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ABSTRACT

Automobile companies in Ghana continue to lose customers due to various degrees in taste,
preferences for technology and poor quality of service delivery. Even though, the sales and services
of vehicles are on the increase and also new customers are being attracted every day, customers
continue to change their interest in the purchase and services of their vehicles from one automobile
company to another. This has resulted in poor customer satisfaction in the automobile industry. The
practice has worsened even in times where the quality of products has improved tremendously,
customers still continue to complain and still go in search of satisfaction elsewhere. Also, despite the
improvement technology leading improved quality of product and service delivery, automobile
companies in Ghana have not put in place effective programmes or measures to get the best out of
their customers in terms of service delivery and after sales services. To this effect, the study is aimed
at assessing customer satisfaction in the Ghanaian automobile industry. Descriptive survey design
was deemed appropriate for the study because of the versatile and practical that identifies present
conditions and points to recent needs whereas mix method research strategy was employed. Two
sampling techniques were deemed appropriate in the study namely, purposive sampling technique
and convenience sampling techniques. Purposive sampling technique was used for sampling out the
staffs from Toyota Ghana Company Ltd, whereas convenience sampling techniques was used to
sample out customers of Toyota Ghana Company Ltd for the study. The study used questionnaires as
the main research instrument to gather data for the study. Judging from the finding of the study, it
was established that there is a relationship between the customer’s satisfaction and after sales
services because as the more good services the company provide, also as the number of years of
service experience increases for the customer, the more increase in satisfaction level of the
customers. The study recommends that Automobile companies should solve the dissatisfaction of

customers in quality, time and price by assessing customer’s satisfaction frequently.

viii
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CHAPTER ONE

INTRODUCTION

1.1 Background of the study

Automobile companies are specifically those companies that deal in the sales, servicing and agent
of manufacturers of various brands of cars across the globe. These companies have are brands of
cars that have been brought into the Ghanaian market for sale. Among these companies in Ghana
include Toyota Ghana Limited, Japan Motors (Nissan) CFAO motors (Mitsubishi, Suzuki and
Citroen), Stallion motors Ghana Ltd (Hyundai, Kia), Modern automobile (SSanyoung, Tata),
Mechanical Lloyd (Ford) and Silver star auto (Mercedes Benz, Suzuki) are among the automobile

industries in the Kumasi metropolis( T.G.C.L profile 2016)

As competition within the automobile industry in Ghana has grown tremendously over the years,
these companies are making every possible effort to achieve high sustainable performance through
various marketing strategies in order to capture the automobile market. The industry have
revolutionized transportation in the 20™ century and brought about change in the way people live,
travel and do business. In the past a vehicle was seen as a luxury thing but changing trends in
modern society has changed this perception as it is now considered a necessity. Because of that,
automobile manufacturing and sales have become one of the largest activities with hundred new

vehicles being built everyday in the world (Kagayema, 2006).

Due to these evolving trends, automobile sales have increased rapidly in the world thus creating
competition among firms in the industry (Deghan, 2006). Simonson et al (2000) posit that for
every business organization to make strides in the ever competitive business environment, its

customers must be a major force to reckon with when it comes to promoting productivity of the

1
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business organizations. Added to that, customer relationship management has become a tool for
auto firms to exploit for competitive advantage. Kotler et al. (2002) emphasized that creating
customer value and satisfaction is at the heart of every marketing thinking and practice. This has
made the customer the most valuable asset of all these firms. (Hutt and Speh, 1998) observed that
firms that have a reputation for delivering high level customer satisfaction do things differently
than their competitors. In that regard, employees working in these organizations must understand

the link between their job and customer satisfaction and customer satisfaction is an end activity.

In the current business world, there has been the movement toward a closer relationship between
buyers-sellers and a distant away from adversary relations in order to create a more cordial
relationship between them. This is due to the rising competition, the quest for improved quality,
rapid changing technology and the increased adoption of a just in time operations philosophy
making organizations enabling and keeping promises a crucial part of relationship marketing
process, however developing marketing requires more than promises. All relationships depend on
the developmental of emotional links between the parties (Boon and Kurtz, 1998). This is because
it is important for organizations to know their customers expectation and how well those

expectations can be met (Etzel et al, 2004).

Again, competition among auto businesses to capture and keep customers has become keen and
one such area is the automobile industry consisting of vehicle sales and after-sale services. The
industry has recently seen as a proliferation of various vehicle brands. Due to the varieties, market
share is now thinly spread across the various distributors. It is worth noting that, Automobile
companies in the country rely heavily on import of vehicles, which is peculiar to most developing
countries (Gilewicz, et al, 1976). There is usually very limited control over product quality.

Therefore, the focus has being shifted to the provision of quality after-sale services as one of the
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main strategies to maintain competitive advantage in the Ghanaian automotive industry. There is
the growing need of automobile industry to satisfy customers continuously in order to earn their
loyalty. This can only be realized if the right instruments are used to measure and understand the
customer’s needs. An important indicator of customer relationship management is customer
satisfaction. This is because customers who are not satisfied with a particular supplier services may
be tempted to switch to another competing supplier in order acquire the satisfaction needed.
Various researchers have emphasized the importance of customer satisfaction in the automobile
industry. Customer satisfaction is the outcome of need fulfillment. According to (Yi, 1990)
customer satisfaction has an encouraging effect on organizational productivity. Customer
satisfaction can be observed or sense as estimation where expectations and actual experience is
compared or matched to a product (Tor & Andreasson, 2001).

Customer satisfaction is an experience based appraisal made by the customer on how far away his
own expectations or perception about the personality characteristics or in general functionality of
the services obtained from the provider have been fulfilled’(Coulson, 2013). The benefits derived
from customer satisfaction include repeat purchases, positive word-of-mouth and referrals. The
end result is that stronger competitive positions of firms with satisfied customers that will results in
higher market share and profit. Hence customer satisfaction is an important facet of any business

relationships and a measure of success in relationship management activities.

Numerous studies have established the fact that customer satisfaction drives customer retention
and loyalty (Heskett et al., 1997; Reichheld and Sasser, 1990). It is believed that the average
business spends six (6) times more to attract new customers than to retain old customers.
Customer retention is, therefore, basically a product of customer loyalty and value which in turn is

a function of the level of customer satisfaction or dissatisfaction (Reichheld, 1996). Organizations
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that have long-term perspective for growth are, therefore, increasingly developing measures to
ascertain customer satisfaction/dissatisfaction. While effective customer complains could be used
to ascertain, it has its own shortcomings since the average business firm never hears from 96%
their customers and 91% will never come and only 4% of dissatisfied customers will complain
(SPSS White paper, 1996). Consequently modern business organizations are adopting rigorous
qualitative and quantitative mechanisms to determine customer satisfaction for effective marketing
strategy and decisions. In this regard, measuring customer satisfaction will provide feedback on
how successful an organization is at providing products and/or services to the satisfaction of
customers at the marketplace and market space.

Finally, customers in Ghana are well aware of the latest products and services in the automobile
market in the world and so therefore expect that the same levels of service quality of products in
Ghana. In the present market there has been wide range of models variants that are available with
some changes and additional features of different brands with almost the same prices which has
encouraged customers to switch from one brand to another (Vijaykanth, Hariroa, Kumar, 2014). In
this regard providing effective after sales services for vehicles has become rampant issues in the

Ghanaian automobile industry, which also may require effective measures to address the situation.

1.2 Statement of the Problem

Due to the high level of competition in the automobile industry which has arisen from the
development of technology infusion in the automobile industry coupled with new dimension of
after sales delivery services, most of the Auto companies continue to lose customers due to various
degrees in taste, preferences and service delivery. Also, in spite the fact that the sales and services

of vehicles are on the increase and new products are being built every day, it has been observed
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that customers continue to change their preferences for purchasing and servicing their vehicles
from different automobile companies from time to time. Customer satisfaction plays an important
role for the success and continuous existence of a company. Ehinlanwo and Zairi (1996) shows
that the offerings in product design, technology and price are becoming increasingly difficult to
differentiate products. Foss and Stone (2001), observed that there is being increasing competition
in the automotive market combined with rapid development of new customer service technologies
has increased the focus on enhancing the customer relationship. As the nature of the products
(vehicles) in the automotive industry is highly vulnerable to technical and mechanical problems,
effective after sale service is very essential in order to attract new customers and retain existing
customers. It has been observed by many researchers that after sale service is not familiar in Ghana
as compared to developed countries therefore many companies that have after sale services did not
conduct a research on how after sale services could have effect on customer satisfaction and re,

and the implication of poor after sale services on customer satisfaction.

Smith (2007) shows customer satisfaction is critical to any product or service, because it is a
strong predictor of customer retention, customer loyalty and product repurchase. On the other
hand, Lin (2009), assert that only 4 percent of dissatisfied customers complain, and eventually one
dissatisfied customer tells nine other people about the problem. This practice has been observed
even in times where the quality of products on offer have improved tremendously, customers still
continue to complain and therefore keeps on running from one automobile company to the other.
This has come about as a result of the level of customer satisfaction in the automobile industry. It
has also been ascertained from various sources that product quality alone does not guarantee the
sustenance of customer loyalty and satisfaction in the automobile industry. In view of this, the

study intends to assess customer satisfaction in the automobile industry in Ghana.
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1.3 Aim of the study.

The study is aimed at assessing customer satisfaction in the Ghanaian automobile industry.

1.4 Objectives of the study

The study sought to find customer issues that impact customer satisfaction in the automobile

industry. Specifically, the objectives were to examine the following;

ii.

iii.

1v.

To determine the level of customer satisfaction at Toyota Ghana Company Ltd.

To assess the determinant of customers satisfaction in the automobile industry

To examine Customer’s perception of after sales services rendered by Toyota Ghana.

To assess the effect of after sale services on the satisfaction of customers at Toyota Ghana

Ltd.

1.5 Research Questions

1.

2.

What is the level of customer satisfaction at Toyota Ghana Ltd?
What are the determinants of customer satisfaction at Toyota Ghana Ltd?
What are customers’ perceptions of after sales services rendered by the Toyota Ghana?

What is the effect of after sale services on the satisfaction of customers Toyota Ghana Ltd?

1.6 Significance of the Study.

In the first place, this research work will serve as a guide and provide insight into customer

relations by helping researchers in this area to use it a reference point. In other words the outcome
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of this research will serve as a reference point for scholars, students’ researchers as well as

organisation who might want to conduct research studies into customer relationship management.

In addition, the study will add to already existing knowledge and then serve as an input policy

formulation which is meant to regulate and supervise the automobile industries.

Again, the study will help gain insight into how customer relationship management works and then
help researchers to have a fair idea of how customer satisfaction can be measured in the Ghanaian
context which affect productivity in the automobile industry without having to import ideas from

the western world which is most of the times incompatible with the Ghanaian experience.

Lastly, this research will be vital for the study of customer retention and how customer satisfaction
can be improved and also develop a better understanding of the triangle relationship between
service quality, customer relationship management and customer loyalty which normally leads to

competition among companies.

1.7 Scope of the study

The study is expected to cover all the managements and customers of automobile companies in
Ghana. However the study is limited to customers and management and staff of Toyota Ghana
Limited. The study is limited to customer satisfaction regarding the sales, maintenance, repairs and
services of automobiles in Toyota Ghana Limited. Specifically, the geographical scope will be
limited to only the Toyota Ghana Limited and its customers within the Kumasi metropolis. The
study is limited to dimensions of service quality, customer relationship tactics and service quality

measurement from the view point of customers as well as management.
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1.8 Limitation of the Study

It was the intension of the researcher to travel to all the regional branches of Toyota Ghana
Limited to conduct the research but due to limited resources and time constraint the research was

limited to the Kumasi Branch of Toyota Ghana Limited and its customers within the region.

1.9 Organization of the study

The study is organized into five chapters. Chapter one talks about the introduction of the study
which forms the basis for the entire research. It comprises of; the background of the study,
problem statement, aim of the study, research objectives, research questions, significance of the
study, limitation of the study and lastly organization of the study. Chapter two seek to explore the
broad theoretical literature of the Automobile industry in Ghana and customer satisfaction by
taking into account the customer relationship practices in the automobile companies in Ghana, the
level of customers satisfaction at the automobile industry, challenges of customers satisfaction in
the automobile industry and strategies and interventions that can be adopted to increase customer
satisfaction in the automobile industry. The research questions formed the basis for which review
was undertaken. Chapter three forms the embodiment of the study taking into account the
methodology employed for the study, population, target population and sample size. Sampling
technique and method of data collection were also used. Chapter four deals with the processing,
analysis and presentation of data acquired from the field work. The analysis was executed with the
aim of answering the research questions set for the study in chapter one and literature reviewed in
chapter two. Finally, chapter five talks about the summary of finding, conclusion and relevant

recommendations adopted for the study.
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CHAPTER TWO

LITERATURE REVIEW

2.0. Introduction

This chapter or section of the study deals with review of relevant related literatures concerning the
topic under study. The literature review will enable the researcher to identify similarities and

differences between present and previous studies as well as the potential contribution to the study.

