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ABSTRACT 

Today the task and responsibilities of business executives have become critically important due to technological 

advancement, increasing awareness of people, growing size and complexity of business. Increasing participation 

of Govt. in the economy, rising standard of living and increasing completion There is feeling that Indian 

corporate business has also entered from seller’s market to buyer’s market in the business environment in 

general and because of increasing awareness among the buyers, increasing competitions in market, the study of 

buyer behavior, in consumer products are gaining importance in order to satisfy the needs and wants of people 

by providing correct products. 

This project involves descriptive research for data collection. This study is based out of primary and secondary 

research; carried out that would help to gather fresh data which can be analyzed with the past data to seek the 

existing trends in logistics industry. This would include usage of questionnaire as a tool for gathering data. The 

respondents were selected randomly from the Chennai customer list provided by the company. The research 

questions are set to be asked to the Client organizations of Total Transportation.  Secondary data for the study 

has been compiled from the internet sources, magazines and newspapers which have been helpful in getting an 

insight of present scenario 

 

INTRODUCTION 

The very favorable experience of the client of a business when they have received a good or service that 

significantly surpasses what they had initially anticipated. A marketing department can use instances of 

customer delight to a company's advantage by requesting referrals and obtaining testimonials from delighted 

customers that can help attract new customers. 

OBJECTIVES OF THE STUDY : 

Primary Objective: 

 To study  customer delight at MPL Automobiles. 

Secondary Objective: 

 To study the customer satisfaction level of MPL automobiles. 

 To identify the customer requirements at MPL automobiles. 

 To identify the source of customers in MPL automobiles. 

NEED FOR STUDY : 

   Customer delight is surprising a customer by exceeding his/her expectations and thus creating a positive 

emotional reaction. This emotional reaction leads to Word of Mouth. Customer Delight directly affects sales and 

profitability of a company as it helps to distinguish the company and its products and services from the 

competition. In the past customer satisfaction has been seen as a key performance indicator. Customer 

satisfaction measures the extent to which the expectations of a customer are met (compared to expectations 

being exceeded). However, it has been discovered that mere customer satisfaction does not create brand loyalty 

nor does it encourage positive word of mouth. 
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Customer Delight can be created by the product itself, by accompanied standard services and by interaction with 

people at the front line. The interaction is the greatest source of opportunities to create delight as it can be 

personalized and tailored to the specific needs and wishes of the customer. During contacts with touch points in 

the company, more than just customer service can be delivered. The person at the front line can surprise by 

showing a sincere personal interest in the customer, offer small attentions that might please or find a solution 

specific to particular needs. Those front line employees are able to develop a relationship between the customer 

and the brand. Elements in creating motivated staff are: recruiting the right people, motivating them 

continuously and leading them in a clear way. 

SCOPE OF THE STUDY: 

 The scope of the study deals with the customer delight in the MPL Automobiles. In order to 

consistently deliver Customer Delight at all customer touch points throughout the company, a customer-centric-

corporate culture is key. With this corporate culture all processes, systems, people and leadership are aligned to 

deliver Customer Delight; everyone in the organization shares the same set of values, attitudes and practices. 

Developing the culture is an on-going process, a continuous exercise of innovation and improvement, involving 

every single employee of the company.An absolutely necessary step is linking Customer Delight behavior to the 

core values of the brand.Core values are operating principles that guide an organization’s internal conduct as 

well as its relationship with customers, partners and shareholders. Once core values are clearly outlined it is 

critical to incorporate them into everything you do, from hiring, to employee appraisals and decision making. 

LIMITATIONS OF STUDY: 

 Time is one major constraint, which limits the effective data collection. 

 Reliability and accuracy of the analysis depends on the respondents’ openness and trueness towards 

each question in the questionnaire. 

 Findings of the study are based on the sample size & they cannot be taken as generalized opinion of the 

entire population. 

 Lack of interest by respondents to spend time for survey. 

 Research is done over a short duration and doesn’t include other seasons. 

 Respondents are limited as compared to the combined fallout across all outlets in Chennai as well as 

national presence. 

CONSTRAINTS OF THE STUDY: 

 The data collected cannot be compared with other dealership. 

 The study was conducted at smaller scale due to the company`s policy. 

 The findings are only the result of the survey and it is not applicable for future. 

 The responses given by the customers are useful. 
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In a recent critical review of the service quality and customer satisfaction literature, Oh and Parks (1997) 

suggest that studies integrating key ... The literature of service quality, customer satisfaction, 

and customer value is first reviewed to develop conceptual foundations  

J Lee, J Lee, L Feick - Journal of services marketing, 2001 - emeraldinsight.com A significant regression 

coefficient on the product term would confirm the interaction of satisfaction and switching costs 

on customer loyalty. The direction of the interaction effect explains how customers with the same level 

of satisfaction become more loyal, maybe unwillingly 

 

JLH Bowden - Journal of Marketing Theory and Practice, 2009 - Taylor & Francis Figure 1 

A Conceptual Framework for the Process of Engagement Proposition 2: For new 

customers, the experience of de- light accelerates the development of The preceding analysis therefore suggests 

that manage- ment should be cautious of customer relationships  

A Eggert, W Ulaga - Journal of Business & industrial marketing, 2002 - emeraldinsight.com Our 

literature review suggests that satisfaction and value are complementary, yet distinct constructs Table I provides 

an overview of major conceptual differences between both constructs.Customer satisfaction measures how well 

a supplier is doing with his/her present market 

RL Oliver, RT Rust, S Varki - Journal of retailing, 1997 – Elsevier We begin with a review of both the 

practitioner's and con- sumer behaviorist's view surprising 

consumption, arousal, and positive affect as sug- gested by the three literatures reviewed. 

