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Abstract 

The main objective of this study was to assess whether after sale services offered to 

customers just after the sales stage have an effect on customer satisfaction in the 

automotive industry of Ethiopia. The study specifically focused in establishing the 

extent to which maintenance and repair, warranty service, spare parts supply, 

online/telephone service and inspection affects customer satisfaction in an Ethiopian 

automotive industry. This study used explanatory research design. Data was collected 

from 350 after sale service customers using questionnaires. Data was collected using 

a self-administered questionnaire was analyzed using SPSS and the findings 

presented in tables and graphs. The findings established that maintenance and repair, 

warranty service, spare parts supply and inspection had affected customer 

satisfaction. Correlation analysis was used to establish the independent and 

dependent variables were between of 0.905 to 0.984.The correlation between the 

dependent variable (customer satisfaction) and independent variables (maintenance 

and repair, r= 0.963, p= 0.000), (warranty service, r=0.905, p= 0.000), (spare parts 

supply, r= 0.952, p= 0.000) , (online/telephone service, r=0.046, p=0.000 and 

(inspection , r= 0.984, p= 0.000).The findings further established that among the five 

factors affecting customer satisfaction measures the three have positive effect and the 

two has negative effect on customer satisfaction, among which inspection has the 

highest effect with coefficient 0.642, followed by maintenance, repair (0.424) and 

spare parts supply (0.171) respectively have positive effect. Whereas online/telephone 

service (-0.23) and warranty service (-0.223) has negative effect. Based on the 

findings of this study, the study recommended that, the automotive industries should 

adopt a good after–sales service management to enhance the effectiveness and 

efficiency to serve the customer. This can help to integrate customer information and 

build stronger capabilities in maintenance and repair warranty service, spare parts 

supply, online/telephone service and inspection.  

Key words: After sale service, customer satisfaction, automotive industry    
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Operational Definition of Terms  

The research used some conceptual and operational words that related to the research 

objectives to define some of the terms in this study. The definitions are as follow: 

After-sales service: - is all the service offered by Ethiopian Automotive Industry after 

the customer bought the vehicle and started using it. 

Service quality: is an achievement in customer service and reflects at 

each service encounter. Customers form service expectations from past experiences, 

word of mouth and advertisement. In general, Customers compare perceived service 

with expected service in which if the former falls short of the latter the customers are 

disappointed Mohd J. et al. (2015). 

Effect: - is the psychological pressure that made customers to feel very satisfied, 

satisfied, indifference, dissatisfied or very dissatisfied because of after-sales services 

offered by the give companies (Yuen & Chan, 2010). 

Customer satisfaction: - is the psychological feeling of after-sales service customers 

from their experience on the after-sales service offered by the companies, which is the 

difference between the actual performance of the after-sales service and the desire and 

expectation of customers on the after-sale service (Kotler & Keller, 2012). 
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CHAPTER ONE 

INTRODUCTION 

1.1. Background of the Study  

In today‟s constantly changing business environment, providing a superior service 

quality, through aggressive focus on customer is one of the key factors enabling 

companies to gain a lasting competitive advantage in winning the market (Chiara, 

2007). 

Customer is considered as a king in every business. The main purpose of every 

business is to satisfy their existing customers and to attract new customers. Customer 

satisfaction is a basic priority and it cannot be considered as a separate function in 

business and it is considered very important, it shows how firms are committed to 

provide quality product or services to their customers that eventually increase 

customer loyalty satisfying the customer is one of the basic objectives of the 

organization, as it is often said that customer is boss and boss is always right, so it 

means customer is right when he/she demands for After-Sales services (Yuen & 

Chan, 2010). 

Many business companies are set up with a motive of maximizing profit. In this 

regard Customers play an important role to maximizing profit many companies are 

working on customer satisfaction to satisfy its existing customers and to attract new 

customers. Thus, Customer satisfaction is defined as the attitude resulting from what 

customers believe should happen (expectations) compared to what they believe did 

happen (performance perception) (Kurata & Nam, 2010). 

After-sales services serve as a foundation for evaluating customer satisfaction 

because, after- sales services are expectation and customers meet their expectations 

mean that satisfied on services of the companies (ibid).  

After-sales services have a strong correlation with customer satisfaction, financial 

performance, manufacturing costs, customer retention, customer loyalty, and the 

success of marketing strategy (Gaiardelli et al, 2007). 

Customer satisfaction is considered very important now a day, it shows how firms are 

committed to provide quality product or services to their customers that eventually 

increase customer loyalty. Satisfying the customer is one of the basic objectives of the 
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organization, as it is often said that customer is boss and boss is always right, so it 

means customer is right when he demands for after sale services. After sales service is 

an emerging concept in the business community. Organizations have to provide better 

after sale services to retain and satisfy its customer. Making and retaining valuable 

relationship with customer while using every aspect of taking, retaining and 

enhancing customer is known as customer relationship management (Kotler and 

Armstrong, 2010). Through customer relationship management, organizations can 

achieve their objective of retaining and satisfying customers. Customer satisfaction 

results in increased demand of product/ service and the organization or brand 

reputation increases. When organization sell product effectively it has to make 

effective planning for services after sale, such planning is a part of customer 

relationship management. After sale, service has been important for organization to 

compete in the market by using such extended services (Vitasek, 2005).   

The demand of quality is well effective point in the services sector for human. High 

technical service quality delivery requirement is not only one that demanded, but 

there is also a quest for extra-quality customer service. When organization offer 

customers applicable warranty terms then it positively affects the sale and profit 

because customer become satisfied by warranty assurance. Warranty assurance is 

highly valuable for customer satisfaction as well as for organizations profitability 

(Murthy, 2004).In sale services, after sale delivery and Installation is very important 

for customer satisfaction (Irini R., 2008). Different customers have different needs 

some want that the product to be delivered to their destination at right time and right 

price, others give value to customers‟ needs and wants, on the other hand poor 

distribution results negative impression (Kotler and Armstrong, 2010). Such negative 

impression results in poor seller relationship with consumer. Organizations need to 

improve relations with customers for effectiveness and to improve their sales 

turnover, installation of a product without any error results in improved satisfaction of 

customer this can reduce the chance of damage, error and assures to customer that the 

product is valuable, errorless and reliable. Installation process must be handled by an 

experienced professional it also provides delightful post sale service to consumer 

from organization. Properly managed feedback is important for organization as they 

came to know that what customer needs from us. What type of changes organization 
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should brought into the product or service line, so that they give more value to 

customers.   

Therefore, services given to consumer after sale are more valuable to satisfy customer 

needs, after sale service is very important for organization to retain customers for a 

long time and generate high profitable relationship with organization. Many authors 

agree that organization can achieve more than their turnover due to after sale service 

that they provide to customer during a life cycle of a product. Hence, productivity and 

sales turnover increases and profit generation may be more than product sale 

(Alexander et al., 2002).  

Organizations operating within the automotive industry consider after-sales services 

to be a strategic component of their marketing plan Through After-sales services, 

companies can reach a higher level of service quality, a higher level of customer 

satisfaction, and can maintain a constant competitive advantage (Sudharshan, 2010). 

According to Sudharshan (2010), After-Sales service is an emerging concept in the 

business community and now a day so many Automobile sellers provide after-sales 

service for their customers as the nature of the product requires continuous follow up 

and inspection, because vehicles are vulnerable to technical and mechanical problems 

because of long time service. Therefore this study basically tries to assess the effects 

of after sale service quality on customer satisfaction in Ethiopian Automotive 

Industry. 

1.2. Background of the Automotive Industry in Ethiopia  

Ethiopia‟s automotive market is dominated by second-hand imported vehicles. 

Although there is almost no publicly available reliable data, Ethiopia has the lowest 

motorization rate globally with only 4 vehicles per 1,000 populations as compared 

with 700 vehicles per 1,000 populations in USA, and it is estimated that less than 

50,000 vehicles are brought/assembled in Ethiopia each year. The majority of these 

are second-hand vehicles. 

Government is the main buyer of automobiles in Ethiopia followed by private 

corporations. However, following Ethiopian economic development capacity of 

individual buyers is increasing. Automobile affordability is highly challenged by high 

vehicle taxes of sometimes more than 300% depending on engine size. 
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The Ethiopian Investment Commission reports that 31 foreign vehicle investment 

projects (largely Chinese projects but also some involvement of European companies) 

and 73 domestic vehicle assembly investment projects have been licensed since 1998. 

This means that a total of 104 companies have been licensed for vehicle assembly in 

the country over the past two decades. However, only a few of these are operational, 

with the vast majority licensed at the pre-implementation stage (Africa Business 

pages, 2019). 

Despite being home to the continent‟s second largest population next to Nigeria, the 

overall automotive market size remains small. However, Ethiopia‟s strong 

government support for industrialization and the development of auxiliary industries 

coupled with a large cost competitive labor pool, and sizeable investments in 

infrastructure (both physical and economic) could position the country favorably for 

automotive manufacturing in the long term to service both the regional and domestic 

market with price competitive vehicles. To achieve this, it is important to understand 

brand equity of assembled vehicles in Ethiopia and design strategic marketing & 

government support scheme (ibid). 

Ethiopia is among Africa‟s most impressive growth performers over the past decade 

averaging 10.9% annual growth between 2010 and 2020. With a GDP of US$91 

billion in 2019 it is among the top ten largest economies in Africa and the third largest 

in Eastern Africa. 

After Nigeria, the country is also home to the continent‟s second largest population of 

95 million people. Undoubtedly, Ethiopia is a relatively untapped investment 

opportunity in Eastern Africa especially in the manufacturing sector. 

Ethiopia‟s automotive market is dominated by second-hand imported vehicles –

 particularly commercial vehicles. Commercial vehicles were Ethiopia‟s second most 

valuable import overall in 2019, worth US$955 million. On the other hand, 

commercial vehicles are also Ethiopia‟s highest earning automotive export. 

1.3. Statement of the Problem 

Nowadays, market has transferred from manufacturing-market to consumer-market 

(Razaali, (2018) and Trivedi ,(2015) argued that customer has now become the king, 

and thus, more valuable for the market. Market is now much focused on customer 

desire, and customer expectation directly affects customer satisfaction. Therefore, 
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knowledge regarding customer satisfaction helps service providing firms to improve 

their service quality. 

Customer satisfaction is a multidimensional and extensive notion; many different 

variables can directly affect customer satisfaction and customer loyalty throughout the 

customer life cycle (brand name, sales force, product or service quality, after-sales 

services (ASS), etc. (Jap, 2013). Therefore, in order to make customers satisfied, it is 

necessary for companies to put many different factors into perspective and to consider 

continuous evaluation and improvement of their different service activities such as 

addressing customer queries and complaints, meeting customer expectations, etc 

(Sivadas and Baker-Prewitt, 2000). After-sales services, among numerous factors 

influencing customer satisfaction, has proven to be an undoubted predictor of 

customer satisfaction and customer retention (Kurata and Nam, 2010). The provision 

of after-sales services for durable products is not only a mandatory requirement by 

law, but also an opportunity for firms to boost their competitiveness (Li et al., 2014). 

The most common approach for automobile companies to provide after-sales services 

is to  delegates these service to retailers (Davies,2010 ) for example, manufacturers 

such as Toyota, Volkswagen, and BMW contract with their retailers to provide after-

sales services such as periodic maintenance service, and repair services (Li et al., 

2014). Accordingly, vendors, as the initial communication point with consumers 

throughout the supply chain, play a subtle and vital role in keeping customers 

satisfied; vendors are accountable for an important feedback loop between businesses 

and consumers (Ali and Dubey, 2014). This vital importance demands careful and 

attentive attention. Therefore, it is beneficial for companies to study their retailers‟ 

performance thoroughly. 

Kotler (2002) studies of customer dissatisfaction show that although customers are 

dissatisfied with their purchases about 25 percent of the time, only about 5 percent 

complain. The other 95 percent either feel that complaining is not worth the effort, or 

that they don‟t know how or to whom to complain. Of the 5 percent who complain, 

only about half report a satisfactory problem resolution. Yet the need to resolve a 

customer problem in a satisfactory manner is critical. On average, a satisfied customer 

tells three people about a good product experience, but the average dissatisfied 

customer gripes to 11 people. If each of them tells still other people, the number of 

people exposed to bad word of mouth may grow exponentially. This is why you 
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should put more of your resources toward keeping your existing customers happy and 

satisfied, instead of trying to reach out cold to new ones. Negative word of mouth can 

be a death knell to a company, especially in today‟s wired and interconnected world. 

Despite the growing automotive service business sector in Ethiopia, the servicing 

trend is more traditional and the business focuses on the gaining of the revenue.  The  

problem  was observed in automotive service industries is longer lead times more than 

week even sometime months and year which highly affects the customers; results 

major economic impact on the organizations. 

In Ethiopia, it is common to hear and read words like “sold goods could not be 

returned” from small shops and supermarkets to big companies. This shows that the 

relationship between buyers and sellers cease after the delivery of goods or services. 

Many companies in Ethiopia have no after sale service and they do not understand 

benefit of giving after sale service. 

Many companies in Ethiopia cease their relationship with their customers after they 

sold their products. Eventually, Federal Democratic Republic of Ethiopia (FDRE) 

(2010) has issued proclamation called “trade practice and consumers protection” 

under proclamation number 685/2010 in accordance with article 55(1) of FDRE 

constitution, which have been enter in to force starting from 16th of August, 2010. 

According to the proclamation: Under number 685/2010 article 55(1)  

“Without prejudice to warranties on goods or legal or contractual provisions more 

advantageous to the consumer, where the consumer finds defect in the good, he may 

demand the replacement of the good or a refund with in fifteen days from the date of 

purchase of the goods.” 

Imports subject to a 35% tariff on the value of the vehicle including transport and 

insurance. There is then an excise tax of 30- 100% on the total cost of goods and duty. 

The total cost of good, duty, and excise is then subject to 15% VAT. That new 

amount is subject to 10% surtax. The final amount then pays 3% withholding tax. 

This can lead to a consumer cost of three times the vehicle, freight and insurance cost. 

Must be transported on Ethiopian-licensed transport to enter Ethiopia. (AIEC ,2015). 

Although, the automotive industry of Ethiopia has been researched before, not all of 

its areas were investigated. Moreover, limited studies were made to the after-sales 

services of automotive products. As per the researcher‟s knowledge, presently there is 
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no study made on effects of after sales service quality on customer satisfaction for all 

automotive industries in Ethiopia, although it belongs to one of the main areas of 

National economy. Thus, it would be interesting to investigate how after-sales service 

activities affect the satisfaction of customers. Such investigation could deepen 

knowledge regarding links of after-sales services with customer satisfaction in 

automotive industries. 

In light of the above problems the researcher further was investigate by conducting 

the study on the effects of after sale service quality on customer satisfaction of 

Ethiopian automotive industry.   

1.4. Objectives of the Study 

1.4.1. General Objective of the Study 

The general objective this study is to assess the effect of after sale service quality on 

customer satisfaction in the case of Ethiopian Automotive Industry. 

1.4.2. Specific Objective of the Study 

The specific objectives of the study are: 

 To assess the effects of maintenance and repair on customer satisfaction in 

Ethiopian Automotive Industry. 