2.1 Customer

Customers can be explained as those who use the output or finish goods and services of work, or
they are the end users of goods or services of an organization. The concept of customer has
evolved over the years. Philosophies about the consumer have changed over the years through the
production period to the marketing concept period (Kotler et al, 2002). However, this notion about
the customer has changed, owing to understanding that customers play crucial role in the success
of every organization. Before the 20" century consumers were perceived to consume whatever was
produced for them therefore they were not seen as a vital element in the production strategy. As a
vital factor of change that has brought about competition in organizations as a result of
globalization and the liberalization of the market, the customer has become one of the most
important factors in organizational marketing strategy. Besides, it has being noted by (Massari

and Passiante, 2002) that is better to retain existing customers than recruiting new customers.

The importance of customers to a business organization can never be over emphasized. The
customer is the business (Jobber and Lancaster, 2006). They are a source of influencing other

customers. In the case of doctors, Lawyers, consultants, one satisfied customer will lead to a chain
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reaction bringing in its wake a number of other customers. Thus, as a marketing organization, or
department, the first task should be to ensure complete satisfaction of the existing customers. This
is the surest way to retain the customers. As Drucker (1999) said, ‘the purpose of every
organization should be the creation and retention of customers’. The kind of customers that is

attracted exerted an important influence on prospective customers.

The prospective customers may feel attractive towards the organization because it has his/ her
“type” of customers or it has the customer clientele towards which he himself is aspiring.
However, the customer may turn away if he perceives the existing customer to be the kind with
whom he would not like to be associated. Business has to decide about the class of customers, they
would like to have and work towards providing an organization image which will fetch the future
customers. The physical appearance of the organization, the looks and behaviour of service
personnel, the delivery of the service have all to be tuned into a desirable composite package.
Notwithstanding, customers are lifeblood of an organization be it a global corporation with
thousands of employees and a multibillion turnover, or a sole trader with a handful of regular
customers. Finally, customers of course, are essential for the survival of any business (Johnson et

al 2010).

2.2 Concept of Customer Satisfaction

Customer satisfaction is a vague and precise concept and the actual expression of the state of
satisfaction varies from one person to another and from product/ service to product / service.
Satisfaction is as a judgment following a consumption experience - it is the consumer’s judgment
that a product provided (or is providing) a pleasurable level of consumption-related fulfillment
(Oliver 1997). According to Joby (2003), customer satisfaction is defined as " the number of

10
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customers or percentage of total customers , whose reported experience with a firm , its
products , or its services (ratings ) exceeds specified satisfaction goals. The status of satisfaction
relies on many variables of psychological and physical aspects which correlate with satisfaction

behaviour such as return and recommended rate.

From the ongoing definition, satisfaction is a purchase outcome, whereby consumers evaluate
rewards and costs with anticipated consequences (Bolton & Drew.,1991) (GA& C, 1982) (LaTour
& Peat, 1979). The customer’s evaluation of a product or service is also explained in terms of
whether the product or service has met customer’s needs or expectations (Loov & Ziethmal.,
2003). Customer satisfaction can also be said to be an individual’s feeling of either pleasure or
disappointment resulting from the assessment of services provided by an organization to an
individual in relative to expectations (Leisen, 2001). The customer satisfaction is an evaluation of
a products or services by customers with regards to their needs and expectations. Business scholars
and practitioners perhaps see customer satisfaction as the key element of business strategy, and
goal for all business activities especially in today’s competitive market (Anderson, Fornell, and

Lehmann, 1994; Gro nroos, 1984; Lovelock & Wirtz, 2007).

““‘Satisfaction is a person’s feeling of pleasure or disappointment resulting from comparing a
product’s performance (outcome) in relation to his or her expectation’” (Kotler & Keller, 2006 p.
144). Satisfaction is a ‘psychological’ concept that involves the feeling of well-being and pleasure
that results from obtaining what one hopes for and expects from an appealing product and/or
service”” (WTO,1985). Customer satisfaction is an attitude-like judgment following a purchase act

or a series of consumer product interactions” (Lovelock & Wirtz, 2007). Customer satisfaction is a
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consumer’s post-purchase evaluation and affective response to the overall product or service
experience (Oliver, 1992).

In the words of (Besterfield, 1994); Customer satisfaction as an experience based assessment
made by the customer of how far his own expectations about the individual characteristics or the
overall functionality of the services obtained from the provider have been fulfilled’” (Bruhn, 2003).
According to Gyasi and Azumah (2009) satisfaction is “The process of customer overall subjective

evaluation of the product/service quality against his/her expectation or desires over a time period.”

Admittedly, satisfaction is more complex to define to accurately fit every context and measure. In
the words of Oliver (1997), “everyone knows what [satisfaction] is until asked to give a definition.
Then it seems, nobody knows”. From marketing perspectives, customer satisfaction has multi-
dimensionality. The object of customer satisfaction may be varied and can be related to different
dimensions of multiple experiences with product/service provider (Surenshchandar et al. 2002
cited in Satari, 2007). While most definitions relate customer satisfaction to quality of a product or
service offering (Kotler & Keller, 2006), satisfaction can as well be related to other non-quality
dimensions (Singh, 1991; Garland and Westbrook. 1989). It may be related to an on-going
business relationship or with price-performance, satisfaction with the time or service delivery or
the service experience, service context and satisfaction with entire reputation and outlook of an
organization. Even with the product or service quality there can be several dimensions (Gro nroos,
2001 & Edvardsson, 2005), such as what product offers, product or service reliability, timeliness,
friendliness of the service providers, and the like. Therefore depending on the purpose one wants
to achieve, one can relate satisfaction to any object of interest. In this study customer satisfaction is
defined in relation to only dimensions connected to the service quality delivered by Toyota Ghana
Limited.
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Satisfaction can be related to attribute-specific and overall performance. It is attribute specific
where it relates to a specific product or service (Cronin & Taylor, 1992). (Krishna, Gantasala &
Prabhakar, 2010) stated that good customer satisfaction has an effect on the profitability of nearly
every business. When customers perceive good service, each will typically tell nine to ten people.
It is estimated that nearly one half of American business is built upon this informal, “word-of
mouth” communication. The cost of gaining a new customer is ten times greater than the cost of
keeping a satisfied customer. In fact, if the service incident is negative, the negative effects can last
years through repeated recollection and recounting of the negative experience.

Jhanshahi et al. (2011) stated that customer satisfaction has been defined in various ways, but the
conceptualization that has achieved the widest acceptance is that customer satisfaction is a post
choice evaluative judgment of a specific transaction. They also identified three general
components of customer satisfaction: customer satisfaction is a response, the response pertains to a
particular focus and the response occurs at a particular time.

Vijaykanth, Harirao & Kumar (2014) also sees customer satisfaction as an individuals’ reaction in
the form of sequence of an information processing, valuation of the degree to fulfill the functions
which a good service should posses. It also includes the feeling of happiness or joy of matching the
expectation and having pleasure while consuming the service. On the other hand, customer
satisfaction can be related to the overall performance of a product/service or the overall
performance of an organization’s products/services (Cronin & Taylor, 1992). The present study
relates customer satisfaction to the overall performance of services delivered by Toyota Ghana

Ltd. in order to generalize the findings for managerial implications.

As to whether customer satisfaction is an outcome or a process, many early definitions

conceptualized satisfaction as a process which is currently the dominant view held by most
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scholars (Oliver, 1980; Parasuraman et al., 1988). The process perspective presupposes that
customer satisfaction is a feeling of satisfaction that results from the process of comparing
perceived performance and one or more predictive standards, such as expectations or desires
(Khalifa & Liu, 2002). This perspective is grounded in the expectancy disconfirmation theory
proposed by Richard Oliver (Oliver, 1980). The customer is satisfied if the performance of
product/service is equal to his/her expectations (positive disconfirmation) and he/she is dissatisfied
if the product/service performance is perceived to be below his/her expectation (negative
disconfirmation). If expectation exceeds perceived performance, the customer is highly satisfied.
By taking satisfaction as a process, these definitions do not focus on satisfaction itself but things
that cause satisfaction, the antecedents to satisfaction, which occur primarily during the service
delivery process (Vavra, 1997). More recent studies view satisfaction as an outcome or end result
during the process of the consumption of a service; it is viewed as a post-purchase experience
(Vavra, 1997). This view has its roots in motivation theories that postulate that people are driven
by the desire to satisfy their needs (Maslow, 1954) or that their behaviour is directed at the
achievement of relevant goals (Vroom, 1964).

In this way satisfaction is perceived as a goal to be achieved and can be described as consumer
fulfilment response (Rust & Oliver, 1994). In the context of Toyota Ghana Ltd, they believe that
customers, through the purchase and services of the product of Toyota Ghana Ltd, have developed
certain expectations and set of desired services of the organization. These are important in
determining their satisfaction of the services received/given. Therefore their conceptual framework

treats satisfaction as a process not just an outcome that customers strive to achieve.

Another controversial issue in customer satisfaction literature is whether satisfaction is cognitive

or affective. Although most scholars, notably proponents of disconfirmation theories, view
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satisfaction as a process, but the nature of satisfaction process remains unclear. While some
authors maintain that satisfaction is a cognitive assessment involving a comparison of
product/service offerings from a provider against expectations, other scholars opine that the feeling
of satisfaction represent an emotional or affective state of mind that is formed through the process
of service delivery where customers encounter service experiences that affect their emotions. More
recent research has found that satisfaction is both cognitive and affective (Edvardsson et al., 2005;
Gro nroos, 2001; Martin, et al., 2008; Oliver, 1993; Wong, 2004). This view holds that customers
do not only consume an offering for which they cognitively evaluate, but their involvement in the
service production and delivery process allows them to emotionally evaluate the service quality.
They argue that satisfaction is naturally tied to cognitive judgments and to affective reactions
elicited in consumption (Mano & Oliver, 1993). In this study, customer satisfaction is

conceptualized as cognitive and affective.

An equally debatable element in clarifying customer satisfaction concept is whether it is subjective
or objective in nature. Pizam A. & Ellis (1999) noted that “a minority of researchers perceive the
satisfaction process to be subjective in expectations but objective in the perceptions of the product
attributes, or outcome.” In this light, Klaus (1985, p. 21) defines satisfaction as “the customer's
subjective evaluation of a consumption experience, based on some relationship between the
customer's perceptions and objective attributes of the product". Expectation and perceived
performance are constructs that are in themselves subject to external influences to some extent
(Maister, 1985). Others point out that both what is perceived (outcome) and what is expected are
subjective and psychological phenomena not reality. The importance of the subjective nature of the
process cannot be overlooked. The reason is that both expectations and perceptions are

psychological phenomena and are susceptible to external influences and manipulation. To say that
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customers’ evaluation of a product or service is objective implies that the evaluation is not biased
in any way. This is not realistic because it is a common knowledge that customers are different and
the way they perceive a product or service may vary considerably. However, according to Gyasi &
Azumah (2009), each customer can be objective in their own subjective, cognitive and affective
states. Therefore in this study, customer satisfaction in itself is defined as a subjective evaluation,
but its measurement is approached objectively; thus, customers are supposed to be objective -

expressing whatever subjective response they have about a product objectively without bias.

Additionally, satisfaction may be viewed as Transactional or Cumulative: On the one hand from a
transactional-specific perspective, customer satisfaction is based on a one time, specific post-
purchase evaluative judgment of a service encounter (Yonggui Wang & Hing-Po Lo 2002). On the
other hand, in the cumulative customer satisfaction perspective, customer is conceptualized as an
overall customer evaluation of a product or service based on purchase and consumption
experiences over a time period (Fornell, 1992; Johnson and Fornell 1991; al., 1994; cited in
Yonggui Wang & Hing-Po Lo 2002). In terms of the diagnostic and predictive value of customer
satisfaction measurement, cumulative satisfaction is more useful and reliable than transaction-
specific in that it is based on series of purchase and consumption occasions rather than just one
occasion of transaction. Customer satisfaction, in this study, is measured from the last twelve
months. Therefore, the conceptual framework of this study treats customer satisfaction as
cumulative. Consequently, the operational definition of customer satisfaction in this study is the
one by Gyasi and Azumah (2009, p.g.36), “The process of customer overall subjective evaluation

of the product/service quality against his/her expectation or desires over a time period.”
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2.2.1 Measuring Customer Satisfaction

Customer satisfaction has been conceptualized in the marketing literature as the difference
between perceived performance of a product/service and some cognitive standards such as
expectation and desire of consumers (Oliver, 1980; Cronin and Taylor, 1992). In this regard
satisfaction is the result of perceived product performance and some expectation or desire of
consumers. This results in a confirmation or disconfirmation of customer expectation and desire.
Disconfirmation theory of consumer satisfaction suggests that customer satisfaction/dissatisfaction
is the disparity that exists between the performance of a product/service and some cognitive or
emotional standards of the consumer, such as desire and expectation of customers. If perceived
performance exceeds or falls short of expectation or desire, there is positive disconfirmation or
negative disconfirmation and the customer is satisfied or dissatisfied respectively. Desire
Disconfirmations (DD) and Expectation Disconfirmation (ED) are both empirically validated to
significantly explain customer satisfaction (Khalifa and Liu, 2002).

