriesandcomplaintsoftheconsumers.

● Achievecompletecustomerloyaltyandsatisfaction.

● Keepacheckonourservicesandensureregularimprovement.

VISION:

ThevisionhereatAfsalTradersistoestablishsatisfactoryrelationswithclients
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andconsumersintermsoftheservicesprovided,productsoffered.Ourstaff

respondsimmediatelywhenapproachedbyaconsumerandtriestheirbestto

eitherrectifytheproblem orfindanalternativesolutiontothesame.

MISSION:

AtAfsalTraderseachandeverystaffisamemberofthecompany,allofthem

workinharmonytoachieveourdesiredgoal.Withtheexpectationstheyperform

theirdutieswithfullpotential.Ourobjectivebeingacommitmenttoensure

complete consumersatisfaction by delivering highestquality standards of

productsandservices.Consumersatisfactionisourmainmotto.Improvementin

innovativeandcost-effectivetechniqueswillhelpusreachourdesiredtargets.
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CHAPTER-2.REVIEW OFLITERATURE

● Keytothemassadoptionofelectricvehiclesistheestablishmentofa

sufficientbatteryserviceinfrastructurenetworkonthebasisofcustomer

behaviourandpsychology.MotivatedbyEVserviceinfrastructurenetwork

designunderthebatteryleasing/electriccarsharing servicebusiness

models,wepresentanelectricvehiclebatteryservicenetworkdesign

problem consideringacustomer'ssatisfactionrelatedto“rangeanxiety”

and “loss anxiety”.The problem is formulated as a linearinteger

programming modelunderdeterministicand fuzzyscenarios.A Tabu

SearchheuristiccombinedwithGRASPisproposedtoefficientlysolvethe

problem.Finally,we conductparametric analysis on real-world road

networks.

● Designinganddevelopinganeffectivemarketingmixisanimportantissue

formarketingplannerswhowishtoachieveasustainablecompetitive

advantageparticularlyinthefieldofdurableconsumptiongoodswitha

seasonalsupplyanddemand.Hence,toenjoyacoherentanddynamicmix,

itwouldbeaneffectivestrategytodecideontheevaluationofevery

componentofthemarketingmixandtostudythewaysthesecomponents

willinteracttorespondtotheenvironmentalchanges.Themainpurpose

ofthispaperistodeterminetheshareandvalueofeachoftheunderlying

variablesinthemarketingmixinaccordancewiththemarketinggoalsand

strategies ofa firm.The review ofearlierstudies indicates thatthe

marketingmixcomponentsuchascompetitor'sprice,competitor'squality,

competitionintensity,salesforecast,andcustomers'satisfactionlevel

havebeenmainlystochastic,dynamic,vague,imprecise,qualitativeor

intangiblethatrequireapproachescoherentwiththeinnatenatureofthese

variables.However,inmostofthecurrentmodels,theissueofdesigninga

mixwithstructuredapproachandinatime-seriesframeworkhasbeen

handledwithoutpayingenoughattentiontothedatanatureandhumane

judgments,andtheimpactoftheinputvariablesonoutputvariables.

● Aspartoftheincreasingeffortstowardthepreventionandcontrolof

motorvehiclepollution,theChinesegovernmenthaspracticedarangeof
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policiestostimulatethepurchaseanduseofbatteryelectricvehicles

(BEVs).Zhejiang Province,a key province in China,has proactively

implementedandmonitoredanenvironmentalprotectionplan.Thisstudy

aimstocontributetowardstreamliningmarketingandplanningactivities

tointroducestrategicpoliciesthatstimulatethepurchaseanduseof

BEVs.Thisstudyconsidersthenatureofhumanbehaviourbyextending

thetheoryofplannedbehaviourmodeltoidentifyitspredictors,aswellas

itsnon-linearrelationshipwithcustomers’purchaseintention.Tobetter

understandthepredictors,asubstantialliteraturereview wasgivento

validatethehypotheses.Aquantitativestudyusing382surveyscompleted

by customers in Zhejiang Province was conducted by integrating a

structuralequationmodel(SEM)andaneuralnetwork(NN).Theinitial

analysisresultsfrom theSEM revealedfivefactorsthathaveimpactedthe

customers’purchase intention of BEVs.In the second phase,the

normalized importance among those five significantpredictors was

rankedusingtheNN.Thefindingshaveprovidedtheoreticalimplications

toscholarsandacademics,andmanagerialimplicationstoenterprises,

andarealsohelpfulfordecisionmakerstoimplementappropriatepolicies

topromotethepurchaseintentionofBEVs,therebyimprovingtheair

quality.

● A ModelofCustomerSatisfaction with Service Encounters Involving

FailureandRecovery

AmyK.Smith,RuthN.BoltonCustomersoftenreactstronglytoservice

failures,soitiscriticalthatanorganization'srecoveryeffortsbeequally

strong and effective.In this article,the authors develop a modelof

customersatisfactionwithservicefailure/recoveryencountersbasedon

anexchangeframeworkthatintegratesconceptsfrom boththeconsumer

satisfaction and socialjustice literature,using principles ofresource

exchange,mentalaccounting,andprospecttheory.Theresearchemploys

amixed-designexperiment,conductedusingasurveymethod,inwhich

customersevaluatevariousfailure/recoveryscenariosandcompletea

questionnairewithrespecttoanorganizationtheyrecentlyhadpatronized.

● Usersatisfactionwithbatteryelectricvehicles;Batteryelectricvehicles
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(BEVs)havebeenpromotedbythegovernmentoverthelastseveralyears,

driven by public concern over pollutant emissions from internal

combustionengines.However,theconditionsrelatedtodrivingBEVsare

notyetsatisfactoryformanyBEVusers,asevidentfrom sluggishmarket

growthcomparedwithgeneralmarketforecasts.Thus,afundamental

aspectofdiagnosing the currentconditions ofBEV operation is to

evaluateBEVusersatisfaction.Thisstudyestablisheshypotheticallinks

betweenpotentialfactorsandBEVusersatisfaction,andbetweenBEVuse

satisfactionandintentiontorepurchaseandrecommend.Theoutcomes

ofPLS-SEM suggestthatsevenrelationsoutofninehypotheticallinks

werestatisticallysignificant.Inparticular,itisnoticeablethattheintention

forcost-savingduringoperationisakeyfactorforBEVusersatisfaction

andthatusersatisfactionwithrangeandcharginghasapositiveeffecton

theoverallsatisfactionofBEVusers.Furthermore,thosewhoaresatisfied

withBEVshavetheintentiontorepurchaseandrecommendBEVsto

others.Becausethisstudywasconductedbasedonactualexperienceof

BEVusers,thefindingscouldenhanceunderstandingoftheBEVdriving

environmentand,thus,pavethewaytoprovisionofbetterserviceforBEV

users.

● Thisstudyexploresthelinksofimplementing customer‐centricgreen

supply chain management(GSCM)with its antecedentfactors (i.e.

customer pressure) and performance outcomes (i.e. operational

performance and customersatisfaction).Data forthis study were

obtained through a surveyof126 automobile manufacturers.Results

suggest that customer pressure has a positive effect on the

implementationofcustomer‐centricGSCM,which,inturn,leadstomultiple

operationalperformanceimprovements(i.e.flexibility,delivery,qualityand

cost).Whileproductionflexibilityandcostappeartohavenosignificant

impact on customer satisfaction,product quality and delivery are

significantlyandpositivelyassociatedwithcustomersatisfaction.Onthe

practical front, this paper provides guidelines for managers in

implementingcustomer‐centricGSCM torespondtocustomerpressures

and improve firm performance,and forpolicy‐makers to encourage

partner‐focusedGSCM effortsinenvironmentalpolicy.Copyright© 2014



17

JohnWiley&Sons,LtdandERPEnvironment.

● D.ARTHI& K.MALAR MATHI(Oct2013):Customerplayingthethree

distinctrolesofuser,payerandbuyerdifferintheirintentiontowards

buyingaproduct,somepurchaseforneed,whilesomepurchaseforthe

wantofstatus,statusseeking consumersarethosewho givemuch

importancetothenonfunctionalattributesoftheproductsuchasbeauty,

attractiveness,brand,socialcomparison,prestigeetcthanthefunctional

attribute.Acommonmeansoftransportisboughtbypeoplenotonlyfor

thetransportationpurpose,itisalsoboughtforcomfort,convenience,fun,

prestige/status.Theresearchpaperhasindicatedconsumershavebought

fourwheelersforincreasingtheincomeandtoshowtheirstatus.

● RakeshKumar(December2013):Theterm consumerbehaviourisdefined

asthebehaviourthatconsumersdisplayinsearchingfor,purchasing,

using,evaluatinganddisposingofproducts,servicesandideasthatthey

expectwillsatisfy theirneeds.Consumerbehaviouris the process

wherebyindividualsdecidewhether,what,when,where,how,andfrom

whom topurchasegoodsandservices.Duetotheincreaseinincomelevel

andeasyfinancebeingprovidedbyallthefinancialinstitutes,thefour

wheelerssaleshavebeensignificantlyincreased.Thispaperanalyzesthe

buyingbehaviorofconsumerstowardsfourwheelersIndustries.Andhow

theconsumerhaspreferencesforspecificbrands,qualityproducts,good

servicesandsoon.

● Thangasamy & Dr.Gautam Patikar(2014):The consumers aim at

attainingoptimum consumersurplus,beitdurablesornon-durables,while

making such purchases to satisfy theirwants.Forthis reason,the

marketersdo continuallyrelyon research studiesaboutthedynamic

consumerbehaviourtopositiontheirproductplanninganddevelopment

strategiestomeettherequirementsefficiently.Thiscomplexconsumer

buyingbehaviourdoes,therefore,necessitateacriticalinvestigationbythe

researchers in everynook and cornerofthe world.In this papera

researcherhasstudiedthebuyingbehaviorofconsumers,thebehaviorof

consumersisnotthesameforanylocality.TheBehaviorofconsumers

dependsontheirincome,standardofliving,sizeoffamilyandthereare

factorsthatinfluenceconsumerbuyingbehavior.
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● Ratan BinodiniAmiya Priyadarsini(May 2013):As India’s economy

continuestogrow atarapidpace,theautomobileindustrywillbeakey

beneficiary.Thisiswidelytrueacrossautomotivemarkets—from those

serving customers with four-wheelers to those offering commercial

vehicles.The main factors behind such growth are the increasing

affluenceoftheaverageconsumer,overallGDPgrowth,thearrivalofultra-

low-costcars,andtheincreasingmaturityofIndianoriginalequipment

manufacturers(OEMs).However,India’spathtomassmotorizationwillbe

verydifferentfrom thatofdevelopedcountries;itmustfirstdevelopthe

new technologies,businessmodels,andgovernmentpoliciesthatwill

pavethewaytoincreasedautomobilepenetration.Theautomotivesector

isoneofthecoreindustriesoftheIndianeconomy,whoseprospectis

reflectiveoftheeconomicresilienceofthecountry.Thisresearchpaper

givestheinformationforhowtheautomobilesectorhasgrownupinthis

cityduetoincreasingtheGDPrateinthecity.

● Dr.H.S.Adithya(Jan2013):AutomobileIndustryisoneofthefastest

growingsectorsinourcountry.Carswereonceconsideredasaluxuryand

now ithasbecomeanecessity.Theyhavebecomeapartandparcelof

today’slifeandmostofthecarmanufacturerstargetthemiddleclass

segmenttoagreatextent.Theintroductionofsmallcarsisaclassic

exampleforthis.Today’sconsumerhasplentyofoptionsavailabletohim.

Weareinaconsumermarketwherethemarketersdonotmerelysatisfya

needbuttrytoachieveconsumerdelight.Thedecisiontopurchaseacar

isnotaonemandecision.Thepurchaseisnormallyinfluencedbymany

including theirown perceptionsand behaviour.The authorhasclearly

definedinthispaperperceptionofconsumerstowardscarownersand

theirbehaviorofpurchasing decisions.Everyconsumer's decision is

differentso theyanalyze and then give theiropinion.Prof.Elizabeth

Chacko,Ms.PunnyaSelvaraj(2014):TheAutomobileIndustryisgrowing

andifcomparedthesalesandproductionoffourwheelersismore.Alsoif

wecomparethefourwheelermodelslikecarswhichcanbedrivenby

femaleswereleastinthemarketbecausethemarketwasmaledominant.

Nowthereisdrasticchange.Earliercarswhichcanbedrivenbyfemales

wereonlyMaruti800,allotherslikeTataSumo,Bolero,Ambassadoretc.
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Inthisnew erawecanseesegmentsforsmallfourwheelercarsquite

large.Thisresearchpaperhasthemostinnovative,authorsareanalyzing

onlyfemaleconsumerPatternandhowtheydrivenewcarsandalsothe

purchasingpatternoftheirbrand,Services,quality,mileageetc.