 To examine the effects of warranty service on customer satisfaction in 

Ethiopian Automotive Industry. 

 To evaluate the effects of spare parts supply on customer satisfaction in 

Ethiopian Automotive Industry. 

 To assess the effects of online/telephone service on customer satisfaction in 

Ethiopian Automotive Industry. 

 To examine the effects of inspection on customer satisfaction in Ethiopian 

Automotive Industry. 

 To evaluate the effects of training on customer satisfaction in Ethiopian 

Automotive Industry. 

 To determine the effects of documentation on customer satisfaction in 

Ethiopian Automotive Industry. 
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1.5. Hypotheses  

Based on the literature review and the hypothesized connections presented in the 

conceptual framework the following hypotheses was tested 

 H0: There is no a significant relationship between maintenance and repair and 

customer satisfaction  

H1: There is a significant relationship between maintenance and repair and 

customer satisfaction  

 H0: There is no a significant relationship between warranty service and 

customer satisfaction 

H1: There is a significant relationship between warranty service and customer 

satisfaction 

 H0: There is no a significant relationship between spare parts supply and 

customer satisfaction 

H1: There is a significant relationship between spare parts supply and 

customer satisfaction 

 H0: There is no a significant relationship between online/telephone service 

and customer satisfaction 

H1: There is a significant relationship between online/telephone service and 

customer satisfaction 

 H0: There is no a significant relationship between inspection and customer 

satisfaction 

H1: There is a significant relationship between inspection and customer 

satisfaction 

 H0: There is no a significant relationship between training and customer 

satisfaction 

H1: There is a significant relationship between training and customer 

satisfaction 

 H0: There is no a significant relationship between documentation and 

customer satisfaction 
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H1: There is a significant relationship between documentation  and customer 

satisfaction 

1.6 Significance of the Study 

Initially, the study benefits the management of automotive company in Ethiopia 

through identifying significant and takes correct measure on their after sales- services 

to keep the existing customer and attract the new customer, because the introduction 

of after sale service in Ethiopia is a recent phenomenon. Moreover, the findings of 

this study will also contribute to the existing body of knowledge and serve as a 

benchmark report for those interested in advancing the knowledge in this particular 

concept. Finally, findings of this study are contribute to the pool of information 

needed in making relevant economic policies both in Ethiopia and any other country 

that might find it useful. 

1.6. Scope of the Study 

1.6.1. Theoretical Scope 

After sale service is one of the best marketing tool for all companies to satisfy their 

customer needs and wants and attracting, developing, and retaining customers. This 

research was conducted to analyze the effect of after sale service quality on customer 

satisfaction by taking seven explanatory variables representing maintenance and 

repair, warranty service, spare parts supply, online/telephone service, inspection, 

training and documentation. 

1.6.2. Geographical Scope 

This research was confined to the effect of after sale service on customer satisfaction 

in Ethiopian Automotive Industry. But, due to time and budgetary constraints the 

researcher was obligated to conduct the research activity only in Addis Ababa., 

because business nature of retailer automobile market is concentrated in Addis Ababa. 

Furthermore, Addis Ababa is the capital city of Ethiopia and the major economic city. 

The automobile market found concentrated in Addis Ababa. Therefore, this study was 

confined on the after sale service customer who got after sale service more than once 

in Addis Ababa. 
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1.6.3. Methodological Scope 

This research is explanatory by nature. It was used mixed approach. Both primary and 

secondary sources of data were used. With regard to the secondary sources various 

publications, books, and journals regarding the subject matter were addressed. And to 

achieve the objective of the study, well designed structured questionnaire was 

distributed to the study respondents from customers of Ethiopian Automotive Industry 

were selected in the basis of purposive sampling. The data of this study was taken 

from the customers of after-sales service who got after-sales service at least one time 

from the automotive company. Therefore, the study considered only those. 

Descriptive statistic like frequency, percentage, mean and standard deviation was used 

as statistical tools to undertake data analysis. 

1.7. Limitation of the Study 

The major challenges and some of the constraints encountered in carrying out the 

research was lack of full cooperation of the respondents and their commitments in 

filling the questionnaires, lack of Literature and empirical studies on the effects of 

after sale service quality on customer satisfaction in Ethiopian Automotive Industry, 

the failure to incorporate government and non-government organization customers of 

automotive company. In addition, other variables such as new model vehicles, 

preference of brand and so on may affect customer satisfaction in the automotive 

industry. The limitation stated above overcome in this study by frequently 

communicating the respondents and at the time of collecting questionnaire by 

checking the completeness of their response. 

1.8. Organization of the Study 

This study has been categorized into five chapters. The first chapter concentrated on 

introductory parts of the paper that mainly pinpointed background of the study, the 

statement of the problems, objective of the study, research hypothesis, significance of 

the study; scope and limitation and organization of the study. The second chapter 

provide related literature review with specific emphasis to theoretical, empirical and 

Conceptual aspects concerning about after sale service quality and customer 

satisfaction. The third chapter deals with research methodology, research design, 

research approach data type and sources, sampling design and procedures, methods of 

data collection and instruments, data processing and methods of data analysis are 
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incorporated. The fourth chapter presents the analysis of the descriptive and 

interpretation of the results. The last chapter is about the conclusion and 

recommendations. 
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CHAPTER TWO 

2. REVIEW OF RELATED LITRATURE 

Introduction 

This chapter presents the theoretical review literature review, empirical literature 

review and conceptual framework of the study. It provides detail explanations on the 

customer and customer satisfaction, after sale service, components of after sale 

service, challenges of after sale service, service quality, dimension of service quality 

,after sale service predictor of customer satisfaction and relationship between service 

quality and customer satisfaction have been discussed thoroughly. 

2.1. Theoretical Literature Review 

Theoretical literature is a pillar to this paper in which any of viewer conceptually 

understand the research results without any borings and easily accept the finds since 

such kind of facts early convince readers logically. 

2.1.1. After Sale Service 

According to Kotler (2002), attracting a new customer is five times greater than the 

cost to keep a current customer happy. Gaiardelli, et al. (2007) define after sale 

service as  those activities taking place after the purchase of the product and devoted 

to supporting  customers in the usage and disposal of the goods to make them loyal. 

While according to Rigopoulou, et al. (2008) after-sales services are often referred to 

as “product support activities”, meaning all activities that support the product-centric 

transaction.  Furthermore, as stated in Potluri and Hawariat (2010) the term “after-

sales services” has been approached in the literature under two broad perspectives. 

Forooz and Rostami (2006) have shown after sale service advantages like:- 

Competitive  advantage, Customer satisfaction, Long- term customer relationship , 

customer retention  and loyalty, New product success and development, High profit, 

Differentiation and   branding.  Henley center headlight vision (Anon, 2007) shows 

more than 1,800 customers who had purchased all the automotive brands sold in the 

U.S, Excellent service not only reinforces relationships with customers who already 

feel loyal to a brand. It can also defuse ill will that causes disaffected customers to 

bad-mouth the brand. According to Potluri and Hawariat (2010), delivery of after-

sales service is becoming increasingly critical as businesses do everything in their 
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power to be more cost-effective, boost profit margins, and meet customer demand for 

a product or service. 

2.1.2. Objective of after sale service 

Forooz and Rostami (2006) as cited by Kindye E. (2011) have shown after sale 

service advantages like:- 

 Competitive advantage 

 Customer satisfaction 

 Long term customer relationship, customer retention and loyalty 

 New product success and development 

 High profit 

 Differentiation 

 Branding 

According to Potluri and Hawariat (2010), delivery of after-sales service is becoming 

increasingly critical as businesses do everything in their power to be more cost 

effective, boost profit margins, and meet customer demand for a product or service. 

Gaiardelli, et al. (2007) said an effective after sales service protocol is essential to 

streamline service management and meet customer's expectations, it can let you 

experience customer delight, while also saving on your bottom line and it generates 

profit. 

2.1.3. Component of after sale service 

After-sales service has several elements, as told by Philip Kotler (2002) that elements 

in the after-sales service are as follows: 

1) Warranty 

A warranty assures the buyer that product is of a kind specified (Meet Specification) 

and is free of encumbrances (Workmanship Defect or Material). A guarantee That 

assures a product performance will amply with the warranty. Simply stated if the 

product does not melt the term of the warranty listed, it will be repaired or replaced at 

the option of seller. Warranty is shown to convince consumers that the product is in 
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good condition or free from damage, a result of inaccuracy pengarjaan or use 

materials that are less well applicable for a period of time. 

2) Provision Accessories 

In the implementation of after-sales services, supply of spare parts is very important, 

because in the absence of spare parts that are defective product components cannot 

function properly, even these products cannot be used again. 

Kotler added that Component parts or subassembly that may be needed at some time 

to keep the appliance or device Operable for the user. The component or assembly 

will be required to satisfy the original warranty repair the appliance or device beyond 

the basic warranty period, and be available at all the times to Insure and protect the 

good will of purchases and that will maintains his brand loyalty. 

3) Maintenance and Repair Services 

Service for maintenance and repairs is needed if a product has a consumption of time 

and requires regular maintenance in order to always function properly, and also to 

repair any damage that occurs in the product during use. 

4) Facilities and Equipment supply 

Facilities and equipment of a product is a means to perform after-sales service. 

Sophisticated equipment and supplies will be able to determine the smoothness of the 

service personnel in performing maintenance and repair products bought by 

consumers. 

On the other hand, Goffin K. (1999) puts five elements of after sale support which 

must be provided to customers over the working lifetime of product, which are: 

1. Installation: - for many products the first element of product support following the 

sale is installation. This is usually performed for complex product or where personnel 

from the manufacturing company or their representatives involve safety issues. 

2. User training: - the complexity of some type equipment necessitates that 

manufacturers provide good training for users. Many computers based and complex 

products include functions that help users learn to use them more efficiently. 

3. Documentation: - most products have some form of documentation and industries 

such as medical electronics plays key role. Typical form of documentation covers 
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equipment operation, installation, maintenance, and repair. Good documentation can 

lead to lower support cost. 

4. Maintenance and repair: - maintenance and repair are an important element of 

product support, which has required companies to invest significant resource. 

Preventive maintenance is undertaken to clean, refurbish or replace parts of 

equipment which otherwise would be liable to fail. 

5. Online support: - telephone advice on product is a major element of customer 

support in many industries. Product experts give online consulting to customers to 

help them use products more or, sometimes to trace the cause of fault 

(troubleshooting). 

According to Irini D. R. (2008) installation and delivery are the keys to the after-sales 

service that have an influence to the customer. Buyers of product want assurance that 

the product will perform satisfactorily over its useful life when operated properly. 

This is achieved through post-sale support such as installation, warranties, extended 

warranties, maintenance service contracts, provision of spares, training programs, 

product upgrades and etc (Murthy D.N.P. et. al, 2004). 

Increased chances of pilferage- While outsourcing your after-sales may help you 

reduce the operational issues relating to managing the service centers; it also increases 

the chances of pilferage on the flip side. 

Risk of non-compliance of regulatory terms and conditions- Since the service 

centers work on their own models and regulations, it may be difficult to streamline 

your business processes with theirs. 

Discontent with the automation solution used by your service partner- Some 

service providers use a service management solution that may not offer the results that 

you seek from your after-sales process; while some service providers may not use any 

automation technique at all. 

According to (Shaharudin et. al. 2009), the after-sale service value line includes 

timely delivery, installation of the product to customer, good warranty terms and time, 

enhanced service quality, proper feedback from consumer about the whole service, 

product and work according to majority recommendations of the consumer. All these 

after sale value line are considered vital part of after sale service, and through proper 
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usage of this value line organization can increase customer satisfaction and enhance 

the productivity of the organization. 

2.1.4. Challenges of After Sale Service 

According to Gaiardelli, et al. (2007) the challenge of after sale service exists when 

the company gives after sale service to the third party by outsourcing. 

2.1.5. Service Quality  

Service quality has been defined as the degree and direction between customer service 

expectations and perceptions (Ms.R.Suriya et al. 2015).  

Different authors define quality in many ways, which aroused considerable interest 

and debate in the research literature because of the difficulties in both defining it and 

measuring it with no consensus emerging on either (Arash, 2006). 

Quality is one of the things that consumers look for in an offer, which service happens 

to be one (Solomon, 2009). Quality can also be defined as the totality of features and 

characteristics of a product or services that bear on its ability to satisfy stated or 

implied needs (Kotler et al., 2002). It is evident that quality is also related to the value 

of an offer, which could evoke satisfaction or dissatisfaction on the part of the user. 

On other hand, in order for a company‟s offer to reach the customers there is a need 

for services. These services depend on the type of product and it differs in the various 

organizations. Service can be defined in many ways depending on which area the 

term is being used. Service is defined as any intangible act or performance that one 

party offers to another that does not result in the ownership of anything (Kotler & 

Keller, 2009). In all, service can also be defined as an intangible offer by one party to 

another in exchange of money for pleasure. 

Kotler (2016) defined service quality as the totality of features and characteristics of a 

product or service that bear on its ability to satisfy stated or implied needs. This is 

clearly a customer centered definition. We can say the seller has delivered quality 

whenever its product or service meets or exceeds the customers‟ expectations. On the 

other hand, ISO 8402-1986 standard defines quality as "the totality of features and 

characteristics of a product or service that bears its ability to satisfy stated or implied 

needs." If an automobile company finds a defect in one of their cars and makes a 

product recall, customer reliability and therefore production will decrease because 

trust will be lost in the car's quality. 
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There are several reasons why customers must be given quality service (Rajnish K. et 

al. 2010). Most important of them are: 

 Industry has become so competitive that customers now have variety of 

alternatives, if the customer is lost, it can be extremely difficult to win back 

the individual and 

 Most customers do not complain when they experience problems. These 

customers simply opt out and take their business elsewhere. 

2.1.6. Dimension of service quality 

Arash (2006) identified different types of factors that determine customer service 

quality. The five factors that determine service Quality are:- 

1) Reliability: the ability to perform the promised service dependably and 

accurately 

2) Assurance: the knowledge and courtesy of employees and their ability to 

convey trust and confidence. 

3) Tangibles: the appearance of physical facilities, equipment, personnel and 

communication materials. 

4) Empathy: the provision of caring, individualized attention to customers. 

5) Responsiveness: the willingness to help customers and to provide prompt 

service. 

2.1.7. After sales services as predictor of customer satisfaction 

Many researchers have studied the impact of after-sales services on customer 

satisfaction and customer retention in different industry sectors (Kurata and Nam, 

2010; Rigopoulou et al., 2008; Van Birgelen et al., 2002; Blut et al., 2018; Arabi et 

al., 2018). For instance, Parasuraman et al. (1994) revealed that SERVQUAL classes 

in service industry are key determinants of customer satisfaction. Furthermore, 

Rigopoulou et al. (2008) in a study of after-sales services of electronic appliances, 

investigated the impact of ASS quality on the satisfaction of customers and behavioral 

intentions. Kursunluoglu (2014) demonstrate that quality of services have to be 

improved by retailers as it can explain the satisfaction of customers and consumer 

loyalty. Arasli et al. (2005), in a study of Cyprus banking sector, determined that 
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assurance, reliability, empathy and tangible dimensions of services can predict 

customer satisfaction. 

