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ABSTRACT

Customer satisfaction is very important for anyibess whether it sale the product or services tsecé#uthe
customer is satisfied then they make the repeathpses and tell other persons like their friendsghborhoods,
family members etc. Customer satisfaction is anoirtgmt aspect because a higher level of satisfactam deliver many
satisfactions. Satisfying the customers occupie®at important position in business managementtothey satisfaction
plays a crucial and critical role as it deals witlstomers and their needs. The major task of argtan is to satisfy
customers by meeting their needs and wants. A mestds the king and has the right to choose frolarge variety of

offering. He is the main person around which aliibass evolves.

Today market is a more customer oriented in theeseatl the business operations revolve aroundfgatisthe
customer by meeting their needs through effectervise there is a very tough competition in theoendbile field
regarding customer satisfaction. After sales serpiays an important role in customer satisfactiditer-sale service is
important because it helps to ensure that custoarersatisfied with their purchases and in casnygfdifficulty installing
or setting up equipment, they can receive helpapply customer will be loyal and will advertise yamampany for the
great service they received thus keep the compaaking sales. With this study we will find out abdbe customer
satisfaction level (related to after sales servidde]AMGARHIA AUTOMOBILES, JHARKHAND.
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INTRODUCTION

Satisfaction is a subjective concept and cruciaiceon for both customers and organisations, thffiwlt to
determine. It depends on many factors and varies fperson to person and product to product. Theoitapce of
customer satisfaction in strategy development @ist@mers and market oriented cannot be easilyrdeted. Now a day it
has become very important factor for each and evganization to enhance the level of customer featisn. Customer
satisfaction, a term isused in marketing, it's aasuge how product and service supplied by the cosnpgeet or surpass
customer expectation. Customer satisfaction acegrgti ISO 9000, users opinion about the degreehichnits meets its

requirements. Customer satisfaction is a measupesifpurchase behaviour of the customers.

If customer expectations meet with the perceivddevaf goods and service then customer is satifigdf the
perceived value of goods and service is less thanctistomer expectations than customer is diseatisind if the

perceived value exceeded the expected value gfdbds and service than the customer is delighted.

| Impact Factor(JCC): 0.8127 - This article can be denloaded from www.impactjournals.us




[ 80 Ashok Kumar Mishra_|

ABOUT TATA MOTORS

Tata Motors Limited is India's largest automobitenpany, with consolidated revenues of INR 1,65,66¢ers
(USD 32.5 billion) in 2011-12. It is the leaderdommercial vehicles in each segment, and amongothén passenger

vehicles with winning products in the compact, nadsar and utility vehicle segments.

It is also the world's fourth largest truck and busnufacturer. Over 7.5 million Tata vehicles piyladian roads,
since the first rolled out in 1954. The companyanofacturing base in India is spread across Jarpshddharkhand),
Pune (Maharashtra), Lucknow (Uttar Pradesh), Pgam@ttarakhand), Sanand (Gujarat) and Dharwadn@aka).

Tata Motors is also expanding its international tfoimt, established through exports since 1961.
The company's commercial and passenger vehiclealgady being marketed in several countries inopey Africa,
the Middle East, South East Asia, South Asia, S@utterica, CIS and Russia. It has franchisee/joariture assembly

operations in Bangladesh, Ukraine, and Senegal.

It was Tata Motors, which launched the first indigesly developed Light Commercial Vehicle in 1986.
In 2005, Tata Motors created a new segment by ldngahe Tata Ace, India's first indigenously deysd mini-truck.
In 2009, the company launched its globally benclediPrima range of trucks and in 2012 the Ultrayeaof international

standard light commercial vehicles.

Table 1
Category Comr_nercial Pas§enger Total
Vehicles* Vehicles#
2009-10 582,933 1,900,704 2,483,637
Industry Sales (Numbers) 2010-11 742,091 2,466,8B4208,905
Growth (%) 27.3 29.8 29.2
2009-10 373,842 260,020 633,862
Company Sales (Numbers 2010-11] 458,828 319,712 5708
Growth (%) 22.7 23.0 22.8
Company Market Share (%) 2009-10 64.1 13.7 25.b
2010-11 61.8 13.0 24.3

OBJECTIVE OF THE STUDY

The study have been under taken to analyze th@roestsatisfaction towards all the variant of Tatatars
Ramgarh (JHARKHAND) with special reference to RAMBHAIA AUTOMOBILES, the other objective are :-

RESEARCH METHODOLOGY

To study the after sales service provided by TATAMRS.