● Prof.MadhaviDhole,(June2013):Theautomobilesectorisakeyplayerin

theglobalandIndianeconomy.Indianautomobileindustryembarkedona

new journeyin 1991 with delicensing ofthe sectorand subsequent

opening

upfor100percentFDIthroughautomaticroute.InIndia,theautomobile

industryprovidesdirectemploymenttoabout5lakhpersons.Inthispaper

theauthorhasgiveninformationaboutthehistoryoftheautomobile

sectorand theyalso inform how the Indian marketis developing &

increasing by financialway so the consumerpurchasing powerhas

increased.K.PNajimudeenandDr.N.Panchanatham (December2014):

India’s automobile industryis one ofthe keydrivers thatboostthe

economic growth ofthe country.Spurred byrapid economic growth,

personalvehicleownership inIndiaisincreasing atafastpace.The

relativepopularityofthevariousvehiclesegmentsbysizeandpriceare

also undergoing marked changes.A fast-paced shifttowards private

motorizedtransportisasubstantialchange,especiallyinacountrywhere

motorizedandnon-motorizedinformaltransportservesthemajorityof

thetrips,alongwithpublictransportinbiggercities.Theresearchpaper

hasgivenknowledgeabouttheautomobilesectorandhow itwassmall

andnotthatmuchdevelopedandnow it'stoomuchgrowthandalso

gettingperpetualsuccession.

● Vikram Shende(February2014):Theautomobileindustrytodayisthe

mostlucrativeindustry.Duetoincreaseindisposableincomeinbothrural

andurbansectorsandavailabilityofeasyfinancearethemaindriversof

highvolumecarsegments.Furthercompetitionisheatingupwithahost

ofnew playerscominginandglobalbrandslikePorsche,Bentley,and

FerrariallsettoventureinIndianmarket.AllsegmentsinIndianCar

industry were studied and found thatbuyers have differentpriority

behaviorsineachsegment,whereasthemaindriverforcarpurchaseis

disposableincome.Nowadayscompetitionhastomuchincreasingdueto
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this everycompanywilltryto capture the marketand develop their

business,similarlyfourwheelers sectors are increasing due to easy

financeavailable,different-differentattractiveschemeshavecomeso

consumerscaneasilyaffordthefourwheelers.

● M.C.VIJAYAKANTHURS,ANSANTOSHKUMAR,A.N.HARIRAO(May,

2013)AutomobileIndustryhasplayedamajorroleintheIndianeconomy

duringthelastdecade.WiththeIndianmarketopeningitswingstoMNCs,

thecompetitionhasbecomesevereintermsofproductqualityandservice.

Thishasbroughtforwardthefocusoncustomersatisfactionespeciallyat

thedealerlevel.Companiesnowarebecomingmoreresponsive,theyoffer

abetterproductandkeepimprovingitthroughTotalQualityManagement

technique.Dealersarecorepartofthis;theyarenotjustsellingthefour

wheelerstothecustomerbutalsoprovidingaftersaleservices.Whenthe

dealersaregivinggoodservicesorqualityforanyproductthenconsumers

aresatisfied.Consumersareanimportantpartofthemarketwiththem

andnotanyproductwillbesoldinthemarket.

● Dr.M.PrasannaMohanRaj,(January2013):Theheterogeneousbehaviour

ofconsumers towards the choice ofvarious brands in a particular

segmentcanbeexplainedbytheinfluenceofvariousfactorsunderlying

theirdecisionsanditsbrandequity.Theobjectiveofthisstudyisthe

identification and study of factors influencing customers’ brand

preferencesoftheeconomysegmentSUVsandMUVsaswellasbrand

equityasafunctionofproductchoice.Thispaperhasindicatedhowthe

customersprefertheparticularbrand.Forexampletherearepeoplewho

selectspecificbrandsinfourwheelerslikeMarutiorTATA,sopeoplecan

purchasecarswhich theyreallylike.Brand factorsarecorepartfor

customerpointofview.

● Dr.G.Shyamala,Vinayak Ghosh (DEC2012):The automotive industry in

Indiaisoneofthelargestintheworldanditisoneofthefastestgrowing

industriesglobally.Itspassengercarandcommercialvehiclesegmentis

thesixthlargestintheworld.Indiansmallcarmarketisincreasingby

leapsandbounds.Theindigenousmarketforsmallcarsnow occupiesa

substantialshareofaround70%oftheannualcarproductioninIndiawhich

isaboutonemillion.AlmostallautomobilesinIndiaarecompetingwith
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eachotherintermsofdesign,innovation,pricingandtechnology.The

followingpaperisanattempttostudythesatisfactionlevelofcustomers

whoownsmallcars.TheresearchcoverstheareasofAundh,Pashan,

BanerinPune,Maharashtra.Theauthorhasinformedinthispaperabout

thesmallcarandconsumersatisfactionregardingthisforexampleMaruti

alto,maruti800,ChevroletBeat.The smallcarbuys onlythe small

family,theyaresatisfiedtopurchaseasmallcarwithgoodmileageand

services.

● GuptaBhuwan,AgarwalNisha(2013):TheIndianAutomobileIndustryhas

gotanincrediblemarketpotential.Withthegrowthofpopulationand

changeintheirpatternoflifestyleasaresultofurbanization,therehas

beenarapidincreaseindemandforIndianautomobiles.Thepurposeof

thischapteristosurveythegrowthoftheAutomobileIndustryinIndiaand

theirroleineconomicdevelopmentandtobringouttheprofileofthestudy

area.InrecentdaysIndiaiswitnessingachangeinconsumerism.The

marketisnowmainlyconsumerdriver

● A study of customer satisfaction with respect to TATA MOTORS

passengervehicles,byKavitaDua&Savita:Satisfactioniscrucialconcern

andcustomersandorganisations,satisfactionisasubjectiveconceptand

thereforedifficulttodetermine,itdependsonmanyfactors,andvarious

forms,person to person and productto product.The importance of

customersatisfactionisstrategydevelopmentforcustomerandmarket

oriented cantbe underdetermined.Nowadaysithasbecome a very

importantfactorforeachandeveryorganisationtoenhancethelevelof

customersatisfaction.

● Keytothemassadoptionofelectricvehiclesistheestablishmentofa

sufficientbatteryserviceinfrastructurenetworkonthebasisofcustomer

behaviorandpsychology.MotivatedbyEVserviceinfrastructurenetwork

designunderthebatteryleasing/electriccarsharing servicebusiness

models,wepresentanelectricvehiclebatteryservicenetworkdesign

problem consideringacustomer'ssatisfactionrelatedto“rangeanxiety”

and “loss anxiety”.The problem is formulated as a linearinteger

programming modelunderdeterministicand fuzzyscenarios.A Tabu

SearchheuristiccombinedwithGRASPisproposedtoefficientlysolvethe
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problem.Finally,we conductparametric analysis on real-world road

networks.

● Many customersatisfaction studies have concluded thatthere is a

significantrelationshipbetweencustomersatisfactionandloyalty,butthis

finding has been questioned in thatmostofthe studies focus on

measuringthecognitivecomponentofcustomersatisfaction.Thisstudy

includesthecognitivecomponent,butfocusesontheaffectivecomponent.

Itexplorestheroleofemotionsinsatisfaction,andthencomparesthe

predictiveabilityofthecognitiveandaffectiveelements.Keyfindingsare

thatbothpositiveandnegativeemotions,andthecognitivecomponentof

satisfactioncorrelatewithloyalty.Regressionanalysisindicatesthatthe

affectivecomponentservesasabetterpredictorofcustomerloyaltythan

thecognitivecomponent.Further,thebestpredictorofbothoverallloyalty

andthemostreliabledimensionofloyalty,positivewordofmouth,is

positiveemotions.Thetheoreticaland practicalimplicationsofthese

findingsarediscussed.

● Alongwithvariablesliketheserviceprocess,perceivedservicevalueand

customersatisfaction,jobsatisfactionofserviceemployeesplaysavital

roleincustomerevaluationofserviceresults.However,therehasbeen

littlein-depthresearchintothenatureofthisrelation,inparticularinthe

contextofB2B relations.In the sphere ofan organization providing

financialintermediationservicestothebankingsectorandonthebasisof

aliteraturereview,hypothesesaredevelopedwhichestablishthemediator

roleofservicevalueandthemoderatorroleofjobsatisfactionofservice

employeeswhendelimitingcustomersatisfaction.Reliabilityandvalidity

analysisgivesatisfactoryresultsandourconclusionsestablishfirstlythat

serviceencounterdirectlyandsignificantlyaffectsperceivedservicevalue

whichisthefinalantecedenttocustomersatisfactionandsecondly,that

thelevelofemploymentsatisfactionmoderatesitseffectonservicevalue.

● We provide a mathematicalframework forassessing the value of

customersatisfaction.Theframeworkenablesmanagerstodetermine

whichcustomersatisfactionelementshavethegreatestimpact,andhow

muchmoneyshouldbespenttoimproveparticularcustomersatisfaction
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elements.Thismakesitpossibletoholdcustomersatisfactionprograms

accountable,in the way that other business programs are held

accountable,byforcingthem todemonstratetheirbenefitswithrespectto

bottom-lineprofitability.Weuseanindividual-levelmodelofloyaltyand

retention,and then build up to marketshare by aggregation.We

demonstratetheapplicationofourapproachinapilotstudyofacity's

retailbankingmarket.

● Investigates the behaviouralconsequences ofcustomersatisfaction.

More specifically, the authors examine the impact of customer

satisfactiononcustomers’behaviouralresponses.Theresultssupportthe

notion ofdirecteffects ofcustomersatisfaction on three criterion

variables(decisiontostaywiththeexistingserviceprovider,engagement

in word‐of‐mouth communications,and intentions to switch service

providers).Implicationsforpractice,studylimitations,anddirectionsfor

futureresearcharediscussed.

● Offering online personalized recommendation services helps improve

customersatisfaction.Conventionally,a recommendation system is

consideredasasuccessifclientspurchasetherecommendedproducts.

However,theactofpurchasingitselfdoesnotguaranteesatisfactionand

atrulysuccessfulrecommendationsystem shouldbeonethatmaximizes

the customer's after-use gratification.By employing an innovative

associativeclassificationmethod,weareabletopredictacustomer's

ultimatepleasure.Basedonthecustomer'scharacteristics,aproductwill

berecommendedtothepotentialbuyerifourmodelpredictshis/her

satisfactionlevelwillbehigh.

● Self-generated validityresearch has demonstrated thatresponding to

survey questions changes subsequently measured judgments and

behavior.We examine the scope and persistence ofthe effectof

measuring satisfaction on customerbehaviorovertime.In a field

experimentconductedinafinancialservicessetting,wehypothesizeand

findthatmeasuringsatisfaction(a)changesone-timepurchasebehavior,

(b) changes relationalcustomer behaviors (likelihood of defection,

aggregateproductuse,andprofitability),and(c)resultsineffectsthat

increaseformonthsafterwardandpersistevenayearlater.Theseresults
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raisequestionsconcerningthedesign,interpretation,andethicsinthe

conductofappliedmarketingresearchstudies.

● This research investigates the antecedents and consequences of

customer satisfaction.We develop a modelto link explicitly the

antecedents and consequences of satisfaction in a utility-oriented

framework. We estimate and test the model against alternative

hypotheses from the satisfaction literature.In the process,a unique

database is analyzed:a nationally representative survey of 22,300

customersofavarietyofmajorproductsand servicesinSwedenin

1989–1990.Severalwell-known experimentalfindings ofsatisfaction

researcharetestedinafieldsettingofnationalscope.Forexample,we

findthatsatisfactionisbestspecifiedasafunctionofperceivedquality

and“disconfirmation”—theextenttowhichperceivedqualityfailstomatch

pre-purchaseexpectations.Surprisingly,expectationsdonotdirectlyaffect

satisfaction,asisoftensuggestedinthesatisfactionliterature.Inaddition,

wefindqualitywhichfallsshortofexpectationshasagreaterimpacton

satisfaction and repurchase intentions than quality which exceeds

expectations.Moreover,wefindthatdisconfirmationismorelikelyto

occurwhenqualityiseasytoevaluate.Finally,intermsofsystematic

variationacrossfirms,wefindtheelasticityofrepurchaseintentionswith

respecttosatisfactiontobelowerforfirmsthatprovidehighsatisfaction.

This implies a long-run reputation effect insulating firms which

consistentlyprovidehighsatisfaction.