Danaher and Haddrell (1996) have identified three broad categories of measurement scales used in
customer satisfaction measurement. They are performance scales, disconfirmation scales and
satisfaction scales. Performance scales are those that use scales such as poor, fair, good and
excellent; disconfirmation scales are those that use scales such as worse than expected to better
than expected; and satisfaction scales are those that use scales such as very dissatisfied to very

satisfied.

Disconfirmation scales are based on the disconfirmation theory. Oliver (1980) was the first to
propose and developed the expectancy disconfirmation theory. It has been verified and
recommended that the use of disconfirmation scales is useful for three reasons. “First in one

disconfirmation-based single question, it captures succinctly Parasuraman et al.’s (1988) two stage
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SERVQUAL measurement, i.e. much worse than expected to much better than expected.
Secondly, it is shown mathematically that comparison with expectations will correlate higher with
customer retention than either a quality question or a satisfaction question (Rustet al., 1994,).
Lastly, using disconfirmation scale is better because a customer rating service quality highly, for
example as good or excellent, may not perceive it as ‘better than expected’ (Danaher and Haddrell,

1996; Devlin et al., 1993; Rust et al. 1994).

2.2.2 Antecedent of Customer Satisfaction

Satisfaction comes about as a result of factors which influences the level at which they operate.
Generally, there are two major factors of customer satisfaction which include product quality and
product value (relation of price and quality). Drivers of satisfaction are defined by two models
which include disconfirmation model which is associated with transaction-specific transaction and
performance model which is used in cumulative studies.

Disconfirmation model is the difference between perceived product’s performance and expected
performance. This model assumes that satisfaction increases if performance exceeds expectations
which can be referred to as positive disconfirmation. On the other hand, if the product or service
performs below expectation it is called negative disconfirmation effect which leads to decline in
satisfaction. It is expected that expectation may have both positive and negative influence on
satisfaction. If performance increases over constant expectations, there is positive disconfirmation
which positively influences satisfaction. However, if expectation grows above constant
performance, then negative disconfirmation of expectations and satisfaction decreases. Such
transaction specifics gaps are then aggregated into an overall customer satisfaction (Johnson,

1996).
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2.2.3 Customer Satisfaction and Behaviour Intention

Customer satisfaction impacts the behaviour of customers in a number of ways. First customer
satisfaction is found to be a key determinant of customer retention (Rust and Zahorik, 1993;
Zeithaml et al., 1996). Again, according to Reichheld (1996) CS is regarded as a necessary
antecedent of customer loyalty, which in turns drives profitability and performance (Heskett et al.,
1997; Reichheld, 1993).Also, Increasing CS and customer retention leads to improved profits,
positive word-of mouth, and lower marketing expenditures (Reichheld, 1996). In many studies,
customer satisfaction is positively correlated with customer re-purchase, likelihood to recommend,
positive word-of-mouth, customer loyal and retention. But, customer satisfaction is negatively
correlated, to a large extent, with customer complaints and switching intention (Yonggui Wang &
Hing-PoLo, 2002). It must be pointed out that customer loyalty and retention are not always
attributable to customer satisfaction. It is because a customer may not be satisfied with the
services/products but may find it difficult to switch to a competitor simple because of the
circumstances he/she is faced with. This is usually common in most services context. For example
with Insurance services, until the time period for a particular insurance policy or product a
customer may have bought expires, the customer may be forced to maintain the policy. Such a
customer may be dissatisfied but will be forced to remain loyal to an organisation; this is a kind of forced

loyalty by implication. Loyalty is therefore affected by situational factors and switching cost.

2.3 Product/Service Quality

Various studies have established that there are many factors that drives customer satisfaction that
need to be examined in order to be able to measure it reliably. Numerous studies have examined
the link between customer satisfaction and product/service quality. Until recently, most researches

focused on customer satisfaction and quality in other manufacturing sector (Mandhachitara and
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Poolthong, 2011). Service quality is a consumer’s overall impression of the relative inferiority or
superiority of an organization and its services (Bitner and Hubbert, 1994). Mackay and Crompton
(1990) define service quality as “the relationship between what customer’s desires from a service
and what they perceive that they receive”. Oliver (1980) developed the theory that suggests there
exist a direct relationship between a customer’s satisfaction and what his/her expectations are.
Subsequent research revealed that satisfaction is determined by how positive a customer perceives
the performance of particular service to be. In particular, it has been observed that if a customer
perceives service quality to be high, he/she will have high levels of satisfaction (Ganesh et al.,
2000; Caruana, 2002). Ganesh et al. (2000) reported that if a business performs a service that
surpasses customer expectations, the customer will be satisfied and is likely to be a repeat
customer at the establishment that provided the service. This perspective suggests that poor service

delivery would be a major cause of dissatisfaction among consumers.

Service quality has been variously defined by different authors from different context. It has been
referred to as customer perceived quality (CPQ), which is defined as the confirmation (or
disconfirmation) of a consumer’s expectations of service compared with the customer’s perception
of the service actually received (Gronroos, 1982). Asubonteng, McCleary, Swan (1996) defined
service quality as the extent to which a service meets customers’ needs or expectations. This view
of service quality has been supported by Parasuraman, Zeithaml and Berry by defining the concept
of service quality as "a form of attitude, related, but not equivalent to satisfaction, that results from
a comparison of expectations with perceptions of performance. Expectations are viewed as desires
or wants of customers, i.e. what they feel as service provider should offer rather than would offer.”

(Parasuraman, et al., 1988).
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2.4 Determinant of Customer Satisfaction in the Automobile Industry

The information as to the factors that are determinant to customer satisfaction is very important
firms as it is the likely consequences of customer satisfaction which are customer loyalty and
repeat purchase of the services. Therefore customer satisfaction is closely associated with the
growth and survival of the company. The argument in marketing literature for positive correlation
between customer satisfaction, customer loyalty and earnings is that increased customer
satisfaction often leads to lower turnover of the company’s present customer. Customer
satisfaction could be influenced by service quality and the customer service experiences (Oliver,
1993a; Parasuraman,et al, 1988, Lovelock, 2000; Lovelock & Wirtz, 2007; Gronroos,2001).
There have been various confusions over the relationship between service quality and customer
satisfaction. Given the significance attached to customer satisfaction by marketing theory and
practice, understanding the antecedents or determinants of customer satisfaction have long been a

subject of study for consumer research.

““A service experience is defined as the service encounter and/or service process that creates the
customer’s cognitive, emotional and behavioural responses which result in a mental mark, a
memory” (Gronroos, 2005 in Edvardsson, 2005). It is generally accepted by most scholars that
service quality basically relates to what the customer perceives of the product/service performance.
Recent empirical studies have shown that customer satisfaction is not only driven by cognitive
dimensions of customer perceptions of service quality but also by affective dimensions which have
positive impact on post-purchase behaviour like repeated purchase, customers loyalty, switching
intention, and likelihood to recommend (Erevelles, 1998; Oliver, 1980; Oliver, 1993a). This is
consistent with the work of two perceived service quality guru’s, Gronroos and Edvardsson

(Gronroos, 2001; Edvardsson, 2005; Edvardsson, et al.,2005), who postulate that perceived service
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quality is an important determinant of customer satisfaction that have both cognitive and affective
dimensions beyond just cognitive assessment of customers of the offering of service providers.
These SERVQUAL gurus further maintain that perceived quality is formed by customers during
their ongoing interactions with product/service providers. This is realised when customers are
factored in as co-producers and involved in the process of production, delivery and consumption of

service/products.

In reviewing the existing literature (Anderson and Sullivan, 1993; Saeed et al., 2011; Michel and
Meuter, 2008; Nimako et al., 2010; Herrmann et al.,2007; Minkiewicz et al., 2011), a number of
research streams have been identified, including but not limited to (1) service quality, (2) product
recovery, (3) reputation, (4) price, and (5) customer orientation. In this section, these research
streams are explored to develop a framework of the potential determinants of customer satisfaction
in the automobile industry. Although the information on this section will be use, there will not be

the specific focus for data gathering and analysis.

2.4.1 Price Fairness

As an important factor which influences customer satisfaction is the role of product or service
price in the customer satisfaction research (Herrmann et al., 2007, p. 49). When price has been
included, it has been one of several product/service attributes considered relevant (Fornell et al.,
1996; Voss et al., 1998); however, the unique influence of product/service price on satisfaction
judgments remains unclear. Price fairness could be seen as representing a direct attempt to
establish consumers’ willingness to patronize a product/service due to a feeling that price
commensurate product/service’s performance. In other words, it represents the maximum price

which a consumer should pay for the product, given the benefits that come with the product. In this
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research, consumers’ price perception is included as an important factor influencing overall

satisfaction judgments.

According to Herrmann et al. (2007), this influence is both direct and indirect through price
fairness perceptions. Voss et al. (1998) argue that satisfaction is a function of price, proposing that
perceived price fairness might be the dominant determinant of satisfaction. Their empirical results
suggest that when there was a perceived price performance inconsistency (i.e., an inequitable or
unfair outcome), it had a stronger effect (negative) on satisfaction judgments.

According to Herrmann et al. (2007), this influence is both direct and indirect via price fairness
perceptions. Voss et al. (1998) argue that satisfaction is a function of price, proposing that
perceived price fairness might be the dominant determinant of satisfaction. Their empirical results
suggest that when there was a perceived price performance inconsistency (i.e.,an inequitable or
unfair outcome), it had a stronger effect (negative) on satisfaction judgments. To that end, this
study would posit that price perceptions influence consumers’ overall satisfaction judgments
directly and indirectly through price fairness perceptions. Accordingly, it is believed that price
fairness perceptions is dependent on supplier’s commitment and the quality of the goods and

services being rendered.

2.4.2 Customer Loyalty

Oliver (1997, p.392) defined customer loyalty as a “deeply held commitment to rebury or re-
patronize a preferred product or service consistently in the future, thereby causing repetitive same-
brand or same brand-set purchasing, despite situational influences and marketing efforts having the
potential to cause switching behavior”. Loyalty has also been described as “an unspecified number

of repeat purchases from the same supplier over a specified period” (Egan, 2004). The customer is

23



University of Education,Winneba http://ir.uew.edu.gh

the main means through which a company can see profitable growth and customer loyalty can lead
to profitability (Hayes, 2008). For a customer, loyalty is a positive attitude and behavior related to
the level of re-purchasing commitment to a brand in the future (Chu, 2009). Loyal customers are
less likely to switch to a competitor solely because of price, and they even make more purchases
than non-loyal customers (Bowen and Shoemaker, 2003). Loyal customers are also considered to
be the most important assets of a company and it is thus essential for vendors to keep loyal
customers who will contribute long-term profit to the business organizations (Tseng, 2007).
Attempt to make existing customers increase their purchases is one way to strengthen the financial
growth of a company (Hayes, 2008). The aim of relationship marketing therefore is to build a loyal
customer base. This involves showing more interest in taking care of acquired customers (Ravald
and Gronroos, 1996). Studies on customer loyalty surged because many practitioners as well as
researchers realized its long term benefits (Zeithaml, 2005). Some studies on the benefits of
customer loyalty found that it has the potential to reduce customer defection, reduce costs of
operations especially in advertising, increase opportunities for cross selling and low price
sensitivity, increase word-of-mouth endorsements and, increase the company’s overall profit.
Reichheld explains that when customers have come to understand the company as a result of the
length of time spent together they buy into its value proposition which then improves its revenues
and market share. Zeithaml (2005) share similar views and further explains the economic benefits
of customer retention saying that customers tend to favor suppliers they have ongoing relationship
with by giving them more of their businesses. Despite the glaring benefits associated with
customer loyalty or retention, many companies still set employees™ rewards in relation to new
customers (Zeithaml, 2005) whiles many others have not been successful in its implementation

(Berman, 2006).
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Some scholars developed models to enable development of relationships between two parties
(Beatty et al, 1996). Zeithaml (2005) discussed a model where new customers referred to as
“strangers” are attracted and gradually converted into acquaintances, friends and partners over
time. As noted by Anon (2008), relationship models identify marketing efforts and aims that must
guide product/service providers in building and keeping interactions alive. As such, companies
must always deploy resources to first of all attract new customers. Next, they must seek to satisty
acquired customers. Subsequently, companies must strive to build trust and overtime, seek
opportunities to enhance their offerings to customers.