Although SERVQUAL contains basic classes of service quality elements, it does not 

specify certain quality elements for each sector. This implies that quality elements 

depend on the context in question. Accordingly, quality elements should be 

considered with respect to the intended sector (Chang and Yeh, 2002). Pakdil, Is¸ın 

and Genç (2012), studying after-sales services of a manufacturer, found immediate 

identification of product defects, competency and experience of employees, and good 

customer service during the warranty period as the main customer expectations. In 

addition, Levesque and Boeck (2017) confirmed proximity of service centre as 

determining factor for improved service experience. Moreover, Kasper and Lemmink 

(1989) found response time, repair time, price-performance ratio, service contract 

options, availability of spare parts, and general behavior of technicians as the main 

important factors for customer satisfaction. Hau et al. (2016), in a study of paired 

patient-physician interactions, revealed that individuated interactions between service 

front liners and customers can lead to higher service perceptions. Other researchers 

have also considered other alternatives. 

There are different customer satisfaction measurement models which are used as a 

classical tool to identify and focus on customer satisfaction. This includes the 

following models: 

2.1.7.1. Quality Function Deployment (QFD) 

According to Yang (2005), YojiAkao in Japan developed Quality Function 

Deployment in 1966. By 1972, the power of the approach had been well demonstrated 

at the Mitsubishi Heavy Industries Kobe Shipyard (Sullivan, 1986). In Akao‟s words, 

QFD "is a method for developing a design quality aimed at satisfying the consumer 

and then translating the consumer's demand into design targets and major quality 

assurance points to be used throughout the production phase. It is a way to assure the 

design quality while the product is still in the design stage. 

2.1.7.2. Benchmarking 

According to Rizaimy, et al. (2009), benchmarking simply means looking outside a 

particular business to analyses others performance levels and how they achieve it. 

Benchmarking is the process of ascertaining the best in the business that set standards. 
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Benchmarking helps by providing an idea about where one stands in relation to a 

particular standard. This can be done within an organization and in other industries. 

Not only must an organization know its own performance, but it must also have an 

estimate of where its competitors stand. Benchmarking helps the organization to 

identify areas that compel a performance improvement. Usually benchmarking 

involves a specific performance indicator such as defects per unit measure or mean 

time between failures, etc. 

2.1.7.3. Kano model 

According to Lin (2009) Kano model is a theory of product development and 

customer satisfaction developed in the 1980s by Dr. Noriaki Kano. DrNoriyaki Kano, 

a Japanese professor and international consultant who received an individual Deming 

prize in 1997. According to Mamunur (2010), Kano analysis can be termed as a tool 

to measure quality, which is used to determine the importance of each requirement of 

a customer. 

The Kano model categorizes product development according to customer satisfaction 

into five categories: 

 Attractive quality: Attractive quality attributes are the attributes that are not 

necessarily expressed. It is an attractive quality that makes the product more 

attractive, however it was not asked for. If these are present, they are a source 

of satisfaction. However, in their absence there is no dissatisfaction. 

 One - Dimensional quality: Unlike the previous point, one - dimensional 

quality attributes usually satisfy the customer when they are present, and are a 

source of dissatisfaction when absent. 

 Must - Be quality: Must - be quality attributes may not result in greater 

customer satisfaction when fulfilled, however if left unfulfilled they could be a 

cause for customer dissatisfaction. 

 Indifferent quality: As the name suggests, indifferent quality refers to certain 

attributes that can be categorized neither as good nor bad. Thus, they may not 

result in either customer satisfaction or dissatisfaction. 

 Reverse quality: This refers to attributes that are of superior quality but end 

up resulting in dissatisfaction, or vice versa. 
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For instance, some people may prefer to purchase products which are 

advanced and high-tech, whereas others may find it easier when using 

products which are basic. The latter group of people may be dissatisfied or 

find it inconvenient if the product consists of a number of additional features. 

2.1.8. Customer 

Customer has been defined by different individuals and groups some of the definitions 

that suite to this study are; Israel (2015), consumers are defined as individuals or 

groups that consume or use goods and services. Customers are the purchasers within 

the economy that buy goods and services, and they can exist as consumers or alone as 

customers. In other words, a customer is a stakeholder of an organization who 

provides payment in exchange for the offer provided to him by the company with the 

aim of fulfilling a need and to maximize satisfaction. 

Customer is the most important impact in goal setting, activity and trying for quality 

improvement. Evanschitzky and Wunderlich (2006) added that customer is a real or 

legal person who somehow relates to company and importance from its goods and 

services.  The concept of customer as: "Most people suppose that customer is the final 

consumer whereas the customer is both categories of the intra organizational and the 

extra organizational i.e. whoever the product and/or service are produced to meet his 

or her need. 

According to Singh (2006), the importance of customers has been highlighted by 

many researchers and academicians. Zairi (2000) said “Customers are the purpose of 

what we do and rather than them depending on us, we very much depend on them. 

The customer is not the source of a problem, we shouldn‟t perhaps make a wish that 

customers „should go away‟ because our future and our security will be put in 

jeopardy”. That is the main reason why organizations today are focusing on customer 

satisfaction, loyalty and retention. 

2.1.9. Customer Satisfaction (CS) 

Solomon (2009) stated that a customer is a stakeholder of an organization who 

provides payment in exchange for the offer provided to him by the organization with 

the aim of fulfilling a need and to maximize satisfaction. Sometimes the term 

customer and consumer are confusing. A customer can be a consumer, but a consumer 

may not necessarily be a customer. Another author explained this difference. I.e. a 
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customer is the person who does the buying of the products and the consumer is the 

person who ultimately consumes the product (Solomon, 2009).  

Similarly, Kotler & Keller (2009) stated that customer is contented with either the 

product or services it is termed satisfaction. Satisfaction can also be a person‟s 

feelings of pleasure or disappointment that results from comparing a product‟s 

perceived performance or outcome with their expectations. In point of fact, 

satisfaction could be the pleasure derived by someone from the consumption of goods 

or services offered by another person or group of people; or it can be the state of being 

happy with a situation. 

As of Solomon (2009), customer satisfaction is defined by one author as “the 

consumer‟s response to the evaluation of the perceived discrepancy between prior 

expectations and the actual performance of the product or service as perceived after its 

consumption. Hence, considering satisfaction is viewed as an overall post-purchase 

evaluation by the consumer. Customer satisfaction is identified by a response 

(cognitive or affective) that pertains to a particular focus (i.e. a purchase experience 

and/or the associated product) and occurs at a certain time (i.e. Post purchase, post 

consumption) (Giese & Cote, 2000). This definition is supported by some other 

authors, who think that consumer‟s level of satisfaction is determined by his or her 

cumulative experience at the point of contact with the supplier (Sureshchander et al., 

2002). It is factual that, there is no specific definition of customer satisfaction since as 

the years passes, different authors come up with different definitions. Customer 

satisfaction has also been defined by another author as the extent to which a product‟s 

perceived performance matches a buyer‟s expectations (Kotler et al., 2002). 

According to Schiffman & Karun (2004) Customer satisfaction is defined as “the 

individual‟s perception of the performance of the products or services in relation to 

his or her expectations. In general, customer satisfaction could be the pleasure 

obtained from consuming an offer. Measuring customer satisfaction could be very 

difficult at times because it is an attempt to measure human feelings. Levy (2009) in 

his studies, suggested three ways of measuring customer satisfaction: a survey where 

customer feedback can be transformed into measurable quantitative data, focus group 

or informal where discussions orchestrated by a trained moderator reveal what 

customers think, informal measures like reading blocs, talking directly to customers. 
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Customer satisfaction measures how well a company's products or services normal or 

over customer expectations. These expectations often reflect many aspects of the 

company's market activities including the normal product, service, company, and how 

the company generates in the global environment. Customer satisfaction measures are 

an overall psychological evaluation that is based on the customer's usage time of 

product and service experience (Smith, 2007). 

Customer satisfaction remains a key discourse among service marketing literature. 

Jani and Heesup (2011) define satisfaction as an emotional state resulting from a 

customer‟s interactions with a service provider over time. 

In examining the drivers of customer satisfaction Shankar, Smith and Rangas wamy 

(2002) identified two types of customer satisfaction, namely, service encounter 

satisfaction and overall customer satisfaction. Whereas overall customer satisfaction 

is relationship-specific, service encounter satisfaction is transaction specific. 

2.1.10. Satisfied and Dissatisfied Customer  

This is the condition when exact service is equal to their experience. It is not any 

better significantly, neither is it any worse- they are satisfied. However, this does not 

seem to enter the customer‟s memory for any long period of time. This is condition 

when exact service is greater than or equal to the expected service. This kind of 

customer will come back and tell his friends about his experience and will become an 

advocate for your service (Jamal and Anastasiadou, 2009). This is the case when 

exact service is less than experienced service. As well known, many company today 

struggle to win customers by telling those things they think in their services by using 

brochures and presentations (EMI, 2011). This over promising has poor experience 

and poor customer satisfaction built into it. So always make sure that you and your 

company deliver more than you promise. 

Customer satisfaction can be determined by deferent factors Kotler et al. (2000) have 

suggested as the main impacts contributing to customer satisfactions. 

2.1.11. The importance of Customer Satisfaction 

“Without customers, the service company has no reason to exist. Every service 

business needs to proactively define and measure customer satisfaction. Waiting for 

customers to complain in order to identify problems in the service delivery system or 

gauge the firm‟s progress in customer satisfaction based on the number of complaints 
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received is naïve” (Hoffman and Batteson, 2011). They also cited the figures gathered 

by the Technical Assistance Research Program (TARP) and presenting the following 

facts about customers: 

 The average business does not hear from 96 percent of its unhappy customers. 

 For every complaint received, 26 customers actually have the same problem. 

 The average person with a problem tells nine or 10 people. 13% will tell more 

than 20.  

 Customers who have their complaints satisfactorily resolved tell an average of 

five people about the treatment they received  

 Complainers are more likely to do business with you again than non-

complainers: 54-70 percent if resolved at all, and 95 percent if handled 

quickly. 

The TARP figures demonstrate that customers do not actively express dissatisfaction 

to service firms themselves. Instead, consumers voice their dissatisfaction with their 

feet, by defecting to competitors, and with their mouths by telling your existing and 

potential customers exactly how they were mistreated by your firm. Based on the 

TARP figures, a firm that serves 100 customers per week and boasts a 90 percent 

customer satisfaction rating will be the object of thousands of negative stories by the 

end of a year. For example, if 10 dissatisfied customers per week tell 10 of their 

friends of the poor service received, by the end of the year (52 weeks), 5,200 negative 

word of-mouth communications will have been generated. The TARP figures are not 

all bad news (Palmatier et al., 2006). Firms that effectively respond to customer 

complaints generate positive word-of-mouth communications. Although positive 

news travels at half the rate of negative news, the positive stories can ultimately 

translate into customer loyalty and new customers. Finally, a firm should also learn 

from the TARP figures that complainers are the firm‟s friends. Complainers are a free 

source of market information, and the complaints themselves should be viewed as 

opportunities for the firm to improve its delivery systems, not as a source of irritation. 

According to Kotler, and Keller (2009) customers‟ satisfaction is measured on after 

purchase depends on the offer's performance in relationship to the buyer's 

expectations, and whether the buyer interprets any deviations between the expectation 

and actual performance. In general, satisfaction is a person's feelings of pleasure or 
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disappointment that result from comparing a product's perceived performance (or 

outcome) to their expectations. If the performance falls short of expectations, the 

customer is dissatisfied. If the performance matches the expectations, the customer is 

satisfied. If the performance exceeds expectations, the customer is highly satisfied or 

delighted. Customer assessments of product performance depend on many factors, 

especially the type of loyalty relationship the customer has with the brand. Consumers 

often form more favorable perceptions of a product with a brand they already feel 

positive about. 

Although the customer-centered firm seeks to create high customer satisfaction, that is 

not its ultimate goal. If the company increases customer satisfaction by lowering its 

price or increasing its services, the result may be lower profits. The company might be 

able to increase its profitability by means other than increased satisfaction (for 

example, by improving manufacturing processes or investing more in R&D), Also, 

the company has many stakeholders, including employees, dealers, suppliers, and 

stockholders, Spending more to increase customer satisfaction might divert funds 

from increasing the satisfaction of other "partners." Ultimately, the company must 

operate on the philosophy that it is trying to deliver a high level of customer 

satisfaction subject to delivering acceptable levels of satisfaction to the other 

stakeholders, given its total resources (Palmatier et al., 2006). 

2.1.12. Customer Satisfaction Measures 

Customer satisfaction measurement involves the collection of data that provides 

information about how satisfied or dissatisfied customers are with a service. This 

information can be collected and analyzed in many different ways. Many 

organizations regularly check the levels of customer satisfaction to monitor 

performance over time and measure the impact of service improvement. 

According to Rizaimy (2009), customer satisfaction measures should depend on the 

three following parameters: 

 Quality: - If defects are detected during the after-sales service period, the 

customer is happy. 

 On-time delivery: - Nothing is more frustrating than not receiving a delivery 

on an agreed-upon day. 
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 Money: - Obviously, no vendor can bill the customer for an amount that was 

not agreed to by the customer that is if the vendor expects his invoice to be 

respected in full and without issue. 

Henley center headlight vision (Anon, 2007) states the research carried out in the UK 

with public sector organizations suggests that there are five themes that are likely to 

be relevant to all organizations in measuring customer satisfaction: 

 Delivery of the service (how problems were handled, reliability, outcome 

etc… 

 Timeliness (waiting times, number of times contacted) 

 Information (accuracy, enough information, kept informed) 

 Professionalism (competent staff, fair treatment) 

 Staff attitude(friendly, polite, sympathetic) 

According to Rizaimy et al. (2009), customer satisfaction measures should depend on 

the five following parameters: 

 Quality: - If defects are detected during the warranty period, the customer is 

happy. However, what is important is whether the defects fall into an 

acceptable range. Sometimes, customers specify what an acceptable defect is. 

 On-time delivery: - Nothing is more frustrating than not receiving a delivery 

on an agreed- upon day. This frustration may be eased if somebody calls to tell 

you that the delivery is going to be delayed, but the frustration is there just the 

same. 

 Money: - Obviously, no vendor can bill the customer for an amount that was 

not agreed to by the customer that is if the vendor expects his invoice to be 

respected in full and without issue. Whenever the customer has to pay more 

than the purchase order value, the customer is dissatisfied. 

 Issue factor: - Issues crop up during project execution mainly because of 

unclear specifications or a lack of understanding the specs. Issues may also 

occur because of a conflict or an error in the requirements. When the vendor 

raises an issue whose origin is attributable to the customer, the customer‟s 

satisfaction is not usually affected. However, the customer‟s satisfaction does 
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become affected if the issues raised are due to the vendor‟s improper 

understanding of the requirements. 

 Accommodation and cooperation: - Most projects would not be complete 

without a few change requests from the customer software maintenance 

projects run on these. But since change requests are commonly implemented 

before delivery and it cause additional work for the vendor. Customer will be 

happy when change requests are accepted without impacting the price or the 

delivery schedule, but it is rare to happen. 

