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Description


INTRODUCTION CUSTOMER RELATIONSHIP MANAGEMENT Customer relationship management is defined as “a management process of acquiring customers by understanding their needs, retaining customers by fulfilling needs more than expectations and attracting new customers through customer specific strategic marketing approaches. The process involves total commitment on the part of the entire organization in evolving and implementing relationship strategies that would be rewarding to all concerned.” The focus on CRM is beneficial to both the organizations and the customers. The organizations benefit from reduction in customer acquisition costs, generations of more loyal customers, expansion of customer base, reduction in advertisement and promotion expenses, increase in the number of profitable customers, the possibility to introduce new products easily and also the possibility to expand the business. CRM is beneficial to customers in the form of improved service quality, personalized service, reduction of stress, increased value for money and empowerment. According to Philip kotler, Customer relationship management is the overall process of building and maintaining profitable customer relationship by delivering superior customer value and satisfaction”. CRM, or Customer relationship management, is a number of strategies and technologies that are used to build stronger relationships between companies and their customers. A company will store information that is related to their customers, and they will spend time analyzing it so that it can be used for this purpose. Some of the methods connected with CRM are automated, and the purpose of this is to create marketing strategies which are targeted towards specific customers. The strategies used will be dependent on the information that is contained within the system. Customer relationship management is commonly used by corporations, and they will focus on maintaining a strong relationship with their clients.



There are a number of reasons why CRM has become so important in the last 10 years. The competition in the global market has become highly competitive, and it has become easier for customers to switch companies if they are not happy with the service they receive. One of the primary goals of CRM is to maintain clients. When it is used effectively, a company will be able to build a relationship with their customers that can last a lifetime. Customer relationship management tools will generally come in the form of software. Each software program may vary in the way it approaches CRM. It is important to realize that CRM is more than just a technology. Customer relationship management could be better defined as being a methodology, an approach that a company will use to achieve their goals. It should be directly connected to the philosophy of the company. It must guide all of its policies, and it must be an important part of customer service and marketing. If this is not done, the CRM system will become a failure. There are a number of things the ideal CRM system should have. It should allow the company to find the factors that interest their customers the most. It is also important for the CRM system to foster a philosophy that is oriented towards the customers. While this may sound like common sense, there are a sizeable number of companies that have failed to do it, and their businesses suffered as a result. With CRM, the customer is always right, and they are the most important factor in the success of the company. It is also important for the company to use measures that are dependent on their customers. This will greatly tip the odds of success in their favor. While CRM should not be viewed as a technology, it is important to realize that there are end to end processes that must be created so that customers can be properly served. In many cases, these processes will use computers and software. Customer support is directly connected to CRM. If a company fails to provide quality customer support, they have also failed with their CRM system. When a customer makes complaints, they must be handled quickly and efficiently. The company should also seek to make sure those mistakes are not repeated. When sales are made, they should be tracked so that the company can analyze them from various aspects. It is also important to understand the architecture of Customer relationship management.



The architecture of CRM can be broken down into three categories, and these are collaborative, operational, and analytical. The collaborative aspect of CRM deals with communication between companies and their client. NEED OF THE STUDY Organizations



having



be



competitive



environment



with



relationship



management of customer and they are attracting the customer with some effective sales promotions. But some organizations need to evaluate the purpose, utility, effectiveness of customer satisfaction. They are fail to evaluate this customer relationship management. So, this study has been undertaken to assess the customer relationship in the Samrat Honda. OBJECTIVE OF THE STUDY The objective of this project is deeply analyzing on Samrat Honda, Karimnagar by monitoring the growth rate and performance on the basis of historical data. 1. To study the customer relationship management practices of Automobile Industry. 2. To examine the customer relationship management practices adopted by Samrat Honda, Karimnagar. 3. To analyze the opinion of customers on effectiveness of CRM Duties of Samrat Honda, Karimnagar. 4. To offer conclusions & suggestions



SCOPE OF THE STUDY: The scope is confirmed only to examine the “Customer relationship management with reference to Samrat Honda, Karimnagar and to find possible remedies to counteract their competition in the manner. • The study helps to increase the service to customer • The CRM practices provide information with regard the satisfaction level of the customer of the company and how to maintain relationship with customer. • The scope of the study is not only to find out determining the customer relationship of a particular product but also to the known of all companies in four wheel sector. RESEARCH METHODOLOGY RESEARCH DESIGN: “Research design is the plan, structure and strategy of investigation conceived so as to obtain answers to research questions and to control variance”. DESCRIPTIVE AND EXPLORATORY RESEARCH The research design is both descriptive and exploratory in nature. The objectives of this study is to answer the “who, what, when, where and How” of the subject under investigation. SAMPLING PLAN AND SIZE OF THE CONSUMERS: Sampling plays a vital role in deciding the quality of any project while doing this survey it is felt to conduct the survey for consumers under convenient sampling method. Convenience sampling was adopted both for consumers where the sample unites are chosen primarily on the basis of the convenience of the investigations. The sample was determined as 120 consumers.



SAMPLE TERRITORY:The survey has been conducted and restricted to the city of Karimnagar in Andhra Pradesh. SOURCES OF DATA: Data, which is to be used for the project, has come from primary sources as well as secondary sources. PRIMARY DATA SOURCES: Primary data is the data which is collected by the researcher directly from his own observations and experiences. For example, if the researcher conducts a survey for the collected of data then it is known as primary data. SECONDARY SOURCES: Secondary data is data collected by someone other than the user. Common sources of secondary data for social science include censuses, surveys, organizational records and data collected through qualitative methodologies or qualitative research. The secondary data is also collected by company records and external sources like journal, magazines and book on marketing research. DATA COLLECTION METHOD: The survey method was employed for primary data collection. The medium of data collection through personal interviews. Where the respondents were questioned in face-to-face meeting the consumers were met either in their homes or place of work. Some of respondents were questioned through telephones. TOOLS FOR DATA COLLECTION The data was collected through structured questionnaire. Questions can be categorized into multi-choice and open-ended questions. Questionnaires were designed for consumers. Care was taken to ensure that the questions framed were compatible with research objectives.



Firstly, by taking the sample questionnaires, a pilot survey has been conducted among the various sections of the people. Wording and sequencing of questions, choice of respondents, information sought and instruments clarity as a whole, were tested. After taking the exactness and correctness the final version of the questionnaire has been drafted and was taken up for field survey purposes. STASTICAL TOOLS: In the context of the present study, the following statistical tools have been used. FREQUENCY DISTRIBUTING TABLE: A frequency distribution refers to data classified on the basis of some variable, which can be measured such as age, income etc. PERCENTAGES: Percentages are used to describe relationships, since they reduce everything to a common base and there by allow meaningful comparisons to be made. PIE DIAGRAM/ BAR DIAGRAM: There are pictorial representations of statistical data with several subdivisions in a circular from and column form respectively. LIMITATIONS OF THE STUDY: •



As the time given for the completion of the project was limited.



•



The survey was conducted in Honda under the dealership of Samrat Honda, Karimnagar.