Customer loyalty remains a key issue among managers because of the lack of consensus on how
best to measure it. Reichheld (2003) identifies that a customer’s intention to recommend his or her
product/service provider to others is the “ultimate act of loyalty” (p.50). Keiningham et al, (2007)
however argue that no single customer attitude is enough to explain subsequent future behavior. As
such loyalty can take the form of attitude, where satisfied customers express buying intentions and
preferences for a company’s products and services (e.g. repurchase intention, recommend
intention). Loyalty can also be gauged by looking at actual behaviors, for instance, an increase in

frequency of purchase and share of wallet.

Customer retention or loyalty and the best attitude that predict it still retain a high interest among
researchers and managers. As can be deduced from earlier review, customer retention and loyalty
behaviors are multidimensional which implies that several factors influence a customer’s decision
to remain with a particular service provider. Previous studies found trust (Morgan and Hunt, 1994;
Berry, 1995), satisfaction (Oliver, 1993; Cronin and Taylor, 1994, Jones and Suh, 2000), switching
costs (White and Yanamandram, 2007; Burnham et al, 2003), service quality (Ranaweera and

Neely, 2003, Pe’rez et al, 2007; Parasuraman et al, 1996), image (Aydin and Go'khan O ™ zer,
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2005; Hess Jr, 2008) among other factors. Numerous researchers have tried to find relevant
antecedents and their role in creating customer loyalty. Service quality, customer satisfaction,
corporate image, word-of-mouth communication, perceived value have been proposed as
antecedents of loyalty (e.g., Wieringa & Verhoef, 2007; Patterson & Smith, 2003; Burnham et al.,
2003; Jones et al., 2000) and these variables are also taken as driving force of competitive
advantage and corporate success (Landrum & Prybutok, 2004; Yang & Peterson, 2004; Wang, Lo,
& Yang, 2004; Khatibi, Ismail, & Thyagarajan, 2002;)In Ghana, few researches have been done
regarding customer loyalty and its antecedents and this is mainly in the banking sector (Owusu-
Frimpong, 1999). Joyce Osei Kyei (2011), studied the effect of relationship marketing tactics such

as service quality, price pricing, brand image and value offers on customer loyalty.

2.4.3 Brand image

In recent times, corporate-level marketing, referring to a broad managerial philosophy whereby the
corporate image, identity, or brand of a company is seen to be the central anchor or driver for its
strategies and management, has attracted considerable interest from scholars (e.g., Balmer, 2009;
Brown et al., 2006). What these corporate marketing-related perspectives share as a basic
assumption is the notion that the various constituencies or stakeholders of a company essentially
orient their behaviours towards the company according to what they perceive about the company’s
identity and how they evaluate it — that is, according to perceived corporate brand image (Aspara
and Tikkanen, 2011). Notably, consistent with the inter-disciplinary work in the area, the role of
the perceived corporate identity as a driver of stakeholders’ behaviours is seen to be the case with
the company’s customers in particular. Brown et al. (2006) provide further support for this view,
construing image as consumer perceptions of the brand and what individuals know or believe

about an organization. Balmer (2009) highlights the importance of corporate image, asserting that
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a link exists between an individual’s image of the organisation and that person’s behaviour
towards it. In line with this, Minkiewicz et al. (2011), in their quantitative study in the leisure
services sector, found positive image to be related to customer satisfaction. Drawing on the
disconfirmation paradigm (Churchill and Surprenant, 2010), Minkiewicz et al. (2011) suggests that
satisfaction will occur when individual expectations are confirmed and that it is reasonable to

expect that a positive image and expectation of a product prior to consumption.

2.4.4 Staff Customer Orientation

Due to the intangible and tangible nature of services, customers are most of the time are relying on
the behaviour of company employee when judging the quality of service. Consequently, the
employee level of customer orientation is considered as an important leverage for a company’s
profitability (Hennig-Thurau, 2004). A customer orientation is defined as a selling behaviour in
which salespeople assist customers to satisfy their long-term wants and needs versus a sales
orientation, which places the selling organisation and/or salespersons before the customers (Jones
et al., 2003). Hennig-Thurau (2004) has argued that despite its important position in the value
chain, only few studies have addressed the construct of customer orientation of service employees
and its impact on service firms’ success. Indeed, the behaviours and attitudes of a firm’s
boundary-spanning salespeople should significantly influence the customers’ perceptions of the
firm’s service delivery (Heskett et al., 1997). The behaviours and attitudes of salespeople are, in
turn, influenced by their perceptions of the firm’s market orientation and their interaction with
sales managers, thus, highlighting the importance of examining market orientation from the sales

force’s perspective. Customer orientation of service employees is characterized by employees’
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recognition of such things as the “need to pamper”, “need to read the customer”, “need for
personal relationship”, “need to deliver”, and “need to communicate” (Brown et al., 2002).

Drawing on the disconfirmation paradigm of customer satisfaction (), this study postulates that
customers have expectations with regard to the behaviour of automobile company employees in

interaction situations and that, when these are under-delivered, the level of customer satisfaction

with the company is negatively affected(Hennig-Thurau, 2004; Jones et al., 2003).

2.5 After Sale Service and Customer Satisfaction

As shown in Ehinlanwo and Zairi (1996) a survey carried out by Autohaus in 1993, approximately
59 per cent of a car dealer’s yearly profits come from the after-sales service. The after-sales
market, apart from being profitable, is also less subject to economic cyclic ups and downs.
According to Ehinlanwo and Zairi (1996) Toyota describes its after sales objectives as customer
satisfaction, customer retention, efficiency in work and job flow, both for the distributor and
dealer, and high service absorption for dealers, while Ford describes its after-sales objectives as to
make Ford the number one aftermarket operation by providing owners of Ford vehicles with an
ownership experience. The after sale services given by those companies include: Maintenance
service, original spare parts, warranties, washing, key-care service and training program. There
was a research conducted by Lin (2009) on electric power customer satisfaction using Kano model
to evaluate the customer satisfaction, depending on the customers' satisfaction degree and

importance degree corresponding to each service item during the statistical work. on
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2.5.1 After Sales Service, Customer Loyalty and Satisfaction

After Sales Service is a key driver for customer satisfaction and loyalty. Customer satisfaction is
important because many researchers have shown that customer satisfaction has a positive effect on
organization’s profitability, success and survival. Customers are satisfied not only by the product
they purchase, but also with the service they received from the organization even after purchase
especially in the automobile industry when services still continues in the form of repair and
maintenance. Recently, satisfying customers, through providing after sale services, become a
competitive area of marketing in the automobile industry. Companies have recently added a state

of the art technology driven garages for its customers strictly for after sales services.

2.6 Customer Loyalty

According to Seyed (2007), customer loyalty has been described as customer's willingness to
continue patronizing a firm over the long term, purchasing and using its goods and services on a
repeated and preferably exclusive basis, and voluntarily recommending it to friends and associates.
As Sudharshan (2010) found, there is a positive relationship between customer satisfaction and
customer loyalty but this connection is not always a linear relation. This relationship depends on
factors such as market regulation, switching costs, brand equity, existence of loyalty programs,

proprietary technology, and product differentiation at the industry level.

2.7 History of the Automobile Industry in Ghana

The history of the automobile industry in Ghana dates back to the pre-independent era where a
number of car assembly plants were established just after Ghana gained independence in 1957.

Some of the vehicular assembly plant that was established in Ghana were Gharmot car assembly
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plant, National Investment Corporation (NIC) vehicle assembly plant and workshop and Neoplan
assembly plant. These were part of government’s industrialization drive that increased
manufacturing's share of GDP from 10 percent in 1960 to 14 percent in 1970
(www.Mongnabay.com). However, this period of growth was followed by over a decade of de-
industrialization and most of these enterprises did not survive in the era of restrictive trade regimes
that led to scarcity of foreign exchange (Dinye and Nyaba, 2001).The vehicle assembly plants
were among the State Owned Enterprise (SOE) that were subsequently privatized due to poor
management and dependence on state funds for survival (Kwakye, 2011).

Ghana began its automotive industry in car manufacturing with the construction of its first self-
assembled automobile from Ghanaian automotive company "Suame Industrial Development
Organization" (SMIDO) first constructed prototype robust sport utility vehicle (SUV), named the
SMATI Turtle which was intended for use in the rough African terrain and designed and
manufactured by "Artisans of Suame Magazine Industrial Development Organization" (SMIDO)
and the construction of Ghanaian urban electric cars from 2014 (Domfeh, 2013). The Indian
automotive major Mahindra & Mahindra Limited and Mahindra & Mahindra Ghana Limited also
set up assembly plants across South Africa and Ghana to service western Africa and the Africa
continent and set up of service centres on a 3.8-hectare (9.5-acre) plot in the Greater Accra region
capital Accra along with its Ghanaian partner Mahindra & Mahindra Ghana Limited. ( )The
decision by Mahindra & Mahindra Limited to begin manufacturing its automobiles and urban
electric cars in Ghana was driven by the need to explore the vast investment potentials and service
the needs of the automotive industry market and the electric car market on the Africa continent.
The Ghana Mahindra automobile plazas explored the potential of the fast expanding automobile
market of Ghana and the entire Africa continent and offered quality and affordable vehicles and

electric cars and services to meet increasing market demand in Ghana and in other West African
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countries. Mahindra vehicles were sold to state institutions, private organizations, industries,

United Nations agencies and individuals in Ghana.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

This chapter presents the methodology adopted for the study. To be specific, it presents and
justifies the approaches that were used to collect data for the study based on the research questions
formulated. It covers the research design, sources of data, target population, sampling technique
and sample size, data collection instruments and procedure, pre-testing of questionnaire and finally

data analysis techniques adopted for the study.

3.2 Research Design

According to (Agyedu, Donkor & Obeng, 2012) research design represents the overall strategy that
would be used to undertake or investigate a research endeavour which is used to obtain evidence to
answer research questions. It constitutes the general plan that would be used to answer a research
questions. In order to achieve the objectives of this study, descriptive survey design was deemed
appropriate for the study because it is versatile and practical, in that, it identifies present conditions
and points to recent needs. Again attempts were made to determine the incidence, distribution and
interrelationship among sociological and psychological variables. Moreover, it would make it
much easier to survey, interpret, synthesize, and integrate data in a bid to examine the implications
and interrelationships identified in the study. According to Dawson (2002), there are three types of
research design strategies: quantitative, qualitative and mixed method. Mixed Method approach
was deemed appropriate for this study. Mixed methods research is an approach that combines or
associates both quantitative and qualitative forms. Creswell and Clark (2007) assert that the

effectiveness of the mixed research method is greater than each of the qualitative and quantitative
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research designs. In other words, a combination of qualitative and quantitative research strategies
assist in practical solutions to overcome restrictions of mono-method research as has been

discussed over decades (Kelle, 2006).

Quantitative research necessitates the reliability of data collection in order to enhance statistical
comparison whereas qualitative research in contrast needs a flexible atmosphere which allows one
to answer user data as it may emerge during a session. Thus, trends are looked at rather than
performing statistical analysis. Based on the merits and demerits identified in the qualitative and
quantitative designs, the researcher adopted the mixed strategy so that each can complement the
other for more convincing and reliable conduct of the research. Consequently, the qualitative
design was adopted in order to gain holistic understanding to the phenomenon of diversity after
sales services rendered by Toyota Ghana whereas quantitative measures the amount of data gained
from the study through statistical manipulation or through testing of hypothesis through numbers.
It comprises opinions of target groups of interest to a study in a structured manner to ensure that
hard facts can be drawn from outcomes of a study. In line with this study, questionnaire served as
the quantitative basis for the survey. The opinions formed from questionnaires administered served
the basis for the quantitative analysis. Data emanating from the triangular approach were analyzed
using descriptive and referential statistics. According to (Burn & Groves, 2001) this two known
research strategies, though different in their approach but they complement each other. However,
they have their strength and weakness in that, no single method has a complete advantage over the
other. Again, the quantitative method of research design is used to answer questions that exist
among measured variables with the purpose of explaining, predicting and controlling phenomenon.
Quantitative research design uses everyday life which is connected to the behavioural pattern of

people like attitude which allows inferences to be made from a larger population. Another
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advantage of quantitative design is that it has standardized, reliable measures to ascertain “facts”
which is concerned with the study (Silverman, 2006). The choice of this design was further
motivated by the fact that descriptive research or survey aims mainly at describing, observing and

documenting aspects of a situation that naturally occurs (Polit and Hungler (1995).

3.3 Sources of Data

Both primary and secondary data were used for this study. Primary data for the study included
personal data of respondents to questionnaire and face-to-face interviews with some of the staffs
and customers of Toyota Ghana Limited. Secondary data was collected from various sources. This
includes scholarly journals, reports, educational guides and text books. Data from magazines and
website of the industries within the company as well as different organizations of the same interest
were used. Ghauri and Gronhaug (2005) cited by Brulot (2007) argue that the main advantage of
using secondary data is enormous savings in resources, time and money. In General, it is more
expensive to use secondary data than Primary data. Secondary data can be used to compare with
what exist in other companies in relation to the company which is being used for the study. Unlike
primary data, Secondary data generally provides a source of data that is both permanent and
available in a form that may be check easily by others. However, the primary data used was
collected from the field survey using questionnaires. The questionnaires comprised both close-

ended and open ended questions. These formed the basis of the analysis of the study.