As shown above, Henley center headlight vision (Anon., 2007) the staff attitude, 

professionalism, information, timeliness and delivery of service can be used to 

measure customer satisfaction for each service. While according to Rizaimy, et al. 

(2009), stated customer satisfaction measures should depend on parameters like 

quality, time of delivery, money customers pay, issue factor and accommodation and 

corporation. 

2.1.13. Relation between service quality and customer satisfaction 

Since customer satisfaction has been considered to be based on the customer‟s 

experience on a particular service encounter, it is in line with the fact that service 

quality is a determinant of customer satisfaction, because service quality comes from 

outcome of the services from service providers in organizations (Baker-Prewitt, 

2000). 

Another author stated in his theory that “definitions of consumer satisfaction relate to 

a specific transaction (the difference between predicted service and perceived service) 

in contrast with „attitudes‟, which are more enduring and less situational-oriented” 

(Bennett & Barkensjo, 2005). 

Regarding the relationship between customer satisfaction and service quality 

Gieseand (2000) suggested that service quality would be antecedent to customer 

satisfaction regardless of whether these constructs were cumulative or transaction-

specific. In relating customer satisfaction and service quality, researchers have been 

more precise about the meaning and measurements of satisfaction and service quality. 

Satisfaction and service quality have certain things in common, but satisfaction 

generally is a broader concept, whereas service quality focuses specifically on 

dimensions of service (Wilson et al., 2008). Although it is stated that other factors 
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such as price and product quality can affect customer satisfaction, perceived service 

quality is a component of customer satisfaction (Zeithaml et al. 2006). This theory 

complies with the idea of Wilson et al. (2008) and has been confirmed by the 

definition of customer satisfaction presented by other researchers. 

Sivadas & Baker-Prewitt (2000) used a national random telephone survey of 542 

shoppers to examine the relationship between service quality, customer satisfaction, 

and store loyalty within the retail department store context. One of the results was that 

service quality influences relative attitude and satisfaction with department stores. 

They found out that there is a relationship between customer satisfaction and 

service quality. 

In support of the use of SERVQUAL in the relationship between customer 

satisfaction and service quality, Ahmed et al., (2010) conducted a mediation of 

customer satisfaction relationship between service quality and repurchase intentions 

for the telecom sector among university students, with SERVQUAL model‟s 5 

dimensions (tangibles, responsiveness, empathy, assurance and reliability) 

2.2. Empirical Literature Review 

Some empirical literatures that were related to the research are reviewed by the 

researcher and presented as follows: 

Seyed et al, (2007) has studied the effect of technical and electronic after-sales 

services on entrepreneurial opportunities (that is, cost leadership, market 

development, product development, diversification and differentiation). The study 

was a descriptive research that typically used the data derived from questionnaires (a 

researcher-made questionnaire for collecting of information). The population for this 

study comprised of all Soren ELX car owners in Tehran, who bought their cars in 

2009. Soren is a new model of Samand (unveiled in 2008), and Samand is an Iranian 

car brand manufactured by Iran Khodro (IKCO) using local manufacturers for its 

parts. The results of this study show that technical, after-sales services in Iran- Khodro 

Company have effect on entrepreneurial opportunities based on market and product. 

A Research paper conducted on “Impact of after Sales Service on Consumer 

Satisfaction and Retention. A Study of LG Electronics in Ibadan, Nigeria.” result 

shows after sales service indices (product delivery, installation and warranty) were 

significantly independent and joint predictors of customer satisfaction and retention. 
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The study also discovered that customer‟s rate warranty contract highest among after 

sales service dimensions followed by delivery and installation respectively (Ladokun, 

2013). 

Ruben J. (2012) also agreed that after sales service significantly enhance the value of 

the product to its users. He noted that customers may decide to purchase a product 

based upon service and aftermarket considerations. 

Rigopoulou I. et al, (2008) also examined the consequences of after sales service on 

customer satisfaction and retention. Data was collected through closed ended 

questionnaire, which was administered through telephone interviews from 420 

respondents in Greece. The results show that after sales service has significant and 

positive impact on customer satisfaction and retention. They suggest that service 

marketing managers should understand the impact of after sales service on customer 

satisfaction and behavioral intentions. 

Gupta S, Lehmann DR (2007) in their study on the impact of after sales service on 

customer relationship discovered that after-sales service is regarded as an important 

factor that has an impact on establishing good relationships with customers. 

Alexander WL. et al., (2002) accepted the claim that returning customers are the most 

profitable ones, as they require less marketing effort and relationship building. They 

agreed that after-sales service acquires a critical role as a means to achieve customer 

satisfaction and retention. 

A research conducted on “After sale service, customer satisfaction and loyalty in 

automotive industry of Kenya” results indicate that that after sale services such as 

maintenance, spare parts supply, telephone services, warranty, car washing, and 

documentation services have an effect on customer satisfaction and loyalty. Another 

indication is that after sale service satisfaction and loyalty have a positive relationship. 

In addition, different companies provide same after sale services differently to their 

customers which gives a significant disparity on customer satisfaction, (Tabitha, 

2013). 

A research study conducted on “The Effects of Customer Expectation and Perceived 

Service Quality on customer satisfaction” findings show that customer expectation 

and perceived service quality have a positive effect on customer satisfaction 

(Almsalam, 2014). 
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Flynn et al. (2010) have presented that communicational services is directly related to 

customer satisfaction. Customers may have doubts in their minds after purchasing the 

products which may hamper their decision making; and the only way to manage this 

uncertainty is to establish a long term relationship with customers through proper 

communicational services like after sales service. 

Ming and Chich-Jen (2006) in their study have explored overall user customer 

satisfaction. A questionnaire survey reveals users „perspectives on service quality by 

using five dimensions: tangibles, responsiveness, reliability, assurance, and empathy. 

The results indicate that the overall service quality has a significant positive effect on 

overall user satisfaction. Among these five dimensions except responsiveness, all of 

them have a significantly positive effect on overall user satisfaction. 

The results of Hussain et al (2011) with title "An empirical analysis of after sales 

service and customer satisfaction" showed that customer satisfaction increases with 

better service delivery Understanding the causal relationship between After Sales 

services and customer satisfaction has captured the interest of marketing for well over 

a decade now. Customer satisfaction became the battle cry of companies trying to 

compete in a newly globalized marketplace. 

In that way, Rigopoulou et al (2008) examined the consequences of After Sales 

services on customer satisfaction in Greece. The results show that After Sales service 

has significant and positive impact on customer satisfaction. They suggest that service 

marketing managers should understand the impact of After Sales service on customer 

satisfaction and behavioral intentions. 

Further, Bundschuh & Dezvane (2003) studied the impact of after Sales service on 

customer satisfaction and they discovered that after-sales service is regarded as an 

important factor that has an impact on establishing good relationships with customers. 

Mohd et al., (2009) have explained after-sales service is the provision of services to 

customers before, during and after a purchase. It is one of the organizational processes 

which companies perform in considering the growing competition of the market and 

for attracting entrepreneurial opportunities for increasing profitability and better 

access to the market, as well as increasing the customer satisfaction level. It has been 

mostly used to describe services that are provided to the customer after the products 

have been delivered. 
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Ahmed & Minuir (2014) have studied Service Quality and its Relationship with 

Customer Satisfaction and Loyalty in a Saudi Arabian Automobile Company 

(SAACO) using SERVQUAL. They found that that the majority of SAACO 

customers are highly satisfied and are loyal to the organization and concluded that the 

result is definitely beneficial for SAACO in order to stay ahead of its competitors and 

grow its market share. 

Kindye (2011) studied the effect of after sales service being provided by Moenco & 

Holland car PLC on customer satisfaction and loyalty in Toyota & Lifan car owners 

of Ethiopia. As a result, he founds after sales service components have an effect on 

customer satisfaction. 

2.3. Conceptual Framework 

Conceptual framework explains, either graphically or in narrative form, the main 

things to be studied- the key factors, concepts, or variables and the presumed 

relationships among them. It is structured set of broad ideas and theories that help a 

researcher to properly identify the problem they are looking at frame their questions 

and find suitable literature. 

Conceptual frame work is a diagram that illustrates the relationships among relevant 

factors that may influence the successful achievement of goals and objectives. It helps 

determine which factors will influence and how each of these factors might relate to 

and affect the outcomes (Wachamba, 2009). 

The Conceptual Framework of the study (Fig 2.1) shows the effects of after sale 

service quality on customer satisfaction. The variables defined here are the 

independent and the dependent variable. Independent variables include Maintenance 

and repair, Warranty service, Spare parts supply, Online/telephone service, 

Inspection, Training and Documentation. Dependent variable, Customer Satisfaction, 

is that factor which is observed and measured to determine the effect of the 

independent variable. 
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Figure 2.1:- Conceptual Framework 

Source (Own Source) 

 

                                        

 

 

                                                                                                                                                                                                       

 

 

After Sale 

Service 

Maintenance 

and Repair 

Warranty 

Service 

Spare parts 

Supply  

Online/Teleph

one Service 

 
Inspection 

 

Training 

 

Documentation 

 

Customer 

Satisfaction 



  

32 
 

CHAPTER THREE 

3. RESEARCH METHODOLOGY 

Introduction 

This chapter covers the procedure that was followed in conducting the study. It 

outlines the research design, research approach, target population and sampling, data 

collections instruments and data collection procedures and data analysis, presentation 

and interpretation. It describes the procedures followed to gather measure and analyse 

the necessary data. 

3.1 Research design 

The purpose of this study is to investigate the effect of after sale service quality on 

customer satisfaction in the case of Ethiopian Automotive Industry. This section 

explains the research design and methodology that was applied to achieve this 

objective. 

In this research proposal the researcher was used a descriptive type of research design. 

Mainly because the major purpose of descriptive research is to describe characteristics 

of objects, people, groups, organizations, or environments. In other words, descriptive 

research tries to “paint a picture” of a given situation by addressing who, what, when, 

where, and how questions (Kothari 2004). 

Also In this research the researcher was used an explanatory type of research design 

to discuss the outcome of the study. Explanatory studies that establish causal 

relationships between variables (Saunders, et al., 2009).   

3.2 Research Approach  

Mixed type approach was used for both qualitative and quantitative methods. The 

research was examined in qualitative and quantitative. For the very clear fact that the 

focus of the research will focus on understanding and interpretation of the data as well 

it deals with the effects of variables.  

For the very clear fact that the focus of the research was on understanding and 

interpretation of the data as well it deals with the effects of variables. When we look 

out on the involvement of the researcher and the research design it requires a high 

participation involvement and was used multi methods respectively. The data type as 
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well non probability for it is purposive on choosing who responds the questionnaires 

or interviews organized all at once it will took only small sample (Zenegaw, 2013)  

The primary qualitative data obtained from questionnaires were presented in tables 

and line graphs and will be analysed using simple descriptive statistics. The 

quantitative data from questionnaires were analysed using descriptive analysis. 

3.3 Data Sources and Data Collection Methods  

In order to determine the effect of after sale service quality on customer satisfaction in 

the case of Ethiopian Automotive Industry, data determined to be gathered from both 

primary and secondary sources to meet the objective of the study. To obtain primary 

sources, the researcher was collected data from Automotive Industry customers and 

employees by using questionnaire and interview. In addition to primary sources, 

secondary sources like booklet, office document, journals and internet were used.  

3.4. Sampling Design 

3.4.1. Target Population of the Study  

According to Creswell (2012) target population is a group of individuals or 

organizations, with some common defining characteristics that the researcher can 

identify and study. A target population can also be defined as a group of people that the 

researcher wants to draw a conclusion from (Mugenda and Mugenda, 2012).  

To study the effect of after sale service quality on customer satisfaction the target 

population was Holland car, Moenco, Lifan Motors, Nyala, Belayab Motors, after sale 

service customers who get after sale service more than one time in Addis Ababa city.  

3.4.2. Sampling Technique 

For quantitative data collection, sampling was executed using the non-probability 

sampling technique. Judgment (purposive sampling) was also selected for quantitative 

data, because it enabled the researcher to select the sample based on his own 

judgment about some characteristics required from the sample element (for example a 

respondent should be a customer who have got after sale service more than once and 

available at the Automotive company‟s after sale service station in Ethiopia. This is 

because as Fogli (2006) shows one limitation of customer satisfaction questionnaires 

is analyzing customer views depending on one specific service employees while they 
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interact with more than one employee. Hence taking customer who got service more 

than one time is more appropriate to measure customer satisfaction. 

3.4.3. Sample Size Determination  

A carefully selected sample can provide data representative of the population from 

which it is drawn. Determining appropriate sample size is very essential and complex 

as it depends margins of errors, degree of certainty and statistical technique (Tesfaye, 

2017). 

According to Israel (2003), there are different strategies to calculate sample size. 

These include using census for small population, using a sample size of similar study, 

using published sample size tables and using formula to calculate sample size. 

The Ministry of Transport, in its latest report revealed that the total number of 

vehicles registered by the authority, at both federal and regional levels, has reached 

close to 1.2 million vehicles. Out of the total registered number; motorbikes top the 

list for any type of vehicle registered by the Federal Transport Authority. The report 

shows that Addis Ababa has registered around 630,440 vehicles. 

The total number of population in this investigation was estimated to be very large 

and unknown. Therefore, the sample size of the research is 385 after sale service 

customers as can be calculated using the following criteria. 

Sample Size - Infinite Population (where the population is greater than 50,000) 

 

Where: 

  Is the Z core 

  Is margin of error 

  Is the population size 

p  is the population proportion 

Accordingly 

95% confidence interval of 95% (z) = 1.96 
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Margin of error of 5%.  

Assuming a population of 0.5 for unlimited population size 

 

Thus, according to the above computation a sample size of 385 after sale service 

customers would be necessary to conduct the study. 

3.5. Data Collection Tools 

Data collection is a means by which information is obtained from the subject of 

investigation (Creswell, 2012). Self-administered questionnaires were used to collect 

primary data for this study. The questionnaire ensured that details and relevant 

information on the subject of study was collected. The study was used a questionnaire 

because it is flexible and facilitates the capture of large amount of data. As a method 

of data collection, questionnaires are appropriate because they are easy to analyse and 

is cost effective. (Kothari, 2011). 

3.6. Data Processing and Analysis Method  

To analyse the data was collected from the primary and secondary sources, the study 

was used both qualitative and quantitative data analysing methods. Particularly with 

the quantitative data was collected via the questionnaire, a descriptive statistical 

analysis method and SPSS was used to tabulate the data and present it in tables and 

figures. Statistical tools like frequencies, percentage method, mean and standard 

deviation was used to analyse data. Pearson correlation and linear regression to 

analyse the relationships among dependent and independent variables was used to 

explain and to determine the significant differences between and among respondent‟s 

views on the effect of after sale service quality on customer satisfaction in the case of 

Ethiopian Automotive Industry. The summarized data was analysed to arrive at a 

meaningful conclusion and to come up with valuable recommendations. The research 

was used IBM SPSS (Statistically Package for Social Science) software; version 24 to 

analyse the quantitative data was collected from the questionnaire. 
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3.7. Model Specification 

(Hair,2005) argued that for analysing the relationship between one dependent variable 

and several independent variables multiple regressions analysis can be applied. 

