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ABSTRACT

Customer satisfaction is seen as an index to find the emotional state of a customer that defines the positive aspirations
to define the joy of a customer. The marketers focus mainly on making their customers happy, however, the marketing
or servicing tactics or campaigns cannot do this but a positive experience of a user with emotional bonding can do this.
Hence, with such motivation, the present study finds how well the customers are happy post sales of a car or servicing
of a car. This study finds the customer experiences on how their vehicles are serviced and this defines the measure of
satisfaction and customer loyalty. The study conducts a questionnaire survey on 1000 patients at different service center
executives and car owners. The analysis is conducted using SPSS tool to find the positive experience and its significant
impact on satisfaction and customer loyalty.

KEY WORDS: CUSTOMER SATISFACTION, CAR SERVICE, EXPERIENTIAL MARKETING, LOYALTY.

INTRODUCTION

Today, sales are growing in India’s automotive industry as
demand for all types of cars is gradually rising, and the
motor vehicle sector has evolved over the past months
(Rather et al, 2020). It has been for some reasons in
this industry to increase the living standards of middle
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class families and raise disposable income, especially for
middle-class Indian families (Le et al., 2019). There are
several reasons for this increase. Another factor behind
this increase is that the Indian government has taken
several measures, such as enabling 75% Foreign Direct
Investment and deregulation of foreign currency, lowered
import tax rates, and financial reforms that helped to
purchase more good cars while financing them(Ferreira
et al., 2020, Yeh et al., 2019).

India is a market with rapid development, allowing
foreign companies to invest increasingly in policy
initiatives in India (Ihtiyar et al ., 2019).Tax facilities are
available by means of policy actions to establish overseas
companies in China in order to reduce their product costs
and provide consumers with additional cost-benefits
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(Batat et al., 2019). And as there is a boom in the Indian
car industry, particularly in vehicles, as a result of the
growth in customer purchasing skills, there is also a huge
demand for high-end cars under supervision (Garcia et
al., 2018).

Consumption attitudes of consumers inevitably mean
a distinction in the use of services/goods and builds
positive/negative impressions (Wiedmann et al., 2018).
Businesses are constantly and intentionally creating
different moments for their clients to truthfulness or
to distinguish themselves with product, service and
atmosphere and to generate different positive or negative
impressions (Skandalis et al., 2019) . Researchers both in
academia and in practice are interested in understanding
and analyzing consumer interactions (Smilansky et al.,
2019). The differentiation of tactics and their place in
the business market requires insights into generating
unforgettable experience in services and products and
delivering attractive interactions for consumers. The
recent development in the computing devices such
mobile devices( Saravanan et al., 2016, Saravanan et
al., 2012), wireless networks (Saravanan et al.,2016) ,
computers etc., helps the marketing field by promoting
customers online. This work contributed to a modern
marketing perspective, known as experiential marketing
(Rather et al., 2019).

Many companies, such as Mini and Tesla in the
automobile industry in mass apparel among many others,
reflect the experiential approach to online marketing
(Lin et al., 2019). An important concept in experimental
marketing is that meaning is not only derived from the
purchase and use of resources and products, but from
its hedonic component and the consumption experience
itself (Pratminingsih et al., 2018). Marketing theorists
have often differentiated between hedonic and functional
ideals. It was also recognized that workers ought to
consider the views of counterparts and the capacity to
function behind those perceptions (Wahyuningtyas et
al., 2017). Hospitality and tourism are among the fastest
growing industries in the global economy, owing to their
reliance on services/goods consumer experience (Araci
et al., 2017 ). While there is a practical background in
this industry, the use of experiential marketing and
social assessment modules has yet to be successfully
synchronized (Shieh et al., 2017).

This paper is thus primarily intended to test experiential
values by evaluating experiential modules. In order
to achieve purchasing satisfaction, the second goal
is to explore the importance of experiential values. If
the framework of marketing has changed to produce
compelling retail interactions for customers, the
examination of these questions further reinforces
awareness of the problem as well as postulates creative
perspectives into how certain variables interact.
Furthermore, proof of those problems is our immediate
answer, because of its heterogeneity and scope, to the
many recent calls to further study the definition.