3.4 Target Population

The target population for the study consisted of management, staff and some selected customers of
within the Kumasi metropolis. Population in this context refers to the complete set of individuals
(subjects) having common observable characteristics in which the researcher was interested in.

According to Sekeran (1990) population refers to the entire group of people, events or things of
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interest that the researcher wishes to investigate. In this instance however, the estimated population
contacted for the study were managements and staff of the Kumasi Branch of the Toyota Ghana as
well as some selected customers of the company within the metropolis. The rationale for this
selection is based on the fact they were available and accessible at the time of conducting the

study.

3.5 Sample and Sampling Technique of the Study

Sample is a subset or part of the total population that could be studied. Sampling is used to make
an estimate of the characteristics of the population as a whole. The study adopted the use of non-
probabilistic sample approach because not all elements in the population are expected to partake in
the study. The study adopted the use of two sampling techniques to sample out the respondents for
the study. The sampling technique used for sampling out the management and staff of Toyota
Ghana was purposive sampling technique whiles convenience sampling technique was used to
sample out customers for the study. It is an example of non-probability sampling which implies
that not every element of the population had an opportunity of being included in the sample for the
study. Since the study involved only management and some selected staffs as well as some
selected customers of the company, it was proper and convenient to settle on purposive and
convenience sampling techniques. This limited generalization of the results of the study (Burns &
Grove 2001:804). This supports the view of De Vos (1998), as well as LoBiondo-Wood and Haber
(1998) who both describes purposive sampling and convenience sampling as the use of readily

accessible persons in a study.

3.5.1 Determination of Sample Size
The study sample was derived from Mugenda and Mugenda’s (2003) recommendation of a sample

size between 30% — 50% of the target population. A sample size of twenty-five (25) made-up of
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management and staff of the Kumasi branch of Toyota Ghana Limited and seventy-eight (78) of
customers of the company within the metropolis were used for the study. This was based on (5%)
margin of error and ninety-five percent (95%) of confidence interval of the estimated population of
one. Finally the management and staff of the company were first contacted because they have the
first-hand information about the company’s operations. Notwithstanding, the decision for the
sample size was guided by the fact that gathering data from management and a section of customer
is quite challenging due to their busy schedule the scattered nature of nature of customers. At the
same time, the researcher had limited resources to cover the ten region of Ghana. He was also bent

on doing a quality work.

3.6 Data Collection Instrument, Procedure and Administration

To gather the information needed to conduct this research, a data collection approach was taken

involving both secondary data (i.e. pre-existing data) and primary data (i.e. original data

collected for the specific research purposes).The techniques which were used to solicit primary

source of data were self - administered questionnaire and an interviews, face-to-face interactions

and telephone calls to some particular individuals. The main instruments used for the study was

questionnaires. The differences between both instruments are mainly on how they are

administered. Data collection process involved the administering of questionnaire and note taking.

As the name implies, questionnaire is a form of document containing a number of questions on a

particular theme, problems, issue or opinion to be investigated.

The self —administered questionnaire is intended to be hopefully understood and completed by the
respondents, ‘unaided” or with the minimum “guidance”. Open-ended and closed ended question
forms were used. The closed ended question forms were subdivided questions that are structured

questions with response alternatives. The open-ended question forms gave the respondents an

36



University of Education,Winneba http://ir.uew.edu.gh

opportunity to express themselves on the issues and give a basis for their answers. It also permitted
free response from the respondents. Besides, it developed trust and perceived as less threat.
However, the closed ended forms made it easy for the researcher to handle and analyse the results
quickly.

On the other hand quantitative data through the use of structured interview were gathered from
some after sales service managers and some regular customers of the company who normally
comes to the premises of the company to repair their vehicles. The interview conducted took 5
minutes for each individual contacted for the interview. Four (4) people from the staff of the
company were interviewed whereas seven (7) regular customers of the company also were

interviewed.

3.7 Validity and Reliability of Questionnaire

Validity and reliability in research is the degree of stability exhibited when measurement is
repeated under identical conditions (Naoum, 1998) Research validity refers to whether the
researcher actually measured what was supposed to measure and not something else. Reliability
means that responses to the questionnaire were consistent (Naoum, 1998). The researcher took the
following steps in order to ensure the validity of the data. The questionnaire was based on
information obtained from literature review. This was to ensure that it was a representation of all
various elements in the study ((Naoum, 1998). The questions were formulated in simple language
for easy understanding. The researcher gave the questionnaire to colleagues for peer review. It was
also given to the supervisor to scrutinize to ensure its validity. The colleagues and supervisor
added some questions and certain aspects of the questionnaire were rephrased for clarity. The
questionnaire was administered and collected by the researcher himself. This helped clarify where

participants did not understand. Questionnaires were then printed out for distribution according to
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the sample selected. However, a second reliability test during the analysis of overall data gathered
recorded Cronbach’s alpha results of less than 0.7 for two of the constructs, Tangibles determinant
of customer satisfaction. One question each was excluded in these two constructs to achieve the
desired levels of internal reliability of question items. Analysis of data was therefore based on the

final set of question items.

3.8 Data Analysis

The data collected were edited and examined for completeness and consistency using both
qualitative and quantitative method to analyze the data. The analyses of qualitative data collected
from sampled respondents were done by the use of descriptive analysis. The analysis of
quantitative data collected from sample respondents was computed from the result of Statistical
Package for Social Sciences (SPSS) version 20 software. To describe the sample characteristics in
the data analysis report, respondent’s profile such as age, gender, educational background and
income has been analyzed in the form of table. Frequencies and percentages were used to analyze
findings where necessary, using statistical package for social scientist (SPSS) and Microsoft Excel.
The data was first coded to allow for easy analysis. The field data was processed by editing;
coding, classification and tabulation to present a cleared view for analysis. The coding was
necessary for efficient analysis of data. For this research work, coding decisions were taken at the
designing stage of the questionnaire. The field data was processed by editing; coding, classification
and tabulation to present a clear view for analysis. Data was then presented in the form of tables

and charts for ease of interpretation and discussion.
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3.9 Company Profile
Toyota Ghana Company Ltd (TGCL) was incorporated in Ghana in January 1998 by the

investment of Marubeni Corporation, Japan and Marubeni Auto Europe S.A, Belgium. The
company started operations in April 1998.Marubeni Corporation became the sole shareholders of
the company. As the sole authorized distributor for Toyota Corporation of Japan (TMC), the
principal activity of TGCL is the sale of new Toyota vehicles, sale of spare parts and the provision
of after sales service support. Again, the staffs of TGCL are equipped with the requisite skill that
enhances the quality of service to the Toyota Global Standards. In 2013, the company became the
sole authorized distributor of HINO Trucks, selling HINO trucks and providing after-sales support

for its customers.

TGCL has branches in —Accra, Tema, Kumasi and Tarkwa. In addition, TGCL has appointed five
(5) workshops across the length and breadth of Ghana. They are Ansuare Company Limited in
Tamale, Kwansa Auto Lt Takoradi, Gerco Auto Ventures in Ho, Cape Coast Technical Institute in

Cape Coast and Eusbett Service Centre in Sunyani as authorized Service Shops for TGCL.

3.9.1 Vision Statement
TGCL’s vision is to provide its customers with the best vehicle purchased and ownership

experience.

3.9.2 Mission Statement

TGCL’s mission is to:
% Operate to become the most customer focused and environment friendly automobile

company in Ghana.
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« Provide integrated services of Toyota vehicles (Sales, Spare Parts and Service)

« Provide adequate and up to date training for our staff, dealers and fleet users.

« Establish a service network that fixes it right the first time. anytime, anywhere and with the
right components.

« Contribute to Society as a good corporate citizen.

Guided by this vision, management of the branch re-engineered its core mandate in 2003 and
rolled out a string of innovative services like the yearly body care promotion for all Toyota and
Non-Toyota vehicles. That has since marked a step to living our vision. The branch is
determined to distinguish its services by offering top-notch quality services and proven
customer satisfaction. They also provide automobile body care needs in Ghana and beyond in
the outlined areas;

» Collision Repair Estimates

» Quality Collision Repairs

» Vehicle Valuation Report

» Vehicle Recovery Advice

The various branches nationwide Spare Parts departments sell Toyota genuine body panel,
reinforcements, moulding, upholstery and windshield parts. The spare parts are supplied by
original manufacturers and are made from high-strength steel capable of withstanding high

compressive, tensile and fatigue stresses.
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CHAPTER FOUR

DATA PRESENTATION, ANALYSIS AND DISCUSSION OF FINDINGS

4.1 Introduction

This chapter comprises of two sections. Section A and B. Section A involves the presentation and
analyses of data gathered for the study. The analysis of data is necessary after collecting the data
research which will make it possible for the interpretation of results, discussions and drawing of
conclusions for the study. Analysis of the data collected was done using statistics methods such as
frequency distribution tables, percentage, mean and descriptive analysis for easy interpretation.
Section B presents discussions of the findings which were based on the objectives outlined for the
research. The purpose of the study was to assess customer satisfaction in the automobile industry.
The chapter focused on important items such as response rate, demographic representation of

respondents and the various research objectives formulated for the study.

SECTION A (DATA PRESENTATION AND ANALYSIS)

4.2 Response Rate

A total of 150 questionnaires were administered to the survey respondents and 156 were completed
and returned. Forty four questionnaires were not properly completed and as such did not form part
of the analysis. One hundred and twenty (120) both staff of Toyota Ghana and its customers

completed the questionnaires were and therefore analysed constituted a response rate of 80%.
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4.3 Demographic Characteristics of Respondents

This section presents demographic characteristic of staff of Toyota Ghana Ltd. It includes

important characteristics such as gender, educational background, years of working experience etc.

Table 4.1 Gender of Staff of Toyota Ghana

Freq. Percentage
Male 21 84%
Female 4 16%
Total 25 100

(Source: Field Survey,2017)

Table 4.1 outlines the gender characteristics of staff of the company. A careful look at the table
reveal that , out of the total respondents of 25 staff of Toyota Ghana Ltd, 21 respondents
representing 84%% were male whereas 4 respondents representing 16%% were female. This

implies that there are gender inequalities working at Toyota Ghana Ltd

Table 4.2 Educational Qualification of Staff

Staff
Responses Freq. Percentage
Tertiary 14 56%
Secondary/Technician 9 36%
Basic 2 8%
Total 25 100

(Source: Field Survey,2017)

Table 4.2 outlines the educational qualification of staff f Toyota Ghana. Out of the total
respondents of 25, 14 respondents representing 56.% hold tertiary educational qualification while 9
of the staff representing 36%% either hold secondary/Technician educational qualification and two

(2) respondents representing 8% hold basic education certificate. This indicates that majority of
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staff especially the main players at Toyota Ghana Ltd are quite educated therefore their sense

judgment on the questionnaire could be brought to bear in drawing conclusion for the study

Table 4.3: Working Experience of Staff of Toyota Ghana Ltd.

Responses Frequency Percentage
Less than 2 years 6 13.3%
2-5 years 15 33.3%
6-9 years 21 46.7%
10 years and over 3 6.7%
Total 45 100

Source: Researchers Field Work, 2017

Table 4.3 shows the work experience of staff at Toyota Ghana Ltd contacted for the study. Out of
the total respondents of 45, it was established that 21 respondents representing 46.7% had between
6-9 years of experience in the company while 15 respondents representing 33.3% had between 2-5
years of experience in the company and 6 respondents representing 13.3% also had less than 2
years of experience in the company. However, only 3 respondents representing 6.7% had between

10 or more years of experience in the company.

Table 4.4 Interaction with Customers to Find Their Needs

Responses Frequency Percentage
Yes 42 93.3%
No 3 6.7%
Total 25 100

Source: Field data, 2017
Table 4.7 presents staff view as to whether they interact with customers to find out their needs. Out

the total respondents of 45, 42 respondents representing answered yes to the fact that they
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normally interact with customers to find out their needs whereas 3 respondents representing 6.7%

answered No to the fact that they do not interact with customers to find out their needs.

Table 4.5: Customers Satisfaction with the Company’s Services

Response Frequency Percentage
Yes 37 82.2%
No 8 17.8%
Total 45 100

Source: Field Data, 2017

Table 4.8 presents views of staffs as to whether customers are satistied with the products/services
of the company. Out of the total respondents of 45 staff, 37 respondents representing 82.2%
confirmed that customers are satisfied with the company’s products and services whereas 8

respondents representing 17.8% answered no to the fact that customers are not satisfied with the

company’s products and services.