● TheAmericanCustomerSatisfactionIndex(ACSI)model,developedin

1996,usedamultipleindicatorapproachtomeasureoverallcustomer

satisfaction.Theauthorsofthepresentnon-experimental,exploratory

studyadoptedtheACSImodeltoexamineandexploretherelationships

amongelectronicservicequality,customerexpectations,perceivedvalue,

customersatisfaction,andcustomerloyaltyforconsumerelectronicse-

tailers.Thestudyadoptedquotaandsnowballsampling.Atotalof276

validresponseswerecollectedfrom anonlinesurvey,andthedatawas

analyzed using structuralequation modeling (SEM). Of the eight

hypothesesinthisstudy,sixweresupportedandtwowerenot.Findings

indicated thatperceived value and customersatisfaction were two
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significantvariablesthatmediatedtherelationshipsbetweenelectronic

servicequalityand customerloyalty.Moreover,thisstudyfound that

electronicservicequalityhadnodirecteffectoncustomersatisfaction,

buthadindirectpositiveeffectsoncustomersatisfactionforconsumer

electronics e-tailers.In terms ofpracticalimplications,managers of

consumerelectronicse-tailerscould formulate a competitive strategy

basedonthemodifiedACSImodeltoretaincurrentcustomersandto

enhance customerrelationship management(CRM).The study also

includes a discussion oflimitations and recommendations forfuture

research

● This research investigates the antecedents and consequences of

customer satisfaction.We develop a modelto link explicitly the

antecedents and consequences of satisfaction in a utility-oriented

framework. We estimate and test the model against alternative

hypotheses from the satisfaction literature.In the process,a unique

database is analyzed:a nationally representative survey of 22,300

customersofavarietyofmajorproductsand servicesinSwedenin

1989–1990.Severalwell-known experimentalfindings ofsatisfaction

researcharetestedinafieldsettingofnationalscope.Forexample,we

findthatsatisfactionisbestspecifiedasafunctionofperceivedquality

and“disconfirmation”—theextenttowhichperceivedqualityfailstomatch

pre-purchaseexpectations.Surprisingly,expectationsdonotdirectlyaffect

satisfaction,asisoftensuggestedinthesatisfactionliterature.Inaddition,

wefindqualitywhichfallsshortofexpectationshasagreaterimpacton

satisfaction and repurchase intentions than quality which exceeds

expectations.Moreover,wefindthatdisconfirmationismorelikelyto

occurwhenqualityiseasytoevaluate.Finally,intermsofsystematic

variationacrossfirms,wefindtheelasticityofrepurchaseintentionswith

respecttosatisfactiontobelowerforfirmsthatprovidehighsatisfaction.

This implies a long-run reputation effect insulating firms which

consistentlyprovidehighsatisfaction.

● HouseOfQuality(HOQ)isoneofthematricesofaniterativeprocess

calledQualityFunctionDeployment(QFD).itisthenervecenterthatdrives

the entire QFD process.The House ofQuality Matrix is the most
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recognizedandwidelyusedtoolfornew productdesign.Ittranslates

customerrequirements,basedonmarketingresearchandbenchmarking

data,intoanappropriatenumberofengineeringtargetstobemetbyanew

productdesign.Itisperformedbyamultidisciplinaryteam representing

marketing,designengineering,manufacturingengineering,andanyother

functionsconsideredcriticalbythecompany.HOQhasbeenwidelyused

inindustryinJapanandAmericalikeToyota,Ford,GM,Hewlett-Packard,

AT&T,ITTandotherrenownedindustriesinvariousfieldslikeAutomobiles,

Electronics,Integrated Circuits,Apartment Layout Planning,Home

Appliances,Clothingetc.Inthispaper,anattemptismadetoproposea

methodologytoestablishHouseOfQualityandtoreducethecomplexity

ofconstructingHOQ.ThegeneralformatofHOQismadeupofsixmajor

components. These include customer requirements, technical

requirements,aplanningmatrix,aninterrelationshipmatrix,atechnical

correlationmatrix,andatechnicalprioritiesorbenchmarksandtargets

section.

● ThereisadearthofstudiespertainingtotheinfluenceofSERVPERFon

customersatisfaction and customerloyaltyamong low costand full

serviceairlines.PriorstudieshavemeasuredservicequalityusingtheGAP

-5modelwithSERVQUAL;howeverthisstudyoffersanewperspectiveby

using the SERVPERF with an SEM–artificial-neural-networks predictive

analytic approach.This is differentfrom the previous studies as it

contributestoapplicationofexpertsystemsandintelligentalgorithmsin

thecontextoflow costandfullserviceairlines.Thefindingsrevealed

significantinfluencesofSERVPERFdimensionsoncustomersatisfaction

towardscustomerloyaltywith63.1% and55.6% varianceexplained.The

implicationsfrom thisresearchmayhelpCEOsandmanagersoftheair

traveland tourism industryplayersto make betterdecisionsin their

resource planning stage, at the same time improving customer

satisfactionandloyalty.

● Pratiksha Tiwari:Customersatisfaction isimperativeon theirwayto

superiormarketeconomicsuccessintheliberalisedindianmarket.Inthis

paperthe authortriesto identifythe factorsthatare responsible in

determiningthecustomersatisfaction,intheautomobilebatterymarket
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bydrawingasampleofthecustomersintheretailmarketsthisstudytests

the hypothesis suggesting factors affecting customer satisfaction.

CategoricalregressionanalysisChi-squaretestanddescriptiveanalysis

areusedtoinvestigatetherelationshipbetweenconsideredvariables.

● The relationship between customer satisfaction and company

performancehasbeenextensivelyresearchedatboththeconsumerand

firm levels.However,little is known aboutthe impactofcustomer

satisfactionattheeconomy-widelevel,especiallyinEurope.Thisstudy

aimstolinkcustomersatisfactiontopersonalconsumptionexpenditure

usingpaneldatacollectedfrom 1999to2011andcoveringnineEuropean

countries.Our findings suggest a significant relationship between

customersatisfactionandconsumerexpenditureinthesecountries.In

addition,economic structure,culture,politicaleconomy and socio-

economicfactorshavebeenexaminedtounderstandtheimpactofcross-

countrydifferencesonthisrelationship.Theresultsreflecttheimportance

ofsatisfied consumerson the economyasa whole;thus,effortsat

boostingcustomersatisfactionshouldbecomeanationalagenda

● Thisstudyshedsinsightonhowconsumersperceiveandrelatetofamily

andnon-familygrocerystores.Usingacriticalincidentapproachweshow

that—compared to non-family businesses—consumers evaluate family

businessesbetterintermsofservice,frontlineemployeebenevolence,and

problem-solving orientation,and worse in terms of selection and

price/value.Results furtherindicate higherconsumertrustin family

businessmanagementpoliciesandpractices,frontlineemployeetrust,

andsatisfactionbutnodifferencesinloyalty.Examininganintegrative

loyaltyframework,thestudyfinallyshowsdifferentialeffectsinhowimage

elementsinfluencecustomerloyaltydirectlyaswellasindirectlythrough

trustandsatisfaction.

● A factoranalysisrevealedthreeservicequalitydimensions:interaction

quality,foodappeal,andperformancecomparison.Theresultsofaseries

ofregressionequationsshowedthatbothculturalfactorsandthreequality

dimensionsaresignificantlyandpositivelycorrelatedtobothcustomer

satisfactionandcustomerloyalty.“Face”wasshowntohaveaninfluence

oncustomersatisfaction,whilefoodappealandperformancecomparison
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werefoundtoinfluencebothcustomersatisfactionandloyalty.Gender

moderatedtheinfluenceofbothculturalvaluesandqualityoncustomer

satisfactionandloyalty.

● Anyindustrialcompanythatmustthinkaboutmarketingmechanismsand

whoarethebeneficiariesandthepursuitofgainingcustomersatisfaction

with access to competitive advantages. Most industrialized our

companiesfrom avarietyofproblemsexperiencedbothinthefieldof

production,marketing,orkeepupwithnewdevelopmentsorcommitment

toqualitystandards,whichcausedthereluctanceofcustomerstobuy

localproductsforvariousreasons,andespeciallyinlightofunplanned

economicpolicyandexposuretomarkettoimportedproductsflooding

themarketwithvariousgoodsandservicesthatdonotcanthedomestic

industryrival,which has competitive advantages and meetbusiness

requirements,butothers arrived to stop oras wellas the General

Companyforbatteriesfirmlyestablishedcompaniesfacemanychallenges

thisstudyseekstoanalyticalidentifystrengthsandweaknessesandtheir

causesfrom bothinstitutionalmatterandcustomers.Andfindrealistic

solutionswhichcontributetotheupgradingoflocalproductsandthe

strengtheningofthenationaleconomy

● As more retailers evolve into customer-centric and segment-based

business, business intelligence (BI) and customer relationship

management(CRM)systemsareplaying akeyrolein achieving and

maintainingcompetitiveadvantage.Forthepasttenyears,theauthors

havehadtherareopportunityofobservingandinterviewingemployees

andmanagersofthreedifferentmanagementteamsatthreeseparate

Fingerhutcompaniesastheyexperimented with variousITsfortheir

companies.WhenthefirstFingerhutcompanypeakedin1998,asmanyas

200analystsand40statisticiansmined

thedatabaseforinsightsthathelpedpredictconsumershoppingpatterns

andcreditbehaviour.DataminingandBIhelpedFingerhutspotshopping

patterns,bring productofferings to the rightcustomers,and nurture

customerrelationships.By 1998,Fingerhutwas the second largest

catalogueretailerintheU.S.withrevenuesnearing$2billion.However,

afterFederatedacquiredFingerhutin1999andmadeitasubsidiary,
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FingerhutNet,itsuffered greatlossesand waseventuallyliquidated.

Finally,anew company,FingerhutDirectMarketing,wasresurrectedin

2002 undera new managementteam,and itonce again became

successful.Whatwentright?Whatwentwrong?Thepaperconcludeswith

CRM andBIsystemssuccessfactorsandadiscussionoflessonslearned.

● CORPORATESOCIALRESPONSIBILITY(CSR)isalong-establishedtopicin

firms'operatingprocess,yetfew studieshaveexaminedCSRfrom the

perspectiveofcustomersatisfactionandinstitutionalenvironments.We

fillthegapintheexistingliteraturebyexploringtherolesofcustomer

satisfaction and institutionalenvironmentsastheypertain to thelink

betweenCSReffortsandfinancialperformance,specificallyinthecontext

oftransitionaleconomies.Inthiswork,weuseasampleof238firms

located in China and Vietnam.Ourempiricalresults presentseveral

interestingfindings:(a)therelationshipbetweenCSReffortsandfinancial

performance is fully mediated by customer satisfaction;(b) good

institutionalenvironmentspositivelystrengthentheimpactofCSRefforts

onfirms'customersatisfaction;and(c)therearesignificantdifferencesin

the moderating effectofinstitutionalenvironments between the two

countriesthatweresampledinthisresearch

● When developing new products itis importantfordesign teams to

understand customerperceptionsofconsumerproductsbecause the

success ofsuch products is heavilydependentupon the associated

customersatisfactionlevel.Thechanceofanew product’ssuccessina

marketplaceishigherifusersaresatisfiedwithit.Inthisstudy,anew

methodologyofgeneratingcustomersatisfactionmodelsusinganeuro-

fuzzyapproachisproposed.Incontrasttopreviousresearch,non-linear

andexplicitcustomersatisfactionmodelscanbedevelopedwiththeuse

oftheproposedmethodology.Anexampleofnotebookcomputerdesign

isusedtoillustratethemethodology.Theproposedmethodologywas

measuredagainstthebenchmarkofstatisticalregressiontodetermineits

effectiveness.Experimentalresultssuggestedthattheproposedapproach

outperformedthestatisticalregressionmethodintermsofmeanabsolute

errorsandvarianceoferrors.

● Improvingcustomersatisfactionhasbecomeastrategicimperativefor
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managersand researchersgiventhebenefitsofdeveloping customer

loyaltyforlong-term financialsuccess.Creatingtheselinkagesbecomes

evenmoreimportantinthecontextofmobiletelecommunicationsdueto

theubiquitousnatureofmobilephonesandthepotentialthiscreatesto

engageininteractivemarketingforfirms.Further,withincreasedglobal

penetration of mobile telecommunications,examining cross-national

differencesin consumerattitudesand behaviorshasbecomecritical.

Moststudiesthatexaminecustomersatisfactionandloyaltylinkages

howeverhave traditionallyfocused on single countries and/orsingle

industries.Thisstudyextendstheliteraturebytestingthemoderating

impactofculturalvariables on the impactofsatisfaction on loyalty

intentionsusingdatafrom 3,393mobiletelecommunicationscustomersin

Australia,Brazil,Canada,China,France,Spain,UK,andUSA.Ourfindings

reveal that the impact of satisfaction on loyalty in the mobile

telecommunicationscontextdependsonculturaldifferences.Theresults

demonstratenon-linearthresholdeffectswheremanagersoperatingin

countriescharacterizedbyself-expressionistvalueswillhaveaneasier

timecreatingsatisfactionandloyaltywithmobilecustomerscomparedto

thoseoperatinginculturesdominatedbyhighsurvivalistvalues.

● A Cross-nationalInvestigation ofSatisfaction and Loyalty Improving

customersatisfactionhasbecomeastrategicimperativeformanagers

andresearchersgiventhebenefitsofdevelopingcustomerloyaltyforlong-

term financialsuccess.Moststudiesthatexaminecustomersatisfaction

andloyaltylinkageshoweverhavetraditionallyfocusedonsinglecountries

and/orsingleindustries.Thisstudyextendstheliteraturebytestingthe

moderatingimpactofculturalvariablesontheimpactofsatisfactionon

loyaltyintentions.Theresultsdemonstratenon-linearthresholdeffects

wheremanagersoperatingincountriescharacterizedbyself-expressionist

valueswillhavean easiertimecreating satisfaction and loyaltywith

mobilecustomerscomparedtothoseoperatinginculturesdominatedby

highsurvivalistvalues.