•



They may be few opinions, which might have been missed out.



•



While calculating the percentages, approximations are made to the nearest figures. This may not give true picture of the study.



THEORETICAL FRAME WORK MARKETING: Markets:A Market refers to the different groups of consumers for a product of service. Market need not be a place in the traditional sense. Here, the sellers or marketers are treated as the industry and the buyers as the market.. Examples are general consumer market, business market, global market, and specific markets like teenagers’ market, children market, working women’s market, insurance market, healthcare market and education market. A market is the set of actual and potential buyers of a product. Such buyers or consumers share a particular need or want that can be satisfied through exchange relationships. The size of the market will depend on the number of people who exhibit the need, have the buying power, and are willing to exchange their resources for what they want. Marketing:Marketing is defined by the American Marketing Association (AMA) as "the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large. Marketing is a product or service selling related overall activities. The term developed from an original meaning which referred literally to going to a market to buy or sell goods or services. Seen from a systems point of view, sales process engineering marketing is "a set of processes that are interconnected and interdependent with other functions, whose methods can be improved using a variety of relatively new approaches."



CUSTOMER NEEDS, WANTS, AND DEMANDS: NEEDS:Human needs are states of felt deprivation. Needs are the basic requirements of human being, without these basic requirements like food, cloths and shelter no one can live life in this world. The extended forms of needs are health and education which for sure every on basic need in today’s world but they come after food, cloths and shelter. Marketers play no role in creating needs, they are natural default requirements of every human being. Organization already knows the needs there is no requirement for any research work to develop product which covers the needs of human beings. WANTS:Wants are the form human needs take as they are shaped by culture and individual personality. Wants are marketed by marketers in such a way that everyone feel these wants should be mandatory part of life. We can take the examples of telephone, Internet, different variety of foods and clothing these all come under umbrella of human wants. For Example, Any person can eat food to feed himself, but he want to eat fast food, fried rice and Chinese food. Cloths are required for a person to cover himself but we can see people wearing jeans, suit just because of culture influence. DEMANDS:Demand is want backed by buying power, human being have unlimited wants but resource are limited in the world. Its not possible that each human being get the desire things in the world. Wants are wishes of human, buying power will convert these wants to demand.



For Example, Willingness to buy BMW is want but if you have the buying power then it becomes demand. Marketing management : According to Philip Kothler” Marketing management is the art and science of choosing target markets and building profitable relationships with them. This involves getting, keeping and growing customers through creating, delivering, and communicating superior value” Thus marketing management involves managing demand, which in turn, involves managing customer relationships. Production concept: The production concept believes that consumers will favor products that are readily available at a reasonable prices. Improvement in production and distribution efficiency will be the focus for management under this concept. When the demand for a product exceeds the supply, manufactures have to increase production. When the product’s cost is too high, the management has to bring it down to affordable levels. Product concept: The product concept believes that consumers will favor products that offer the most in quality, performance, and innovative features. Continuous improvements in product and quality are essential for companies that follow this concept. Selling concept: The selling concept believes that consumers will not buy enough of the company’s products unless it undertakes pressure selling tactics and heavy promotion efforts. Selling: Selling is also important function of marketing. It is the process where by goods and services finally flow to the customers who need them. Selling focuses on the needs of the seller.



Marketing Concept:The Marketing Concept believes that achieving the companies object depend on understanding the needs and wants of target markets and delivering the desired satisfaction in a better way then what the competitors are doing . Societal Marketing Concept:This concept believes that organization should determine the needs, wants and interests of target markets



Society (Human Welfare, Environment)



Consumers Company (Needs, Wants, Satisfaction) (Sales volume, Profits, Growth) Marketing mix(4Ps): The marketing mix is the set o controllable, tactical, marketing tools that the firm blends to produce the response in wants in the target market.



The marketing mix consists of variables, product, price, place and promotion. Product: stands for the goods and services offered by a company to the target market, to satisfy needs and wants. Price: refers to the money value that the consumers have to product or service. Place: stands for physical distribution activities through which the product moves from the factory to the customer. Promotion: refers to activities of personal selling, advertising, and communicating product benefits and attributes to target consumers to persuade them to purchase.



Product Variety Quality Design Features Brand Name Services Packing



Price List Price Discounts Allowances Payment Periods Credit Terms Target Customers Intended Positioning



Place Channels Coverage Assortments Locations Inventory Transportation Logistics



Promotion Advertising Personal selling Sales promotion Public relations



Marketing effort/marketing control: The company wants to design and put in to action the marketing mix that will best achieves its objectives in its target markets. Consumers usually face a broad array of products and services that might satisfy a given need. How do they choose among these many marketing offers, Customers from expectations about the value and satisfaction that will deliver and buy accordingly? Satisfied customers buy again and tell others about their good experiences. Dissatisfied customers often switch to competitors and disparage the product to others. Marketers must be careful to set the right level o expectation. If they set expectations too low, they may satisfy those who buy but fail to attract enough buyers. If they raise expectations too high, buyers will be disappointed. Customers value and customers satisfaction are key building blocks for developing and managing customer relationships. Satisfaction: “A persons feeling of pleasure or disappointment resulting from comparing a product’s perceived in relation to his or her expectations”. Customer satisfaction depends on products perceived performance in delivering value relative to buyer’s expectations. If the products performance fails short of the customer’s expectations, the buyer is dissatisfied. If performance matches expectations, the buyer is satisfied. If performance exceeds expectations, the buyer is delighted. CRM: Customer relationship management)is an information industry term for methodologies, software, and usually Internet capabilities that help an enterprise manage customer relationships in an organized way. For example, an enterprise might build a database about its customers that described relationships in sufficient detail so that management, salespeople, people providing service, and perhaps the customer directly could access information, match customer needs with product plans and



offerings, remind customers of service requirements, know what other products a customer had purchased, and so. Goals of CRM: The idea of CRM is that helps businesses use and human resources to gain insight the behavior of customers and the value of those customers. If it works as hoped, businesses can, •



Provide better customer service



•



Make call centers more efficient



•



Cross sell products more effectively



•



Help sales staff close deals faster



•



Simplify marketing and sales processes



•



Discover new customers



•



Increase customer revenue



•



Improve customer service and satisfaction



•



Increase profitability



•



Reduce negative customer experiences



•



Allocate resources more efficiently



•



Lower the cost of customer interaction



•



Attract and retain customers and prospects



•



Build stronger customer relationships



•



Improve clinical outcomes



Need of a CRM project: The need for a CRM project is to count the channels a customer can use to access the company. The more channels you have, the greater need there is for the type of single centralized customer view a crm system can provide. CRM COST: The total cost of ownership of CRM includes the costs of hardware, software, professional services (for ongoing maintenance, upgrades and optimization) and internal costs. According to a survey (2001) of more than 1,600 business and IT professionals conducted by The Data Warehousing Institute, close to 50% of survey participants said that they had CRM project budgets of less than $500,000. And the same survey showed many respondents with CRM project budgets of over $10 million. Implementation of CRM systems make take anywhere from a few months to a few years •