To study the relation between effective after satgsice.

To knows if the customers are satisfied with ouexfiér sales service of TATA MOTORS.

The section will discuss about the research plahsampling plan used in the study. The followingléacan be

taken as a guideline for preparing this section -:
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Table 2

Research Plan
Research Design DISCRIPTIVE
Sources of data collection Primary and secondaty da
Research Technique Used Questionnaire, interview

Sample location TATA MOTORS RAMGARH CANTT
Sampling Plan Simple Random

Sample size 100

Sample unit Customer of Tata motors

METHOD OF DATA COLLECTION

Questionnaire

A Questionnaire consists of a number of questioimtqa or typed in a definite order on a form. Qigmaire is
mailed to respondents who are expected to readdenstand the questions & write down the reply i shace meant for

purpose in questionnaire itself. Questionnaire @ioistsimple & straight forward questions for thep@ndents.

Survey

Survey is concerned with describing, recording,lyaiag & interpreting conditions that either exidter exist.

Surveys are example of field research.

Sample Unit

Sample is the representative unit of the populatibis neither feasible nor desirable to coveirirenpopulation

so; the sample size is taken 100.

SOURCE OF DATA

Primary Data
The methods of collecting primary data are as ¥adlo
* Observation
* Interview
e Telephonic Interview
e Questionnaires
Secondary Data

The various sources of secondary data are as fellow
» Bibliographies

» Directories

* Newspaper

» Journals

Websites
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¢ Television

The secondary data like information of existingtougers, information about company’s profile prodir¢ and
sales figure has been taken from company’s website.

DATA ANALYSIS

¢ After Sales Service Provided in Showroom are Satisttory

Table 3
_
A Strongly agree 26%

B Agree 66 66%

C Neutral 06 6%

D Disagree 02 2%

E Strongly disagree 0%

Sales

B strongly afree

W oagree

H neutral

B disagres

L]

Figure 1

m strongly disagree

Interpretation

As per the samples collected regarding the as #isfaction level of customers in showroom it haeib

identified that 26% of customer are strongly adgié® of customer are agree,6% of customer are nearihrest of
customer are disagree.

e Staffs are Available in Timely Manner

Table 4
_
A Strongly agree 26%
B Agree 60 60%
C Neutral 8 8%
D Disagree 4 4%
E Strongly disagree 2%

From the samples collected about the staff ardablaiin showroom at their reporting time 26% o$toumers are
strongly agree,60% of customer are agree,8% ofomests are neutral for this,4% of customer are desagnd
2% of customer are strongly disagree.



responses

m strongly agree
H agree

o neutral

M disagree

W strongly disagres

Figure 2

e Staff are Waited You for Longer Time to Wait for the Finish of Vehicle Servicing

Table 5
_
A Strongly agree 12%
B Agree 20 20%
C Neutral 30 30%
D Disagree 32 32%
E Strongly disagree 6%

responses

W strongly agree
M =gree

®neutral

B disagree

B strongly disagree

Figure 3

Interpretation

From the samples collected about the staff areedatistomers for longer time to finish there vehsgrvicing it
has been found that 12% of customer are strongtgead?0% of customer are agree, 30% of customemnemral,
32% of customer are disagree and the rest of th®ers are strongly disagree.

e Staffs are Friendly and Cheerful Throughout

Table 6
_
A Strongly agree 6%
B Agree 26 26%
C Neutral 60 60%
D Disagree 4 4%
E Strongly disagree 4%




responses

= strongly agree
W oEgree

= neutral

W disagres

B strongly disagree

Figure 4
Interpretation

From the samples collected about the staff behaeedly and cheerful to their customers it has bieemd that
6% Of customer are strongly agree, 26% of custamemlgree, 60% of customer are neutral,4% of cuestane disagree
and the rest of the customers are strongly disagree

e Is Servicing Cost Charged are Reasonable and Affoeble

Table 7
A Strongly agree 6%
B Agree 42 42%
C Neutral 48 48%
D Disagree 4 4%
E Strongly dlsagree 0%
responses

’ M strongly agree
MW agree
= neutral
W disagres
m strangly disagree

Figure 5

Interpretation

From the samples collected about the servicesct@sed to customers are reasonable and afforddtde been
found that 6% Of customer are strongly agree, 42Pocustomer are agree 48% of customer are neutrdl an
rest of 4% customer are disagree.