Hence, multiple regression analysis is an appropriate way to check the relationships 

between independent variables and dependent variable in this study. The literature 

reviewed in the previous chapter identified effects of after sale service quality on 

customer satisfaction and a model that would help to investigate the relationship of 

the effects after sale service and customer satisfaction. 

The linear multiple regression line designed using the variables and is stated as 

follows: 

Y=a+b1X1+b2X2+b3X3+b4X4+b5X5 +e 

Where; 

Y = Customer satisfaction 

 a = Value of if X1+X2+X3+X4+X5+X6+X7=0 

 b1, b2, b3, b4, b5, =    Coefficients of Regression 

X1 = Maintenance and Repair    

X2 = Warranty service 

X3 = Spare parts Supply 

X4 = Online/Telephone service 

X5 =Inspection   

 e = residual value 

3.8. Test of the Soundness of the Measurement Used 

As (Kothari et al, 2004) stated, a sound measurement must meet the test of 

validity and reliability. Both of them should use in evaluating a measurement to 

in this study. 
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3.8.1. Validity and Reliability  

3.8.1.1. Validity  

“Validity refers to the extent to which a test measures what we actually wish to 

measure” (Kothari et al, 2004). It involves the degree to which we are measuring 

what we are supposed to, more simply, the accuracy of your measurement. It is 

believed that validity is more important than reliability because if an instrument 

does not accurately measure what it is supposed to, there is no reason to use it 

even if it measures consistently. To check the validity the initial questionnaire has 

been given to a group of referees to judge its validity according to its content, 

clearness of its meaning, appropriateness to avoid any misunderstanding and to 

assure its linkage with the study objectives. 

First, the researcher examined that the underling theory of the study has a strong 

conceptual basis and be based on well-validated constructs. 

 Consulting subject matter experts in the area like research advisor 

 Feedback collected from the selected friends by the sample of questionnaire 

distributed to check the validity. 

 The instruments used are almost standardized as adopted from commonly 

used scales globally. 

3.8.1.2. Reliability 

Reliability has to do with the accuracy and precision of a measurement procedure 

(Kothari et al, 2004). Reliability estimates the Consistency of the measurement or 

more simply, the degree to which an instrument measures the way each times it is 

used under the same conditions with the same subjects (John, 2007). Reliability is 

essentially about consistency. That is if we measure something many times and 

the result is always the same, then we can say that our measurement is reliable. In 

other words, when the outcome of the measuring process is reproducible, the 

measuring instrument is reliable-this does not mean that it is valid, it simply 

means that the measurement instrument does not produce erratic and 

unpredictable result. 

To maximize the reliability of the questionnaire the researcher conducted an 

initial survey of 20 Ethiopian automotive industry customers. To measure the 
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reliability of the constructs the researcher conducts internal consistency reliability 

using Cronbach alpha. Internal consistency reliability is a measure of consistency 

between different items of the same construct. The Cronbach alpha coefficient of 

the factors is displayed in the following table. The result shows that there is high 

internal consistency among the variables, so the dimensions are sufficient to 

measure the constructs.  

Table 3.1 Results of Reliability Analysis  

Sources; Survey data (2021) 

The researcher calculated Cronbach„s alpha values for the items in each construct. 

The coefficients were evaluated using the guidelines suggested by George and 

Mallery, where values 0.9 or higher indicate excellent reliability, values ranging from 

0.8 to .89 indicate good reliability, values ranging from 0.7 to .79 indicate acceptable 

reliability, values ranging from 0.6 to .69 indicate questionable reliability, values 

ranging from 0.5 to .59 indicate poor reliability, and values less than 0.5 indicate 

unacceptable reliability.  

As indicated above in Table 4.1 above, the value for Cronbach„s Alpha (α) was 0.93 

for all items which exceed 0.70 the accepted value for Cronbach„sAlpha George and 

Mallery (2010). In short nut, the responses generated for all of the variables used in 

this research was reliable enough for data analysis. This value was acceptable based 

on the rule of (George and Mallery, 2010). 

3.8.2. Ethical Consideration 

The study considered some ethical issues. The respondent has the right to respond 

or not, the respondent has the right to participate or not, the study was informing 

Factors Cronbach's 

Alpha 

No of Items 

Maintenance and repair .960 6 

Warranty service .871 4 

Spare parts supply .921 5 

Online/telephone service .941 6 

Inspection .969 7 

Customer satisfaction .950 6 

Total .935 34 
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respondents the purpose of the questioner and the study considers the 

confidentiality of the response by not asking to state name. While conducting the 

study, emerging ethical issues should be considered and was given attention. 

To increase the ethical standard of the questioners and the right of the 

respondents, the following statements would be included on the questioners; 

 Introduction, rationale for study and specific aim(s) 

 Outcomes to be measured 

 Considerations of statistical power in relation to enrolment  

 Study procedures for protecting against or minimizing potential risks. 
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CHAPTER FOUR 

4. DATA ANALYSIS, PRESENTATION AND 

INTERPRETATIONS 

Introduction 

This chapter contains findings on the study that the effect of after sale quality on 

customer satisfaction in Ethiopian Automotive Industry. The findings have been 

discussed under thematic areas and subsections corresponding to the variables and 

objectives of the study. The thematic areas include: study demographic information, 

maintenance and repair, warranty service, spare parts supply, online/telephone 

service, inspection and customer satisfaction in Ethiopian Automotive Industry. 

Questionnaire Response Rate 

The study sampled 384 after sale service customers of Ethiopian automotive industry. 

From the 384 questionnaires issued out to respondents 350 questionnaires were 

returned representing 91.14% response rate suitable for purpose of the study. Return 

rate of 50 % is considered sufficient, 60% is good, 70% and above very good 

Mugenda (2003). The researcher made calls and visits to request the respondents and 

return the questionnaires. 

4.1. Demographic characteristics of the respondents 

The demographic characteristics of the respondents were investigated in the first 

section of the questionnaire. The demographic captured gender of the respondents, 

age, marital status, years of experience, level of education and departments.  
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Table 4.1:- Demographic characteristics of the respondents 

  Sources; Survey data (2021) 

From the table 4.1, above, we can see that the composition of the respondents by sex, 

57.1 percent were male while 42.9 percent were female. This indicates that most of 

the respondents are males.  

The age distribution of the respondents also shows that 126(36%) were between the 

ages of 34-41 years, 89(25.4%) were between 26-33 years, 85 (24.3%) were above 41 

years and 50(14.3%) were between 18-25 years. This study found that the majority of 

the respondents comprising 36 % were between the ages of 34-41 years.  

The above table 4.1 also indicates that 52.3% of participants are married, 39.1 of the 

respondents were single and the remaining 8.6 were divorced. 

As it is presented in table 4.1, in the analysis of Highest Level of Education the 

Respondents Completed, we can see that a majority 49.4 % of the respondents are 

Variables  Frequency of responses 

 

 

Sex 

 Frequency Percent 

Male 200 57.1% 

Female 150 42.9% 

Total 350 100% 

 

Age Range 18-25 years  50 14.3% 

26-33 years 89 25.4% 

34-41 years 126 36% 

Above 41 years  85 24.3% 

Total 350 100% 

 

Marital Status 

 

Single  137 39.1% 

married 183 52.3% 

Divorced 30 8.6% 

Widowed - 0% 

Total 350 100% 

Highest Level of 

Education 

 

Secondary School   173 49.4% 

Diploma 55 15.7% 

BA/BSC Degree 77 22% 

MA/MSC Degree  35 10% 

PHD 10 2.9% 

Total 

 

350 100% 
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secondary school, 22 % of the respondents were BA/BSC Degree holders, 15.7 % of 

the respondents were Diploma holders, while only 2.9% of the respondents were PHD 

Degree holders. This implies that the majority of the respondents were Secondary 

School Completed. 

4.2. Monthly Income of the Respondents  

 

Figure 4.1: Monthly Income of the Respondents  

 Sources; Survey data (2021) 

As it is presented in figure 4.1, in the analysis of monthly income of the respondents, 

we can see that a majority 135(38.6%) of the respondents are between 5,001 to 6,000 

birr, 85(24.3%) are below 5,000 birr, 65(18.6%) are between 6,001 to 7,500 birr, 

35(10%) are above 9000 birr and the remaining 30(8.6%) are between 7,501 to 9,000 

birr. This implies that the majority of the respondent‟s incomes were between 5,001 to 

6,000 birr. 
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4.3. Frequency of visiting the after sale department  

 
 

Figure 4.2: Respondents Frequency of visiting after sale department  

 Sources; Survey data (2021) 

As seen on the above figure 4.2, respondents were also asked their frequency of visit 

after sale department, the majority 213(60.9%) were 1 to 5 times, 116(33.1%) were 6 

to 10 times and the remaining were 21(6%) were 11 to 20 times. This means of all 

350 respondents 60.9 % of them visited after sale department.  

4.4. Type of after sale services the respondents have used  

 

Figure 4.3: Type of after sales service the respondents have used   

Sources; Survey data (2021) 

Figure 4.3 above, in the analysis of type of after sale service the respondents have 

used, we can see that a majority 37.7 % of the respondents had used maintenance and 
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repair, 28.9 % had used spare parts supply, and 26.6 % had used warranty service, 

while only 6.9% of the respondents had used inspection service. This implies that the 

majority of the respondents were used maintenance and repair after sale service.  

4.5. Effects of after sale service on respondents satisfaction  

 

Figure 4.4: Effects of after sale service on respondents satisfaction  

Sources; Survey data (2021) 

As seen on the above figure 4.4, the study sought to establish whether after sale 

service has effect on the respondent‟s level of satisfaction, from the findings, all of 

them acknowledged it. From these findings it can be established that, all of the 

respondents were believed that after sale service has effect on their level of 

satisfaction.  

4.6. Descriptive analyses of variables  

In this study descriptive statistics was used as a way to analyze the mean and standard 

deviation regarding the effect of after sale service quality on customer satisfaction. 

The summary of the descriptive statistics results shown below includes all the study 

variables which is evaluated based on 5 point Likert scale (where 1= strongly 

Disagree, 2= disagree, 3= Neutral, 4= Agree and 5= strongly agree).  

To determine the Minimum and Maximum length of the 5-point Likert type scale. The 

range is calculated by:    

Maximum – Minimum 

____________________        

          Maximum 
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                       5-1 

            _____________    = 0.80 

               5 

Mean scale Range 

       N
o
 Scale ranges Interpretation 

1 1.0- 1.80 Strongly Disagree 

2 1.81- 2.60 Disagree 

3 2.61 – 3.40  Neutral 

4 3.41 - 4.20  Agree 

5 4.21 – 5.0 Strongly Agree 

 Source: Singh et al, (2015) 

Standard deviation is a measure of variability indicating the average amount that 

scores vary from the mean. Dematteo and Festinger (2005). From this the researcher 

describe the descriptive statistical analysis were discussed.  

4.6.1. Analysis of selected Maintenance and Repair Measures  

In order to measure how maintenance and repair after service affects customer 

satisfaction in Ethiopian Automotive Industry, respondents were provided with six 

questions and their responses are summarized in table 4.3 below.  

The first operation was intended to measure whether maintenance and repair after sale 

service has affected customer satisfaction. In this regard, as indicated on the below 

table, the majority of mean score of 3.72 (SD =.69) respondents agreed it had affected 

the customer satisfaction. This showed that, indeed the majority believed that 

maintenance and repair after sale service can have a significant impact on customer 

satisfaction hence it should be treated with seriousness it deserves. 
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Table 4.2. : Descriptive Analysis on Maintenance and Repair Measures 

Descriptive Statistics 

Variables 

N Mean 

Std. 

Deviation 

Statistic Statistic Statistic 

Has after sale maintenance and repair service 

affected customer satisfaction 

350 3.72 .69 

Maintenance staffs are professional & skilful 350 2.65 .93 

Maintenance issues usually resolved with the 

first trial 

350 2.55 .91 

The quality of the maintenance service is high 350 2.54 .81 

Maintenance issues are resolved timely and 

based on the citizen charter date 

350 2.54 .89 

The company provides regular maintenance 

service 

350 2.38 .63 

Total  2.73 0.81 

Sources; Own Survey data (2021) 

On the above table 4.3, respondents were asked whether maintenance staffs are 

professional & skilful, the majority the mean score (mean 2.65) (SD=.93) disagreed. 

 On item three, most respondents still disagreed to maintenance issues usually 

resolved with the first trial (mean 2.55) (SD=.91).  

Furthermore, the respondents asked whether the quality of the maintenance service is 

high, most of the respondents (mean 2.54) (SD=0.81) disagreed too. Also majority 

(mean 2.54) (SD=.89) of the respondents confirmed that Maintenance issues are not 

resolved timely and based on the citizen charter date.  

On the last measure of maintenance and repair, whether the company provides regular 

maintenance service, majority of them (mean 2.38) (SD = .63) still disagreed.  
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The findings indicated that the respondents generally disagreed with the fact that 

maintenance staffs are professional & skilful and maintenance issues usually resolved 

with the first trial.  

The respondents also generally disagreed with the fact that the quality of the 

maintenance service is high. They also generally disagreed with the fact that 

maintenance issues are resolved timely and based on the citizen charter date and the 

companies provides regular maintenance service. 

The results showed that it must be emphasized that all the items reported under the 

maintenance and repair in Ethiopian automotive industry had mean scores between 

3.72 and 2.38. This means that the majority of the respondents were of the view that 

the maintenance and repair in Ethiopian automotive industry is not satisfactory.  The 

findings established that the general rating of level of maintenance and repair carried 

out was generally low as indicated by a composite mean of 2.73. This implies that the 

maintenance and repair after sale service carried by the Ethiopian automotive 

industries was not adequate enough to satisfy their after sale customers.  

Maintenance and repair are an important element of product support and companies 

give maintenance and repair to products so they can achieve its maximum user life 

(Tsegaye, 2017). 

4.6.2. Analysis of selected Warranty Service Measures  

As the second component of after sale service i.e., warranty service, respondents in 

the research reacted on the below listed four questions. Their proportionate summary 

and description is shown here under in Table 4.4 and the subsequent paragraphs. 
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Table 4.3. : Descriptive Analysis on Warranty service Measures 

Descriptive Statistics 

Variables N Mean 

Std. 

Deviation 

Statistic Statistic Statistic 

Has after sale warranty service affected customer 

satisfaction 

350 3.64 .72 

Automotive companies provides adequate 

information about warranty 

350 2.59 .89 

The length  of warranty service that was provided 

by the automotive companies was appropriate for 

me 

350 2.53 .83 

The warranty of the automotive companies is 

implemented as promised 

350 2.47 .83 

Total  
2.81 0.82 

Sources; Own Survey data (2021) 

For the query intended to examine whether the after sale warranty service has affected 

customer satisfaction. From the findings, majority of the respondents (mean 3.64) 

(SD=.72) agreed it had affected the customer satisfaction. This showed that, indeed 

the majority believed that after sale warranty service can have a significant impact on 

customer satisfaction. 