Responses to campaigns



•



Shipping and fulfillment dates



•



Sales and purchase data



•



Account information



•



Demographic data



•



Web sales data



•



Service and support data



•



Web registration data



SUCCESSFUL CRM IMPLEMENTATION: 1. Remember that Culture is King A CRM solution is more than a new software package. It also encompasses a mindset, a way of doing business and a way of interacting with others in the firm. The success of a CRM implementation rests on the shoulders of a workforce that is willing to share information about clients and contacts. However, this “collaborative” mentality flies in the face of the culture within some professional services firms. For better or worse, many professional services practitioners are skeptical of sharing contact information for fear of losing opportunities to generate work that they can produce themselves. However, if a CRM implementation is introduced to the workforce as an opportunity to create new opportunities for all, success rates will improve significantly. Consequently, it is especially important to publicize instances when shared information benefits the firm-at-large. Management must work toward creating a culture that is based upon “the greater good” rather than “individual gain.” To reach this goal, users must see proof that the information they share will be used to improve operations and add new business that will benefit all members of the firm. It may take some time, but such a culture shift is worth the effort. 2. Set Realistic Goals One of the greatest mistakes a management team can make is to force-feed new technology across the organization. This is particularly true with a CRM implementation. As firm management prepares for a CRM rollout, planning and patience are critical. Working with the implementation team from the software developer, management should agree upon a plan of phasing software use across the firm. Some organizations orchestrate a CRM rollout by location, others by practice group or department. Regardless, this type of phased approach gives both the firm and



the implementation team an opportunity to make adjustments, manage expectations, achieve milestones and promote successes.



3. Obtain and Maintain Senior Management Support Successful CRM implementations start and end at the top. Firms simply cannot achieve success without full management buy-in, nor can management set the process in motion and walk away. As a rule, successful CRM implementations are characterized as those in which management leads by example. Rolling-out a CRM solution takes hard work, but the benefits are substantial. Management should not sugar coat the process or minimize the effort involved. Similarly, as milestones are achieved, those same managers should be the first to strongly promote the benefits being realized by the firm. 4. Analyze Working Processes The process of fitting a CRM solution into a professional services organization provides a wonderful opportunity to evaluate processes and procedures across the firm. Working with the implementation team from the software provider, firm management should review, analyze and evaluate the firm’s procedures as well as all of the data sources that will be migrated into the CRM solution. This is the perfect time to discuss and develop new procedures that will increase the firm’s success. 5. Select the Right Software Partner While teaming with the right solution provider is important to every software implementation, it is absolutely critical when dealing with a CRM solution. The way CRM is utilized by a professional services firm differs greatly from the way CRM is used by a product-oriented organization. Therefore, it is critical for services-based organizations to choose a software provider that specializes in professional services solutions. Equally important is the software solution’s ability to seamlessly integrate with other business processes across the firm, including the firm’s financial and practice management systems. The ability to correlate client relationship management and new business development activities with firm financial performance greatly



enhances the ROI generated by CRM. Finally, firms should closely review the depth and breadth of consulting services provided by CRM vendors being considered.



A CRM solution is only as good as the implementation methodology used to integrate it with a firm’s business processes. Make sure that the vendor you select can provide experienced and dedicated consulting staff members that will work with your team to ensure success. A successful CRM implementation can help a professional services firm stay head and shoulders above the competition. Keep these five steps in mind, and you and your firm will be well on your way to CRM success. CRM Project to run: Many things from the beginning lack of a communication bet ween every one in the customer relation ship chain can lead to an incomplete picture of the customer poor communication can lead to technology being implemented with out proper support are buy in from users. 10 Tips for implementation customer self - service  Learn everything about your customer  Conduct focus groups to ensure that they want self –services  Define clear business goals  Evaluate the technology for its technical and financial merits  Does it match your customer base will it boost profitability  Work as a team .Have customer support IT and other departments involved every setp of the way  Often training to employees



 Expect this to be an interactive process that requires making changes has you learn more about your customer  Develop on effective way to measure results  Under promise and over deliver Customer relationship management is a business strategy to select and manage the most valuable customer relationship. CRM requires a customer centric business philosophy and culture to support effective marketing sales and service process. CRM applications can enable effective customer relationship management provided that an enterprise has right leadership, strategy and culture – the CRM primes. The impact of 5% increase in retention rates: INDUSTRY



INCREASE IN PROFITS



Advertising agency Life insurance Company



90%



Brand bank deposits



85%



Publishing



85%



Auto services



81%



Auto/home insurance



80%



Credit card



75%



Industrial brokerage



50%



Industrial distribution



45%



Industrial laundry



45%



Office – building management



40%



Benefit of CRM:



 Improved customer retention purpose amount increases over time.  Average of 8% year in the insurance industry reduction in costs.  Order processing  Short-term acquisition costs  Customer referrals On the “Gray Market”  Often harmful to profits  Frequently used to level inventories 2 way communications  Improves customer satisfaction



Impact cultural changes:  Top executives must drive the initiatives  Shift from product orientation to customer shift in marketing type  A way from mass, towards personal 1.1 changes in attitude of all levels  Compensation system must change to are in force new behavior  New positions or teams should be formed Pre-implementation:  Classify customers based on diversity of value and needs  Classify customers based on diversity of value and needs  Determine who the customers are



COMPANY PROFILE Honda Motor Company, Ltd. is a Japanese public multinational



corporation



primarily



known



as



a



manufacturer of automobiles and motorcycles. Honda



has



been



the



world's



largest



motorcycle



manufacturer since 1959, as well as the world's largest manufacturer of internal combustion engines measured by volume, producing more than 14 million internal combustion engines each year. Honda surpassed Nissan in 2001 to become the second-largest Japanese automobile manufacturer. As of August 2008, Honda surpassed Chrysler as the fourth largest automobile manufacturer in the United States. Honda was the seventh largest automobile manufacturer in the world behind Toyota, General Motors,Volkswagen AG, Hyundai Motor Group, Ford, and Nissan in 2010.



Honda was the first Japanese automobile manufacturer to release a dedicated luxury brand, Acura, in 1986. Aside from their core automobile and motorcycle businesses, Honda also manufactures garden equipment, marine engines, personal watercraft and power generators, amongst others. Since 1986, Honda has been involved with artificial intelligence/robotics research and released their ASIMO robot in 2000. They have also ventured into aerospace with the establishment of GE Honda Aero Engines in 2004 and the Honda HA-420 HondaJet, scheduled to be released in 2012. Honda invests about 5% of its revenues in research and development. History From a young age, Honda's founder, Soichiro Honda (17 November 1906 – 5 August 1991) had an interest in automobiles. He worked as a mechanic at the Art Shokai garage, where he tuned cars and entered them in races. In 1937, with financing from an acquaintance, Kato Shichirō, Honda founded Tōkai Seiki (Eastern Sea Precision Machine Company) to make piston rings working out of the Art Shokai garage. After initial failures, Tōkai Seiki won a contract to supply piston rings to Toyota, but lost the contract due to the poor quality of their products. After attending engineering school, without graduating, and visiting factories around Japan to better understand Toyota's quality control processes, Honda was able, by 1941, to mass produce piston rings acceptable to Toyota, using an automated process that could employ even unskilled wartime laborers. Tōkai Seiki was placed under control of the Ministry of Commerce and Industry (called the Ministry of Munitions after 1943) at the start of World War II, and Soichiro Honda was demoted from president to senior managing director after Toyota took a 40% stake in the company . Honda also aided the war effort by assisting other companies in automating the production of military aircraft propellers.[10] The relationships Honda cultivated with personnel at Toyota, Nakajima Aircraft Company and the Imperial Japanese Navy would be instrumental in the postwar period. A US B-29 bomber attack destroyed Tōkai Seiki's Yamashita plant in 1944, and the Itawa plant collapsed in the 1945 Mikawa earthquake, and Soichiro Honda sold the salvageable remains of the company to Toyota after the war for ¥450,000, and used the proceeds to found the Honda Technical Research Institute in October 1946. With a staff of 12 men working in a 172-square-foot (16.0 m2) shack, they built and sold