● FabianKley,ChristianLerch,David DallingerClimatechangeand global

resourceshortageshaveledtorethinkingtraditionalindividualmobility

services based on combustion engines. As the consequence of
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technologicalimprovements,the firstelectric vehicles are now being

introducedandgreatermarketpenetrationcanbeexpected.Butanywider

implementationofbattery-poweredelectricalpropulsionsystemsinthe

futurewillgiverisetonewchallengesforboththetraditionalautomotive

industryandothernew players,e.g.batterymanufacturers,thepower

supplyindustryandotherserviceproviders.Therefore,thispaperaimsto

defineaholisticapproachto developingbusinessmodelsforelectric

mobility,whichanalyzesthesystem asawholeontheonehandand

providesdecisionsupportforaffectedenterprisesontheother.Todoso,

the basic elements ofelectric mobility are considered and topical

approachestobusinessmodelsforvariousstakeholdersarediscussed.

Thepaperconcludesbypresentingasystemicinstrumentforbusiness

modelsbasedonmorphologicalmethods.

● AnInvestigationintotheDeterminantsofCustomerSatisfaction

GilbertA.Churchill,Jr.,CarolSurprenant

Theauthorsinvestigatewhetheritisnecessarytoincludedisconfirmation

asaninterveningvariableaffectingsatisfactionasiscommonlyargued,or

whether the effect of disconfirmation is adequately captured by

expectationandperceivedperformance.Further,theymodeltheprocess

fortwo types ofproducts,a durable and a nondurable good,using

experimentalproceduresinwhichthreelevelsofexpectationsandthree

levelsofperformancearemanipulatedforeachproductinafactorial

design.Eachsubject'sperceivedexpectations,performanceevaluations,

disconfirmation,and satisfactionaresubsequentlymeasured byusing

multiplemeasuresforeachconstruct.Theresultssuggesttheeffectsare

differentforthetwoproducts.Forthenondurablegood,therelationships

areastypicallyhypothesized.Theresultsforthedurablegoodaredifferent

inimportantrespects.First,neitherthedisconfirmationexperiencenor

subjects’initialexpectationsaffectedsubjects’satisfactionwithit.Rather,

theirsatisfactionwasdeterminedsolelybytheperformanceofthedurable

good. Expectations did combine with performance to affect

disconfirmation,thoughthemagnitudeofthedisconfirmationexperience
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did nottranslate into an impacton satisfaction.Finally,the direct

performance-satisfaction link accounts formostofthe variation in

satisfaction.

● Therelationshipbetweencustomerloyaltyandcustomersatisfaction

JohnT.Bowen,Shiang‐LihChenDevelopsandimplementsamethodfor

hotelsto identifyattributesthatwillincreasecustomerloyalty.Other

hotelscanreplicatethemethodologyusedinthisstudy.Thestudymakes

theusesofthehotel’sdatabasetodraw samplesforbothfocusgroups

andamailsurvey.Basedon564completedsurveysfrom hotelguests,the

authors found the relationship between customer satisfaction and

customerloyaltywasnon‐linear.Theauthorsusethedatatodevelop

internal benchmarks for the hotel based on scores that were

representativeofloyalcustomers.Thestudymakesuseofthehotel’s

databasetodrawsamplesforbothfocusgroupsandamailsurvey.

● Customersatisfaction and its consequences on customerbehaviour

revisited:Theimpactofdifferentlevelsofsatisfactiononword‐of‐mouth,

feedbacktothesupplierandloyalty;MagnusSoderlund,Exploresthe

extent to which the form of the relationship between customer

satisfactionandcustomerbehaviourisdifferentunderconditionsof“low”

satisfaction and “high” satisfaction. Three behavioural variables

(word‐of‐mouth,feedbacktothesupplier,andloyalty)wereexamined.The

resultspointtothefactthatdifferencesintheform doexist.Moreover,the

resultsshowthatdifferencesexistbetweenthedifferences,inthesense

thatdifferentpatternsemergeforeachbehaviouralvariable.

● WhyDo Customer RelationshipManagementApplicationsAffect

CustomerSatisfaction?

SunilMithas,M.S.Krishnan,ClaesFornellThisresearchevaluatesthe

effect of customer relationship management (CRM) on customer

knowledgeandcustomersatisfaction.Ananalysisofarchivaldatafora

cross-sectionofU.S.firmsshowsthattheuseofCRM applicationsis

positivelyassociatedwithimprovedcustomerknowledgeandimproved
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customersatisfaction.Thisarticlealso showsthatgainsincustomer

knowledge are enhanced when firms share their customer-related

informationwiththeirsupplychainpartners.

● Customer satisfaction:A meta-analysis of the empiricalevidence;

DAVID.M ;The growing numberofacademic studies on customer

satisfactionandthemixedfindingstheyreportcomplicateeffortsamong

managersandacademicstoidentifytheantecedentsto,andoutcomesof,

businesseshavingmore-versusless-satisfiedcustomers.Thesemixed

findingsand the growing emphasisbymanagerson having satisfied

customerspointtothevalueofempiricallysynthesizingtheevidenceon

customersatisfaction to assesscurrentknowledge.To this end,the

authorsconductameta-analysisofthereportedfindingsoncustomer

satisfaction.Theydocumentthatequityanddisconfirmationaremost

stronglyrelatedtocustomersatisfactiononaverage.Theyalsofindthat

measurementandmethodfactorsthatcharacterizetheresearchoften

moderaterelationshipstrengthbetweensatisfactionanditsantecedents

andoutcomes.Theauthorsdiscusstheimplicationssurroundingthese

effectsandofferseveraldirectionsforfutureresearch.

● CustomerSatisfactionIncentivesJohnR.Hauser,DuncanI.Simester,

Birger Wernerfelt, Customer satisfaction incentive schemes are

increasinglycommoninavarietyofindustries.Weofferexplanationsasto

howandwhenincentingemployeesoncustomersatisfactionisprofitable

andofferseveralrecommendationsforimprovinguponcurrentpractice.

Facedwithemployeegroups(includingmanagers)whomayhaveshorter

timehorizonsthanthefirm,suchsystemsenableafirm tousecustomer

reactiontomonitorimplicitlyhow employeesallocateeffortbetweenthe

shortand long terms.These systems can be used to encourage

employeestomaketradeoffsthatareinthebestinterestsofthefirm.

● The relationships of customer satisfaction,customer loyalty,and

profitability:anempiricalstudy,RogerHallowellPresentsthefindingsofa

studyperformedondatafrom alargebank’sretail‐bankingoperations.

Illustratestherelationshipofcustomersatisfactiontocustomerloyalty,

and customer loyalty to profitability,using multiple measures of
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satisfaction,loyalty,and profitability.An estimate ofthe effects of

increasedcustomersatisfactiononprofitability(assuminghypothesized

causality) suggests that attainable increases in satisfaction could

dramaticallyimproveprofitability.

● Managingcustomersatisfaction:abestpracticeperspective;Mohamed

Zairi

Customersatisfactionisperhapsoneofthemosttalkedaboutchallengesof

organisations,bothinthepublicandprivatesectors.Indeed,thisrepresentsevery

organisation’ssolepurpose,isattheheartofeverymissionstatement,andisthe

ultimategoalofanystrategiesputinplace.Assuch,thispaperincontinuationof

theBestPracticeseriesbeingsofarcovered,seekstopresentthisprominent

topicasatotalconceptwhichencapsulatesnotonlythemeasurementaspectsof

customersatisfactionpersebutratherasalong‐term pursuitofimprovement,a

culturechangethatcanyieldtocompetitiveoutcomesofthehighestorder.The

paperincludessomeexamplesofbestpracticeapplicationsandconcludeswitha

proposedaudittoolthatcanhelporganisationsassesstheircurrentapproachesto

customer satisfaction and thereby put forward targets and actions for

improvement.

● NeglectedOutcomesofCustomerSatisfactionXuemingLuo,Christian

HomburgAlthoughthereissignificantevidencethatcustomersatisfaction

isanimportantdriveroffirm profitability,extantliteraturehaslargely

neglectedtwointermediateoutcomesofcustomersatisfaction,namely,a

firm's advertising and promotion efficiency and its human capital

performance.On the basis of longitudinalanalyses of large-scale

secondarydatafrom multiplesources,theauthorsfindthatcustomer

satisfactionbooststheefficiencyoffutureadvertisingandpromotion

investments.Thisfindingcanbeexplainedbythepossibilitythatcustomer

satisfaction generates free word-of-mouth advertising and saves

subsequentmarketing costs.In addition,customersatisfaction hasa

positiveinfluenceonacompany'sexcellenceinhumancapital(employee

talentandmanagersuperiority).Thisfindingishighlynovel,indicatingthat

humanresourcesmanagersshouldhaveastronginterestincustomer

satisfaction as well.Finally,the authors investigate the moderating
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influenceofmarketconcentrationonbothrelationships.Theuncovered

resultshaveimportantimplicationsformarketersintheirdialoguewith

financialexecutivesandhumanresourcesmanagers.

● Servicequality,customersatisfaction,andcustomervalue:A holistic

perspectiveTheauthorproposesandtestsanintegrativemodelofservice

quality,customervalue,andcustomersatisfaction.Usingasamplefrom

theluxurysegmentofthehotelindustry,thisstudyprovidespreliminary

results supporting a holistic approach to hospitalitycustomers’post

purchase decision-making process.The modelappears to possess

practicalvalidityaswellasexplanatoryability.Implicationsarediscussed

andsuggestionsaredevelopedforbothmarketersandresearchers.
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CHAPTER-3

RESEARCHMETHODOLOGY

3.1Statementofproblem

Tofindconsumersatisfactionintermsofqualityoftheproductandtheservices

providedbyAfsalTradersandfindwaystoresolvetheconsumer'scomplaints

andqueries.

TheresearchisdoneonthenewaswellasexistingconsumersofAFSAL

TRADERS.

3.2Needforthestudy

Thestudyaimstoprioritiseconsumersatisfactioninallterms

● Productquality

● Priceoftheproduct

● Servicesoffered

● Time

● Perseverance

● Loyaltytowardstheconsumer

Forahealthyconsumerretailerrelationshipit'snecessaryfortheconsumertobe

happyandsatisfiedwiththeproductsoffered,alsospeakingofquality,Exide

batteriesarenodoubtsuperiorinquality.Incaseoffaultyproductsifanyor

warrantyissuesit'simportanttoresolvethesameinanunderstandingwaysoas

tobenefitboththeconsumerandtheretailer.

Asfortheimpactofcovid-19transportationfacilitiesarereducedinourdistant

islandswhich in-turn led to reduced stocksin theinventoryand ofcourse
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unhappyconsumers.

Thisstudyalsofocusesontheproblemsoftheconsumerandhow toresolve

them effectivelyandefficientlyinthegiventime.

3.3Scopeofthestudy

Thestudyfocusesonfindingoutthecomplaintsconsumersfacewithrespectto

theproducts,servicesandbehavioralresponsesofthecompanystaff.Italso

discussesthemanagementofthesameandthestepstakentorectifyand

resolve the consumer's complaints efficientlyin the given time orprovide

alternatives.

3.4Objectiveofthestudy

3.4.1.PRIMARYOBJECTIVE:

● Tostudytheeffectofconsumersatisfactiononautomobilebattery

business.

3.4.2.SECONDARYOBJECTIVES

● To analyze perceptions & expectations of consumers in retail

automobilebatterybusiness.

● Toexamine thesatisfactionleveloftheconsumersonautomobile

batteries.

● To studytheperception & expectation ofconsumerstowardsthe

servicequalityatAfsalTraders[EXIDEBATTERIES]

3.5ResearchDesign

Inthisstudydescriptiveresearchdesignisused.
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3.6Population

The study is aboutconsumersatisfaction in the retailautomobile battery

business.

Thepopulationstudied includesthenew and existingconsumersofAFSAL

TRADERS.

3.7Samplesize

Sample size of120 consumers thatinclude both new as wellas existing

customersofAFSALTRADERS.

3.8Samplingdesign

The method ofsampling adopted to conductsurveys is the Convenience

SamplingMethod.Theareaofresearchconcentrateduponisthecustomersof

AFSALTRADERS.

3.9SOURCESOFDATA

3.9.1PrimaryData

Theprimarydataforthisstudyiscollectedthroughquestionnairesconsistingof

multiplechoicequestions.

3.9.2SecondaryData

Thesecondarydataiscollectedbyreferringtowebsites,journals,articlesand

researchpapers.

3.10PERIODOFSTUDY

Theperiodofstudyiscarriedoutfrom January2021toMarch2021whichis

threemonthsofstudy.

