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Abstract: Customer Relationship management is vital in concerned for to retain existing the customer and to 

find new customer in market. The Retaining of customers may help of the firm to service for longtime in 

competitive market. The study is conducted to find out the reasons for shift in customers from Chennai Ford 

Service Centre. This study is conducted with a sample of 80 respondents, the data is collected by a structured 

questionnaire and convenience samplings used to collect responds from the customer. The primary and 

secondary data were collected to examine the objectives of study. The researcher used structured questionnaire 

as a tool to collect data from readers. The study was spread to cover every nook and corner of the Chennai city. 

The Descriptive Type of Research is carried out. The area of sampling is the customers of ford. The data 

collected are analyzed with the statistical tools and techniques like weighted average method, percentage 

analysis method and chi-square technique. With the help of analyzed data specific suggestion and 

recommendation are made to find out the reason for retaining of customers. 
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I. INTRODUCTION 
The new age economy with its offered paradigm shifts in relation to the customer retain and customer 

relationship management. Customer relationship management is vital in concerned for to retain existing the 

customer and to find new customer in market. The retaining of customers may help of the firm to service for 

longtime in competitive market. In order to retain the customers successfully companies should adopt and 

implanted suitable customer retaining strategies. From the company’s perspective its Brand Equity, Philosophy, 

Vision, Mission, Cultures, Values and Ecology have a direct bearing on retaining of customers. Other company 

related attributes that impact customer retaining in the market for life time include Quality Service, air Service 

Charge, Delivery as per the schedule, Skilled Technicians. 

 

II. REVIEW OF LITERATURE 
ICRA (2004) analyses the implications of the India –ASEAN Free Trade Agreements for the Indian 

automotive industry. ASEAN economies are globally more integrated than India. The current size of Indian and 

ASEAN market for automobiles is more or less the same but the Indian market has a larger growth potential 

than the ASEAN market due to the low level of penetration. The labour cost is low in India but the stringent 

labour regulations erode this advantage. The level of infrastructure is better in India than Indonesia and the 

Philippines but worse than that in other ASEAN countries the financial and banking sector is better in India than 

in the ASEAN countries. The study notes that there is a huge excess capacity in ASEAN countries, in 

comparison with that in India, which will help them to tackle the excess demand that may arise in future. The 

study finds a 20 – 30 per cent cost disadvantage for Indian companies on account of taxation and infrastructure 

and 5-20 per cent labour cost advantage. 

Zeithaml (1988) has proved that perceived quality of fruit juices was associated with purity, freshness, 

flavour, and appearance. Extrinsic cues serve as generalized quality indicators across brands, products and their 

categories. Apart from that, the price is also widely used to perceive quality. 

Research Gap 

The literature revealed significant relationships between: customer retention and quality of service as 

perceived by customers; the use of interactive communication skills by customer contact personnel and the 

perception of service quality by customers; and skills identified with success in sales and service tasks related to 

the customer retention function. 

Objectives 

 To study the factors that helps in retaining the customer at Chennai Ford. 

 To find out the relationship between customers retaining and various factors like Quality, Goodwill, 

Service, Brand Name, Price. 

 To find out the level of customer satisfaction of service provided at Chennai Ford. 

 To suggest steps to retain customers. 
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Scope 

Customer retain is one of the major factors that has to be given importance, so that companies can 

reduce customer switching over to other brands and also make customer retain within the company. A good 

customer retaining programme for life time in the market will lead to good profitable and fame in service 

industry. With this view a study on the customer retaining is undertaken in Chennai Ford. 

 

III. METHODOLOGY 
The synthesis of study is descriptive. The primary and secondary data were collected to examine the 

objectives of study. The researcher used to structured questionnaire as a tool to collect data from readers. The 

study was spread to cover every nook and corner of the Chennai city. 

Sampling Plan 

The type of sampling is convenient random sampling and sampling size is 80.The data was collected by 

administering a questionnaire to this sample. For analyzing the response of customers , we have used the 

methods percentage analysis, weighted averages and chi-square test  for the purpose of interpretation of 

analyzed data some of the graphical representations were used. 