Participants were asked if Automotive companies provides adequate information 

about warranty service, majority of them (mean 2.59) (SD=.89) disagreed. Also, the 

respondents were asked whether the length of warranty service that was provided by 

the automotive companies was appropriate, majority of them (mean 2.53) (SD= 0.83) 

disagreed too. 

At the last enquiry of the after sale warranty service, regarding the question of the 

warranty of the automotive companies is implemented as promised, the mean score 

(mean 2.47) (SD= .83) of respondents disagreed.  
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The findings indicated that the respondents generally disagreed with the fact that the 

automotive company in Ethiopia provides adequate information about warranty. The 

respondents also generally disagreed with the fact that the length of warranty service 

that was provided by the automotive companies was appropriate for them and the 

warranty of the automotive companies is implemented as promised.  

The warranty service had mean scores between 3.64 and 2.47. The overall warranty 

service can be approximated to a mean of 2.81. The findings established that the 

general rating of level of after sale warranty service was generally low as indicated by 

a composite mean of 2.81. This showed that the after sale warranty service with in 

Ethiopian automotive industry still lacked to ensure customer satisfaction.  

With a Better warranty terms a customer can attain improved benefit of purchasing 

cost for repair or technical damage of the product this results in greater sale and profit. 

Long warranty time is also one of the bundles of satisfaction the consumer 

(Shaharudin et. al., 2009). 

4.6.3. Analysis of Spare parts Supply Measures     

In the assessment of the spare parts supply measures, as portrayed below in Table 4.5 

respondents were asked to rate their opinion on five measures.  
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Table 4.4. : Descriptive Analysis Spare parts Supply Measures     

Descriptive Statistics 

Variables 

N Mean 

Std. 

Deviation 

Statistic Statistic Statistic 

Has after sale spare part supply service affected 

customer satisfaction 

350 3.61 .81 

Spar part supply of the automotive companies is 

available 

350 2.99 .64 

The automotive companies delivery of spare 

parts is prompt 

350 2.52 .79 

The spare parts in the automotive companies is 

genuine/original 

350 2.48 .79 

The price for spare parts that the automotive 

companies provide is fair 

350 2.26 .61 

Total  
2.77 0.73 

Sources; Own Survey data (2021) 

For the query intended to examine whether after sale spare parts supply has affected 

customer satisfaction. From the findings, majority of the respondents (Mean 3.61) 

(SD=.81) agreed it had affected the customer satisfaction. This showed that, indeed 

the majority believed that after sale spare parts supply can have a significant impact 

on customer satisfaction.  

On item two, most (Mean 2.99) (SA=.64) of the respondents believe the spar part 

supply of the automotive company‟s in Ethiopia is not available.  

Participants were asked if the automotive company‟s delivery of spare parts is 

prompt, majority of them (Mean 2.52) (SD=.79) disagreed. Respondents were to 

indicate whether the spare parts in the automotive company‟s is genuine/original, 

majority of them (Mean 2.48) (SD=.79) disagreed.  
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At the last enquiry of after sale spare parts supply , regarding the question of the price 

for spare parts that the automotive company‟s provide is fair, majority of them (Mean 

2.26) (SD=.61) disagreed.   

The findings indicated that the respondents generally disagreed with the following 

statements. Spar part supply of the automotive companies is available, the automotive 

companies‟ delivery of spare parts is prompt, the spare parts in the automotive 

companies are genuine/original and the price for spare parts that the automotive 

company‟s provide is fair in Ethiopia. 

The findings established that the general rating of level of spare parts supply carried 

out in the Ethiopian automotive companies was generally low as indicated by a 

composite mean of 2.77. This showed that, in as much as the automotive companies 

applying effort to satisfy their customers, the effort was still not enough.  

Muhammad, (2011) stated that different types of services have different success 

factors. In spare parts supply for example, pricing, availability, delivery speed, and 

combined technical and customer database are key to customer satisfaction and 

profitability. 

4.6.4. Analysis of Selected Online/Telephone service Measures  

Six items were included on the survey questionnaire to measure online/telephone 

service. 

As depicted on the below table, the enquiry was made to assess whether 

online/telephone service has affected customer satisfaction. From the findings, 

majority of the respondents (Mean 3.66) (SD=.72) agreed it had affected the customer 

satisfaction. This showed that, indeed the majority believed that after sale 

online/telephone service can have a significant impact on customer satisfaction. 

Also respondents were asked whether the telephone operator of the automotive 

companies is polite and courteous while answering the phone, majority of them 

(Mean 2.86) (SD=.63) still disagreed.   

Muhammad, (2011) stated that different types of services have different success 

factors. In spare parts supply for example, pricing, availability, delivery speed, and 

combined technical and customer database are key to customer satisfaction and 

profitability. 
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Table 4.5. : Descriptive Analysis on Online/Telephone service Measures     

Descriptive Statistics 

Variables 

N Mean 

Std. 

Deviation 

Statistic Statistic Statistic 

Has after sale online/telephone service affected 

customer satisfaction 

350 3.66 .72 

The telephone operator of the automotive 

companies is polite and courteous while answering 

the phone 

350 2.86 .63 

The telephone line service of the automotive 

companies is committed to providing excellent 

customer service and enjoys a fast paced after sales 

service 

350 2.38 .68 

The automotive companies take feedback by 

phoning to customers 

350 2.36 .73 

The automotive companies motor update customers 

service period 

350 2.32 .68 

the automotive companies has a call center that is a 

multiline phone answering system takes messages 

and transfers callers to the appropriate staff 

member 

350 2.18 .54 

Total  
2.63 0.66 

Sources; Own Survey data (2021) 

As depicted on the above table 4.6, the value of the mean (Mean 2.38) (SD=.68) 

indicates that most respondents disagreed that the telephone line service of the 

automotive companies is committed to providing excellent customer service and 

enjoys a fast paced after sales service  
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Question was forwarded to respondents to check if the automotive companies take 

feedback by phoning to you customers, the mean value of (Mean 2.36) (SD=.73) 

disagreed that the automotive companies take feedback by phoning to customers. 

Furthermore, Respondents were to indicate whether the automotive companies motor 

Update customers service period, majority of them (Mean 2.32)(SD=.68) disagreed. 

At the last enquiry of online/telephone service, whether the automotive companies has 

a call center that is a multiline phone answering system takes messages and transfers 

callers to the appropriate staff member, majority of them (Mean 2.18) (SD=.54) 

disagreed. 

The findings indicated that the respondents generally disagreed with the following 

statements. The telephone operator of the automotive companies is polite and 

courteous while answering the phone, the telephone line service of the automotive 

companies is committed to providing excellent customer service and enjoys a fast 

paced after sales service, the automotive companies take feedback by phoning to 

customers, the automotive companies motor update customers service period and the 

automotive companies has a call center that is a multiline phone answering system 

takes messages and transfers callers to the appropriate staff member. 

The results showed that it must be emphasized that all the items reported under the 

online/telephone service had mean scores between 3.66 and 2.18.  The findings 

established that the general rating the level of online/telephone service was generally 

low as indicated by a composite mean of 2.63. This showed that, the level of online/ 

telephone service was still not enough.  

Nivethika and Yoganathan (2015) suggested that a company can provide online 

support through the use of telephones. Pettinger (2017) advised that a retailer can 

follow up a customer using phone calls to ask how the product is working out. 

4.6.5. Analysis of selected Inspection Measures  

Seven items were included on the survey questionnaire to measure inspection. 

Respondents‟ proportionate summary and description is shown here under in Table 

4.8 and the subsequent paragraphs. 
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Table 4.6. : Descriptive Analysis on Inspection Measures     

Descriptive Statistics 

Variables N Mean 

Std. 

Deviation 

Statistic Statistic Statistic 

Has after sale inspection affected customer 

satisfaction 

350 3.93 .52 

The scheduled of inspection of the automotive 

companies is suitable 

350 2.51 .81 

The Inspection staffs in the automotive 

companies  are polite and courteous 

350 2.47 .82 

the automotive companies  makes a reliable and 

prompt inspection service 

350 2.47 .84 

The Vehicle Inspection Checklist of the 

automotive companies (vehicle exterior, vehicle 

interior, tires and wheels etc...) is condescend 

350 2.45 .78 

The inspectors of the automotive companies are 

skill full 

350 2.36 .74 

the automotive companies Motor has a good 

recording system of Vehicle History Report 

350 2.34 .74 

Total  2.65 0.75 

Sources; Own Survey data (2021) 

For the query intended to examine whether the after sale inspection has affected 

customer satisfaction. From the findings, majority of the respondents (mean 3.92) 

(SD=0.52) agreed it had affected the customer satisfaction. This showed that, the 

majority believed that after sale inspection has affected customer satisfaction.  

Participants were asked if the Scheduled of inspection of the automotive companies is 

suitable, majority of them (mean 2.51) (SD=.81) disagreed. Also, the respondents 
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were asked whether the inspection staffs in the automotive companies are polite and 

courteous, majority of them (mean 2.47) (SD= .82) disagreed too. 

As shown on the table in item no.4 the mean score (mean 2.47) (SD=.84) of the 

majority respondents disagreed that the automotive companies makes a reliable and 

prompt inspection service.  

Respondents were to indicate whether the vehicle inspection checklist of the 

automotive companies (vehicle exterior, vehicle interior, tires and wheels etc...) is 

condescend, the mean score (mean 2.45) (SD= .78) of the respondents disagreed that 

the vehicle inspection checklist of the automotive companies (vehicle exterior, vehicle 

interior, tires and wheels etc...) is condescend.  

Furthermore, most respondents disagreed to the inspectors of the automotive 

companies are skill full (mean 2.36) (SD=.74). 

At the last enquiry of the inspection, regarding the question of the automotive 

companies motor has a good recording system of vehicle history report, the mean 

score (mean 2.34) (SD= 0.74) of respondents disagreed.  

The findings indicated that the respondents generally disagreed with the fact that the 

scheduled of inspection of the automotive companies is suitable and the inspection 

staffs in the automotive companies are polite and courteous. The respondents also 

generally disagreed with the fact that the automotive companies make a reliable and 

prompt inspection service, the vehicle inspection checklist of the automotive 

companies (vehicle exterior, vehicle interior, tires and wheels etc...) is condescend, 

the inspectors of the automotive companies are skill full and the automotive 

companies Motor has a good recording system of Vehicle History Report. 

The inspection had mean scores between 3.93 and 2.34. The overall Technological 

infrastructure can be approximated to a mean of 2.65. The findings established that 

the general rating of level of inspection capacity existing was generally low as 

indicated by a composite mean of 2.73. This showed that the after sale inspection 

service within companies still lacked the capacity to satisfy customers. The inspection 

was not efficient.  
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4.6.6. Analysis of Selected customer satisfaction Measures  

With regard to the last customer satisfaction measures, respondents were provided 

with six queries on review of measures. 

The first enquiry was made to assess whether the after-sales service departments meet 

customers‟ expectations, majority of them (Mean 2.69) (SD=.82) disagreed.   

Table 4.7. : Descriptive Analysis on customer satisfaction Measures     

Descriptive Statistics 

Variables 
N Mean 

Std. 

Deviation 

The after-sales service departments meet 

customers‟ expectations 

350 2.69 .82 

I feel I do the right thing when I choose the 

automotive companies  products & services 

350 2.62 .89 

I didn‟t feel regret in using product & services of 

the automotive companies  

350 2.54 .84 

I am satisfied with time it took to after sales 

services or the delivered speed of after sales 

services by the automotive companies   

350 2.31 .71 

I am satisfied with the amount I paid for after 

sales services I received from the automotive 

companies  

350 2.28 .61 

I am satisfied with the after sales services quality 

of the automotive companies  

350 2.09 .52 

Total  2.42 0.73 

Sources; Own Survey data (2021) 

On item two, According to most respondents with a mean value of (Mean 2.62) 

(SD=.89) do not agreed on they feel do the right thing when they choose the 

automotive companies products & services. 
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Respondents were to indicate whether they didn‟t feel regret in using product & 

services of the automotive companies, majority of them (Mean 2.54) (SD=.84) 

disagreed. As depicted on the above table 4.9, the value of the mean (Mean 2.31) 

(SD=.71) disagreed that the respondents satisfied with time it took to after sales 

services or the delivered speed of after sales services by the automotive companies. 

Furthermore, respondents were to indicate whether the after sale customers are 

satisfied with the amount they paid for after sales services they received from the 

automotive companies, majority of them (Mean 2.28) (SD=.61) disagreed on the 

subject.   

At the last enquiry of customer satisfaction, whether the after sale customers satisfied 

with the after sales services quality of the automotive companies in Ethiopia, majority 

of them, (Mean 2.09) (SD=.52) still disagreed. 

The findings indicated that the respondents generally disagreed with the following 

statements. The after-sales service departments meet customers‟ expectations, after 

sale customers feel they do the right thing when they choose the automotive 

companies products & services, after sale customers didn‟t feel regret in using 

product & services of the automotive companies, after sale customers in Ethiopian 

automotive companies are satisfied with time it took to after sales services or the 

delivered speed of after sales services by the automotive companies,  after sale 

customers are satisfied with the amount they paid for after sales services they received 

from the automotive companies and after sale customers are  satisfied with the after 

sales services quality of the automotive companies in Ethiopia. 

Customer had mean scores between 2.69 and 2.09.The findings established that the 

general rating the level of customer satisfaction in Ethiopian automotive companies 

was generally low as indicated by a composite mean of 2.42. This showed that, the 

customer satisfaction in Ethiopia automotive industry is very low.  

4.7. Analysis of Inferential Statistics Results 

One of the major objectives of the study is to assess the effect of after sale service 

quality on customer satisfaction in Ethiopian automotive industry. For this purpose, 

inferential statistics of correlation and regression analysis have been used and the 

results are presented in the below sections. 
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4.7.1. Correlation Analysis 

Pearson correlation coefficients reveal magnitude and direction of relationships 

(either positive or negative) and the intensity of the relationship (–1.0 to +1.0). 

Correlations are perhaps the most basic and most useful measure of association 

between two or more variables (Marczyk, Dematteo & Festinger, 2005). 

As per Marczyk et al (2005) correlations of .01 to .30 are considered small, 

correlations of .30 to .70 are considered moderate, correlations of .70 to .90 are 

considered large, and correlations of .90 to 1.00 are considered very large.  