3.11STRUCTUREOFQUESTIONNAIRE
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MultiplechoicequestionsandLikert’sscalequestions.

3.12ANALYTICALTOOLS

● PercentageAnalysis.

● Correlation.

● ANOVA.

● IndependentT.test.

3.13LIMITATIONSOFTHESTUDY

● Thestudyisrestrictedonlytotheconsumer'sofExidebatteries.

● Thestudyisrestrictedonlytotheconsumer'sofAFSAL

TRADERS● Thestudydoesn'tcoveravastareaandalarge

population.

● Notallconsumerswereeagertogivetheirfeedback.
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CHAPTER-4

DATAANALYSISANDINTERPRETATION

4.1PERCENTAGEANALYSIS

Table4.1.1:Showingageinyearwiseclassificationofrespondents

AGEINYEARS NOOFCONSUMERS
Percentag

e

18-20years
1

5

12.50

%

20-30years
7

5

62.50

%

30-40years
1

1

9.17

%

above40years
1

9

15.83

%

TOTAL
12

0

100

%

Chart4.1.1:Showing age wise classification ofrespondents Interpretation:

From theabovetableitisinterpretedthat12.50% arebetween18-20year

respondents,62.50%arebetween20-30yearsrespondent,

9.17%arebetween30-40yearsrespondents&15.83%areabove40years.
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Table 4.1.2:Showing staffability to resolve queries wise classification of

respondents

STAFF'SABILITYTORESOLVE

QUERIES CONSUMERRESPONSE PERCENTAGE

EXCELLENT
7

6
64.96%

GOOD
3

7
31.62%

FAIR 43.42%

POOR 00%

TOTAL
11

7
100%

Chart4.1.2:Showingstaffabilitywiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat64.96%are

excellentrespondents,31.62%aregoodrespondent,

3.42%arefairrespondents&0%arepoorrespondent
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Table4.1.3:Showingimprovementinserviceswiseclassificationofrespondents

IMPROVEMENTINSERVICES CONSUMERRESPONSE PERCENTAGE

SERVICING
2

9
24.17%

QUALITY
1

2
10%

TIME
3

2
26.67%

WARRANTY 54.17%

MAINTENANCE
1

2
10%

NONE 30 25%

TOTAL 120 100%

Chart4.1.3:Showingimprovementinserviceswiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat24.17%

areservicingrespondents,10%arequalityrespondent,

26.67%aretimerespondents,4.17%arewarrantyrespondent

10%aremaintenancerespondents&25%arenonrespondent
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Table4.1.4:Showinggenderwiseclassificationofrespondents

GENDER NOOFCONSUMERS PERCENTAGE

MALE
9

9
83.89%

FEMALE
1

9
16.10%

TOTAL
11

8
100%

Chart4.1.4:Showinggenderwiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat83.89%

aremalerespondents&16.10%arefemalerespondent,

Table 4.1.5:Showing co.relation & shortterm goals wise classification of

respondents

COMPANYRELATIONS&SHORT

TERM

GOALS

CONSUMER

RESPONSES PERCENTAGE

AGREE
5

6
48.27%

STRONGLYAGREE 4

9

42.24%
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DISAGREE 21.72%

STRONGLYDISAGREE 00%

NEITHERAGREENORDISAGREE 97.76%

TOTAL
11

6
100%

Chart4.1.5:Showingco.relation&goalswiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat48.27%areagree

respondents,42.24%arestronglyagreerespondent,

1.72%aredisagreerespondents,0%arestronglydisagreerespondent&

7.76%areneitheragreenordisagreerespondents

Table4.1.6:Showingco.valueofmoneyoftheproductwiseclassificationof

respondents

VALUE FOR MONEY OF THE

PRODUCT
CONSUMERRESPONSE PERCENTAGE

GOOD
8

7
78.38%

AVERAGE
2

3
20.72%
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POOR 10.90%

BAD 00%

TOTAL
11

1
100%

Chart4.1.6:Showingco.valueofmoneywiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat78.38%aregood

respondents,20.72%areaveragerespondent0.90%arepoorrespondents&

0%arebadrespondent

Table4.1.7:Showingtypeofvehiclewiseclassificationofrespondents

TYPEOFVEHICLE NOOFCONSUMERS PERCENTAGE

2-WHEELER
4

6
38.98%

3-WHEELER 32.54%

4-WHEELER
5

8
49.15%

OTHERS
1

1
9.32%

TOTAL
11

8
100%
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Chart4.1.7:Showingtypeofvehiclewiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat38.98%are2-

wheelerrespondents,2.54%are3-wheelerrespondent,

49.15%are4-wheelerrespondents&11%areothersrespondent

Table4.1.8:Showingremindingcallsforserviceintimationwiseclassificationof

REMINDERCALLSFORSERVICE

INTIMATION CONSUMERRESPONSES PERCENTAGE

YES
2

6
32.50%

NO
5

4
67.50%

TOTAL
8

0
100%
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Chart 4.1.8:Showing reminding calls intimation wise classification of

respondents

Interpretation:From theabovetableitisinterpretedthat32.50%

areyesrespondents&67.50%arenorespondent.

Table 4.1.9:Showing staffbehaviourtowards problem wise classification of

respondents

STAFF'S BEHAVIOUR TOWARDS

PROBLEMS

CONSUMER

RESPONSES PERCENTAGE

AGREE 65 58.86%

STRONGLYAGREE 44 39.63%

DISAGREE 2 1.80%

STRONGLYDISAGREE 0 0%



48

TOTAL 111 100%

Chart4.1.9:Showingstaffbehaviourwiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat58.86% are

agreerespondents,39.63%arestronglyagreerespondent,

1.80%aredisagreerespondents&0%stronglydisagreerespondent

Table4.1.10:Showingtimeperiodwiseclassificationofrespondents

TIMEPERIOD NOOFCONSUMERS PERCENTAGE

NEW CONSUMER
2

4
20.33%

LESSTHANAYEAR
1

9
16.10%

1-3YEARS
3

4
28.81%
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MORETHAN3YEARS
4

1
34.74%

TOTAL
11

8
100%

Chart4.1.10:Showingtimeperiodwiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat20.33%are

newconsumerrespondents,16.10%arelessthanayearrespondent,

28.81%are1-3yearsrespondents&34.74%aremorethan3yearsrespondent

Table 4.1.11:Showing enhanced services expected wise classification of

respondents

ENHANCED SERVICES

EXPECTED
CONSUMERRESPONSES PERCENTAGE
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FASTSERVICES
3

4
30.63%

HOMEDELIVERY
1

2
10.81%

MOREBRANCHES 98.11%

IMPROVEDTRANSPORTATION
5

6
50.45%

TOTAL 111 100%

Chart4.1.11:Showingenhancedserviceswiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat30.63% arefast

servicerespondents,10.81%arehomedeliveryrespondent,

8.11% are more branch respondents & 50.45% are improved transportation

respondents.
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Table4.1.12:Showingstaffresponsivenesstowardsconcernswiseclassification

ofrespondents

STAFF'SRESPONSIVENESSTOWARDS

CONCERNS

NO OF

CONSUMERS PERCENTAGE

USUALLYRESPONSIVE
3

4
31.19%

VERYRESPONSIVE
7

4
67.88%

NOTRESPONSIVE 10.98%

TOTAL 109 100%

Chart4.1.12:Showingstaffresponsivenesswiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat31.19% areusually

responsiverespondents,67.88%areveryresponsiverespondent&

0.98%arenotresponsiverespondents
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Table4.1.13:Showingsatisfactionintermsofprice&valuewiseclassificationof

respondents

SATISFACTIONINTERMSOFPRICE

AND

VALUE NOOFCONSUMERS PERCENTAGE

EXCELLENT
7

6
64.40%

GOOD
3

7
31.35%

FAIR 54.24%

POOR 0 0%

TOTAL 118 100%

Chart4.1.13:Showingprice&valuewiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat64.40% are

excellentrespondents,31.35%aregoodrespondent,

4.24%arefairrespondents&0%arepoorrespondent
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Table4.1.14:Showingsatisfactionintermsofbatteryqualitywiseclassification

ofrespondents

SATISFACTIONINTERMSOFBATTERY

QUALITY

NO OF

CONSUMERS PERCENTAGE

SATISFIED
5

6
48.27%

HIGHLYSATISFIED
5

9
50.86%

DISSATISFIED 1 0.86%

HIGHLYDISSATISFIED 0 0%

TOTAL 116 100%

Chart4.1.14:Showingbatteryqualitywiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat48.27% are

satisfiedrespondents,50.86%arehighlysatisfiedrespondent,

0.86%aredissatisfiedrespondents&0%arehighlydissatisfiedrespondent
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Table4.1.15:Showing Exideproduct over otherwise classification

ofrespondents

EXIDEPRODUCTSOVEROTHERS
CONSUMER

RESPONSE
PERCENTAGE

SERVICE 23 20.72%

QUALITY 48 43.24%

TRUSTWORTHY 12 10.81%

REASONABLEPRICING 10 9.02%

BRANDVALUE 18 16.21%

TOTAL 111 100%

Chart4.1.15:Showing Exideproduct over otherwise classification

ofrespondents

Interpretation:From theabovetableitisinterpretedthat20.72%

areservicerespondents,43.24%arequalityrespondent,

10.81% are trustworthy respondents, 9.02% are reasonable price

respondent&16.21%arebrandvaluerespondent
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Table4.1.16:Showingproductqualitywiseclassificationofrespondents

PRODUCTQUALITY NOOFCONSUMERS PERCENTAGE

FAIR 8 6.77%

GOOD 39 33.05%

EXCELLENT 38 32.20%

SUPERB 33 27.96%

TOTAL 118 100%

Chart4.1.16:Showingproductqualitywiseclassificationofrespondents

Interpretation:From the above table itis interpreted that6.77% are fair

respondents,33.05% aregoodrespondents,32.20% areexcellentrespondents&

27.96%arereasonablesuperbrespondents.
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Table 4.1.17:Showing service station open on sundaywise classification of

respondents

SERVICESTATIONOPENON

SUNDAYS CONSUMERRESPONSE PERCENTAGE

YES 60 63.15%

NO 33 34.73%

NOTSURE 2 2.10%

TOTAL 95 100%

Chart4.1.17:Showingstationopenonsundaywiseclassificationofrespondents

Interpretation:From the above table itis interpreted that63.15% are yes

respondents,34.73%aregoodrespondents& 2.10%arenotsurerespondents.
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Table 4.1.18:Showing recommendation to others wise classification of

respondents

RECOMMENDATIONTOOTHERS CONSUMERRESPONSES PERCENTAGE

1-2 0 0%

3-5 11 9.56%

6-8 31 26.95%

9-10 73 63.47%

TOTAL 115 100%

Chart4.1.18:Showingrecommendationwiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat0%are1-2respondents,

9.56%are3-5respondents,26.95%are6-8respondents& 63.47%arereasonable

9-10respondents.
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Table 4.1.19:Showing product improvement in terms of quality wise

classificationofrespondents

PRODUCT IMPROVEMENT IN TERMS

OF

QUALITY NOOFCONSUMERS PERCENTAGE

AGREE 39 33.91%

STRONGLYAGREE 28 24.35%

DISAGREE 18 15.65%

STRONGLYDISAGREE 12 10.43%

NEITHERAGREENORDISAGREE 18 15.56%

TOTAL 115 100%

Chart4.1.19:Showingproductimprovementwiseclassificationofrespondents

Interpretation:From the above table itis interpreted that33.91% are agree

respondents,24.35% are strongly agree respondents,15.65% are disagree

respondents& 10.43% arestronglydisagreerespondents&15.56% areneither

agreenordisagreerespondents.
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Table 4.1.20:Showing service and price charges wise classification of

respondents

SERVICEANDPRICECHARGES
CONSUMER

RESPONSE
PERCENTAGE

EXPECTEDPRICE
3

8
33.33%

REASONABLEPRICE
7

4
64.91%

OVERLYPRICED 21.75%

TOTAL
11

4
100%

Chart4.1.20:Showingserviceandpricewiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat33.33% areexpected

price respondents,64.91% are reasonable price respondents & 1.75% are

overpricedrespondents.
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Table4.1.21:Showingpurchaseinfuturewiseclassificationofrespondents