Background: Experiential marketing is a customer

engagement term. Sellers struggle to touch on the sense,
feeling, acting, and thinking and develop a meaningful
and satisfying shopping experience (Mukiira et al.,
2017). Experiential marketing often gives meaning to
the entire product or service by affecting the experience
of a customer by using a product or services of a
business (Levy et al., 2020). A seller needs not only to
concentrate on particular experiences, but instead to
think strategically about what kind of experiences they
have to offer and who they are attracted to (Datta et al.,
2017). Experiential marketing is a way to create customer
experience through the use of 5 senses for goods or
services, affective experience, creative thoughts (think),
customer experience with the body through physical
behavior and lifestyles and experiences as a result of
interactions and the development of social experience
(Budovich et al., 2019).

Based on the views of these researchers, the writers argue
that experiential marketing involves the development
of stimuli for consumers who use goods using five
different senses, affective perceptions, imaginative
thought experience and the body’s awareness of physical
behavior and life style (Ali shah et al., 2018). There are
many approaches to evaluating customer service (Eroglu
et al., 2019).The standards for customer service in the
automobile industry are as follows:

e The conformity or mismatch of customer preferences
and current production of the goods or services of
the business is expected to be fulfilled (Muthiah et
al., 2017). In this situation, a stronger focus would be
placed on quality of service, which has component
standards for customer service (including cleaning
of site, pace of service and employee friendliness/
courtesy) (Suhaily et al., 2018).

e The goal of repurchase is to assess customer loyalty
by asking if the customer shops or re-uses the
service of the firm (Lee et al., 2017). Quality service
can generate customer loyalty, where the quality
of service is considered as positive by customers.
For example, a certain hospital is the reference in
the mind of customers for the first time if one faces
health issues later (Widowati et al., 2017).

e  The willingness to prescribe is that someone would
not hesitate to propose a commodity to friends or
family, which is an integral indicator of analysis
(Suluk et al., 2019). When the received service is
perceived to be as intended, the quality of the service
should be viewed as reasonable and satisfactory
so that customers can either buy or choose to use
services and, as a result, recommend it to others
(Gheorghe et al., 2017).

e  Sales Satisfaction Index: The objective of the report
is to assess client satisfaction across six device
elements, including ordering, distribution, sales
representative, trainers, paperwork and contracts
(Boonmalert et al., 2020).

e  Customer Satisfaction Index: The report showed
how happy car buyers are with various car providers
(Tangkuman et al., 2020). Eight measurements of
a vehicle are measured, including recorded issues,
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service level, user-friendly service, consultant, start
of the service, service delivery, and implementation
experience (Yazici et al., 2017) .

e [Initial Quality Study: The description designs new
vehicles with a quality standard for nine components
of the structure, including the outside components,
internal components, travel dynamics, controls
for features and show, audio, seating, motor and
transmission (Hong et al., 2020). These modules are
divided into two different categories; design quality
and functional features (Gallo et al., 2019).

Proposed Method: Descriptive architecture was used in
this analysis. Descriptive studies are those studies which
describe a specific person or group’s characteristics. This
means that the investigator needs to be able to accurately
determine whether he wishes to assess and identify
suitable measurement tools. The research obtained both
primary and secondary data. The main data collection
method was by means of questionnaires. The secondary
statistics are those previously compiled by someone else
and already statistically transmitted. The data is analyzed
by means of mean, correlation and recovery. For the
meaningful outcomes, the data obtained in the previously
described form is tabled in simplified form. Two types
of scales were used in this research: Nominal and Likert.
A nominal scale showing demographic factors was used
in this analysis. Likert scale was used in the analysis
for certain questions, e.g. to determine the impact of
experience marketing on consumers’ behaviour.

Strategic Framework: Sense marketing offers 5 senses
in order for vision, hearing, touch, taste and scent to be
tangible. Sense marketing may be used to differentiate
companies and products, to encourage customers and
to maximize goods’ worth. Feel marketing demands
the inner feelings and feelings of customers with the
intention of meeting up with feelings which range from
a very optimistic feeling of satisfaction and confidence
related to a brand. Conceive campaign offers for the
mind with the intention of meeting customers in a
psychologically vital way. Consider demands by surprise,
suspense and incitement to reflect on market convergence
and differing rationales. Campaigns are fundamental to
modern pieces of creativity. Act marketing improves the
lives of customers by relying on their physical meetings,
optional means to do activities, elective lifestyles and
relationships.