improvised motorized bicycles, using a supply of 500 two-stroke 50 cc Tohatsu war surplus radio generator engines.[10][11][13] When the engines ran out, Honda began building their own copy of the Tohatsu engine, and supplying these to customers to attach their bicycles. This was the Honda Model A, nicknamed the Bata Bata for the sound the engine made. The first complete motorcycle, both frame and engine, and made by Honda was the 1949 Model D, the first Honda to go by the name Dream. Honda Motor Company grew in a short time to become the world's largest manufacturer of motorcycles by 1964. The first production automobile from Honda was the T360 mini pick-up truck, which went on sale in August 1963. Powered by a small 356 cc straight-4 gasoline engine, it was classified under the cheaper Kei car tax bracket. The first production car from Honda was the S500 sports car, which followed the T360 into production in October 1963. Its chain driven rear wheels points to Honda's motorcycle origins. Over the next few decades, Honda worked to expand its product line and expanded operations and exports to numerous countries around the world. In 1986, Honda introduced the successfulAcura brand to the American market in an attempt to gain ground in the luxury vehicle market. Honda in 1991 introduced the Honda NSX supercar, the first all-aluminum monocoque vehicle that incorporated a mid-engine V6 with variable-valve timing. Later, 1995 gave rise to the Honda Aircraft Company with the goal of producing jet aircraft under Honda's name. Corporate profile and divisions



Honda headquarters building inMinato, Tokyo



Honda is headquartered in Minato, Tokyo, Japan. Their shares trade on the Tokyo Stock Exchange and the New York Stock Exchange, as well as exchanges in Osaka, Nagoya, Sapporo, Kyoto, Fukuoka, London, Paris and Switzerland. The company has assembly plants around the globe. These plants are located in China, the United States, Pakistan, Canada, England, Japan, Belgium, Brazil, México, New Zealand, Malaysia, Indonesia, India, Thailand, Turkey, Taiwan and Perú. As of July 2010, 89 percent of Honda and Acura vehicles sold in the United States were built in North American plants, up from 82.2 percent a year earlier. This shields profits from the yen’s advance to a 15-year high against the dollar. Honda's Net Sales and Other Operating Revenue by Geographical Regions in 2007 Geographic Region



Total revenue (in millions of ¥)



Japan



1,681,190



North America



5,980,876



Europe



1,236,757



Asia



1,283,154



Others



905,163



American Honda Motor Company is based in Torrance, California. Honda Canada Inc. is headquartered in Markham, Ontario, their manufacturing division, Honda of Canada Manufacturing, is based in Alliston, Ontario. Honda has also created joint ventures around the world, such as Honda Siel Cars and Hero Honda Motorcycles in India, Guangzhou Honda and Dongfeng Honda in China, Boon Siew Honda in Malaysia and Honda Atlas in Pakistan. Following the Japanese earthquake and tsunami in March 2011 Honda announced plans to halve production at its UK plants. The decision was made to put staff at the Swindon plant on a 2 day week until the end of May as the manufacturer struggled to



source supplies from Japan. It's thought around 22,500 cars were produced during this period. Leadership Name



Years



Soichiro Honda



1948–1973



Kiyoshi Kawashima



1973–1983



Tadashi Kume



1983–1990



Nobuhiko Kawamoto



1990–1998



Hiroyuki Yoshino



1998–2004



Takeo Fukui



2004–2009



Takanobu Ito



2009—



PHILOSOPHY Corporate philosophy HMSI operates on a principle, which is followed worldwide by all Honda companies. Maintaining a global viewpoint, we are dedicated to supplying products of the highest quality, yet at a reasonable price for worldwide customer satisfaction. Honda's philosophy is based on the company's guiding principle and advocates 2 fundamental beliefs: Respect for the Individual Honda recognizes and respects individual differences. The respect for individual stems from the following three points: •



Initiative



•



Equality



•



Trust



It is the contribution from each individual in the company that has made our company what it is today and that, which will take us into the future. The Three Joys In line with Honda's Philosophy, HMSI conducts all its daily activities in pursuit of the following joys: •



The joy of manufacturing high quality products.



•



The joy of selling high quality products.



The joy of buying high quality products. BRAND PHILISOPHY Everyone has a dream, some goal or activity that gives their life deeper meaning and sparks passion. When we pursue our dreams, we feel empowered. This power, in turn, connects us to others who share the same dreams. It gives us the strength to overcome great challenges. It inspires us to spread the joy of our dreams to other people. Ultimately, the power borne of a dream is a creative force, capable of producing revolutionary ideas. Honda encourages all its associates to pursue their dreams. That’s why we say we are a company built on dreams. The power of Honda’s dream will continue to lead to new insights and technologies in motorcycles and other fields of mobility. And Honda will spread the philosophy of The Power of Dreams across India. A country where a billion people carry dreams in their hearts, this philosophy is brought alive by Sach Kardenge Sapne



TECHNOLOGY Cutting-edge technology and the spirit of Honda Our fundamental design philosophy seeks to maximise space and comfort for people, while minimising the space required for mechanical components. With this aim in mind, Honda's R&D activities include product-specific development and fundamental research. Introduction to the Future Asimo ASIMO is a symbol of Honda's advanced technology, and a member of Honda's fourth line of mobility creations, after motorcycles, automobiles and general power products. ASIMO is an achievement in the evolution of 'Human Walk' technology. This technology, called I-Walk*, enables ASIMO to move back and forth, vary its pace, step right and left and walk along an '8' shape path. ASIMO can also move in more complex ways, such as waving its hands while walking.This humanoid robot has put Honda at the front of cutting edge technology that promises to improve the quality of our lives.



PRODUCTS Automobiles For a list of vehicles, see List of Honda vehicles.