Table 4.6: Rating of Customer Service Turnaround Time of the Company

Response Frequency Percentage

Very Good 11 24.4%
Good 31 68.9%
Poor 2 4.4%

Very Poor 1 2.2%
Total 25 100

Source: Field data, 2017
Table 4.9 illustrates staffs view on how they rate the customer service turnover of the company.
Out of the total staff number of 45, 31 respondents representing 68.9% of the staff rated the

customer service turnaround time as good while 11 respondents representing 24.4% of them rated
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the customer service turnaround time as very good. Conversely, 2 respondents representing 4.4%
rated customer service turnaround time as poor and 1 respondent representing 2.2% rated it as very

poor.

Table 4.7: Staffs Interactions with Customers to know their Needs

Response Frequency Percentage
Very Often 9 20%
Often 31 68.9%
Sometimes 5 11.1%
Not Atal e— e
Total 25 100

Source: Researchers Field Work, 2017

Table 4.12: discusses staffs view as to how often they interact with customers to find out their
needs. From the table out of 45 respondents, 31 respondents representing 68.9% confirmed that
they oftenly interact with customers to find out their needs while 9 respondents representing 20%
indicated that they interact with customers to know their needs very often and 5 respondents
representing 11.1% conceded that they sometimes interact with customers to know their needs.

However, none of the respondents responded to the fact that they do not interact with customers at

all.
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4.2 CUSTOMERS RESPONSES

Table 4.8 Category of Customer

Response Frequency Percentage
Individual 59 75.6%
Corporate 19 24.4%
Total 78 100

Source: Researchers Field Work, 2017

Table 4.14 shows the category of customers that does business with Toyota Ghana Ltd. Out of the
total respondents of 78, 59 respondents representing 75.6% were individual customers whereas 19
respondents representing 24.4% were corporate customers who represented some corporate
organisations within the Kumasi metropolis.

Table 4.9: Gender of Representation of Customers

Gender Freq. Percentage
Male 59 81.9%

Female 13 18.1%
Total 72 100

Source: Researchers Field Work, 2017

It is always important to consider the demographic characteristics of respondents to a study.
According to Neumann (2000) the demographic environment is of consideration interest to the
market researcher because it involves people, and people make up markets. Among the noticeable
demographics that were considered are gender, Age, level of Education and experience in the
industry. Table 4.1 shows the gender representation of respondents to the study. From the table, out
of the total respondents of 78 customers, 63 respondents representing 80.8% contacted for the
study were male whereas 15 respondents representing 19.2% were female. This indicates that
majority of Toyota Ghana Ltd customers are dominated by male.
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Table 4.10: Number of Years being a Customer to Toyota Ghana Ltd.

Response Frequency Percentage
Below 3 years 12 15.4%
4-6 36 46.2%
7-9 23 29.5%
10 years and more 7 8.9%
Total 78 100

Source: Researchers Field Work, 2017

Table 4.14 highlights the number of years that the various customers have being with Toyota
Ghana. Out of the total respondents of 78 customers, 36 respondents representing 46.2% had been
customers of the company for between 4-6 years while 23 respondents representing 29.5% had
been with Toyota Ghana as customers between 7-9 years and 12 respondents representing 15.4%
had been customers of the company below the last 3 years. However, only 7 respondents

representing 8.9% had been with Toyota Ghana for the last 10 years or more.

Table 4.11 Educational Level of Customers

Customers
Responses Freq. Percentage
Tertiary 36 46.1%
Secondary/Technician 27 34.6%
Basic 15 19.2%
Total 78 100

Source: Researchers Field Work, 2017

Table 4.11 presents educational level of respondents contacted for the study. From the table, out of
the total respondents of 78 customers, 36 respondents representing 46.1% hold tertiary educational
qualification whiles 27 respondents representing 34.6% had secondary school leaving certificate to
their credit and 15 respondents representing 19.2% had basic level education to their credit.

Customer satisfaction shows how customers react, receive and response to the services rendered to
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them by the company. It shows how customer would continue to patronize and use the product and

service of a company through service quality, better customer relationship and value for money.

Table 4.12 Perception of Relationship with Staff of the Company

Response Frequency Perception
Very Cordial 19 24.4%
Cordial 49 62.8%
Unpleasant 10 15.4%
Very Unpleasant - e
Total 78 100

Source: Researchers Field Work, 2017

Table 4.12 presents customers’ views as to how they perceive their relationship with staff of
Toyota Ghana Ltd. Out of the total respondents of 78 staff, 49 respondents representing 62.8%
indicated that their relationship with staff of the company is cordial while 19 respondents
representing 24.4% confirmed that their relationship with the company is very cordial and 10
respondents representing 15.4% also indicated their relationship with the staft of the company is

unpleasant.

4.4 LEVEL OF CUSTOMER SATISFACTION AT TOYOTA GHANA LTD.

4.13 Customers Perception about the Company’s Products and Services.

Responses Frequency Perception
Yes 57 73.1%
No 21 26.9%
Total 78 100

Source: Researchers Field Work, 2017

Table 4.13 highlights customers’ view as to whether the company products and services meet their

expectation. Out of the total response of 78, 57 respondents representing 73.1% answered Yes to
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fact that the company’s product and service are tailored to their needs whereas 21 respondents

representing 26.9% responded No to the fact products and services of Toyota Ghana Ltd.

4.14 Customers Expectation of Company’s Products and Services

Response Frequency Percentage
Yes 52 66.7%
No 26 33.3%

Total 78 100

Source: Researchers Field Work, 2017

Table 4.14 outlines customers’ views as to whether the company’s product and services meet their
expectation. Out of the total respondents of 78, 52 respondents representing 66.7% responded Yes
to the fact that the products and services of Toyota Ghana meet their expectation whereas 26
respondents representing 33.3% answered No to the fact that products and services of Toyota
Ghana Ltd. meet their expectation. This implies that the product and services of the company meet

the expectation of customers.

Table 4.15 Customers’ Satisfaction with After Sales Services Rendered by the Company

Response Frequency Percentage
Yes 56 71.8%
No 22 28.2%

Total 78 100

Source: Field Survey, 2017

Table 4.15 shows respondents views as to whether customers are satisfied with the after sales
services rendered by the company. Out of the total respondents of 78, 56 respondents representing
71.8% answered “Yes” to the fact that after sales services rendered by the company meets their
satisfaction whereas 22 respondents representing 28.2% answered “No “ to the fact that after sales
services of the company do not meet their satisfaction. This indicates that majority of customers

are pleased with the after sales services of the company.
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Table 4.16: Ratings of the Garage Services of the Company

Ratings Frequency Percentage
Excellent 4 5.1%
Very Good 42 53.8%
Good 15 19.2%
Fair 6 7.7%
Poor 11 14.1%
Total 78 100

(Source: Field Survey, 2017)

Table 4.16 shows the customer’s rating of garage services of the company. Out of the total
respondents of 78, 42 respondents representing 53.8% rated it as “very good” while 15 respondents
representing 19.2% rated it as “Good” and 11 respondents representing 14.1% rated it as “poor”.
On other hand, 6 respondents representing 7.7% rated it as “fair” and 4 respondents representing
5.1% rated it as excellent. This indicates that majority of respondents rate the garage service of the

company as very good.

Table 4.7: Customer’s Satisfaction on tools, equipment and human resource capacity of the

Company
Response Frequency Percentage
Yes 63 80.8%
No 15 19.2%
Total 78 100

(Source: Field Survey, 2017)

Table 4.17 presents customers’ satisfaction with regards to tools, equipment and human resource
capacity of the company. From the total respondents of 78, 63 respondents representing 80.8%
confirmed that they are satisfied with the tools, equipment and human resource capacity of the

company whereas 15 respondents representing 19.2% were not satisfied with the tools, equipment
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and human resource capacity of the company. This indicates that majority of respondents are

satisfied with the tools, equipment and human resource capacity of the company.

Table 4.18: Customers Ratings of Equipment and Facility of the Company

Response Frequency Percentage
Excellent 7 9%
Very Good 34 43.6%
Good 19 24.4%
Satisfactory 12 15.4%
Poor 6 7.7%
Total 78 100

(Source: Field Survey,2017)

Table 4.18 outlines customers rating of equipment and facilities used Toyota Ghana Ltd for after
sales services. From the total respondents of 78, 34 respondents representing 43.6% rated the
equipment and facility of the company as very good while 19 respondents representing 24.4%
rated it as good and 12 respondents representing 15.4% also rated it as satisfactory. On the other
hand, 7 respondents representing 9% rated it as excellent and 6 respondents representing 7.7%
rated it as poor. This indicates that respondents are satisfied with equipment and facilities used by

the company.

Table 4.19 Company’s Explanation to Cost Charged

Response Frequency Percentage
Yes 62 79.5%
No 16 20.5%

Total 78 100

(Source: Field Survey, 2017)
Table 4.19 shows customers’ view as to whether the company provides explanation to the cost
charged with regards to after sales services. From the total respondents of 78, 62 respondents

representing 79.5% answered yes to the fact that the company provide explanation to the cost
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charged for services rendered while 16 respondents representing 20.5% answered no to the fact
that the company provide explanation to cost charged. This clearly means that the company

provides explanation to cost charged for service rendered to customers.

Table 4.20 Customers Ratings of satisfaction on cleanness of vehicle after washed

Response Frequency Percentage
Very Satisfied 23 29.5%
Satisfied 42 53.8%
Neutral 2 2.6%
Dissatisfied 7 9%
Very Dissatisfied 4 5.1%
Total 78 100

(Source: Field Survey,2017)

Table 4.20 presents customers ratings of satisfaction on cleanliness of vehicle after washing.

From the table, 42 respondents representing 53.8% representing 53.8% responded that they are
satisfied with the cleanliness of their vehicle after washing while 23 respondents representing
29.5% claimed they are very satisfied with the service and 7 respondents representing 9%
indicated that they are dissatisfied with the service Additionally, 4 respondents representing 5.1%
reported that they are very dissatisfied with the cleanliness of the vehicle washed. This implies that

customers are generally satisfied with the cleanliness of vehicle after washed.
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Table 4.21 Customers rating of satisfaction on the competency of maintenance technicians

Response Frequency Percentage
Very Satisfied 15 19.2%
Satisfied 49 62.8%%
Neutral -—--
Dissatisfied 8 10.3%
Very Dissatisfied 6 7.7%
Total 78 100

(Source: Field Survey, 2017)
Table 4.21 shows customers’ satisfaction level on the rating of competency of maintenance

technician. From the table, 49 respondents representing 62.8% reported that they are satisfied with
the competency of maintenance technicians while 15 respondents representing 19.2% indicated
they are very satisfied and 8 respondents representing 10.3% were dissatisfied with the
competency of maintenance technician. On the other hand 6 respondents representing 7.7% were
very dissatisfied with the competency of maintenance technician. This shows that respondents are

satisfied with the competency of the maintenance technicians.

4.22 Customers satisfaction on the politeness of Service Technician of Toyota Ghana

Response Frequency Percentage
Very Satistied 16 20.5%
Satistied 39 50%
Neutral 8 10.3%
Dissatisfied 9 11.5%
Very Dissatisfied 7 9%
Total 78 100

(Source: Field Survey,2017)

Table 4.23 shows customers’ satisfaction level on the politeness of service technician at Toyota
Ghana. According to the statistics on the table, 39 respondents representing 50% were satisfied
with the politeness of service technician while 16 respondents representing 20.5% indicated they
are satisfied with politeness of the of service technician and 9 respondents indicated they are
dissatisfied with the politeness of the service technician. Again, 8 respondents representing 10.3%
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remained neutral to the statement whereas 7 respondents representing 9% were very dissatisfied

with politeness of the service technician.

Table 4.23 Staff Show of Concern for Customers’ Complaints

Response Frequency Percentage
Yes 56 71.8%
No 22 28.2%

Total 78 100

Source: Researchers Field Work, 2017

Table 4.23 discusses customers view as to whether staff of the company show concern for
customers’ complains. From the total respondents of 78, 56 respondents representing 71.8%
responded to the fact that staff of Toyota Ghana Ltd show concern for their complain whereas 22
respondents representing 28.2% responded no to the fact that staffs of Toyota Ghana Ltd do not
show concern for their complains. This implies that staff of the company shows concern for

customers’ complaint which also bring about satisfaction to customers.

Table 4.24: Customers’ Recommendation of the Company to Prospective Customers

Response Frequency Percentage
Yes 57 73.1%
No 21 26.9%
Total 78 100

Source: Researchers Field Work, 2017

Table 4.24 illustrates customers’ view as to whether they would recommend the company to
prospective customers. Out of the total respondents of 78, 57 respondents representing 73.1%

responded yes to the fact that they would recommend the company to prospective customers
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whereas 21 respondents representing 26.9% indicated no to the fact that they would never

recommend the company to prospective friends.