Balanced approaches to behavioral modification are
just one of the alternatives to positive change. Changes
in life and experience are also gradually convincing,
motivational and enthusiastic in essence and inspired
constantly by positive examples. Marketing of the related
sections includes marketing senses, feelings, thoughts
and actions. Marketing related to an individual spreads
private feelings beyond the customer closeness to home
and thereby relates to something outside their private
environment. Relate fighting to the customer need for
personal development. They claim that they are strongly
seen by everyone.

330

Objectives of the Study

e To study the customer satisfaction post car sales.

e To identify the satisfaction of the customer based
on the customer loyalty and experience towards a
service center post car sales.

e To analyze the reputation of the firm based on their
customer satisfaction history.

Data Collection

Secondary Data: The collection of data via secondary
sources including magazines, books, journals, newspapers,
etc.

Primary Data: 300 reports from the questionnaire were
collected from the customers using non-probability
sampling from metro cities in India. There were 82.3%
of men and 17.7% of women. The respondents’ average
age was 25 years.

Period the study The reports of the study is said to
collected between March 2017 - March 2021 across
various metro cities of India on various service firms of
reputed car brands.

Hypothesis:

HO: There is no significant and positive influence on
customer experience with customer loyalty post car sales
in service industries

H1: There is a significant and positive influence on
customer experience with customer loyalty post car sales
in service industries

HO: There is no significant and positive influence on
customer experience with customer satisfaction post car
sales in service industries

H2: There is a significant and positive influence on
customer experience with customer satisfaction post car
sales in service industries

Analysis of Data: For the purpose of analysis, the study
conducted Cronbach’s alpha test with five-point scale
in order to obtain the reliability of the 5-point scale.
The reliability of various items are conducted and the
overall reliability of the study is found to be 0.814. Factor
analysis is conducted to obtain all the three factor, since
the study considers its factor loadings greater than 0.5
and therefore none of the items are removed. Further
studying the factor reliability on all items, it is clear
that the reliability of consumer experience is found to
be 0.801, the consumer loyalty is found to be 0.721 and
consumer satisfaction is found to be 0.641. Thus it can
be conducted that the reliability scale is found to be
reliable to conduct further analysis. From the Table 1,
it is found that majority of the customers are agreeing
with statements i.e. they very much experience a positive
response from their service executives post car sales. The
study is found to be reliable since the descriptive analysis
for all the 23 statements shows the similar results, i.e.
mean value is lesser than 2.

a. Correlation Analysis: In order of finding the
relationship between Customer Satisfaction, Customer
Experience and Customer Loyalty, the study conducts a
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correlation study using Karl-Pearson coefficient. From
the Table 2, it is seen that the correlation of all the
three factors are found to be positive and significant,
where the experience of customer experience and their
satisfaction level is regarded positive with correlation
value r= 0.528. Secondly the experience of a customer is

Table 1. Descriptive

Statements

again considered positive since the value of the customer
loyalty correlation is found to be r= 0.645. Finally,
the satisfaction of the customer with the value of the
customer loyalty is found to be r= 0.603. Therefore, the
study concluded that there exist a positive correlation
and significance in terms of customer emotions,
satisfaction and loyalty.

Mean Std.
Deviation

Factor
Loading
Customer Experience (o =.729)