Symphony Figure Modified Models Suggested by the Findings a likely conceptual basis. 

RESERCH METHODOLOGY 

 RESEARCH DESIGN 

Research Design adopted is descriptive research because as descriptive explains the study and aims at 

finding the present scenario of the CUSTOMER DELIGHT IN MPL AUTOMOBLIE AGENCY LTD 

SAMPLE SIZE 

          Questionnaires are collected from the 120 respondents. 

SAMPLING TECHNIQUE 

   The respondents were selected by using Convenience sampling form the selected respondents in 

organization. 

DATA COLLECTION 

The present study used primary data. 

 Primary data 

           It is the first hand information, which is being collected by the researcher, or assistant is called primary 

data. In this study, the primary data was collected through structured questionnaire. Questionnaire was 

employed to collect the primary data from 120 selected sample respondents in organization. 

DATA ANALYSIS 

The data collected from the primary sourced were arranged sequentially and tabulated in the systematic 

order. 

TOOLS FOR ANALYSIS 

 The collected data were classified tabulated and analyzed with some of the statistical tools like excel 

ANALYSIS OF DATA 

 

TABLE NO: 1COMPARISION FOR THE MONTH OF JUNE TO JULY AND JULY TO AUGUST 
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https://scholar.google.co.in/citations?user=5M0nX6kAAAAJ&hl=en&oi=sra
https://scholar.google.co.in/citations?user=maluZSYAAAAJ&hl=en&oi=sra
https://scholar.google.co.in/citations?user=R_15bggAAAAJ&hl=en&oi=sra
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 PRE SALES: 

 

IMPROVED 

 

 

PAPAMAL 

 

PARTICULARS PROCESS YES 

PROCESS 

NO 

JUNE TO JULY 83 66 

JULY TO 

AUGUST 42 6 

 

FIG NO: 1 

 

INFERENCE: Compared to the month of June to July there is decrease in the month of July to August 

TABLE NO:2  

 DURING DELIVERY 

 

 

IMPROVED 

 

 

ARUN 

 

 

PARTICULARS PROCESS YES 
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NO 
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FIG NO: 2 
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      INFERENCE: Compared to the month of June to July there is improvement in the month of July to August . 

 

TABLE NO:3 DURING DELIVERY 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

FIG NO: 3 

 

 

 

 

 

INFERENCE: Compared to the month of June to July there is NO improvement in the month of July to August . 
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TABLE NO:4 POST PURCHASE: 

 

 

IMPROVED 

 

     Udhay 

particulars Excellent Verygood good poor 

JUNE TO 

JULY 
24 1 1 7 

JULY TO 

AUGUST 
7 6     

 

 

FIGNO:4 

 

       

        

        

        
 

       

        

        
 

        

        

        

        

        

        

        

       

 

 

 

 

 

 

 

 

 

INFERENCE: Compared to the month of June to July  uday performance is excellent and very good. No poor 

performance in the month of July to August . 
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INFERENCE: Compared to the month of June to July  there is no improvement in the month of July to August. 

FINDINGS 

 It was found during the pre-sales not all information is given to the customer. 

 It was found that the tab and kiosk were not used for the model presentation. 

 It was found that the test drive was not provided to every walk-in customer. 

 It was found that most of the customers were satisfied with the dealership. 

 It was found that finance, insurance, warranty details are not given to the walk-in customers. 

 It was found that the customers were treated with good courtesy during the walk-in period. 
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 It was found that the vehicles were not available during the test drive period. 

 It was found that the MES questionnaire was not filled by every customer. 

 It was found that except for few the ratings from the walk-in customers were excellent. 

 It was found that the delivery process was not followed according to the time period. 

 D-7, D-3 process are almost filled during the D day 

 Hobbies,likes and dislikes are filled on their own by the consultant most of the time. 

 Photograph during the delivery was not given immediately to the customer on delivery. 

 Sales manager was not present in every delivery. 

 After sales service were done at every required period. 

 The customers were delighted and satisfied with the dealership. 

 The condition of the vehicle did not satisfy few customers. 

 

SUGGESTIONS 

 The walk-in customers should not be made waiting for a long period. 

 The consultantneeds to be still more polite in handling the customer. 

 Every detail regarding the product has to be given to every customer. 

 Test drive need to be given even if it is denied by the customer. 

 Every field consultant should be noted with every day today places they visit. 

 The delivery processes need to be followed on time. 

 There should be no delay in delivery date. 

 To delight the customer even more new innovations has to be done during the delivery. 

 A good relationship has to be maintained even after the delivery has been taken place. 

 

CONCLUSION 

 The study brings us to learn about strategies available in MPL and shows the benefit of using those 

strategies. 

 The study also shows some of the best returns which can be getting from different products. 

 The study highlights the level of risk and return for certain products over a period of time. 

 Customer should be steered to a preference centre early in the relationship, when their interest and 

intentions are high.  

 They should be asked for basic contact data and the requisite opt-ins and then be given some choices 

about what kind of information they want. 

 It is that good customer service is vital. 

 It is aware that satisfied customers return to the business and ensure that healthy profits are made.  

 They also help to build a good reputation. 

 Working hard to make certain that this gets even better on market research and different types of data 

to ensure it gets a clear message about what customers do and don't like. 

 It knows that if customers receive good service 'This time, next time, every time,' then they are more 

likely to return. 
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