Accordingly, the below Pearson correlation coefficients shows that the five factors 

measuring after sale service customer satisfaction were all positively related with 

customer satisfaction (Maintenance and repair, warranty service, spare parts supply, 

online/telephone service and inspection) within the range of 0.905 to 0.984, all were 

significant at p<0.01 level. All the independent variables that mean Maintenance and 

repair, warranty service, spare parts supply, online/telephone service and inspection, 

show a very large level of positive relation with the dependent variable (customer 

satisfaction). 
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Table 4.8: Correlation Analysis 

Correlations 

 

MAINTANAN

CE AND 

REPAIR 

WARRANTY 

SERVICE 

SPARE 

PARTS 

SUPPLY 

ONLINE/TE

LEPHONE 

SERVICE 

INSPECTI

ON 

CUSSTOMER 

SATISFACTION 

MAINTANANCE 

AND REPAIR 

Pearson 

Correlation 

1  

Sig. (2-tailed)  

N 350 

WARRANTY 

SERVICE 

Pearson 

Correlation 

.957
**

 1   

Sig. (2-tailed) .000  

N 350 350 

SPARE PARTS 

SUPPLY 

Pearson 

Correlation 

.954
**

 .933
**

 1 

Sig. (2-tailed) .000 .000  

N 350 350 350 

ONLINE/TELEPHO

NE SERVICE 

Pearson 

Correlation 

.930
**

 .878
**

 .957
**

 1 

Sig. (2-tailed) .000 .000 .000  

N 350 350 350 350 

INSPECTION Pearson 

Correlation 

.956
**

 .909
**

 .946
**

 .946
**

 1 

Sig. (2-tailed) .000 .000 .000 .000  

N 350 350 350 350 350 

CUSSTOMER 

SATISFACTION 

Pearson 

Correlation 

.966
**

 .905
**

 .953
**

 .946
**

 .984
**

 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 
 

N 350 350 350 350 350 

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

Sources; Own Survey data (2021) 

Regarding the relationship among the independent variables, table 4.10, clearly shows 

that the variables are significantly correlated with each other. Furthermore, the results 

indicate that both maintenance and repair service and warranty service and also spare 

parts supply and online/telephone service has significantly high correlation with 

(r=0.957, p<0.01). 

 The finding of the study was found that maintenance and repair service is 

significantly correlated to inspection (r=0.956, p<0.01). There is a Strong positive 
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relationship between maintenance and repair service and spare parts supply as 

indicated by correlation of 0.954.   

The finding indicate that spare part supply and also online/telephone service is 

significantly correlated to inspection (r=0.946, p<0.01). There is a strong positive 

relationship between spare part supply and also online/telephone service and 

inspection as indicated by correlation of 0.946. 

4.7.2. Regression Analysis 

In order to see contribution of each component of effects of after sale service quality 

on customer satisfaction, standard multiple regression analysis was employed. The 

regression model presents how much of the variance in customer satisfaction is 

explained by the selected factors affect customer satisfaction: Maintenance and repair, 

warranty service, spare parts supply, online/telephone service and inspection. 

Table 4.9: Regression result of the coefficients (Model summary table and 

ANOVA) 

Model Summary
b
 

Mode

l R 

R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Change Statistics 

Durbin-

Watson 

R Square 

Change F Change df1 df2 

Sig. F 

Change 

1 .990
a
 .980 .980 .56441 .980 3427.533 5 344 .000 .261 

a. Predictors: (Constant), Maintenance and repair, warranty service, Spare parts supply, Online/Telephone 

service, Inspection  

b. Dependent Variable: Customer satisfaction  

Sources; Own Survey data (2021) 

The adjusted R square is called the coefficient of determination. This value tells us 

how customer satisfaction is varied with Maintenance and repair, warranty service, 

spare parts supply, online/telephone service and inspection. Again adjusted R square 

is 0.980. This implies that, there was a variation of 98 % of effects on customer 

satisfaction due to Maintenance and repair, warranty service, spare parts supply, 

online/telephone service and inspection. For this study, liner multiple regression 

analysis was employed. Customer satisfaction was used as the dependent variable 

while the underlying factors affecting customer satisfaction were used as the 

independent variables.  
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ANOVA
a
 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 5459.356 5 1091.871 3427.533 .000
b
 

Residual 109.584 344 .319   

Total 5568.940 349    

a. Dependent Variable: CUSSTOMER SATISFACTION 

b. Predictors:(Constant), Inspection, Warranty service, Online/telephone service, Spare 

parts supply, Maintenance and repair 

 

Furthermore, the ANOVA table shows the overall significance / acceptability of the 

model from a statistical perspective. As the significance value of F statistics shows a 

value .000, which is less than p< 0.05, implies the model is significant. This indicates 

that the variation explained by the model is not due to chance. 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) -.388 .161  -2.412 .016   

Maintenance and repair .379 .034 .424 11.036 .000 .039 25.835 

Warranty service -.320 .041 -.223 -7.861 .000 .071 14.126 

Spare parts supply .213 .044 .171 4.794 .000 .045 22.135 

Online/telephone 

service 

-.026 .035 -.023 -.742 .459 .062 16.153 

Inspection .527 .025 .642 21.162 .000 .062 16.081 

a. Dependent Variable: Customer Satisfaction 

Sources; Own Survey data (2021) 

Based on the above coefficient table, the regression equation is presented as follows:  

Y=0.388+0.424X1-0.223X2+0.171X3-0.023X4+0.642X5 +e 

Where; 

Y = Customer satisfaction 

X1 = Maintenance and Repair    

X2 = Warranty service 

X3 = Spare parts Supply 
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X4 = Online/Telephone service 

X5 =Inspection   

 e = residual value 

As stated earlier, this study aims to identify the most contributing independent 

variable in the prediction of the dependent variable. Thus, the strength of each 

predictor (independent influencing the criterion (dependent variable) can be 

investigated via standardized Beta Coefficient. The regression coefficient explains the 

average amount of change in the dependent variable that is caused by a unit change in 

the independent variable. The larger value of Beta coefficient an independent variable 

has, brings the more support to the dependent variable as the more important 

determinant in predicting the dependent variable Maintenance and repair, warranty 

service, Spare parts supply, Online/Telephone service and Inspection were found to be 

a factors affecting customer satisfaction in their ascending order referring to 

inspection and maintenance and repair as the most important underlying factor affect 

customer satisfaction.   

Among the five factors affecting customer satisfaction measures the three have 

positive effect and the two has negative effect on customer satisfaction, among which 

inspection has the highest effect with coefficient 0.642, followed by maintenance, 

repair (0.424) and spare parts supply (0.171) respectively have positive effect. 

Whereas online/telephone service (-0.23) and warranty service (-0.223) has negative 

effect.  

The t-tests were used to test the significance of the coefficient of each independent 

variable. The t-values of the variable are given by maintenance and repair (11.036), 

warranty service (-7.861), Spare parts supply (4.794), online/Telephone service          

(-0.742) and inspection (21.162) with significance level of 0.000, 0.000, 0.000, 0.459 

and 0.000 respectively. The significance level for technological infrastructure and 

human capital development is less than 0.05. This implies that the regression 

coefficients of the four independent variables are statistically significant. Whereas, the 

significance level for online/telephone service is greater than 0.05. This implies that 

the regression coefficient of the online/telephone service independent variable is not 

statistically significant. 
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4.8. Summary of overall outcome of the research hypothesis 

Table 4.10: Summary of overall outcome of the research hypothesis 

Hypothesis 

(Ho =null, H1-H5= alternative hypothesis) 

Result  

 

Ho: There is no significant relationship between Maintenance and 

Repair and customer satisfaction  

B =  .424 

p < 0.05  

Ho:   Rejected 

H1:   Accepted 

H1: There is significant relationship between employees Maintenance 

and Repair and customer satisfaction 

Ho: There is no significant relationship between Warranty service and 

customer satisfaction 

B = .-223 

p < 0.05 

Ho:  Rejected  

H2:   Accepted 

H2: There is significant relationship between organization Warranty 

service and customer satisfaction 

Ho: There is no significant relationship between Spare parts supply and 

customer satisfaction   

B = .171 

p  < 0.05 

Ho:  Rejected 

H3:   Accepted 

H3: There is significant relationship between Spare parts supply and 

customer satisfaction 

H0: There is no significant relationship between Online/Telephone 

service and customer satisfaction 

       B = - .023 

        p > 0.05  

Ho: Accepted 

H4:  Rejected  

H4: There is no significant relationship between Online/Telephone 

service and customer satisfaction 

H0: There is no significant relationship between Inspection and customer 

satisfaction 

         B = .642 

         p > 0.05  

Ho: Rejected 

H5:   Accepted 

H5: There is no significant relationship between Inspection and 

customer satisfaction 
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4.9. Diagnostics Test  

The researcher conducted diagnostic tests to guard against the possibility of obtaining 

and interpreting spurious regression results. The results of the tests are presented in 

the following sections. 

4.9.1. Multicollinearity Test 

The result of the test for existence multicollinearity between independent variable are 

presented in the correlation analysis using only independent variables in the below 

table: 

Table 4.11. Correlation Matrix (Only Independent Variables) 

Collinearity Diagnosticsa 

Mode

l Dimension 

Eigen

value 

Condition 

Index 

Variance Proportions 

(Constant) 

Maintenance 

and repair 

Warranty 

service 

Spare 

parts 

supply 

Online/telep

hone service Inspection 

1 1 5.938 1.000 .00 .00 .00 .00 .00 .00 

2 .048 11.144 .59 .01 .00 .00 .00 .01 

3 .007 28.294 .02 .02 .29 .00 .12 .07 

4 .003 41.617 .24 .04 .02 .18 .14 .55 

5 .002 56.119 .07 .38 .24 .10 .07 .38 

6 .001 64.528 .07 .10 .45 .72 .68 .00 

a. Dependent Variable: Customer Satisfaction  

Sources; Own Survey data (2021) 

As noted by (Gujarati, 2004), a serious problem for multicollinearity is occurred if the 

correlation is about 0.8 or larger. I.e. if pair-wise or zero-order correlation coefficient 

between two regresses is out of the recommended range of multicollinearity which is -

0.8 or 0.8. In the above correlation matrix there is no pair-wise relation that exceeds 

0.8 which suggests for not rejecting the null hypothesis (H0) which states that there is 

no perfect pair-wise relation among regresses. 

The results in the above correlation matrix table shows that the highest correlation of 

0.72 which is between spare parts supply and inspection. Since there is no correlation 

above 0.8 in this study according to Cooper and Schendlar (2009), it can be concluded 

in this study that there is no problem of multicollinearity, thus enhanced the reliability 

for regression analysis. Therefore, it can be concluded that in this study that there is 

no problem of multicollinearity or the results showed that the problem of 
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multicollinearity did not exist between variables. Hence all the variables were retained 

for use in the estimations. 

4.9.2. Linearity Test 

Linearity refers to the degree to which the change in the dependent variable is related 

to the change in the independent variables. To determine whether the relationship 

between the dependent variable: customer satisfaction and explanatory variables: 

Maintenance and repair, warranty service, spare parts supply, online/telephone service 

and inspection is linear; plots of the regression residuals through SPSS software had 

been used. 

 

                        Sources; Own Survey data (2021) 

Figure 4.5:- Normal Point Plot of Standardized Residual 

The scatter plot of residuals shows no large difference in the spread of the residuals as 

we look from left to right on figure 4.5. This result suggests the relationship trying to 

predict is linear. Similarly, the above figure shows the normal distribution of residuals 

around its mean of zero. Hence the normality assumption is fulfilled as required based 

on the above figure, it is possible to conclude that the inferences that the researcher 

has made about the population parameter from the sample is valid. 
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4.9.3. Normality Test 

Figure 4.6 shows the frequency distribution of the standardized residuals compared to 

a normal distribution. As we can see, although there are some residuals (e.g., those 

occurring around 0) that are relatively far away from the curve, many of the residuals 

are fairly close. Moreover, the histogram is bell shaped which lead to infer that the 

residual (disturbance or errors) are normally distributed. Thus, no violations of the 

assumption normally distributed error term. 

 

Sources; Own Survey data (2021) 

Figure 4.6. Frequency Distribution of Standardized Residual 

Thus, from an examination of the information presented in all the three tests the 

researcher concludes that there are no significant data problems that would lead to say 

the assumptions of classical linear regression have been seriously violated. 
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CHAPTER FIVE 

5. SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

Introduction 

In this chapter, summary, conclusions, and recommendations are presented and based 

on the major findings, subsequent conclusions are made. Based on the conclusion, 

recommendations are forwarded in relation to literatures reviewed to better enhance 

the Ethiopian automotive industry after sale service quality successful.  

5.1 Summary of major Findings  

The main objective of this study was to investigate the effects of after sale service 

quality on customer satisfaction. To accomplish this purpose, the researcher 

developed research objectives based of the various factors of customer satisfaction. 

The researcher has also developed conceptual framework. This helped in developing 

questionnaires to gather information and descriptive research design was adopted for 

this study.  

According to the discussion and analysis of the data presented in chapter four, the 

researcher summarized the main point of the study findings as follows: 

Descriptive statistics:  

According to analysis of maintenance and repair, the findings established that after 

sale maintenance and repair service had affected the customer satisfaction. The 

findings indicated that the respondents generally disagreed with the fact that 

maintenance staffs are professional & skilful and maintenance issues usually resolved 

with the first trial. The respondents also generally disagreed with the fact that the 

quality of the maintenance service is high. They also generally disagreed with the fact 

that maintenance issues are resolved timely and based on the citizen charter date and 

the companies provides regular maintenance service. The findings further established 

that the general rating of level of after sale service maintenance and repair service 

carried out was generally low. 

Regarding to the analysis result of warranty service, the findings also established that 

warranty service within the Ethiopian automotive industry county had affected the 

customer satisfaction. The findings further established that the respondents generally 

disagreed with the fact that the automotive company in Ethiopia provides adequate 
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information about warranty. The respondents also generally disagreed with the fact 

that the length of warranty service that was provided by the automotive companies 

was appropriate for them and the warranty of the automotive companies is 

implemented as promised. The general rating on the level of after sale warranty 

service in Ethiopian automotive Industry as established by the findings was generally 

low. 

According to analysis of spare parts supply, the findings established that after sale 

service spare parts supply carried out within Ethiopian automotive Industry had 

affected the customer satisfaction greatly. The findings further established that the 

respondents generally disagreed with the following statements. Spar part supply of the 

automotive companies is available, the automotive companies‟ delivery of spare parts 

is prompt, the spare parts in the automotive companies are genuine/original and the 

price for spare parts that the automotive company‟s provide is fair in Ethiopia. The 

findings further established that the general rating of level of after sale service spare 

parts supply carried out in the Ethiopian automotive industry was generally low. 

Regarding to the analysis results of online/telephone service, the findings established 

that after sale online/telephone service within the automotive industry had affected the 

customer satisfaction. The findings further established that the respondents generally 

disagreed with the following statements. The telephone operator of the automotive 

companies is polite and courteous while answering the phone, the telephone line 

service of the automotive companies is committed to providing excellent customer 

service and enjoys a fast paced after sales service, the automotive companies take 

feedback by phoning to customers, the automotive companies motor update customers 

service period and the automotive companies has a call center that is a multiline 

phone answering system takes messages and transfers callers to the appropriate staff 

member. The findings established that the general rating the level of after sale 

online/telephone service was generally low. 

According to analysis of inspection, the findings established that after sale inspection 

had affected the customer satisfaction. The findings indicated that the respondents 

generally disagreed with the fact that the scheduled of inspection of the automotive 

companies is suitable and the inspection staffs in the automotive companies are polite 

and courteous. The respondents also generally disagreed with the fact that the 

automotive companies make a reliable and prompt inspection service, the vehicle 
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inspection checklist of the automotive companies (vehicle exterior, vehicle interior, 

tires and wheels etc...) is condescend, the inspectors of the automotive companies are 

skill full and the automotive companies Motor has a good recording system of 

Vehicle History Report. The findings further established that the general rating of 

level of after sale inspection service carried out was generally low. 