The supplier of knowledge is trying to touch my senses. 2.02 .672 .603
The supplier of knowledge is interesting perceptively. 2.30 775 .696
I have little sensory attraction to the experienced supplier. 2.69 .908 .685
The supplier of expertise wants to put me in some mood. 2.37 .802 .696
The supplier of expertise lets me emotionally react. 2.34 .825 .658
The expert should not attempt to attract sentiments. 3.06 922 .811
I am intrigued / interested by the experiences provider. 2.12 726 .651
I'm curious about the experience supplier. 2.41 .811 674
The supplier of knowledge should not strive to attract my artistic thinking. 2.84 1.129 .828
I want to make my life care of the experience provider. The experience provider. 2.43 .809 .623
The expert recalls things that I would do. 2.05 .706 .575
The supplier of knowledge is not trying to get me to care about acts and behavior. 2.96 .994 793
The supplier of expertise is trying to get me to learn about relationships. 2.23 .768 .666
Via this experience provider, I can connect with other people. 2.45 .810 .650
The supplier of expertise is not trying to remind me of social norms and regulations., 2.66 1.046 796
Customer Loyalty (o =.704)
Tell other people good stuff about the supplier of knowledge. 1.88 .641 .566
Recommend a person looking for your advice to the experienced provider. 2.27 .795 737
Encourage family and friends to visit the provider of the experience. 2.05 718 792
In the next two years, visit the experiencing provider more. 2.30 .867 .674
Consider the first pick for a leisure event to be the experience provider. 2.08 741 .534
Customer Satisfaction (ot = .637)
My intention to visit here is pleasing to me. 1.84 .581 .587
I have more beyond my hopes in this experience. 2.26 .837 .689
Over all, I'm happy with my visit. 2.03 .649 726
Table 2. Correlations
CS CE CL
Customer Satisfaction Pearson Correlation 1
Sig. (2-tailed)
300
Customer Experience Pearson Correlation .528** 1
Sig. (2-tailed) .000
300 300
Customer Loyalty Pearson Correlation .603** | .645" 1
Sig. (2-tailed) .000 .000

300 300 300

**_ Correlation is significant at the 0.01 level (2-tailed).
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a. Regression Analysis: In order to obtaining the impact
of the experience of a customer based on the satisfaction
and loyalty of the customer, the study uses regression
analysis.

Impact of Customer Experience based on the Loyalty of
a Customer.

The analysis found that the values of regression is found
to be positive and significant in terms of customer
satisfaction and customer experience with customer
loyalty as its dependent variable. From the Table 3, we
found that a total of 41.6% variance is reported on the
customer loyalty based on the customer experience. The
study thus reports that the impact as in Table 3 with
dependent variable is significant having 8 = .645; p< .01.

Thus it is concluded that the customer experience often
provides a positive and significant impact on customer
loyalty and hence the hypothesis H1is considered
accepted.

Impact of Customer Experience based on the Satisfaction
of a Customer: From the Table 4, we found that a total of
27.9% variance is reported on the customer satisfaction
based on the customer experience. The study thus reports
that the impact as in Table 4 with dependent variable is
significant having B = .528; p< .01. Thus it is concluded
that the customer experience often provides a positive
and significant impact on customer satisfaction and
hence the hypothesis H2 is considered accepted. Thus
it is concluded that the variance of customer loyalty is
higher than the customer experience.

Table 3. Coefficients of Loyalty of a Customer

Model | Unstandardized Coefficients
B Std. Error

1 (Constant) .050
CE .804

a. Dependent Variable: Customer Loyalty

Table 4. Coefficients Satisfaction of a Customer

Model | Unstandardized Coefficients
B Std. Error

1 (Constant) .285
CE .684

Standardized T Sig.
Beta | Coefficients
144 .346 729
.055 .645 14.560 | .000
Standardized T Sig.
Beta | Coefficients
.166 1.721 .086
.064 528 10.745 .000

a. Dependent Variable: Customer Satisfaction

Implications: This section provides the implications on
how the experience providers enables positive experience
of customer and their brand loyalty generates profit to
the organisation with free branding of their product i.e.
car post sales. Therefore, the hypothesis of the study
concludes that the service providers should focus entirely
on the customer satisfaction that enables improving the
brand loyalty and satisfaction of customer with repeated
purchases and services on a product.

The stud aims at analyzing the experience, loyalty and
satisfaction of a customer with reference to experiential
marketing. The feedback obtained from various customers
across several states in India, the study can relate the
positive response on experimental marketing in relation
with customer satisfaction and loyalty. The findings of
the study concludes that in order to shape a brand, the
relationship with the consumer is important that involves
empowering the brand identity, its affiliation and image.
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Further the study suggest that an experience of a customer
is likely obtains a positive and significant impact with the
customer satisfaction and loyalty. These three elements
leads to positive experiences that often acts a key player
in improving the brand loyalty and positive strategy
of experiential marketing. Thus experiential marketing
enables the service provide to build a positive response
and relation with its own consumer that acts as a positive
building and free branding of the product.
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