Company Profile 

Ford India, originally an American company entered the Indian market with Ford Escort in the year 

1988. The 2001 model Ford Ikon was a successful car on Indian roads. The company added more happening 

brands to the market, such as Ford Fusion, Ford Fiesta, Ford Mondeo and Ford Endeavour. Ford Motor 

Company, an American company, manufactures and sells automobiles Worldwide. The company was launched 

from a converted wagon factory with Rs. 28,000 cash from twelve investors. Henry Ford, the founder, was 40 

years old when the company was founded. Today, it is the largest family-controlled company in the world. It has 

been in continuous family control for over 100 years. Ford introduced itself in India in 1988 with its Ford Escort 

model. Later in 2001 it was replaced by locally produced Ford Ikon. Since then it has added Fusion, Fiesta, 

Mondeo and Endeavour to its product line. The company has invested heavily in India to give the finest in 

automobiles. Rs. 1700 crore has been invested in integrated manufacturing plant at Maraimalai Nagar, 45 kms 

from Chennai. The plant is equipped with state-of-the-art Ford technology in an area of 350 acres. It has a 

capacity of 100,000 vehicles per annum. 

Customer Retaining in the marketing is a tactically driven approach based on customer behavior. Its the 

core activity going on behind the scenes in Relationship Marketing, Loyalty Marketing, Database Marketing, 

Permission Marketing, and so forth. Here`s the basic philosophy of a retention-oriented market.  

 

IV. FINDINGS AND ANALYSIS 
1. Model of the vehicle 

Table showing the model of the vehicle 

SI.NO CAR MODEL RESPONDENTS PERCENTAGE 

1 IKON 80 100 

2 FIESTA   

3 FUSION   

4 MONDEO   

5 ENDEAVOUR   

The above table indicates the Ikon is having a the good awareness among the respondents when 

compare to the other models of Fiesta, Fusion, Esteem and Endeavour. 

2. Year of Purchase 

Table showing year of purchase 

SI.NO YEAR OF PURCHASE RESPONDENTS PERCENTAGE 

1 1999 0 0 

2 2000 0 0 

3 2001 80 100 

From the table observed that the customer purchased the Ford Ikon in the year 2001 and the previous 

year of 1999 and 2000 were not aware of it.  

3. Response to Complaints 

Table showing the response to complaints 

SI.NO RESPONSE RESPONDENTS PERCENTAGE 

1 YES 45 56.25 

2 NO 35 43.75 

From the above table is observed that most of the customers 56.25% feel that the advisors responding 

in taking the complaints and 43.75% feel that advisors are not responding in taking the complaints. 
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4. Satisfaction on Quality of Service 

Table showing the satisfaction on quality of service 

SI.NO RATING RESPONDENTS PERCENTAGE 

1 HIGHLY SATISFIED 20 25% 

2 SATISFIED 20 25% 

3 NEUTRAL 15 18.75% 

4 DISSATISFIED 20 25% 

5 HIGHLY 

DISSATISFIED 

5 6.25% 

It has been inferred from the above table that 25% of the respondents are Highly satisfied on the 

Quality of the service and 25% are satisfied on the Quality of Service, 18.75% of respondents feel about the 

quality of service is Neutral, 25% of  customers are dissatisfied and only 6.25% of customers are highly 

dissatisfied. 

5. Customer came for Service Last Time 

Table showing the no. of customer came for service last time 

 SI.NO RATING RESPONDENTS PERCENTAGE 

1 0-6 MONTHS 15 18.75% 

2 6-1 YEARS 10 12.5% 

3 1-2 YEARS 55 68.75% 

From the above table it has been observed that 18.75% customers came again for service within 6 

months of time and 12.5% of customers came within 6-1 year of time and only 68.75%  returned only after 1-2 

years of time. 

6. Price Charging for Spare Parts 

Table showing the price charged for spare parts 

SI.NO RATING RESPONDENTS PERCENTAGE 

1 HIGHLY RESONABLE 34 42.5% 

2 REASONABLE 40 50% 

3 HIGHLY UNRESONABLE 6 7.5% 

From the above table it is observed that42.5% customers feel that the price of the Spare Parts is Highly 

Reasonable and 50% feel that it is reasonable and only 7.5% customers feel that it is Highly Unreasonable 

7. Reasons for shifting from Chennai Ford 

Table showing the reason for shifting from Chennai ford 

SI.NO RATING RESPONDENTS PERCENTAGE 

1 HIGH PRICE 20 25% 

2 POOR SERVICE 20 25% 

3 NO PROPER 

INFORMATION 

15 18.75% 

4 POOR APPOINTMENT 20 25% 

5 FAR AWAY FROM 

PLACE 

5 6.25% 

From the above table it has been observed that 25% respondents feel that the High Price is the reason 

for leaving Chennai Ford and 25% feel that Poor Service made them to shift,18.75%  respondents feel that it 

was because of no proper information , 25% of them feel it is because of poor appointment and 6.25% of 

customers feel that it is far away from place. 