PURCHASEINFUTURE RESPONSES PERCENTAGE

DEFINITELY
8

2
72.57%

PROBABLY 26 23.00%

UNSURE 3 2.65%

PROBABLYNOT 1 0.88%

DEFINITELYNOT 1 0.88%

TOTAL 113 100%

Chart4.1.21:Showingpurchaseinfuturewiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat72.57% aredefinitely

respondents,23%areprobablyrespondents,2.65%areunsurerespondents0.88%

areprobablynotrespondents&0.88%aredefinitelynotrespondents.
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Table 4.1.22:Showing response terms of services wise classification of

respondents

RESPONSEINTERMSOFSERVICES NOOFCONSUMERS PERCENTAGE

EXCELLENT 88 74.57%

GOOD 28 23.72%

FAIR 2 1.69%

POOR 0 0%

TOTAL 118 100%

Chart4.1.22:Showingtermsofserviceswiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat74.57% areexcellent

respondents,23.72%aregoodrespondents,1.69%arefairrespondents& 0%are

poorrespondents.
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Table 4.1.23:Showing time lag to receive battery wise classification of

respondents

TIMELAGTORECEIVEBATTERY
CONSUMER

RESPONSE
PERCENTAGE

WITHINTHEALLOTTEDTIME
10

7
94.69%

BEYONDTHEALLOTTEDTIME 65.31%

TOTAL
11

3
100%

Chart4.1.23:Showingtimelagwiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat94.69%arewithinallotted

timerespondents&5.31%arebeyondallottedtimerespondents.
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Table4.1.24:Showingloyalty,staffresponsebycustomisedsolutionsandthe

bestfeatureofAFSALTRADERS:

LOYALTY

CONSUMER

RESPONSES PERCENTAGE

AGREE
6

0

52.09

%

STRONGLYAGREE
5

2

46.02

%

DISAGREE 1
0.88

%

STRONGLYDISAGREE 0 0%

TOTAL
11

3

100

%

CUSTOMISEDSOLUTIONS

CONSUMER

RESPONSES PERCENTAGE

AGREE
6

3

56.25

%

STRONGLYAGREE
4

4

39.28

%

DISAGREE 5
4.46

%

STRONGLYDISAGREE 0 0%

TOTAL
11

2

100

%
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BESTFEATURE

CONSUMER

RESPONSES PERCENTAGE

GOODSTAFF 8
20.51

%

VALUEFORMONEYOF

PRODUCTS

1

2

30.76

%

QUALITY
1

9

48.72

%

TOTAL
3

9

100

%

Chart4.1.24:Showingloyalty,staffresponsebycustomisedsolutionsandthe

bestfeatureofAFSALTRADERS

A
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B

C

Interpretation:From theabovetableA&Bitisinterpretedthat52.09%&56.25%

are agreed respondents respectively,46.02% & 39.28% are strongly agreed

respondentsrespectively,0.88% &4.46% aredisagreedrespondentsrespectively

& 0%arestronglydisagreedrespondents.

Interpretation:From theabovetableCitisinterpretedthat20.51%saysthegood

featuresaregoodstaff,30.76% respondent’sbestfeatureisvalueformoneyof

product,48.72%respondent’sbestfeatureisthequalityoftheproductprovided.
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Table4.1.25:Showingproblemsduringbatterypurchasewiseclassificationof

respondents

PROBLEMS DURING BATTERY

PURCHASE? CONSUMERRESPONSE PERCENTAGE

YES 11.11%

NO
8

9
98.99%

TOTAL
9

0
100%

Chart4.1.25:Showingproblemsduringwiseclassificationofrespondents

Interpretation:From the above table itis interpreted that1.11% are yes

respondents&98.99%arenorespondents.
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Table4.1.26:Showingvaluablefeatureswiseclassificationofrespondents

VALUABLEFEATURES CONSUMERRESPONSES PERCENTAGE

PRICE
6

0
20.00%

PRODUCT
8

8
29.43%

PERSEVERANCE
3

7
12.40%

SERVICES
7

5
25%

TIME
3

9
13.04%

TOTAL
29

9
100%

Chart4.1.26:Showingvaluablefeatureswiseclassificationofrespondents

Interpretation:From the above table itis interpreted that20% are price

respondents, 29.43% are product respondents,12.40% are perseverance

respondents& 25%areservicerespondents&13.04%aretimerespondents.
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Table4.1.27:showingstaffapproachwiseclassificationofrespondents

STAFF'SAPPROACH CONSUMERRESPONSE PERCENTAGE

SATISFACTORY
11

5
100%

NON-SATISFACTORY 00%

TOTAL
11

5
100%

Chart4.1.27:Showingstaffapproachwiseclassificationofrespondents

Interpretation:From theabovetableitisinterpretedthat100% aresatisfactory

respondents,0%arenon-satisfactoryrespondents.

4.2 CORRELATION

HYPOTHESIS:

H0(NullHypothesis):ThereisnosignificantdifferencebetweenGenderand

Assistanceofcustomerandemployee.

H1(AlternateHypothesis):ThereisasignificantdifferencebetweenGenderand

Assistanceofcustomerandemployee.

Table4.2.1:ShowingDescriptiveStatisticsofGenderandAssistanceof

customerandemployee.
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Inference:

Thep-valueis<0.001whichislesserthanthealphavalue(0.05),hencean

alternatehypothesis(H1)isaccepted.Therefore,thereisasignificantdifference

betweenGenderandAssistanceofcustomerandemployee.

HYPOTHESIS:

H0(NullHypothesis):Thereisnosignificantdifferencebetweenimprovement

andvalueofproductsandservice.

H1 (Alternate Hypothesis): There is a significant difference between

improvementandvalueofproductsandservice.

Table4.2.2:ShowingDescriptiveStatisticsofimprovementandvalueof

productsandservice
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Inference:

Thep-valueis<0.001whichislesserthanthealphavalue(0.05),hencean

alternatehypothesis(H1)isaccepted.Therefore,thereisasignificantdifference

betweenimprovementandvalueofproductsandservice.

4.3ANOVA

HYPOTHESIS:

H0 (NullHypothesis):There is no significantdifference between age and

transportation.

H1(AlternateHypothesis):Thereisasignificantdifferencebetweenageand

transportation.

Table4.3.1:ShowingDescriptivesofageandtransportation.
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Thep-valueis0.001whichislesserthanthealphavalue(0.05),henceanalternate

hypothesis(H1)isaccepted.Therefore,thereisasignificantdifferencebetween

ageandtransportation.

HYPOTHESIS:

H0(NullHypothesis):Thereisnosignificantdifferencebetweenfeedbackand

response.

H1(AlternateHypothesis):Thereisasignificantdifferencebetweenfeedbackand

response.

Table4.3.2:ShowingDescriptivesoffeedbackandresponse.

Thep-valueis0.022whichislesserthanthealphavalue(0.05),henceanalternate

hypothesis(H1)isaccepted.Therefore,thereisasignificantdifferencebetween
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feedbackandresponse.

4.4T-TEST

HYPOTHESIS:

H0 (NullHypothesis):Thereisno significantdifferencebetweenserviceand

duration.

H1(AlternateHypothesis):Thereisasignificantdifferencebetweenserviceand

duration.

Table4.4.1:ShowingGroupStatisticsofserviceandduration.

Thep-valueis-0.072whichislesserthanthealphavalue(0.05),henceanalternate

hypothesis(H1)isaccepted.Therefore,thereisasignificantdifferencebetween

serviceandduration.
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HYPOTHESIS:

H0 (NullHypothesis):Thereisno significantdifferencebetweenserviceand

purpose.

H1(AlternateHypothesis):Thereisasignificantdifferencebetweenserviceand

purpose.

Table4.4.2:ShowingGroupStatisticsofserviceandpurpose.

Inference:

Thep-valueis-0.037whichislesserthanthealphavalue(0.05),henceanalternate

hypothesis(H1)isaccepted.Therefore,thereisasignificantdifferencebetween

serviceandpurpose.
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CHAPTER-5FINDINGSSUGGESTIONSANDCONCLUSION

5.1.FINDINGS

● Itisfoundthat62.50% ofthemajorityrespondentsarebetween20to30

yearsofage.

● Itisfoundthat83.89%ofthemajorityrespondentsaremales.

● Itisfoundthat49.15%ofthemajorityrespondentsuseexidebatteriesfor4-

Wheelers.

● Itisfoundthat34.74%ofthemajorityrespondentsarecustomersofAFSAL

TRADERSformorethan3years.

● Itisfoundthat64.40%ofthemajorityrespondentsaresatisfiedintermsof

priceandvalue.

● Itisfoundthat32.20%ofthemajorityrespondentssaytheproductquality

isExcellent.

● Itisfoundthat33.91%ofthemajorityrespondentssaytheproductshould

beimproved.

● Itisfound that74.57% ofthe majorityrespondentsrate the services

providedbyAFSALTRADERSareexcellent.

● Itisfoundthat66.10% ofthemajorityrespondentsoverallsatisfactionis

excellent.

● Itisfoundthat100%ofthemajorityrespondentsaresatisfiedbytheStaff’s

Approach.

● Itisfoundthat64.96%ofthemajorityrespondentssaythestaff’sabilityto

solvetheproblem isexcellent.

● Itisfound that48.27% ofthemajorityrespondentssaythecompany

focusesoncustomerlongterm relationships.

● Itisfoundthat94.69%ofthemajoritygotthebatteriesdeliveredwithinthe

allottedtime.

● Itisfoundthat62.16%ofthemajoritysuggestedatransportationfacilityfor

batteryservices.

● Itisfoundthat29.43%ofthemajorityfindproductasavaluablefeatureby

AFSALTRADERS
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● Itisfoundthat78.38%ofthemajoritysaystheproducthasgoodvaluefor

themoney.

● Itisfoundthat58.86%ofthemajorityagreethestaff’sbehaviourtowards

customersisgood.

● Itisfoundthat67.88% ofthemajoritysaysthestaff'sresponsiveness

towardstheconcernsareverygood.

● Itisfoundthat43.24%ofthemajoritysaysEXIDEBATTERIESprovidedby

theAFSALTRADERSareofgoodqualityandbuilt.

● Itisfoundthat63.47%ofthemajoritywillrecommendAFSALTRADERSto

friendsandrelatives.

● Itisfoundthat72.57%ofthemajoritywillpurchaseproductsinfuturefrom

AFSALTRADERS.

● Itisfoundthat52.09%ofthemajoritysaysthatAFSALTRADERSdeserves

loyalty.

● Itisfoundthat56.25% ofthemajoritybelievesthatthecompanyuses

customisedsolutionsforproblem solving.

● Thep-valueis<0.001whichislesserthanthealphavalue(0.05),hencean

alternatehypothesis(H1)isaccepted.Therefore,thereisasignificant

differencebetweenGenderandAssistanceofcustomerandemployee.

● Thep-valueis<0.001whichislesserthanthealphavalue(0.05),hencean

alternatehypothesis(H1)isaccepted.Therefore,thereisasignificant

differencebetweenimprovementandvalueofproductsandservice.

● Thep-valueis0.001whichislesserthanthealphavalue(0.05),hencean

alternatehypothesis(H1)isaccepted.Therefore,thereisasignificant

differencebetweenageandtransportation.

● Thep-valueis0.022whichislesserthanthealphavalue(0.05),hencean

alternatehypothesis(H1)isaccepted.Therefore,thereisasignificant

differencebetweenfeedbackandresponse.

● Thep-valueis-0.072whichislesserthanthealphavalue(0.05),hencean

alternatehypothesis(H1)isaccepted.Therefore,thereisasignificant

differencebetweenserviceandduration.

● Thep-valueis-0.037whichislesserthanthealphavalue(0.05),hencean

alternatehypothesis(H1)isaccepted.Therefore,thereisasignificant
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differencebetweenserviceandpurpose.

5.2SUGGESTIONS

Asaresultofthiscertainsuggestionsareputforthbytheconsumersinorderto

improvesatisfactionlevels.

● ManyconsumerssuggestedkeepingtheworkstationopenonSundays.●

Many consumers suggested making available transportation facilities

withinaradiusof5km.

● Manyconsumerssuggestedimprovementinthestaff'sbehaviour.

● Manyconsumerssuggestedtimelydeliveryofthebatteries.

● Moreincentivesandpreferencestoloyalconsumers.

● Morereliablehelpinrelationtowarrantyissues.

● Understanding the needs ofthe consumer,theirqueries and patiently

answeringtheirquestionshelpsalotinimprovingconsumersatisfaction.

● 5.3.CONCLUSIONTheabovestudyconcludedthatimprovingtheconcern

oftransportationfacilitiesandreducingthewaitingtimeperiodplaysa

majorroleintermsofcustomersatisfaction.Thestudyalsofocusesonthe

concernofreductionofstocksintheinventoryduetothecurrentprevailing

situationofcovidpandemic.Thestudyalsoshowssatisfactoryresponseof

consumerstowardsqualityandpriceofbatteriesandtheservicesprovided

byAfsalTraders.Theconsumerdoesn'thaveanymajorcomplaintswith

referencetoExidebatteries.Henceitcanbeconcludedthatcertainefforts

from theservicecentremayseem helpfulinresolvingtheconsumerqueries

and willtherefore help to build a healthyand loyalretailer-consumer

relationship.
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APPENDIX-1(QUESTIONNAIRE)

ASTUDYONCONSUMERSATISFACTIONONRETAILAUTOMOBILE

BATTERIES.

NAME

Youranswer

AGE

18-20years

20-30 years

30-40 years

above40yrs

GENDER

Male

Female

OCCUPATION

Youranswer

ADDRESS

Youranswer

CONTACTNUMBER

Youranswer

2.FORWHATPURPOSEDOYOUUSEEXIDEBATTERIES?
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2-WHEELER

3-WHEELER

4-WHEELER

OTHERS

3.HOW LONGHAVEYOUBEENACUSTOMEROFEXIDEINDUSTRIES

Ltd.?