2008 Honda Accord (USA spec)



2011 Honda Jazz (Indian rampart)



Eighth Generation Honda Civic (Asian Version) Honda's global lineup consists of the Fit, Civic, Accord, Insight, CR-V, CR-Z, Legend and two versions of the Odyssey, one for North America, and a smaller vehicle sold internationally. An early proponent of developing vehicles to cater to different needs and markets worldwide, Honda's lineup varies by country and may feature vehicles exclusive to that region. A few examples are the latest Honda Odyssey minivan and the Ridgeline, Honda's first light-duty uni-body pickup truck. Both were designed and engineered primarily in North America and are produced there. Other example of exclusive models includes the Honda Civic five-door hatchback sold in Europe. Honda's automotive manufacturing ambitions can be traced back to 1963, with the Honda T360, a kei car truck built for the Japanese market.[22] This was followed by the two-door roadster, the Honda S500 also introduced in 1963. In 1965, Honda built a two-door commercial delivery van, called theHonda L700. Honda's first four-door sedan was not the Accord, but the air-cooled, four-cylinder, gasoline-powered Honda 1300 in 1969. The Civic was a hatchback that gained wide popularity internationally, but it wasn't the first two-door hatchback built. That was the Honda N360, another Kei car that was adapted for international sale as the N600. The Civic, which



appeared in 1972 and replaced the N600 also had a smaller sibling that replaced the air-cooled N360, called the Honda Life that was water-cooled. MOTORCYCLES For a list of motorcycle products, see List of Honda motorcycles. Honda is the largest motorcycle manufacturer in Japan and has been since it started production in 1955.[10] At its peak in 1982, Honda manufactured almost 3 million motorcycles annually. By 2006 this figure had reduced to around 550,000 but was still higher than its three domestic competitors. During the 1960s, when it was a small manufacturer, Honda broke out of the Japanese motorcycle market and began exporting to the U.S. Working with the advertising agency Grey Advertising, Honda created an innovative marketing campaign, using the slogan "You meet the nicest people on a Honda." In contrast to the prevailing negative stereotypes of motorcyclists in America as tough, antisocial rebels, this campaign suggested that Honda motorcycles were made for the everyman. The campaign was hugely successful; the ads ran for three years, and by the end of 1963 alone, Honda had sold 90,000 motorcycles. Taking Honda’s story as an archetype of the smaller manufacturer entering a new market already occupied by highly dominant competitors, the story of their market entry, and their subsequent huge success in the U.S. and around the world, has been the subject of some academic controversy. Competing explanations have been advanced to explain Honda’s strategy and the reasons for their success. The first of these explanations was put forward when, in 1975, Boston Consulting Group (BCG) was commissioned by the UK government to write a report explaining why and how the British motorcycle industry had been out-competed by its Japanese competitors. The report concluded that the Japanese firms, including Honda, had sought a very high scale of production (they had made a large number of motorbikes) in order to benefit from economies of scale and learning curve effects. It blamed the decline of the British motorcycle industry on the failure of British managers to invest enough in their businesses to profit from economies of scale and scope.



2004 Honda Super Cub The second explanation was offered in 1984 by Richard Pascale, who had interviewed the Honda executives responsible for the firm’s entry into the U.S. market. As opposed to the tightly focused strategy of low cost and high scale that BCG accredited to Honda, Pascale found that their entry into the U.S. market was a story of “miscalculation, serendipity, and organizational learning” – in other words, Honda’s success was due to the adaptability and hard work of its staff, rather than any long term strategy.[30] For example, Honda’s initial plan on entering the U.S. was to compete in large motorcycles, around 300 cc. It was only when the team found that the scooters they were using to get themselves around their U.S. base of San Francisco attracted positive interest from consumers that they came up with the idea of selling the Super Cub. The most recent school of thought on Honda’s strategy was put forward by Gary Hamel and C. K. Prahalad in 1989. Creating the concept of core competencies with Honda as an example, they argued that Honda’s success was due to its focus on leadership in the technology of internal combustion engines.[31] For example, the high power-to-weight ratio engines Honda produced for its racing bikes provided technology and expertise which was transferable into mopeds. Honda's entry into the U.S. motorcycle market during the 1960s is used as a case study for teaching introductory strategy at business schools worldwide.[32]



Following are the some of the bikes of Honda Name



Name



Super Cub C100, C102, C110, C111. C110D,



C114, C50, Super Cub 50



Name



Name



Beat (FC50)



Motosport (SL90)



CB50



Sport 90 (S90)



Dio



Trail (CT90)



Elite E (SB50)



Bravo



Elsinore (MR50)



Scrambler (CL100)



Express (NC50)



H100S Super



Hunter Cub (CT50)



Bali also known as SJ 100



MB5, MB50



Super Cub C100EX



Metropolitan Jazz (CHF 50)



Activa



Metropolitan II (CHF50P)



Aviator



Motra (CT50)



CB Twister



MT5, MT50



Dio



NCZ50 also known as Motocompo



Dream yuga



Spree (NQ50)



Trail (CT110)



Mini Trail (Z50A)



XRM



Mini Trail (Z50M)



Super Cub 110



Mini Trail (Z50R)



Aero & Lead (NH125)



Mini Trail (Z50J)



CBR125



Moped (P50)



CB125



Moped (PA50)



CG125



Moped (PC50)



Atlas Honda CG125



Ruckus (NPS50)



CLR125 "CityFly"



Honda SS50



CM125



ZB50



CR125M



Zoomer



Dylan 125



Trail (C105T)



Innova (ANF125)



70, CD70



Juno M80



Super Cub S65, CL65, C65, C70, Passport



MT125



Mini Trail (CT70)



Pantheon FES125



Motosport (SL70)



PCX



Scrambler (CL70)



RC143



Aero 80 (NH80)



Rebel



XR80



Scrambler (CL125)



CR85RB (CR85R Expert)



Shine 125



Name Sonic Super Sport (CB125) Super Sport (SS125) Super Sport (CG125) Honda NSR125 Varadero (XL125V)



PROFILE OF SAMRAT HONDA, KARIMNAGAR HONDA showroom (Samrat Motors) in Karimnagar has been established in the year 2001. Physically, it is located at Kothirampur. The managing partner of showroom is MD. AKBAR. Mainly the Showroom has been established for the sale of two wheelers and spare parts of HONDA Company. HONDA Showroom has been providing good services to the consumers from 4 years. The HONDA Showroom has got a good reputation in Karimnagar town. The Showroom located in Karimnagar is convenient to all consumers. OBJECTIVES OF HONDA SHOWROOM The primary objective of HONDA Showroom is selling the HONDA products. The following are the objectives of HONDA Showroom: 1. To increase the sales of HONDA two wheelers in Karimnagar. 2. Motivate the consumer to purchase HONDA two wheelers by providing promotional schemes. 3. Satisfying the consumers by providing the technical services. 4. Attracting the new customers by advertisements in magazines, pamphlets, news papers, television etc.