« Staff Greeted You and Offered to Help You

Table 8
Strongly agree 10%
B Agree 44 44%




Table 8: Contd.,
C Neutral 44 44%
D Disagree 2 2%
Strongly disagree 0%

responses
o

W strongly agree
W oagree

W neutral

W disagres

W strongly disagree

Figure 6

Interpretation

From the samples collected about the staff greétedustomers and offered them to help it has lemtified
that 10% Of customer are strongly agree, 44% dbousr are agree, 44% of customer are neutral atbf@% customer
are disagree.

« Problem in Vehicle are Efficiently Rectified

Table 9
[ Option [ Response | Respondence[ Percentage of Responsg
A Strongly agree 14 14%
B Agree 34 34%
C Neutral 44 44%
D Disagree 8 8%
E Strongly disagree 0%

responses

0

M strongly agree
M Egree

W neutral

M disagres

m strongly disagres

Figure 7

Interpretation

From the samples collected about the problem incleelare efficiently rectified by staff in showroonelp it has
been identified that 14% Of customer are strongjsea, 34% of customer are agree, 44% of custoneneautral and
rest of customer are disagree.




« Staff Showed Knowledge of the Product/Service

Table 10
[Option | Response [ Respondence| Percentage of Response
A Strongly agree 8 8%
B Agree 40 40%
C Neutral 44 44%
D Disagree 8 8%
E Strongly disagree 0%

responses

M strongly agree
M agree

¥ neutral

| disagree

m strongly disagred

I |

Figure 8

As per the samples collected regarding the Staffvekd knowledge of the product/service to their comrs it
has been identified that 8% Of customer are stgoagtee, 40% of customer are agree, 44% of custameeneutral and
rest of customer are disagree.

¢ Staff Answered Your Question

Table 11
[Option [ Response [ Respondence| Percentage of Response
A Strongly agree 12 12%
B Agree 42 42%
C Neutral 38 38%
D Disagree 8 8%
E Strongly disagree 0 0%

responses
0

W strongly agree
W oagres
 neutral

M disagree

M strongly disagred

Figure 9

Interpretation

As per the samples collected regarding the Stafivaned the question asked by customers duringettvicsg of




their vehicle it has been identified that 12% O$touner are strongly agree, 42% of customer areea§&% of customer
are neutral and rest of customer are disagree.

*  Proper Facilities are Provided to Vehicle Owner irthe Waiting Room

Table 12
A Strongly agree 20 20%
B Agree 48 48%
C Neutral 28 28%
D Disagree 2 2%
E Strongly disagree 2 2%

responses

m strongly agree

M oagree

W neutral

H disagres

m strongly disagree

Figure 10

Interpretation

As per the samples collected regarding the faedliprovided to vehicle owner in the waiting roonhiee it has
been identified that 20% Of customer are strongiyea, 48% of customer are agree, 28% of custonemautral,
2% of customer are disagree and 2% of customesteorgly disagree.

* Overall Satisfaction Level towards the Tata MotorsProducts

Table 13
A Strongly agree 52 52%
B Agree 30 30%
C Neutral 12 12%
D Disagree 6 6%
E Strongly disagree 0 0%

responses

1]
W strongly agree

W agree
W neutral

| disagree

W strongly disagree

Figure 11
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Interpretation

As per the samples collected regarding the oveadisfaction regarding the purchase of the TATAdpiat it has
been clearly identified that 52% Of customer arersjly agree, 30% of customer are agree, 12% dbmes are neutral

and rest of customer are disagree.
CONCLUSIONS

From the studyit is observed that mostly, Tata customers purch&se on loan and using them for personal
purpose. It is also seen that mostly people aremetends to their friends and relatives who havetoaadopt preventive
maintenance of car from authorised dealer only dh@@mpletes one year and up to five years. Imsepof level of
customer satisfaction, it was found that the custoane mostly satisfied with price, design, safatijeage, interior space,
status brand name, comfort level, spares part #adsale service. Finding also indicates thatrttoest influencing factor
for customer satisfaction in case of Tata Motorsewgrice, mileage and interior space. Talking ahpetiveness among

cars is concern it is seen that customer mostlfiegdaruti car as more loyal than Tata Motors.
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