NEW CUSTOMER

LESSTHANAYEAR

1-3YEARS

MORETHAN3YEARS

4.HOW WOULDYOURATETHELEVELOFSATISFACTIONWITHCOMPANY

INREGARDSTOPRICE&VALUES?

EXCELLENT

GOOD

FAIR

POOR

5.HOW WOULDYOURATETHEPRODUCTOFCOMPANY?

FAIR

GOOD

EXCELLENT
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SUPERB

6.DOEXIDE'SPRODUCTHAVETOIMPROVEONQUALITY?

AGREE

STRONGLYAGREE

DISAGREE

STRONGLYDISAGREE

NEITHERAGREENORDISAGREE

7.HOW WOULDYOURATETHESERVICESPROVIDEDBYAFSALTRADERS?

EXCELLENT

Good

Fair

Poor

8.HOW WOULD YOU RATEYOUROVERALLSATISFACTION LEVELWITH

COMPANY?

EXCELLENT

GOOD

FAIR

POOR

9.DIDYOUFACEANYPROBLEM WHILEYOURBATTERYPURCHASE?

Youranswer
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10. InCASEOFANYQUERIESORPROBLEMSHOW WASTHESTAFF'S

RESPONSE.

SATISFACTORY

NON-SATISFACTORY

11. HOW WOULDYOURATETHESTAFF'SABILITYTORESOLVEYOUR

QUERIES?

EXCELLENT

GOOD

FAIR

POOR

12.DOES THE COMPANY VALUE PEOPLE RELATIONSHIPS AHEAD OF

SHORT-TERM GOALS?

AGREE

STRONGLYAGREE

DISAGREE

STRONGLYDISAGREE

NEITHERAGREENORABOUT

13.DIDYOURECEIVEANYINTIMATION THROUGH CALLSORMAILFOR

THESERVICEDUEDATEFORYOURBATTERYSERVICE?

Youranswer

14.WHATTYPEOFENHANCESERVICESDO YOU EXPECTFROM AFSAL
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TRADERSINTHEFUTURE?

Youranswer

15.HOW CONVENIENTWEREYOUWHENTHEBATTERYWASDELIVERED?

SATISFIED

HIGHLYSATISFIED

DISSATISFIED

HIGHLYDISSATISFIED

16.WILLIT BEHELPFULIFTHESERVICESTATION IS KEPT OPEN ON

SUNDAYSASWELL?

Youranswer

17.HOW DOYOUFEELABOUTTHESERVICEANDPRICECHARGES?

EXPECTEDPRICED

REASONABLYPRICED

OVERLYPRICED

18.HOW LONGDIDYOUHAVETOWAITTORECEIVEYOURBATTERY?

WITHINTHEALLOTTEDTIME

BEYONDTHEALLOTTEDTIME

19.DOYOUEXPECTTRANSPORTATIONFACILITIESOFBATTERIES

WITHINARADIUSOF5KM
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AGREE

STRONGLYAGREE

DISAGREE

STRONGLYDISAGREE

20.WHICHFEATURESAREMOSTVALUABLETOYOU?

PRICE

PRODUCT

PERSEVERANCE

SERVICES

TIME

21.IFYOUCOULDCHANGEORIMPROVEONLYONETHINGABOUTOUR

PRODUCTORSERVICES,WHATWOULDITBE.

Youranswer

22.HOW WOULDYOURATETHEVALUEFORMONEYOFTHEPRODUCT?

GOOD

AVERAGE

POOR

BAD

23.WASTHESERVICECENTRESTAFFABLETOEXPLAINYOUTHE

PROBLEM WITHTHEBATTERYANDPROVIDEYOUWITHALTERNATIVE?
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AGREE

STRONGLYAGREE

DISAGREE

STRONGLYDISAGREE

24.HOW RESPONSIVEHAVEWEBEEN TOYOURCONCERNSABOUTOUR

PRODUCTS?

VERYRESPONSIVE

USUALLYRESPONSIVE

NOTRESPONSIVE

25.WHY DID YOU CHOOSE OUR PRODUCT RATHER THAN

OURCOMPETITORS?

Youranswer

26.HOW LIKELYAREYOUTORECOMMENDOURCOMPANYTOFRIENDS

ORRELATIVES?

0 1 2 3 4 5 6 7 8 9 10

27.WOULDYOULIKETOPURCHASEOURPRODUCTSINTHEFUTURE?

DEFINITELY

PROBABLY

UNSURE

PROBABLYNOT

DEFINITELYNOT
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28.DOYOUBELIEVEOURCOMPANYDESERVESYOURLOYALTY?

AGREE

STRONGLYAGREE

DISAGREE

STRONGLYDISAGREE

29.DOYOUTHINKTHECOMPANYFOLLOWSCUSTOMIZEDSOLUTIONS?

AGREE

STRONGLYAGREE

DISAGREE

STRONGLYDISAGREE

30.PLEASELISTTHETOPTHREEREASONSYOUINITIALLYBECOMEA

CUSTOMEROFTHECOMPANYINORDEROFIMPORTANCE[OPEN

ENDEDQUESTION]

Youranswer

31.ISTHEREANYTHINGSPECIFICTHATTHECOMPANYCOULDHAVE

DONEDEFINITELYTOKEEPYOU?[OPENENDEDCOMMENTS]

Youranswer

APPENDIX-II(ARTICLE)

A STUDY OFCUSTOMER SATISFACTION ON RETAILAUTOMOBILEBATTERY

BUSINESS
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ABSTRACT

Themainpurposeofthisresearchistostudyaboutconsumersatisfaction.The

studylooksintothenumericbrandpreferenceandit’svariousattributeslike

qualityandpoliciestoanalysesatisfactionofconsumers,toenhanceitsresources

inthebestwaytorespondtoconsumersneedsandwantsandalsotoenhance

theproductsdistribution.It'stoanalysetheproblemsconsumersfaceandto

rectifythem inthebestpossiblewayssoastoimprovecustomerretentionand

attractnewconsumerstoincreasesalesoftheproducts.Thefocusofthestudyis

basedontheconsumerssatisfactioninthecityofPortBlair,usingasamplesize

of120consumerswastakenintoconsideration.Thestudytofindsatisfaction

amongconsumersprovidesresultsthatarerelevant,reliable,andvalidandhave

predictivefinancialcapability.Customersatisfactionresearchshouldbedonewith

greatest care. Measuring customer satisfaction must be a continuously,

consistent,timely,accurateandreliableprocess.Thisiswhereanew customer

satisfactionapproachbecomesapowerfulstrategicbusinessdevelopmenttool

fororganisation.

KEY WORDS : customer satisfaction,increase sales,attract customers,

satisfactionofcustomers
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INTRODUCTION

Customersatisfactionisrelatedtothehumanactivitydirectedatsatisfyinghuman

wants,throughtheexchangeofgoodsandservices.Satisfyingthecustomer

occupies the mostimportantposition in business management.Customer

satisfactionplaysacrucialandcriticalroleasitdealswithcustomersandtheir

needs.Themajortaskoforganisationistosatisfycustomersbymeetingtheir

needsand wants.Theessenceoforganisationisthecustomerand notthe

product,itemphasizesoncustomerorientedbusiness.Policiesandprogramsare

formulatedtoserveefficientlythecustomersdemand.“CUSTOMERisthekingand

hastherighttochoosefrom alargevarietyofofferings.”

This projectentitled “CUSTOMER SATISFACTION ON RETAIL AUTOMOBILE

BATTERY”ischosentostudytheservicesprovidedby“AFSALTRADERS,”whoare

thedealersofEXIDEbatteriesinthecityofPortBlair.

TheprojectdealswithhowAFSALTRADERSdefinesitsconsumersandusesits

resourcesinthebestwaytoattractandsatisfytheirneedsandwants.

REVIEW OFLITERATURE

● Keytothemassadoptionofelectricvehiclesistheestablishmentofa

sufficientbatteryserviceinfrastructurenetworkonthebasisofcustomer

behaviorandpsychology.MotivatedbyEVserviceinfrastructurenetwork

designunderthebatteryleasing/electriccarsharing servicebusiness

models,wepresentanelectricvehiclebatteryservicenetworkdesign

problem consideringacustomer'ssatisfactionrelatedto“rangeanxiety”

and “loss anxiety”.The problem is formulated as a linearinteger

programming modelunderdeterministicand fuzzyscenarios.A Tabu

SearchheuristiccombinedwithGRASPisproposedtoefficientlysolvethe

problem.Finally,we conductparametric analysis on real-world road

networks.

● Designinganddevelopinganeffectivemarketingmixisanimportantissue

formarketingplannerswhowishtoachieveasustainablecompetitive

advantageparticularlyinthefieldofdurableconsumptiongoodswitha

seasonalsupplyanddemand.Hence,toenjoyacoherentanddynamicmix,
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itwouldbeaneffectivestrategytodecideontheevaluationofevery

componentofthemarketingmixandtostudythewaysthesecomponents

willinteracttorespondtotheenvironmentalchanges.Themainpurpose

ofthispaperistodeterminetheshareandvalueofeachoftheunderlying

variablesinthemarketingmixinaccordancewiththemarketinggoalsand

strategies ofa firm.The review ofearlierstudies indicate thatthe

marketingmixcomponentsuchascompetitor'sprice,competitor'squality,

competitionintensity,salesforecast,andcustomers'satisfactionlevel

havebeenmainlystochastic,dynamic,vague,imprecise,qualitativeor

intangiblethatrequireapproachescoherentwiththeinnatenatureofthese

variables.However,inmostofthecurrentmodels,theissueofdesigninga

mixwithstructuredapproachandinatime-seriesframeworkhasbeen

handledwithoutpayingenoughattentiontothedatanatureandhumane

judgments,andtheimpactoftheinputvariablesonoutputvariables.

● Aspartoftheincreasingeffortstowardthepreventionandcontrolof

motorvehiclepollution,theChinesegovernmenthaspracticedarangeof

policiestostimulatethepurchaseanduseofbatteryelectricvehicles

(BEVs).Zhejiang Province,a key province in China,has proactively

implementedandmonitoredanenvironmentalprotectionplan.Thisstudy

aimstocontributetowardstreamliningmarketingandplanningactivities

tointroducestrategicpoliciesthatstimulatethepurchaseanduseofBEVs.

Thisstudyconsidersthenatureofhumanbehaviorbyextendingthetheory

ofplannedbehaviormodeltoidentifyitspredictors,aswellasitsnon-

linear relationship with customers’ purchase intention. To better

understandthepredictors,asubstantialliteraturereview wasgivento

validatethehypotheses.Aquantitativestudyusing382surveyscompleted

by customers in Zhejiang Province was conducted by integrating a

structuralequationmodel(SEM)andaneuralnetwork(NN).Theinitial

analysisresultsfrom theSEM revealedfivefactorsthathaveimpactedthe

customers’purchase intention of BEVs.In the second phase,the

normalized importance among those five significantpredictors was

rankedusingtheNN.Thefindingshaveprovidedtheoreticalimplications

toscholarsandacademics,andmanagerialimplicationstoenterprises,

andarealsohelpfulfordecisionmakerstoimplementappropriatepolicies
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topromotethepurchaseintentionofBEVs,therebyimprovingtheair

quality.

● A ModelofCustomerSatisfaction with Service Encounters Involving

FailureandRecovery

AmyK.Smith,RuthN.BoltonCustomersoftenreactstronglytoservice

failures,soitiscriticalthatanorganization'srecoveryeffortsbeequally

strong and effective.In this article,the authors develop a modelof

customersatisfactionwithservicefailure/recoveryencountersbasedonan

exchangeframeworkthatintegratesconceptsfrom boththeconsumer

satisfaction and socialjustice literature,using principles ofresource

exchange,mentalaccounting,andprospecttheory.Theresearchemploysa

mixed-design experiment,conducted using a surveymethod,in which

customers evaluate various failure/recoveryscenarios and complete a

questionnairewithrespecttoanorganizationtheyrecentlyhadpatronized.

● Usersatisfactionwithbatteryelectricvehicles;Batteryelectricvehicles

(BEVs)havebeenpromotedbythegovernmentoverthelastseveralyears,

driven by public concern over pollutant emissions from internal

combustionengines.However,theconditionsrelatedtodrivingBEVsare

notyetsatisfactoryformanyBEVusers,asevidentfrom sluggishmarket

growthcomparedwithgeneralmarketforecasts.Thus,afundamental

aspectofdiagnosing the currentconditions ofBEV operation is to

evaluateBEVusersatisfaction.Thisstudyestablisheshypotheticallinks

betweenpotentialfactorsandBEVusersatisfaction,andbetweenBEVuse

satisfactionandintentiontorepurchaseandrecommend.Theoutcomesof

PLS-SEM suggestthatsevenrelationsoutofninehypotheticallinkswere

statisticallysignificant.Inparticular,itisnoticeablethattheintentionfor

cost-savingduringoperationisakeyfactorforBEVusersatisfactionand

thatusersatisfactionwithrangeandcharginghasapositiveeffectonthe

overallsatisfactionofBEVusers.Furthermore,thosewhoaresatisfied

withBEVshavetheintentionto repurchaseandrecommendBEVsto

others.Becausethisstudywasconductedbasedonactualexperienceof

BEVusers,thefindingscouldenhanceunderstandingoftheBEVdriving

environmentand,thus,pavethewaytoprovisionofbetterserviceforBEV
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users.

