Journal of Advanced Research in Service Management
Volume 8, Issue 1 - 2025, Pg. No. 11-18
R Peer Reviewed Journal

Research Article

Intercede of Service Calls on Customer
Satisfaction, Loyalty and Intentions in the
Automotive Industries

MV Praveen

Assistant Professor, PG & Research Department of Commerce, Government College Madappally, Kozhikode, Kerala, India

I NF O

Orcid Id:
https://orcid.org/0000-0003-4497-6411
E-mail Id:

praveenmvneelambari@gmail.com

How to cite this article:

Praveen M V. Intercede of Service Calls on
Customer Satisfaction, Loyalty and Intentions
in the Automotive Industries. J Adv Res Servi
Mgmt 2025; 8(1): 11-18.

Date of Submission: 2025-01-07
Date of Acceptance: 2025-02-15

ABSTRACT

The automotive industry has witnessed significant evolution in customer
engagement strategies, especially concerning post-sale service calls.
This study investigates the impact of service calls on customer loyalty
and purchase intentions within the car industry. Through a mixed-
methods approach comprising surveys, interviews, and case studies, this
paper provides a comprehensive analysis of how timely, efficient, and
empathetic service calls influence customer perceptions, repeat purchase
behavior, and brand advocacy. Results indicate that personalized service
call interactions enhance customer satisfaction, foster loyalty, and
positively influence future purchase intentions. This research provides
actionable insights for automotive companies aiming to strengthen
their customer relationships.
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Introduction

After-sales service calls exceed the notion of only
technical support for durable goods; they are essentially

The automotive industry is a highly competitive
environment, where customer satisfaction and loyalty are
critical to sustaining market share and ensuring long-term
success. With numerous brands competing for consumer
care and attention, businesses must adopt strategies that
not only attract customers but also retain them in an
increasingly dynamic market!. Among these strategies,
post-sale engagement through service calls has emerged as
avital intercede between companies and their customers.
These interactions offer a platform to demonstrate a brand’s
dedication to quality, reliability, and customer-centric
values, ultimately influencing customer perceptions and
decisions.
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intermediaries between the organization and the customer,
a way to cultivate a sense of care and responsibility.
According to the existing literature, service calls could
play several essential roles in developing trust, improving
satisfaction, and deepening the number of positive emotions
customers associate with a brand?. As a result, customer
retention can be enhanced, and the potential customers
might become more willing to purchase from the company,
which is the key factor important in the automotive
business. However, although the role of service calls as
an impactful communication tool capable of determining
positive consumer outcomes is widely recognized, few
studies have looked at how these calls operate to change
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customer loyalty and purchasing behaviors. Several factors
and the four dimensions listed above are important when
assessing the possibilities of delivering effective and high-
quality service calls consistently. If implemented properly,
these aspects can reinforce the customer’s confidence in
the brand and existing or emerging commitment to do
more business with the organization.

For this research, three main objectives are postulated to
provide a direction to contemplate and assess the various
roles of service calls in the automotive business. First, it
aims at establishing how service calls help to build customer
loyalty, which is key in making and sustaining value in
competitive markets. Second, the research investigates the
effect of service calls in influencing customers’ purchase
behavior, which is the key measure of business expansion.
It then goes on to describe the best predictors of successful
service call outcomes, including customer satisfaction,
trust, and brand loyalty. In achieving these objectives, this
research will solve practical cognate knowledge of the role
of service calls as an essential tool for a competitive edge. It
will also provide prescriptive suggestions to practitioners in
the automotive industry on how to fine-tune their service
approach to satisfy freshly emerging consumer needs. The
objectives of this study are specifically stated below:

e To evaluate the role of service calls in enhancing
customer loyalty.

e To examine the effect of service calls on customer
purchase intentions.

e To identify key factors in service call execution that
drive positive customer outcomes.

Review of Literature

It has been largely accepted that customer loyalty entails
repeat purchasing, low price elasticity, and favorable
communication (Oliver, 1999). Specifically in the category
of the automotive industry, it shows that the multiple
intercedes have an effect on loyalty, which includes
service interactions. Customer loyalty, a critical aspect of
organizational sustainability, has been underscored and
investigated comprehensively across industry settings
with reference to the automotive industry. Loyalty means
that a customer is willing to buy the same product or
recommend it to others even if situational factors create
pressure to the contrary. Loyalty is very important in every
industry, and in the automotive industry, it is very crucial
since products involve high value and the purchases are
occasional or intermittent.

Some consumers identified service calls as post-purchase
decision mediators, while most pointed towards their
importance for customer loyalty. From research done, it
is evident that improved service call resolution improves
acceptation by the client, hence improving the business

relation®. For example, whatever the pace of service
interactions, successive positive replies during the service
encounters can enhance a customer’s conviction in the
reliability of the brand toward the improvement of retention
results.

Customer relationship management, a tool that goes
further than just the immediate sales involvement, has
a considerable impact on purchase intentions that are
the precursors to the purchasing behavior. Thus, CRM
facilitates direct, proper, and efficient communication and
client relationship management, which enhances purchase
intentions, recognizes client needs, and solves customer
complaints®. In the automotive context, using the CRM
data to analyze the data about the information related
to service calls and customer feedback can be useful to
get insights and synchronize them with consumer needs®.