8. Number of Customers having AMC Contract 

Table showing no. of customer having AMC contract 

 SI.NO RESPONSE RESPONDENTS PERCENTAGE 

1 YES 0 0 

2 NO 80 100% 

From the above table it has been observed that no customer have signed AMC Contract. 

9. Willingness to Sign AMC Contract 

Table showing the willingness to sign AMC contract 

SI.NO RESPONSE RESPONDENTS PERCENTAGE 

1 YES 0 0 

2 NO 80 100% 

The above table which shows that no customer is willing to sign AMC Contract. 
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Factors for not Choosing Chennai Ford 

Table showing the factors for not choosing Chennai ford 

SI.NO FACTORS RESPONDENTS PERCENTAGE 

1 NON-AVAILABILITY OF GOOD SERVICE 12 15% 

2 INADEQUATE SERVICE FACILITIES 10 12.5% 

3 UNSKILLED TECHNICIANS 12 16.25% 

4 INADEQUATE SPARE PARTS 10 12.5% 

5 DELAY IN DELIVERY OF VECHIELS 15 18.75% 

6 NON-AVAILABILITY OF NEW TECHNIQUE 

AND SYSTEM 

10 12.5 

7 UNREASONABLE SERVICE CHARGES 10 12.5 

From the above it is observed that 15% of the customers say that Non availability of Good Service,10% 

says that Inadequate facilities.12% of the customers feels that it is due to Unskilled technicians,10% conveys 

that Inadequate Spare Parts,15% feels that Delay in delivery of Vehicles and the rest of 10% and feel that Non 

availability of new Technique and Systems and Unreasonable service charges are the reasons for not choosing 

the Chennai Ford. 

Suggestions for retaining customer for life time at Chennai Ford 

Delivery 

It is significant that the delivery of vehicle is to be done with the prescribed date delay in delivery can 

be reduced. 

Enquiry 

Most of the customers feel that the explanation on the bill amount is not proper. So, it is significant that 

proper qualified and a good spokesman is to be appointed in the enquiry department to classify the doubts of the 

customers. 

Spare Parts & Accessories 

It is suggested that good quality of spare parts is to be provided at the time of service. If the customers 

ask for a cheaper priced spare part the technique can explain to win the pro & cons of using it. 

Service 

Most of the customers feel that the first service is not up to the mark. As it is said “First impression is 

the best impression it is the suggested that all the first service should be done accurately to the customers 

requirement and rest other service can be done to the best. 

Customer Relation 

It is suggested that the service centre should maintain a good rapport with its customer and it can be 

done by contacting them on their special days like Wedding anniversary, Birthdays and giving them any offer 

on that day. 

Technicians 

It is suggested that the techniques should be trained both in communicating with customers and in 

servicing the vehicle. 

Appointment Process 

It is suggested that they could have few more telephone lines as the customer feel that the line always 

busy. It is also suggested that the service centre should have few other route to deliver the car. 

Facilities 

The service center should provide rest room for the customers who need immediate service , and also 

provide space to keep the customer Tea & Snacks can be  provide to those customer who come at the tea time. 

They should also provide the customer with sufficient recent magazines and news paper. 

Gift 

Contest can be conducted at least one year but if it is twice in a year it would attractive. Gifts and offer 

can be given at the time of context & proper information should be passed on to the customer at the right time. If 

the customers don`t turn up the centre can send a card or make a call to find out for not attending the contract. 

And for those who gave attended the centre can send a thanks card to maintain a good customer relationship. 

Convenient Place 

They feel they require a service center in the nearby location. 

Limitations of the study 

This Study limited to Chennai city. The sample size of this study is too small which may not represent 

the whole population. Due to time constrain it was not possible to cover all the branches of the Ford Company. 

The data and information related with the topic was not easily available.  

Directions for future research 

The study establishes the relevance of lifestyle influence on the customer retaining strategy. This 

implies that customer considerably in targeting and positioning and in their media communication by focusing 
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their attention on the ongoing changes in the lifestyle patterns of their consumers. Marketer in this case can use 

promotional appeals, discount credit periods and the like to motivate the consumers towards purchase of cars in 

Chennai city. The future research may be directed to analyze the other service industries by incorporating other 

dimensions of customer retention strategy. 

 

V. CONCLUSION 
Though the company has great potential it has to plan & find new starting to retain the customer. 

Competition plays a very big role in shift of customer from Chennai Ford. So, the Chennai Ford should look into 

all aspects of service like Quality of Service, Customer Care, Response, Quality of Spare Parts, Delivery Time, 

Prices of Services…etc. The Company has received a favorable response for the customers. The study has found 

few findings & Suggestions these can help in achieving its goal & retaining its customers for life time. 
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