HONDA SERVICE POLICY MOTOR CYCLES



SERVICING DAYS



SCOOTERS



KMS SERVICING DAYS KMS (KILOMETERS) (KILOMETERS)



1st FREE SERVICE



15-30



500-750



1st FREE SERVICE



15-30



500-750



2nd FREE SERVICE



75-90



2500-3000



2nd FREE SERVICE



105120



2500-3000



3rd FREE SERVICE



135150



5500-6000



3rd FREE SERVICE



195210



5500-6000



4th FREE SERVICE



195210



8500-9000



4th FREE SERVICE



285300



8500-9000



LEGEND GRID (HONDA SPARE PARTS RETAILER) FOR GENUINE HONDA SPARE PARTS SERVICE PROVIDER Honda exclusive authorized dealership



CURREENT COLOR CODE



NOS (NUMBERS)



FUTURE COLOR CODE



NOS (NUMBERS)



RED



1



ORANGE



-



Authorized service center



BROWN



2



ASH



2



Private workshop owner



BLACK



30



GREEN



15



Parts stockiest



GREEN



LIGHT GREEN



-



-



-



-



-



PINK



Parts retailer



HONDA MOTORCYCLE AND SCOOTER INDIA PVT. LTD. (HMSI) TECHNICAL SPECIFICATIONS & WEIGHT MEASUREMENTS KERB WEIGHT (kg)



108



LENGTH (mm)



1972



WIDTH (mm)



742



HEIGHT (mm)



1072



WHEELBASE (mm)



1262



GROUND CLEARANCE (mm)



180



FUEL TANK CAPACITY (Litre)



8



ENGINE AND TRANSMISSION ENGINE TYPE DISPLACEMENT



4 stroke, Air cooled SI Engine 109 CC



NET POWER



9 bhp @ 8000 rpm



TORQUE



9 nm @ 6000 rpm



AIR FILTER STARTING SYSTEM TRANSMISSION GEAR SHIFT PATTERN



Paper filter – viscous Self/kick 4 – speed constant mesh 1 down – 3up



ORGANIZATIONAL CHART



1. From how many years, you are using Honda products?



s. no



Response



No. of respondents



Percentage of respondents



1



Less than 1 year



15



12.5%



2



1 to 2 years



26



22%



3



2-3 years



68



56.6%



4



3-4 years



11



9%



120



100%



Total



INTERPRETATION The above graph shows that •



56.60% of respondents are using Honda products from 2-3 years



•



22% of respondents using from 1-2 years.



•



12.50% of respondents are using the Honda products less than 1 year.



•



9% of respondents are using the Honda products from 3-4 years



2. Do you think Honda is able to give excellent customer service at any point of contact? s. no



Response



No. of respondents



Percentage of respondents



1



Yes



28



23%



2



No



12



10%



3



Sometimes



75



63%



4



not at all



5



4%



120



100%



Total



INTERPRETATION The above graph shows that •



63% of respondents said that sometimes Samrat Honda is able to give excellent customer service at any point of contact



•



23% of respondents said that Samrat Honda is able to give excellent customer service at any point of contact.



•



10% said that Samrat Honda is unable to give excellent customer service at any point of contact



•



4% said that Samrat Honda not at all give excellent customer service at any point of contact



3. If you are a repeated customer, will they recognize you when you visit the store? s. no



Response



No. of respondents



Percentage of respondents



1



Yes



57



46%



2



No



21



18%



3



May be



38



31%



4



Not at all



7



5%



120



100%



Total



INTERPRETATION The above graph shows that •



46% of respondents said employees at Samrat Honda recognize them because they are repeated customers.



•



31% of respondents said employees at Samrat Honda may recognize them because they are repeated customers.



•



18% of respondents said employees at Samrat Honda don’t recognize them because they are repeated customers.



•



5% of respondents said employees at Samrat Honda not at all recognize them because they are repeated customers.



4. Do Samrat Honda conduct customer satisfaction surveys?



s. no



Response



No. of respondents



Percentage of respondents



1



Yes



41



34%



2



No



15



13%



3



Sometimes



39



32%



4



not at all



25



21%



120



100%



Total



INTERPRETATION The above graph shows that •



34% of respondents said that Samrat Honda conduct customer satisfaction surveys.



•



32% of respondents said that Samrat Honda sometimes conduct customer satisfaction surveys.



•



21% of respondents Samrat Honda not at all conduct customer satisfaction surveys.



•



13% of respondents said that Samrat Honda doesn’t conduct customer satisfaction surveys.



5. Which practices are made by Samrat Honda to increase the relationship with customers?



s. no 1 2 3 4 5 Total



Response Providing discounts on repeat purchase Wishing on special occasions Customer loyalty programs. Conducting customer satisfaction survey. Free after sale service



No. of respondents



Percentage of respondents



4



3%



25



20.83%



69



58%



15



12%



7



5.83%



120



100%



INTERPRETATION The above graph shows that •



58% of respondents said SAMRAT HONDA made customer loyalty programs to increase the relationship with the customer.



•



20.83% of respondents said SAMRAT HONDA wishes on special occasions to increase the relationship with the customer.



•



12% of respondents said SAMRAT HONDA conducts customer satisfaction survey to increase the relationship with the customer.



•



5.83% of respondents said SAMRAT HONDA made free after sales service to increase the relationship with the customer.



•



3% of respondents said SAMRAT HONDA provides discounts on repeated purchase to increase the relationship with the customer.



6. Which factor convinces you about the SAMRAT HONDA brand to buy? s. no 1 2 3 4 5 Total



Response Quality Price Service Discounts Gifts



No. of respondents 68 26 15 6 5 120



Percentage of respondents 57% 21% 12.5% 5% 4.16% 100%



INTERPRETATION The above graph shows that •



57% of respondents said that quality of SAMRAT HONDA forces to buy their products.



•



21% of respondents said that price of SAMRAT HONDA forces to buy their products.



•



12.50% of respondents said that service of SAMRAT HONDA forces to buy their products.



•



5% of respondents said that discounts given by SAMRAT HONDA forces to buy their products.



•



4.16% of respondents said that gifts provided by SAMRAT HONDA forces to buy their products.



7. Have you received a proper demonstration on the product that you bought from SAMRAT HONDA? s. no



Response



No. of respondents



Percentage of respondents



1



Mostly



15



13%



2



rarely



11



9%



3



Often



89



74%



4



not at all



5



4%



120



100%



Total



INTERPRETATION The above graph shows that •



74% of respondents often received a proper demonstration on the product that they bought from SAMRAT HONDA



•



13% of respondents received a proper demonstration mostly on the product that they bought from SAMRAT HONDA



•



9% of respondents rarely received a proper demonstration on the product that they bought from SAMRAT HONDA



•



4% of respondents not at all received a proper demonstration on the product that they bought from SAMRAT HONDA



8. When customer has a problem, will company show sincere interest in solving it? s. no 1 2 3 4 Total



Response Yes No Sometimes not at all



No. of respondents 87 20 10 3 120



Percentage of respondents 73% 17% 8% 2% 100%



INTERPRETATION The above graph shows that •



73% of respondents said that when customer has a problem with the product of SAMRAT HONDA, the company shows sincere interest in solving it.



•



17% of respondents said that when customer has a problem with the product of SAMRAT HONDA, the company doesn’t show sincere interest in solving it.



•



8% of respondents said that when customer has a problem with the product of SAMRAT HONDA, the company sometimes shows sincere interest in solving it.