Table 4.25 Customer Ratings of overall Satisfaction on Toyota Ghana Ltd After Sales
Services

Response Frequency Percentage
Very Satistied 15 19.2%
Satisfied 55 70.5%
Neutral 1 1.2%
Dissatisfied 4 5.1%
Very Dissatisfied 3 3.8%
Total 78 100

(Source: Field Survey,2017)

Table 4.25 shows customer ratings of overall satisfaction after sales services of Toyota Ghana Ltd.
Out of the total respondents of 78, 55 respondents representing 70.5% confirmed that they are
satisfied with the services of the company while 15 respondents representing 19.2% indicated that
they are very satisfied with the service and 4 respondents representing 5.1% were dissatisfied with
the services of the company. On the other hand, 3 respondents representing 3.8% were very
dissatisfied with the services of the company. This indicates generally majority of respondents are
satisfied with the services of the company therefore there is positive response toward satisfaction

level of customers.
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4.6.12 Customers views on the Determinant of Customer Satisfaction

Table 4.26: Customer Determinant of Customer Satisfaction

i > 0 o g w
Determinants N &2 Z z 9 9 @ = g "
3 D = 8 & S @ < 2
@ o] Q
Qe ® o P T 2 =] =
< = ® o < ©
The company is able to
provide maintenance service .3% 2% .9% .5% .8% . .
id i i 78 23(33.3% 29(37.2%) 7(8.9%) 16(20.5% 3(3.8% 3.28 1.380
on short notice
The company performs the
. (1) . (1) B . 0 . (1) B .
e riaht the first t 78 22(28.2%) 32(41.0%) 8(10.2%) 11(14.1%) 3.05 1.461
service right the first time
Provision of error free
] 78 25(32.1%) 30(38.5%) 4(5.1%) 13(16.7%) 6(7.7%) 3.34 1.413
services
The company is able to
provide the right 78 21(13.0%) 33(32.6%) 5(6.4%) 14(17.9%) 5(6.4%) 2.89 1.286
merchandise selection
The company provide a
dvalue f 78 17(21.8%) 37(47.4%) 9(11.5%) 12(15.4%) 3(3.8%) 3.48 1.204
good value for money
Staff of the company are
helof 78 23(29.5%) 38(48.7%) 6(7.9%) 11(14.1%) - 2.79 1.014
very helpfu
The product/services of the
has fai o 78 19(24.3%) 42(53.8%) 5(6.4%) 9(11.5%) 3(3.8%) 3.21 1.218
company has fair prices
The products/service of the
s of q i 78 30(38.5%) 28(35.9%) 8(10.2%) 5(6.4%) 7(8.7%) 341 1.308
company is of good quality
The company is prompt in 0
solving customer complaints 78 16(20.5%) 41(52.6%) 9(11.5%) 9(11.5%) 7(8.7%) 3.15 1.331
The company's
product/Service has 78 24(30.7%) 35(44.9%) 4(5.1%) 10(12.8%) 5(6.4%) 2.73 1.268
excellent features
There is always an easy
access to the company's 78 26(33.3%) 28(35.8%) 6(7.6%) 11(14.1%) 7(8.9%) 3.19 1.402
product or services
The Company provides
del ) 78 28(35.9%) 37(47.4%) 3(6.5%) 9(19.6%) 6(13.0%) 3.11 1.304
prompt delivery services
(Total) 78 274(29.2%) 410(43.73%) 66(7.04%)127(13.55%) 60(6.4%) 3.13 1.299

(Source: Field Survey,2017)

x-bar >3.0 =agreed

Customers of Toyota Ghana Ltd. were quizzed on some of the various services at Toyota Ghana

Ltd that determines their satisfaction level. (Table 4.24) is a tabular form with a Likert scale
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ranking format for the respondents to rank in order of agreement, Strongly Agree (SA), Agree (A),
Neutral (N), Disagree (D), Strongly Disagree (SD). From the table, the first determinant was the
company provide a good value for money fetched a mean rate of 3.48 while The products/service
of the company is of good quality was next on the rating with a mean of 3.41 and Provision of

error free services followed with a mean rate of 3.34.

Moreover, the company is able to provide maintenance services on short notice also obtained a
mean rate of 3.28 while the product/services of the company has fair prices gained a mean rate of
3.21 and there is always an easy access to the company's product or services attracted a mean rate
of 3.19.

Furthermore, the company is prompt in solving customer complaints had a mean rate 3.15 while
The Company provides prompt delivery services scored a mean rate of 3.11 and the company
performs the service right the first time scored a mean rate of 3.05.

However, those determinants that below the x-bar >3.0 =agreed mark were the company is able to
provide the right merchandise selection scored a mean rate of 2.89 while staffs of the company are
very helpful obtained a mean rate of 2.79 and the company's product/service has excellent features
scored a mean rate of 2.73.

This analysis indicates that customer believe that those elements mostly determines the satisfaction
of customers with regards to the services rendered by the company include the company providing
a good value for money, products/service of the company being of good quality, provision of error
free services company is able to provide maintenance services on short notice, product/services of
the company has fair prices and there is always an easy access to the company's product or
services. This is consistent with the work of two guru’s, Gronroos and Edvardsson (Gronroos,

2001; Edvardsson, 2005; Edvardsson, et al.,2005), who postulate that perceived service quality is
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an important determinant of customer satisfaction that have both cognitive and affective

dimensions beyond just cognitive assessment of customers of the offering of service providers.

To further assess the features that draws customers to the company, a comparison of the
determinant of customers’ satisfaction were graded to ascertain using the total percentage

determines satisfaction as responded by customers. This is illustrated in Figure 4.1
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Figure 4.1: shows level of agreements and disagreement on determinant of customers
Satisfaction Company’s product and services.

SA A

A cursory look at Figure 4.1 indicates that the agreement categories of customers’ determinant of
customers satisfaction were consistently higher than the disagreement categories. Hence, one is
proven right to draw the valid conclusion that customers reported a positive determinant of

customers’ satisfaction in their ratings.
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4.7 Responses on Customers’ Perception of After Sales Services At Toyota Ghana Ltd.

Table 4.26 Customers Perception of After Sales Services at Toyota Ghana Ltd

After Sales Services N Excellent Very Good  Good Fair Poor Mean Std. Deviation
Freq.% Freq.% Freq.% Freq.% Freq.% (x)

Repairs and Maintenance

. 78 53(66.3%) 13(16.3%) 8(10%) 4(5%) - 4.47 .879
Services
Sale and Supply of Spare
Parts 78 14(17.5%) 41(51.3%) 16(20%)  3(3.8%) 4(5%) 3.74 973
Online Telephone Services 78 ------—--- 3(3.8%)  24(30%) 38(47.5%) 13(16.3%) 2.22 167
Car Washing Services 78 10(12.5%) 54(67.5%)  7(8.8%)  5(6.3%)  2(2.5%) 3.83 .828
Vehicle Inspection Services 78  6(6.5%) 31(38.8%) 30(37.5%) 6(7.5%)  5(6.3%) 3.35 965
Warranty 78  7(8.8%) 11(13.8%) 46(57.5%) 9(11.3%)  5(6.3%) 3.08 .937
Training Services 78  6(7.5%) 13(16.3%) 41(51.3%) 13(16.3%)  5(6.3%) 3.03 953
Documentation 78  7(8.8%)  7(8.8%) 37(46.3%) 21(26.3%) = 6(7.5%) 2.85 1.007
Total 78 103(16.5%) 173(27.7%) 209(33.5%) 99(15.9%) 40(6.4%)  3.32 914

Source: Researchers Field Work, 2017

Here the study sought to establish the perception of customers on after sales services at Toyota
Ghana Ltd. Table 2.25 is likert scale ranking format for the respondents to rank in order of
satisfaction level, Excellent (5), Very Good (4), Good (3), Fair (2), and Poor (1). From table 4.25,
the first after sales services as voted by respondents was repairs and maintenance services which
attracted a mean rate of 4.47 while sales and Car Washing Service earned a mean rate of 3.83 and Sale
and Supply of Spare Parts scored a mean rate 3.74. Again, vehicle inspection services also
recorded 3.35.

Furthermore, warranty services scored a mean rate of 3.08 whereas training services attracted a
mean rate of 3.03.

However, these after sales services could not meet the x-bar >3.0 =agreed mark were such as
documentation attracted a mean rate 2.85 whereas online telephone services obtained a mean rate

of 2.22 which was the last service rated by customers. This statistics implies that customers are
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well satisfied with the repairs and maintenance services of the company, car washing services and
sales and supply of spare parts whereas those services that fell under agreed mark of 3.0 were

satisfactory to customers.

To further assess the general satisfaction level of customers of the after sales services at Toyota
Ghana, a comparison of the total percentages of all the responses were established to know the

actual satisfaction level of customers’ perception of after sales services at Toyota Ltd in Figure 4.2.

An observation of the standard deviation values were all reasonably low indicating little

40

35

30

25

20

15 -
10 -
5
0 - : : :

Excellent Very Good Good Fair Poor

Figure 4.2 Satisfaction levels of after sales services at Toyota Ghana Ltd.

variances in the responses reported. The overall mean value of (X =3.32) indicates that customers
were generally satisfied with the after sales services provided by Toyota Ghana Ltd. This actually
paint the picture that customer generally rated their satisfaction level of after sales services in the

company as good as shown in figure 4.1.
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4.7 EFFECT OF AFTER SALES SERVICES ON CUSTOMER SATISFACTION

Table 4.28 Customers Response to the whether After Sales Services had any effect on their
Satisfaction level

Response Frequency Percentage
Yes 65 83.3%
No 13 16.7%

Total 78 100

(Source: Field Survey,2017)

Table 4.28 presents customers’ view as to whether after sales services did had any effect on their
satisfaction level. According to the table, 65 respondents representing 83.3% indicated that after
sales services do have an effect on their satisfaction whereas 13 respondents representing 16.7%
indicated that after sales services did not any effect on their satisfaction. This clearly indicates that
majority of respondents testify that after sales services at Toyota Ghana Ltd had effect on their

satisfaction level.

Table 4.29 Customer Recommendation of After Sales Services of the Company

Responses Frequency Percentage
Definitely Would 56 71.8%
Might Consider 14 17.9%
Will Never 8 10.3%
Total 78 100

(Source Field Survey, 2017)

The consequences of not satisfying a customer comes with various implications because if
customers are satisfied they will complain to third party which in turn affect the continues
patronage of the company’s product and services as suggested by Hoyer and Maclnnis (2001).
Table 4.29 shows customers views as to whether they will recommend the company’s services to
another person. According to the statistics gathered from the table, out of the total respondents of

78, 56 respondents representing 71.8% indicated that they would definitely recommend the
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company’s services to another person while 14 respondents representing 17.9% confirmed that
they might consider recommending the company’s services to another person and 8 respondents
representing 10.3% responded that they would never recommend the company’s services to

another person.

Table 4.30: Customers views as to whether they would return for Toyota Ghana Ltd Services

Responses Frequency Percentage
Definitely Would 66 84.6%
Might Consider 9 11.5%
Will Never 3 3.8%
Total 78 100

(Source Field Survey, 2017)

Table 4.30 Customers views as to whether they would return to the service of Toyota Ghana Ltd.
According to the statistics on the table, 66 respondents representing 84.6% confirmed they would
definitely return to the service center while 9 respondents representing 11.5% indicated that they
might consider returning to the service center and 3 respondents representing 3.8% responded that
they will never return to the service. This indicates that customers are satisfied with the after sales

services rendered to them by the company and could even go ahead and recommend a third party.

4.4.2 Relationship between level of satisfaction and after sales services

The relationship between’ customer’s satisfaction on after sales services and satisfaction level of
customers were correlated using the Spearman rho correlation coefficient. The Spearman’s rho

correlation coefficient was used because it was the most appropriate for the variables under
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Table 4.27 Correlation Matrix for Determinant of Satisfaction as against After Sales
Services.

Determinant of After Sales Services
Satisfaction
Spearman's  Overall Correlation Coefficient ~ 1.000 .666™"
rho Determinant of Sig. (2-tailed) . .000
customer N 78 74
satisfaction
Overall After Sales  Correlation Coefficient  .666™ 1.000
Services Sig. (2-tailed) .000
N 78 76

**_Correlation is significant at the 0.01 level (2-tailed).

Source: Author’s field Survey, 2017

To examine the relationship between customer satisfaction and after sales services, a correlation
matrix was plotted for the overall determinant of customers’ satisfaction variables against the
overall after sales services variables. Table 4.27 presents the correlation matrix for the level of
satisfaction variables against after sales services in the company. The table made use of the
Spearman’s rho correlation coefficients of variables under study and their associated significance
levels. The correlation coefficient from the table (r=0.666, p.>0.000) indicate that there exists a
positive but strong correlation between the determinant of customer satisfaction and after sales
services. This implies that, there is a relationship between the customer’s satisfaction and after

sales services which indicate a strong relationship.
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Table 4.31 One-way Anova of customers’ satisfaction of after sales service and Years of
Service Experience

Variables Customer Service Experience (in Total
years) mean
I-5(N) 6-10(N) Abovel0(N)

Repairs and Maintenance Services 325 10 339 19 3.67 53 3.28
Sale and supply of Spare parts 315 9 343 19 3.89 53 3.11
Online Telephone Services 295 9 3,00 19 348 53 3.16
Car Washing Services 316 9 345 19 3.67 53 3.08
Vehicle Inspection Services 3.14 9 339 19 3.65 53 3.93
Warranty 276 8 326 19 346 53 3.10
Training Services 3.03 9 318 18 3.29 54 3.14
Documentation 2.84 8 321 19 347 53 2.93
Overall Means 3.02 81 328 151 3.57 425 3.26

(Source: Field Survey,2017)

A detailed look at Table 4.31 reveals that the service experiences of customers affect their
satisfaction level. The overall mean values for the different groups of the service experience of
customers show an increase in satisfaction when the years of service experience of customers
increase. The table shows that teachers with 1 — 5 years of experience had a mean of 3.02, whilst
those of 6 — 10years experience had 3.28 and customers with experience of more than 10years had
a mean score of 3.57. This implies that the more the number of years of service experience

increases the more increase in satisfaction level of customers.
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4.7 Results of Interview Conducted on staff on Toyota Ghana Ltd.
Out of the fifteen (15) staff of the Toyota Ghana Ltd that were captured for the study, 10

respondents were made up of (Regional manager, service manager, relationship manager and 4
technical and maintenance officers were interviewed on the whether after sales services of the

company has any impact on customer satisfaction.