● Thisstudyexploresthelinksofimplementing customer‐centricgreen

supply chain management(GSCM)with its antecedentfactors (i.e.

customer pressure) and performance outcomes (i.e. operational

performance and customer satisfaction).Data forthis study were

obtained through a surveyof126 automobile manufacturers.Results

suggest that customer pressure has a positive effect on the

implementationofcustomer‐centricGSCM,which,inturn,leadstomultiple

operationalperformanceimprovements(i.e.flexibility,delivery,qualityand

cost).Whileproductionflexibilityandcostappeartohavenosignificant

impact on customer satisfaction,product quality and delivery are

significantlyandpositivelyassociatedwithcustomersatisfaction.Onthe

practical front, this paper provides guidelines for managers in

implementingcustomer‐centricGSCM torespondtocustomerpressures

and improve firm performance,and forpolicy‐makers to encourage

partner‐focusedGSCM effortsinenvironmentalpolicy.Copyright© 2014

JohnWiley&Sons,LtdandERPEnvironment.

● D.ARTHI& K.MALAR MATHI(Oct2013):Customerplayingthethree

distinctrolesofuser,payerandbuyerdifferintheirintentiontowards

buyingaproduct,somepurchaseforneed,whilesomepurchaseforthe

wantofstatus,statusseeking consumersarethosewho give much

importancetothenonfunctionalattributesoftheproductsuchasbeauty,

attractiveness,brand,socialcomparison,prestigeetcthanthefunctional

attribute.Acommonmeansoftransportisboughtbypeoplenotonlyfor

thetransportationpurpose,itisalsoboughtforcomfort,convenience,fun,

prestige/status.Theresearchpaperhasindicatedconsumershavebought

fourwheelersforincreasingtheincomeandtoshowtheirstatus.

● RakeshKumar(December2013):Theterm consumerbehaviourisdefined

asthebehaviourthatconsumersdisplayinsearchingfor,purchasing,

using,evaluatinganddisposingofproducts,servicesandideasthatthey

expectwillsatisfy theirneeds.Consumerbehaviouris the process

wherebyindividualsdecidewhether,what,when,where,how,andfrom

whom topurchasegoodsandservices.Duetotheincreaseinincomelevel
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andeasyfinancebeingprovidedbyallthefinancialinstitutes,thefour

wheelerssaleshavebeensignificantlyincreased.Thispaperanalyzesthe

buyingbehaviorofconsumerstowardsfourwheelersIndustries.Andhow

theconsumerhaspreferencesforspecificbrands,qualityproducts,good

servicesandsoon.

● Thangasamy&Dr.Gautam Patikar(2014):Theconsumersaim atattaining

optimum consumersurplus,beitdurablesornon-durables,whilemaking

suchpurchasestosatisfytheirwants.Forthisreason,themarketersdo

continually rely on research studies about the dynamic consumer

behaviourtopositiontheirproductplanninganddevelopmentstrategiesto

meet the requirements efficiently.This complex consumer buying

behaviourdoes,therefore,necessitate a criticalinvestigation by the

researchers in everynook and cornerofthe world.In this papera

researcherhasstudiedthebuyingbehaviorofconsumers,thebehaviorof

consumersisnotthesameforanylocality.TheBehaviorofconsumers

dependsontheirincome,standardofliving,sizeoffamilyandthereare

factorsthatinfluenceconsumerbuyingbehavior.

OBJECTIVESOFTHESTUDY:

● PRIMARYOBJECTIVE:

Tostudytheeffectofconsumersatisfactiononautomobilebatterybusiness.

● SECONDARYOBJECTIVE:

● Toanalyzeperceptions&expectationsofconsumersinretailautomobile

batterybusiness.

● To examine the satisfaction levelofthe consumers on automobile

batteries.

● Tostudytheperception&expectationofconsumerstowardstheservice

qualityatAfsalTraders[EXIDEBATTERIES].

RESEARCHMETHODOLOGY
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Statementofproblem

Tofindconsumersatisfactionintermsofqualityoftheproductandtheservices

providedbyAfsalTradersandfindwaystoresolvetheconsumer'scomplaintsand

queries.

Theresearchisdoneonthenew aswellasexistingconsumersofAFSAL

TRADERS.

Needforthestudy

Thestudyaimstoprioritiseconsumersatisfactioninallterms

● Productquality

● Priceoftheproduct

● Servicesoffered

● Time

● Perseverance

● Loyaltytowardstheconsumer

Forahealthyconsumerretailerrelationshipit'snecessaryfortheconsumertobe

happyandsatisfiedwiththeproductsoffered,alsospeakingofquality,Exide

batteriesarenodoubtsuperiorinquality.Incaseoffaultyproductsifanyor

warrantyissuesit'simportanttoresolvethesameinanunderstandingwaysoas

tobenefitboththeconsumerandtheretailer.

Asfortheimpactofcovid-19transportationfacilitiesarereducedinourdistant

islandswhichin-turnledtoreducedstocksintheinventoryandofcourseunhappy

consumers.

Thisstudyalsofocusesontheproblemsoftheconsumerandhowtoresolvethem

effectivelyandefficientlyinthegiventime.
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Scopeofthestudy

Thestudyfocusesonfindingoutthecomplaintsconsumersfacewithrespectto

theproducts,servicesandbehavioralresponsesofthecompanystaff.Italso

discussesthemanagementofthesameandthestepstakentorectifyandresolve

theconsumer'scomplaintsefficientlyinthegiventimeorprovidealternatives.

Objectiveofthestudy

PRIMARYOBJECTIVE:

● Tostudytheeffectofconsumersatisfactiononautomobilebattery

business.

SECONDARYOBJECTIVES

● To analyze perceptions & expectations of consumers in retail

automobilebatterybusiness.

● Toexamine thesatisfactionleveloftheconsumersonautomobile

batteries.

● Tostudytheperception&expectationofconsumerstowardstheservice

qualityatAfsalTraders[EXIDEBATTERIES]

ResearchDesign

Inthisstudydescriptiveresearchdesignisused.

Population

Thestudyisaboutconsumersatisfactionintheretailautomobilebatterybusiness.

The population studied includes the new and existing consumers ofAFSAL

TRADERS.
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Samplesize

Sample size of120 consumers thatinclude both new as wellas existing

customersofAFSALTRADERS.

Samplingdesign

ThemethodofsamplingadoptedtoconductsurveysistheConvenienceSampling

Method.TheareaofresearchconcentrateduponisthecustomersofAFSAL

TRADERS.

SOURCESOFDATA

PrimaryData

Theprimarydataforthisstudyiscollectedthroughquestionnairesconsistingof

multiplechoicequestions.

SecondaryData

Thesecondarydataiscollectedbyreferringtowebsites,journals,articlesand

researchpapers.

PERIODOFSTUDY

Theperiodofstudyiscarriedoutfrom January2021toMarch2021whichisthree

monthsofstudy.

STRUCTUREOFQUESTIONNAIRE

MultiplechoicequestionsandLikert’sscalequestions.

ANALYTICALTOOLS

● PercentageAnalysis.

● Correlation.
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● ANOVA.

● IndependentT.test.
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RESULTANALYSIS

Demographicvariables Particulars No. of

Respondents

Percentage

Gender MALE 99 83.89%

FEMALE 19 16.10%

TOTAL 118 100%

Age 18-20years 15 12.50%

20-30years 75 62.50%

30-40years 11 9.17%

above40years 19 15.83%

TOTAL 120 100%

Typeofvehicles 2-WHEELER 46 38.98%

3-WHEELER 3 2.54%

4-WHEELER 58 49.15%

OTHERS 11 9.32%

TOTAL 118 100%

ProductQuality FAIR 8 6.77%

GOOD 39 33.05%

EXCELLENT 38 32.20%

SUPERB 33 27.96%

TOTAL 118 100%

Value for money of the

Product

GOOD 87 78.38%

AVERAGE 23 20.72%

POOR 1 0.90%
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BAD 0 0%

TOTAL 111 100%

CORRELATION

HYPOTHESIS:

H0(NullHypothesis):ThereisnosignificantdifferencebetweenGenderand

Assistanceofcustomerandemployee.

H1(AlternateHypothesis):ThereisasignificantdifferencebetweenGenderand

Assistanceofcustomerandemployee.

ShowingDescriptiveStatisticsofGenderandAssistanceofcustomerand

employee.

Inference:



109

Thep-valueis<0.001 whichislesserthan thealphavalue(0.05),hencean

alternatehypothesis(H1)isaccepted.Therefore,thereisasignificantdifference

betweenGenderandAssistanceofcustomerandemployee.

ANOVA

HYPOTHESIS:

H0 (NullHypothesis):There is no significantdifference between age and

transportation.

H1(AlternateHypothesis):Thereisasignificantdifferencebetweenageand

transportation.

ShowingDescriptivesofageandtransportation.

Inference:

Thep-valueis0.001whichislesserthanthealphavalue(0.05),henceanalternate
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hypothesis(H1)isaccepted.Therefore,thereisasignificantdifferencebetween

ageandtransportation.

T-TEST

HYPOTHESIS:

H0 (NullHypothesis):Thereisno significantdifferencebetweenserviceand

duration.

H1(AlternateHypothesis):Thereisasignificantdifferencebetweenserviceand

duration.

ShowingGroupStatisticsofserviceandduration.

Inference:

Thep-valueis-0.072whichislesserthanthealphavalue(0.05),henceanalternate

hypothesis(H1)isaccepted.Therefore,thereisasignificantdifferencebetween
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serviceandduration.

FINDINGS

● Itisfoundthat62.50%ofthemajorityrespondentsarebetween20to30

yearsofage.

● Itisfoundthat83.89%ofthemajorityrespondentsaremales.

● Itisfoundthat49.15%ofthemajorityrespondentsuseexidebatteriesfor

4-Wheelers.

● Itisfoundthat34.74% ofthemajorityrespondentsarecustomersof

AFSALTRADERSformorethan3years.

● Itisfoundthat64.40%ofthemajorityrespondentsaresatisfiedintermsof

priceandvalue.

● Thep-valueis<0.001whichislesserthanthealphavalue(0.05),hencean

alternatehypothesis(H1)isaccepted.Therefore,thereisasignificant

differencebetweenGenderandAssistanceofcustomerandemployee.

● Thep-valueis0.001whichislesserthanthealphavalue(0.05),hencean

alternatehypothesis(H1)isaccepted.Therefore,thereisasignificant

differencebetweenageandtransportation.

● Thep-valueis-0.072whichislesserthanthealphavalue(0.05),hencean

alternatehypothesis(H1)isaccepted.Therefore,thereisasignificant

differencebetweenserviceandduration.

SUGGESTIONS

Asaresultofthiscertainsuggestionsareputforthbytheconsumersinorderto

improvesatisfactionlevels.

● ManyconsumerssuggestedkeepingtheworkstationopenonSundays.

● Manyconsumerssuggested to makeavailabletransportationfacilities

withinaradiusof5km.

● Manyconsumerssuggestedimprovementinthestaff'sbehaviour.
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● Manyconsumerssuggestedtimelydeliveryofthebatteries.

● Moreincentivesandpreferencestoloyalconsumers.

● Morereliablehelpinrelationtowarrantyissues.

Understandingtheneedsoftheconsumer,theirqueriesandpatientlyanswering

theirquestionshelpsalotinimprovingconsumersatisfaction

LIMITATIONSOFTHESTUDY

● ThestudyisrestrictedonlytotheconsumersofExidebatteries.● The

studyisrestrictedonlytotheconsumersofAFSALTRADERS● The

studydoesn'tcoveravastareaandalargepopulation.

● Notallconsumerswereeagertogivetheirfeedback.

CONCLUSION

Theabovestudyconcludedthatimprovingtheconcernoftransportationfacilities

andreducingthewaitingtimeperiodplaysamajorroleintermsofcustomer

satisfaction.Thestudyalsofocusesontheconcernofreductionofstocksinthe

inventoryduetothecurrentprevailingsituationofcovidpandemic.Thestudyalso

showssatisfactoryresponseofconsumerstowardsqualityandpriceofbatteries

andtheservicesprovidedbyAfsalTraders.Theconsumerdoesn'thaveanymajor

complaintswithreferencetoExidebatteries.Henceitcanbeconcludedthat

certaineffortsfrom theservicecentremayseem helpfulinresolvingtheconsumer

queriesandwillthereforehelptobuildahealthyandloyalretailer-consumer

relationship.
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