•



2% of respondents said that when customer has a problem with the product of SAMRAT HONDA, the company not at all shows sincere interest in solving it.



9. How you feel about the promptness of employees in services to customers?



s. no



Response



No. of respondents



Percentage of respondents



1



Good



74



61%



2



average



6



5%



3



Bad



25



21%



4



poor



15



13%



120



100%



Total



INTERPRETATION The above graph shows that •



61% of respondents said that promptness of employees in services to customers is good.



•



21% of respondents said that promptness of employees in services to customers is bad.



•



13% of respondents said that promptness of employees in services to customers is poor.



•



5% of respondents said that promptness of employees in services to customers is average.



10. Do they actively seek out customer comments and complaints?



s. no



Response



No. of respondents



Percentage of respondents



1



Yes



73



60%



2



No



15



13%



3



Sometimes



29



24%



4



not at all



3



3%



120



100%



Total



INTERPRETATION The above graph shows that



•



60% of respondents said that the company actively seek out customer comments and complaints



•



24% of respondents said that the company sometimes actively seek out customer comments and complaints



•



13% of respondents said that the company doesn’t actively seek out customer comments and complaints



•



3% of respondents said that the company not at all actively seek out customer comments and complaints



11. How do they collect customer comments and complaints?



s. no



Response



No. of respondents



Percentage of respondents



1



Face to face interview



18



15%



2



Toll free numbers



57



47.5%



3



Formal surveys



41



34.16%



4



Others, please specify



4



3.33%



120



100%



Total



INTERPRETATION



The above graph shows that •



47.50% of respondents said that the company collects customer comments and complaints through toll free numbers.



•



34.16% of respondents said that the company collects customer comments and complaints through formal surveys.



•



15% of respondents said that the company collects customer comments and complaints through face to face interviews.



•



3.33% of respondents said that the company collects customer comments and complaints through other sources.



12. Do they entertain queries in a proper manner?



s. no



Response



No. of respondents



Percentage of respondents



1



Yes



85



70.83%



2



No



16



13.33%



3



sometimes



19



15.83%



4



not at all



0



0%



120



100%



Total



INTERPRETATION The above graph shows that •



70.83% of respondents said that the company entertain queries in a proper manner



•



15.83% of respondents said that the company entertain queries sometimes in a proper manner



•



13.33% of respondents said that the company does not entertain queries in a proper manner



13. Do they monitor customer satisfaction levels frequently?



s. no



Response



No. of respondents



Percentage of respondents



1



Yes



25



20%



2



No



35



30%



3



Sometimes



56



47%



4



not at all



4



3%



120



100%



Total



INTERPRETATION The above graph shows that •



47% of respondents said that sometimes the company monitor customer satisfaction levels frequently



•



30% of respondents said that the company don’t monitor customer satisfaction levels frequently



•



20% of respondents said that the company monitor customer satisfaction levels frequently



•



3% of respondents said that the company not at all monitor customer satisfaction levels frequently



14. Which type of facilities do you get from SAMRAT HONDA?



s. no



Response



No. of respondents



Percentage of respondents



1



Credit facility



56



47%



2



concessions to regular customer



35



29%



3



Good feedback



20



17%



4



quality service



9



7%



120



100%



Total



INTERPRETATION The above graph shows that •



47% of respondents said that they get credit facility from the SAMRAT HONDA.



•



29% of respondents said that they get concessions as regular customers from the SAMRAT HONDA.



•



17% of respondents said that they get good feedback from the SAMRAT HONDA.



•



7% of respondents said that they get quality service from the SAMRAT HONDA.



15. How they communicate with you? s. no



Response



No. of respondents



Percentage of respondents



1



Frequently



29



24%



2



often



45



37%



3



rarely



39



33%



4



not at all



7



6%



120



100%



Total



INTERPRETATION The above graph shows that •



37% of respondents said that SAMRAT HONDA company often communicates with the customers



•



33% of respondents said that SAMRAT HONDA company rarely communicates with the customers



•



24% of respondents said that SAMRAT HONDA company frequently communicates with the customers



•



6% of respondents said that SAMRAT HONDA company not at all communicates with the customers



16. Do you think that the loyalty programs enhance the relationship between customers and the company? s. no



Response



No. of respondents



Percentage of respondents



1



Yes



10



8.33%



2



No



23



19.16%



3



Sometimes



42



35%



4



not at all



49



40.8%



Total



120



100%



INTERPRETATION The above graph shows that •



40.80% of respondents said that the company loyalty programs not at all enhance the relationship between customers and the company



•



35% of respondents said that the company loyalty programs sometimes enhance the relationship between customers and the company



•



19.16% of respondents said that the company loyalty programs don’t enhance the relationship between customers and the company



•



8.33% of respondents said that the company loyalty programs enhance the relationship between customers and the company



17. Do SAMRAT HONDA conduct any Loyalty program to enhance the Lifetime Value of Customers?



s. no



Response



No. of respondents



Percentage of respondents



1



Mostly



42



35%



2



rarely



46



38%



3



Often



27



23%



4



not at all



Total



5



4%



120



100%



INTERPRETATION The above graph shows that •



38% of respondents said that SAMRAT HONDA rarely conduct Loyalty program to enhance the Lifetime Value of Customers



•



35% of respondents said that SAMRAT HONDA mostly conduct Loyalty program to enhance the Lifetime Value of Customers



•



23% of respondents said that SAMRAT HONDA often conduct Loyalty program to enhance the Lifetime Value of Customers



•



4% of respondents said that SAMRAT HONDA not at all conduct Loyalty program to enhance the Lifetime Value of Customers



18. Will they give assurance what exactly when services will be performed?



s. no



Response



No. of respondents



Percentage of respondents



1



Yes



12



11%



2



No



25



20%



3



Sometimes



76



63%



4



Not at all



7



6%



120



100%



Total



INTERPRETATION The above graph shows that •



63% of respondents said that the company sometimes give assurance what exactly when services will be performed



•



20% of respondents said that the company don’t give assurance what exactly when services will be performed



•



11% of respondents said that the company give assurance what exactly when services will be performed



•



6% of respondents said that the company not at all give assurance what exactly when services will be performed



19. How much do you satisfied with the relationship with SAMRAT HONDA showroom?



s. no



Response



No. of respondents



Percentage of respondents



1



Very satisfied



5



4%



2



Satisfied



25



21%



3



Neutral



75



62%



4



Dissatisfied



10



9%



5



Very dissatisfied



5



4%



120



100%



Total



INTERPRETATION The above graph shows that •



62% of respondents said that they are neutrally satisfied with the relationship with SAMRAT HONDA showroom



•



21% of respondents said that they are satisfied with the relationship with SAMRAT HONDA showroom



•



9% of respondents said that they are dissatisfied with the relationship with SAMRAT HONDA showroom



•



4% of respondents said that they are very satisfied with the relationship with SAMRAT HONDA showroom



•



4% of respondents said that they are very dissatisfied with the relationship with SAMRAT HONDA showroom