4.7.1 Which after sales service do customers normally patronized?

Four (4) technicians answered that the after sales service which in customers normally patronized
are repairs and maintenance, sales and supply of spare parts, training services and car washing

services.

4.7.1 What are the challenges normally encountered in the provision of after sales services.

On the challenges of normally encountered in the provision of after sales services, the service
manger answered that the main challenges facing most automobile companies are poor
implementation of after sale service, customers lack understanding the contents of the company
warranty, lack of customer handling and technical training, lack of having huge after sale service
workshop, shortage of parking area, few customers cheat the company by giving false information
about the problem of the vehicle, some customers feel nervous when they got problem in their
vehicle and they need immediate solution for serious vehicle problems, and shortage of spare part

as well as fluctuating prices of spare parts cost on the market in which customers always complain.
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4.7.2 Are you sure your customers are satisfied with your services

On whether customers are satisfied with the services provided by the company, the regional
manager concluded that the he believes that customers are always satisfied with the services
provided them since they receive minimal complaints from customers about the services and also

their customers base keeps on increasing day by day as a results of their good services.
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CHAPTER FIVE

SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

This chapter of the study presents the summary of finding, conclusion as well as recommendation

for the study.

5.2 Summary of Findings for the Study

Basically, the study focused on the assessment of customer satisfaction in the automobile industry.
The most important element in any business organization is to be able to provide its customers
with the best form of customer services through proper business models. This can help win
customers’ trust and maintain them over the years. Almost always, the best solution to adopt is to
enhance and build customer royalty through after sales services which will help develop the
Automobile industry into the unforeseeable future. According to the data gathered from discussion

and analysis done by staff and customers, the major findings of the study were as follows;

*» The study established that what normally determines the satisfaction of customers with
regards to the services rendered by the company include the company providing a good
value for money, products/service of the company being of good quality, provision of error
free services company is able to provide maintenance services on short notice,
product/services of the company has fair prices and there is always an easy access to the

company's product or services.
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*» The study established that Toyota Ghana Ltd. is able to enhance customers satisfaction
through provision of errors free services and customers given prompt delivery services in
times of emergency situations

« Again, the study also found out the after sales services like repairs and maintenance
service, sale and supply of spare parts, car washing services, training services, training
services are the most important variable that brought a lot of satisfaction to customers.
Customers believe these variables are the things which customers continue to patronize.

« Secondly, the study established that customer satisfaction comes about not just because
customers just want to get satisfied but through proper services rendered the company.
Some of elements suggested by customer as to what satisfy them are; providing a good
value for money, products/service of the company being of good quality, provision of error
free services, the company being able to provide maintenance services on short notice,
product/services of the company has fair prices and there is always an easy access to the
company's product or services etc. were those determinants that were of high value to their
satisfaction level.

« In the matric analysis after sale service components like maintenance service, warranty
service, telephone services, car washing service and spare part supply service are found
significantly related to overall satisfaction level of after sale service customers and they
have no equal contribution to overall satisfaction levels. However, driving orientation and
documentation services are not significantly related to overall satisfaction of customers.

¢ In the correlation matrix for the study established that there is a relationship between the
customer’s satisfaction and after sales services because as the more good services the

company provide, the more customers they attract and retain.
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In addition, from the one way anova there is a significant difference on the pattern of
response in all after services like ale and supply of spare, repair and maintenance service,
training service and car washing. Moreover, there is a significant difference on the pattern
of response on telephone service to solve the problem and for the overall telephone service.
While, there is no significant difference on time feedback through telephone service in
satisfying customers between those companies.

It was also found out the there is a significant effect of after sales services on customers
satisfaction, thus if the after services provided by company is satisfactory to customers,
they will in turn inform third party of the services which will attract more customers and
retain existing one. When this happens the company is likely to generate more profit as a
result of better services attracting more customers for company through an increase in
satisfaction level of customers.

additionally, the study established that the main challenges facing most automobile
companies are poor implementation of after sale service, customers lack understanding the
contents of the company warranty, lack of customer handling and technical training, lack of
having huge after sale service workshop, shortage of parking area, few customers cheat the
company by giving false information about the problem of the vehicle, some customers feel
nervous when they got problem in their vehicle and they need immediate solution for
serious vehicle problems, and shortage of spare part as well as fluctuating prices of spare
parts cost on the market in which customers always complain

Lastly, the study established that as the number of years of service experience increases for

the customer, the more increase in satisfaction level of the customers.
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5.3 Conclusions

Following the discussion and analysis of findings, it can be confidently concluded that;

K/
¢

Secondly, it can also be concluded that customers are quite satisfied with the products and
services of Toyota Ghana Ltd since those elements that determines their satisfaction level
of every customers were being offered by the companies since better services result in
customer satisfaction which in turn bring about customer loyalty.

It can also be concluded that after sales services enhances the interaction between the
company and its customers, there is still a lot to be done in other to improve the satisfaction
level of customers by putting in place strategies that would enhance customer satisfaction.
Some customer believe that the company prices for it product and services are on the high
side therefore something needs to be done about it.

In summary, it can be concluded that the after sales services are more likely to have a
positive effect on customer satisfaction in the automobile industry since customer
satisfaction is expressed more accurately across the stages of relationship initiation through
better maintenance services, documentation services, warranty services, training services,
car wash services. Because managing an effective customer relationship is key to managing

customer satisfaction and customer loyalty.

5.4 Recommendation

For an improve customer satisfaction to establish and developed, an effective customer

relationship building, the following suggestions are offered;

¢ Prompt delivery services, promise fulfilment and pre- finance, proper handling of

customers’ complaints should be considered seriously in order to enhance maintenance
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Automobile companies should focus on increasing the satisfaction and loyalty of
customers by responding to attractive requirements more. In addition, the reduction or
change of reverse requirements could reduce or avoid the dissatisfaction of customers,
which will increase the level of satisfaction of customers.

Automobile companies should solve the dissatisfaction of customers in quality, time

and price by assessing customer’s satisfaction frequently.
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APPENDIX
UNIVERSITY OF EDUCATION, WINNEBA
QUESTIONNAIRES FOR THE STAFF AND CUSTOMERS OF TOYOTA GHANA COMPANY
LTD.

QUESTIONNAIRE FOR STAFF

This questionnaire is part of a study on the topic “Assessing Customer Satisfaction in the
Automobile Industries: “A Case Study at Toyota Ghana Company Ltd-Kumasi Branch”.
Information gathered from you will be treated as confidential and for academic purpose only.
Thank you. Please tick [ \ ] in the spaces provided against the option that best indicates your

answer to the questions.

SECTION A: Demographic Information
1. Sex:
a) Male
b) Female

2. Age (in years)
a) Below 25
b) 26 — 30
c)31-39
d) 40 — 49
e) Over 50

[ B s B e T s Y s |
—_— e d ed

3. Educational level:

b) Diploma/HND []
c) Degree []
d) Post-Graduate (MBA) [ ]

4. Please indicate your position in the company

(a) Junior Staff (b) Middle level staff (c) Top Management
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1.
a) Less than a year
b) 2 — Syears
c) 6 — 9 years

d) 10 years and more

University of Education,Winneba http://ir.uew.edu.gh

Working Experience?

SECTION B: LEVEL OF CUSTOMER SATISFACTION AT TOYOTA GHANA

COMPANY LTD.

2. Are you allowed to use your own initiative in attending to customer needs?

3.

(a) Yes[] (b)No []

How often do you receive customer complaints?

(a) Very Often [ ] (b) Often [ ] (c) Sometimes [ ] (d) Notatall [ ]

4. Are you able to resolve customers’ complaints?

(a) Yes (b)No

S.

Do you normally interact with customers to find their needs?

(a) Yes (b) No

6.

Do you think your customers are satisfied with your services?

Yes [ ] No|[ ]

How will you rate the customer service turnaround time of the Toyota Ghana?

Very good [ ] Good [ ] Poor [ ] Very Poor [ ]

Do you think Customer Relationship Management practices have any impact on customer
satisfaction?
(a) Yes (b) No

How often do you use CRM to enhance customer relationship with customers?
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Very Often (b) Often (c) Sometimes (d) Not at all

10. How often do you interact with customers to find out their future needs?

(a) Very Often (b)Often (c)Sometimes (d) Not at all

12 How often does the company disseminate information about customers among department?

Very Often (b) Often (c)Sometimes (d) Not at

11. Do you think CRM practices have had any impact on customer satisfaction?

(a) Yes (b) No
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QUESTIONNAIRE FOR CUSTOMERS

This questionnaire is part of a study on the topic “Assessing Customer Satisfaction in the
Automobile Industries: “A Case Study at Toyota Ghana Company Ltd-Kumasi Branch”.
Information gathered from you will be treated as confidential and for academic purpose only.
Thank you. Please tick [V ] in the spaces provided against the option that best suits your answer to

the questions.

1. Please indicate your gender

(a) Female [ ] (b) Male [ ]
2. Please indicate your educational status?

(a) Post Graduate | ]

(b) Graduate [ ]

(c) Secondary [ ]

(d) Other, please specify........ccccevvviviiiinnnnnn..
3. Which category of customer do you fall in?

(a) Individual (b) Corporate (c) Other, specify..........ccovviiiiiiiiiinn....
4. How long have you been a customer to this company?

(a) Below 3 years[] (b)4-6[](c)7-9[ ] (d) More than 10 years | ]
5. How do you perceive the communication between mechanic of the company and customers

before any action is taken? (a) Excellent (b) Very Good (c) Good (d)Fair (e) Poor

6. Do the company provide explanation of cost charged, delivery time and follow up contact of

the company (a) Yes (b) No

84



University of Education,Winneba http://ir.uew.edu.gh

7. Do you think that the products and services offered by the company are tailored to your
needs? (a) Yes (b) No
8. Do they explain carefully the work to be done before any action is taken?
(a) Yes [ ] (®)No[ ]
9. Do you think the services/product(s) offered by the company meets your expectations?
(a) Yes [ ] (b)No[ ]
10. How quick does the company respond to your needs?
(a) Very Quick [ ] (b) Quickly [ ] (c) Slowly (d) Very slow
How will you rate the garage services of Toyota Ghana Limited?
(a) Excellent (b) Very Good (c) Good (d)Fair (e) Poor
11. Are you satisfied with the tools, equipment and human resource capacity of the company?
(a) Yes [ ] (b)No[ ]
12. How will you rate the equipment and facilities of the company?
(a) Excellent (b) Very Good (c) Good (d)Satisfactory (e) Poor
13. How will you rate the quality of service of the company?
(a) Excellent (b) Very Good (c) Good (d)Satisfactory (e) Poor
14. Do you have any intention of shifting to another company?
(@) Yes[] (b)No[ ]
15. Will you recommend the company to a prospective customer?

(@) Yes[] (®)No[ ]
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SECTION C: TO DETERMINE THE LEVEL OF CUSTOMER SATISFACTION AT

TOYOTA GHANA COMPANY LTD.

Statement Strongly Agree Neutral Strongly | Disagree
Agree Disagree

This company is able to
provide maintenance services
on short notice

The company performs the
service right the first time.

The provide error-free
services

This company has the right
Merchandise selection

The company provide a
good value for money

Staff of the company are
very helpful

The products of the
company has fair prices

The products of the
company is of good quality

The company is prompt in
solving my complaints

The company’s products
have excellent features
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SECTION D: WHAT ARE CUSTOMERS’ PERCEPTION OF AFTER SALES SERVICES

RENDERED BY THE COMPANY

Statement Excellent | Very Good Fair Poor
Good

Repairs and Maintenance Services

Spare parts sales and supply

Online Telephone Services

Car Washing Services

Vehicle inspection

Warranty

Training Services

Documentation
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