Finally, According to analysis of customer satisfaction , the findings established that 

the respondents generally disagreed with the fact that the after-sales service 

departments meet customers‟ expectations, after sale customers feel they do the right 

thing when they choose the automotive companies products & services, after sale 

customers didn‟t feel regret in using product & services of the automotive companies, 

after sale customers in Ethiopian automotive companies are satisfied with time it took 

to after sales services or the delivered speed of after sales services by the automotive 

companies,  after sale customers are satisfied with the amount they paid for after sales 

services they received from the automotive companies and after sale customers are  

satisfied with the after sales services quality of the automotive companies in Ethiopia. 

The findings further established that the general rating the level of customer 

satisfaction in Ethiopian automotive industry was generally low. 

Inferential statistics:  

Correlation is a way to index the degree to which two or more variables are associated 

with or related to each other. The chief objective is measuring the strength or degree 

of linear relationship between two variables. As noted by (Gujarati, 2004), most 

widely used bi-variant correlation statistics is the Pearson product-movement 

coefficient, commonly called the Pearson correlation which was used in this study. 

Correlation coefficient between two variables ranges from +1 (i.e. perfect positive 

relationship) to -1 (i.e. perfect negative relationship). The sample size is the key 

element to determine whether or not the correlation coefficient is different from 

zero/statistically significant. 

Correlation analysis was used to establish the independent and dependent variables 

were between of 0.905 to 0.984.The correlation between the dependent variable 

(customer satisfaction) and independent variables (maintenance and repair, r= 0.963, 

p= 0.000), (warranty service, r=0.905, p= 0.000), (spare parts supply, r= 0.952, p= 
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0.000) , (online/telephone service, r=0.046, p=0.000 and (inspection , r= 0.984, p= 

0.000). 

Correlation analysis between independent variables revealed that the highest 

correlation of 0.957 which is between maintenance and repair and warranty service 

and also the same 0.957 correlation between spare parts supply and online/telephone 

service. This result shows that maintenance and repair and warranty service and also 

spare parts supply and online/telephone service in Ethiopian automotive industry has 

strong significant relationship.  

Maintenance and repair and inspection has the second highest correlation coefficient 

(r=0.956) at 0.000 level of significant. This result indicates that there is a Strong 

positive relationship between maintenance and repair service and inspection.  

The study examined and established a significant relationship between factors 

affecting customer satisfaction (independent variable) and customer satisfaction 

(dependent variable). Factors that affect customer satisfaction (maintenance and 

repair, warranty service, spare parts supply, online/telephone service, and inspection) 

were linked to customer satisfaction and their relationships were tested using 

ANOVA test. Details of the results from ANOVA test showed that all factors 

affecting customer satisfaction jointly have significant relationship with customer 

satisfaction. The ANOVA test values obtained above fell in the rejection regions 

when compared with critical values at respective degrees of freedom. Likewise, the p-

values were less than the test value of 0.05. 

The coefficient of determination proved that the independent variables contributed to 

98% of the variation in the level of customer satisfaction (dependent) maintenance 

and repair, warranty service, spare parts supply, online/telephone service, and 

inspection as explained by adjusted R2 of 98% which shows that the model was a 

good predictor.  

In regard to direction of the effect the results of the regression model show that 

maintenance and repair, warranty service, spare parts supply, and inspection are the 

only variables that have a positive and significant effect (at 5% significant level) on 

customer satisfaction; while the other online/telephone service variable seem to have 

no effect on customer satisfaction.  
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From significant perspective, the regression analysis was undertaken at 5% 

significance level. The criteria for comparing whether the predictor variables were 

significant in the model was through comparing the corresponding probability value 

obtained and α=0.05. If the probability value was less than α, then the predictor 

variable was significant but from the analysis the results above show that the variables 

were significant since their corresponding predictor values were below 5%. This is 

demonstrated by the level of significance attained by each of the independent 

variables. Independent variables (maintenance and repair, warranty service, spare 

parts supply and inspection) have a significance of less than 5%. This is an indication 

that four variables are statistically significant with the customer satisfaction. Thus, 

Independent variable (online/telephone service) has no a significance of less than 5%. 

This is an indication that one variable is not statistically significant with the customer 

satisfaction 

5.2 Conclusions 

Based on the major findings stated above, the following conclusion has been reached. 

The descriptive results of the study revealed that, it is concluded that after sale service 

maintenance and repair affected the customer satisfaction. Maintenance staffs are not 

professional & skilful, maintenance issues usually are not resolved with the first trial, 

the quality of the maintenance service is not high, Maintenance issues are not resolved 

timely and based on the citizen charter date and the automotive companies do not 

provides regular maintenance service.  

The study indicated that the warranty service within Ethiopian automotive industry 

affected the customer satisfaction. The automotive company in Ethiopia do not 

provides adequate information about warranty, the length of warranty service that was 

provided by the automotive companies was not appropriate for them and the warranty 

of the automotive companies is not implemented as promised.  

The study also revealed that the spare parts supply carried out within the county 

automotive industry affected the customer satisfaction. Spar part supply of the 

automotive companies is not available, the automotive companies‟ delivery of spare 

parts is not prompt, the spare parts in the automotive companies are not 

genuine/original and the price for spare parts that the automotive company‟s provide 

is not fair in Ethiopia.  
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 The findings of the study found that the after sale online/telephone service within the 

county automotive industry affected the customer satisfaction. the telephone operators 

of the automotive companies are not polite and courteous while answering the phone, 

the telephone line service of the automotive companies is not committed to providing 

excellent customer service and enjoys a fast paced after sales service, the automotive 

companies do not take feedback by phoning to customers, the automotive companies 

motor do not update customers service period and the automotive companies have  

not a call center that is a multiline phone answering system takes messages and 

transfers callers to the appropriate staff member.  

The results of the study revealed that inspection affected the customer satisfaction. 

The scheduled of inspection of the automotive companies is not suitable , the 

inspection staffs in the automotive companies are not polite and courteous, the 

automotive companies do not  make a reliable and prompt inspection service, the 

vehicle inspection checklist of the automotive companies (vehicle exterior, vehicle 

interior, tires and wheels etc...) is not condescend, the inspectors of the automotive 

companies are not skill full and the automotive companies Motor has not a good 

recording system of Vehicle History Report.  

The factors affecting customer satisfaction had a significant positive relationship with 

level of customer satisfaction. Correlation analysis was used to establish the 

independent and dependent variables were between "0.905 to 0.984". 

Similarly, Correlation analysis between independent variables revealed that the 

highest correlation of 0.957 which is between maintenance and repair and warranty 

service and also the same 0.957 correlation between spare parts supply and 

online/telephone service. This result shows that maintenance and repair and warranty 

service and also spare parts supply and online/telephone service in Ethiopian 

automotive industry has strong significant relationship.  

R2 was 98% and adjusted R2 was 98%, which reflects the explanatory power for 

independent variables to explain about 98% of the changes in the dependent variable 

customer satisfaction.  

F-statistic and its significant denote the goodness of fit. In other word, f-statistic 

indicates that the model is properly specified to reflect the effect of independent 

variables on the dependent variable.  
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The research has also concluded that maintenance and repair, warranty service, spare 

parts supply and inspection are the only variables that have a positive and significant 

effect (at 5% significant level) on customer satisfaction ; while, the other  

online/telephone service variable has no effect on customer satisfaction.  

5.3 Recommendations 

Based on the analysis and conclusion the following few points are recommend, 

Ethiopian automotive industries managers and stakeholders should;- 

 Adopt a good after–sales service management to enhance the effectiveness and 

efficiency to serve the customer. For example, by implementing extensive 

customer relationship management (CRM) with sophisticated software and 

analytical tools, this can help to integrate customer information and build 

stronger capabilities in maintenance and repair warranty service, spare parts 

supply, online/telephone service and inspection.  

 Secondly, the companies should use advanced maintenance equipment and 

excellent technology can improve correctness or accuracy of automobile 

failure detection and maintenance efficiency, reduces maintenance and lowers 

maintenance cost, thus making maintenance work made under controllable 

conditions and guaranteeing maintenance quality and continuous 

improvement.   

 Thirdly, there is a need to respond within a reasonable and acceptable period 

to the customer regarding the warranty claim. The companies should not delay 

the claim made by a customer and try to fulfil it promises either by repairing 

or by replacing with a new product. 

 Fourthly, the companies need to explore use of just in time inventory. This 

means you order & get spare parts just before maintenance jobs are to be done. 

At the same time the company should avoid job delays because spare parts are 

not available. Additionally, the company could review forecasted demand and 

look for parts that may have an incorrect order setting. It should be noted that 

the most typical cause for stock out is the delay that may exist within a supply 

chain (internally/externally). 

 Fifthly, regarding inspection, the company should work more on the 

improvement of recording system of vehicle history report. The company 
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should also provide customer handling training to its employee so that; they 

will learn how to make deadlines as priorities; the support technicians will also 

develop due respect customers time because self-disciplined support 

technicians are more reliable. 

 Finally, continuous improvement is required through integrated functional 

activities in order to produce high quality products which in turn can lead to 

customers‟ high satisfaction and confidence. Feedback from customer about 

the quality and service of the product is essential to convert the product line 

and service according to needs and wants of customers. All departments be it 

Marketing, Finance, Operations and Human Resource must work together to 

achieve the mission, vision and objectives of the company. 
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APPENDIX A: Questionnaire  

 

Dear Respondent, 

I am a post graduate student of MBA and I am conducting a survey on the title 

“effects of after sale service quality on customer satisfaction in Ethiopian Automotive 

Industry.” and the objective of this questionnaire is to collect data from the Ethiopian 

Automotive Industry after sale customers which will help to assess the factors 

affecting the effects of after sale service quality on Ethiopian automotive industry. 

The information collected shall be used for research purpose only.  

I assure you that your responses will not disclosed in any way and utmost 

confidentiality will be maintained. Hence, I request your sincere corporation for the 

successful undertaking of the study and your valuable response is highly appreciated.  

Thank you!  

Notice  

 No need to write your name.  

 Please put a “√” mark in the boxes for your answers  

 For any clarification or question please don‟t hesitate to contact the researcher 

through the following address: 

 Name:- Habtewold Shumeye,  

 Mobile phone:-  0929-92-31-14 

 E-mail:-habtoweld.shumeye@gmail.com. 

 

 

 

mailto:meseret.lemma@gmail.com
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Part I: -Demographic Information 

1. Your Gender:  A. Male                       B. Female 

2. Your age: A.18- 25 years                  C. 34 - 41 years  

                   B.26 - 33 years              D. Above 41 years 

3. Your marital status: A. Single             B. Married        

                                     C. Divorced         D. Widowed 

4. Your highest level of education completed   A. Primary School                             

                                                                           B. Secondary school 

                                                                            C.  Diploma            D. BA/BSC              

                                                                            E. MA/MSC             F. PHD 

5. Average monthly income in Ethiopian Birr 

A. Below 5000                 B.  5000-6000              C.  6000-7500 

D. 7500-9000                    E. Above 9000 

6. Length of years as a customer of the company? 

A. less than 2 year             B.  2-3 years                           C. 3-4 years  

D. 4-6 years                       E. more than 6 years  

7. Frequency of visiting the after sales department per year: 

A. 1 to 5              B. 6 to 10             C.  11 to 20          D. more than 20             

8. From the following after-sales service of the company which type of after 

sales service you have used so far. 

A. maintenance and repair           B.   Warranty service          

C. spare parts supply        D. online/telephone service        E.  Inspection           

F. training                 G. documentation 

9. Do you think after sale service has effect on your level of satisfaction? 

           A. Yes              B. No 
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Part two: Opinion survey of the respondents 

Please give your responses for your causes by putting a tick mark (√) in the 

corresponding spaces under each number in front of each situation based on 

your agreement level. The numbers are decoded in the following manner.  

1= strongly disagree,2= disagree , 3= neither agree nor disagree , 4= agree , 5= 

strongly agree 
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I. MAINTANANCE AND REPAIR 

1 
Has after sale maintenance and repair 

service affected customer satisfaction  

     

2 
The quality of the maintenance service is 

high  

     

3 
Maintenance issues are resolved timely 

and based on the citizen charter date 

     

4 
The company provides regular 

maintenance eservice 

     

5 
Maintenance issues usually resolved with 

the first trial  

     

6 

Maintenance staffs are professional & 

skilful 

     

II. WARRANTY SERVICE 

1 
Has after sale warranty service affected 

customer satisfaction 

     

2 
The length of warranty service that was 

provided by the company  was 

appropriate for me 

     

3 
The warranty of the company is 

implemented as promised 
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4 
The company provides adequate 

information about warranty 

     

5 
Overall I am satisfied by the warranty for 

my car provided by the company 

     

III. SPARE PARTS SUPPLY 

1 
Has after sale spare part supply service 

affected customer satisfaction 

     

2 
Spar part supply of the company is 

available 

     

3 
The company delivery of spare parts is 

prompt 

     

4 
The spare parts the company is 

genuine/original 

     

5 
The price for spare parts that the 

company provide is fair 

     

5. 
Overall spare part supply by the company 

is suitable for me 

     

IV. ONLINE/TELEPHONE SERVICE 

1 
Has after sale online/telephone service 

affected customer satisfaction 

     

2 
The telephone operator of the company is 

polite and courteous while answering the 

phone 

     

3 
the company has a call center that is a 

multiline phone answering system takes 

messages and transfers callers to the 

appropriate staff member 

     

4 
The telephone line service of the 

company is committed to providing 

excellent customer service and enjoys a 

fast paced after sales service 

     

5 
the company take feedback by phoning to 

you 

     

6 
the company motor Update you the 

service period 
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7 
Overall On-line service (telephone) of the 

company is suitable for me 

     

V. INSPECTION 

1 
Has after sale inspection affected 

customer satisfaction 

     

2 
the company Motor has a good recording 

system of Vehicle History Report 

     

3 
The Vehicle Inspection Checklist of the 

company (vehicle exterior, vehicle 

interior, tires and wheels etc...) is 

condescend 

     

4 
The Scheduled of inspection of the 

company is suitable 

     

5 
The inspectors of the company are skill 

full 

     

6 
The Inspection staffs in the company are 

polite and courteous 

     

7 
the company  makes a reliable and 

prompt inspection service 

     

8 
Overall Vehicle Inspection of the 

company is suitable for me 

     

VI. CUSSTOMER SATISFACTION 

1. 
Overall, I am satisfied with the after sales 

services quality of the company 

     

2. 
The after-sales service departments meet 

my expectations 

     

3. 
I feel I do the right thing when I choose 

the company‟s products & services 

     

4. 
I didn‟t feel regret in using product & 

services of the company 

     

5. 
I am satisfied with the amount I paid for 

after sales services I received from the 

company 
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6. 
I am satisfied with time it took to after 

sales services or the delivered speed of 

after sales services by the company 

     

7. 
I am satisfied with the overall after sales 

services offered by the company  

     

 

 

 

 

 

 

 

  