20. Do they design or improve the products or services according to your requirements?



s. no



Response



No. of respondents



Percentage of respondents



1



Yes



10



8%



2



No



31



26%



3



Sometimes



74



62%



4



Not at all



5



4%



120



100%



Total



INTERPRETATION The above graph shows that •



62% of respondents said that the company sometimes design or improve the products or services according to customer requirements



•



26% of respondents said that the company doesn’t design or improve the products or services according to customer requirements



•



8% of respondents said that the company design or improve the products or services according to customer requirements



•



4% of respondents said that the company not at all design or improve the products or services according to customer requirements



FINDINGS



1. 56.60% of customers are using SAMRAT HONDA products from 2-3 years 2. 63% of customers said that sometimes SAMRAT HONDA is able to give excellent customer service at any point of contact 3. 46% of customers said employees at SAMRAT HONDA store recognize them because they are repeated customers. 4. 34% of customers said that SAMRAT HONDA conduct customer satisfaction surveys. 5. 58% of customers said SAMRAT HONDA made customer loyalty programs to increase the relationship with the customer. 6. 57% of customers said that quality of SAMRAT HONDA forces to buy their products. 7. 74% of customers often received a proper demonstration on the product that they bought from SAMRAT HONDA 8. 73% of customers said that when customer has a problem with the product of SAMRAT HONDA, the company shows sincere interest in solving it. 9. 61% of customers said that promptness of employees in services to customers is good. 10. 60% of customers said that the company actively seek out customer comments and complaints 11. 47.50% of customers said that the company collects customer comments and complaints through toll free numbers. 12. 70.83% of customers said that the company entertain queries in a proper manner 13. 47% of customers said that sometimes the company monitor customer satisfaction levels frequently



14. 47% of customers said that they get credit facility from the SAMRAT HONDA. 15. 37% of customers said that SAMRAT HONDA company often communicates with the customers 16. 40.80% of customers said that the company loyalty programs not at all enhance the relationship between customers and the company 17. 38% of customers said that SAMRAT HONDA rarely conduct Loyalty program to enhance the Lifetime Value of Customers 18. 63% of customers said that the company sometimes give assurance what exactly when services will be performed 19. 62% of customers said that they are neutrally satisfied with the relationship with SAMRAT HONDA showroom 20. 62% of customers said that the company sometimes design or improve the products or services according to customer requirements



CONCLUSIONS 1. Customers are using SAMRAT HONDA products from 2-3 years 2. Customers sometimes SAMRAT HONDA is able to give excellent customer service at any point of contact 3. Customers said that employees at SAMRAT HONDA store recognize them because they are repeated customers. 4. SAMRAT HONDA conduct customer satisfaction surveys. 5. SAMRAT HONDA made customer loyalty programs to increase the relationship with the customer. 6. Customers said that quality of SAMRAT HONDA forces to buy their products. Customers often received a proper demonstration on the product that they bought from SAMRAT HONDA 7. When customer has a problem with the product of SAMRAT HONDA, the company shows sincere interest in solving it. 8. Promptness of employees in services to customers is good. 9. The company actively seek out customer comments and complaints 10. The company collects customer comments and complaints through toll free numbers. 11. The company entertain queries in a proper manner



12. Customers sometimes the company monitor customer satisfaction levels frequently. Customers said that they get credit facility from the SAMRAT HONDA. SAMRAT HONDA company often communicates with the customers 13. The company loyalty programs not at all enhance the relationship between customers and the company 14. SAMRAT HONDA rarely conduct Loyalty program to enhance the Lifetime Value of Customers 15. The company sometimes give assurance what exactly when services will be performed 16. Customers are neutrally satisfied with the relationship with SAMRAT HONDA showroom 17. Customers said that the company sometimes design or improve the products or services according to customer requirements



SUGGESTIONS 1. The company loyalty programs not at all enhance the relationship between customers and the company. The management has to make company loyalty programs more effective so that the relation between customers and the company may be good. 2. SAMRAT HONDA rarely conduct Loyalty program to enhance the Lifetime Value of Customers. The company has to regularly conduct the company loyalty programs to enhance the Lifetime Value of Customers. 3. The company sometimes gives assurance what exactly when services will be performed. The company has not to give sometimes but always give assurance to attract more no. of customers. 4. Customers are neutrally satisfied with the relationship with SAMRAT HONDA showroom. The SAMRAT HONDA company has to make the customers to have regular relationship with the SAMRAT HONDA.



QUESTIONNAIRE ON CUSTOMER RELATIONSHIP MANAGEMENT RESPONDENT’S NAME : ADDRESS : Age : 1. From how many years, you are using SAMRAT HONDA products? a) Less than 1 year b) 1 to 2 years c) 2-3 years d) 3-4 years 2. Do you think SAMRAT HONDA is able to give excellent customer service at any point of contact? a) Yes b) No c) Sometimes d) not at all 3. If you are a repeated customer, will they recognize you when you visit the store? a) Yes b) No c) May be d) Not at all 4. Do SAMRAT HONDA conduct customer satisfaction surveys?



a) Yes b) No c) Sometimes d) not at all 5. Which practices are made by SAMRAT HONDA to increase the relationship with customers? a) Providing discounts on repeat purchase b) Wishing on special occasions. c) Customer loyalty programs. d) Conducting customer satisfaction survey. e) Free after sale service 6. Which factor convinces you about the brand to buy? a) Quality b) Price c) Service d) Discounts e) Gifts 7. Have you received a proper demonstration on the product that you bought from SAMRAT HONDA? a) Mostly b) rarely c) Often d) not at all 8. When customer has a problem, will company show sincere interest in solving it? a) Yes b) No c) Sometimes d) not at all 9. How you feel about the promptness of employees in services to customers? a) Good c) Bad



b) average d) poor



10. Do they actively seek out customer comments and complaints? a) Yes b) No c) Sometimes d) not at all 11. How do they collect customer comments and complaints? a) Face to face interview b) Toll free numbers c) Formal surveys c) Others, please specify 12. Do they entertain queries in a proper manner? a) Yes b) No c) sometimes d) not at all 13. Do they monitor customer satisfaction levels frequently? a) Yes b) No c) Sometimes d) not at all 14. Which type of facilities do you get from SAMRAT HONDA? a) Credit facility c) Good feedback



b) concessions to regular customer d) quality service



15. How they communicate with you? a) Frequently b) often c) rarely d) not at all 16. Do you think that the loyalty programs enhance the relationship between customers and the company? a) Yes b) No c) Sometimes d) not at all 17. Do SAMRAT HONDA conduct any Loyalty program to enhance the Lifetime Value of Customers? a) Mostly c) Often



b) rarely d) not at all



18. Will they give assurance what exactly when services will be performed? a) Yes b) No c) Sometimes d) Not at all 19. How much do you satisfied with the relationship with SAMRAT HONDA showroom? a) Very satisfied b) Satisfied c) Neutral d) Dissatisfied e) Very dissatisfied 20. Do they design or improve the products or services according to your requirements? a) Yes c) Sometimes



b) No d) not at all
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