Linking these ideas, we obtain the following picture that
points at the role of CRM as a central tool for interacting
with a customer and his/her retention. Through service
call outcomes and the integrated analysis of CRM systems,
automotive firms can learn patterns and get ready for what’s
coming, therefore strengthening loyalty and impacting
the desired purchase behavior. Such approaches not only
guarantee improved customer experience but also introduce
competitive advantage into the automotive industry®. The
relationship between customer loyalty and service calls,
purchase intent in relation to, and CRM shows that there is
a symbiosis of relationship management in the automotive
sector. More studies may be conducted on how some of the
technological advancements, such as artificial intelligence
in CRM, could also help improve these interconnections to
support customer strategies.

Theoretical Framework

e Customer Satisfaction and Loyalty: The Expectancy-
Disconfirmation Theory states that satisfaction is found
when perceived service quality is equal to or higher
than expected’.

® Role of Service Calls: The best service calls are those
that allow customers to voice their opinion, receive
information they need, and rebuild trust in a brand.

e Relationship Marketing Theory: According to Hunt &
Morgan (1994), trust and commitment are the keys to
relationship marketing, which are served by the calls.

e Empirical Evidence: Many of the investigations
confirmed the need for service call preservation as
the means to build the consumers’ loyalty:

According to Lee and Kim (2020)°, who offer follow-up
service calls, the customer’s satisfaction level was 78%
higher as compared to the customer who did not receive
a follow-up service call. Another study done by Martin &
White in 2018 promotes the concept of an individual




communication approach, which is based on empathy.
According to Nguyen & Simkin (2021)*, a meta-analysis,
planned post-purchase communication is likely to lead to
repeat purchases by 25%. Zhou et al. (2019)*? concluded that
service recovery calls reduce dissatisfaction and enhance
brand perception dominantly.
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Table |.Literature summary on Service calls and

Loyalty
Study Key Findings Methodology
Trust and
Hunt & Morgan commitment Theoretical
(1994) critical in customer | Framework
relationships
Loyalty linked to
. . I
Oliver (1999) reduced price Conceptua
e Framework
sensitivity
Zhou et al. Service recovery Case Study
calls enhance brand .
(2019) ) Analysis
perception
Kim & Lee I-“\i/ri]tehr :jﬁl:\f/\?—cjlon Surve
(2020) ‘ P Y
service calls

Table 2.Key Construction in Service Call Research

Construct Description Source
Customer Meeting or exceeding | Parasuraman
Satisfaction expectations et al.
Understanding and .
Empath addressin cusfomer Martin &
pathy & White
concerns
Confidence in the
, . Hunt &
Trust brand’s commitment to
. Morgan
quality
Purchase Likelihood of repeat Nguyen &
Intentions purchase Simkin

Research Methodology and Hypotheses
Development

Based on the literature review, the following methodology
and hypotheses were developed:

Research Design: This study adopts both quantitative
and qualitative research approaches since both
methods have been found to provide sound research
findings.

Data Collection: To infuse credibility in the required
data for this study, three different techniques of data
collection were used by me.

Surveys: Carried out among the 500 car owners from
five cities of south India. Among the non-luxury car
owners (100 each), a structured questionnaire was

served in Calicut, Kochi, Mangalore, Coimbatore, and
Mysore city. Some of the cities are chosen purposively,
and then the respondents are selected randomly from
the customers of the selected car showrooms of those
cities®.

Interviews: Personal structured interviews with fifty
service managers and executives (ten managers with
each of the five chosen showrooms in the surveyed
cities) employed by two leading car companies.

Case Studies: Described and compared the two major
car brands, Maruti Suzuki and Hyundai, with reference
to the best practices in terms of service calls.

Data Analysis: Qualitative data were coded using
thematic analysis while quantitative data were analyzed
by statistical methods such as SPSS. Data analysis
tools that are used to address the under discussion
consist of regression analysis, correlation analysis,
and percentages®.

Hypotheses: Based on the outlined objectives and
review of literature, four hypotheses were developed
as follows:

H1: Service calls positively influence customer
satisfaction.

H2: Service calls positively influence repeat purchase
intentions.

H3: Empathetic communication during service calls
enhances brand trust.

H4: Proactive service call communication increases
customer loyalty.

Practical implications of the study

Although the important recommendations are given as a
part of the study, the practical implications of this study
are elaborated and highlighted here.

Enhanced Customer Relationship Management (CRM):
To effectively manage service calls and for proper
customer interaction, it is important for organizations to
implement the latest technologies in CRM applications.
This can translate to more customers trusting the
service provider because processes related to serving
the customers are made more efficient and are a close
fit for the customers’ needs.

Comprehensive Training Programs for Service
Representatives: Corrective training solutions embrace
personality attributes such as empathy, active listening,
and conflict resolution for representatives. They help to
build better trust and satisfaction as a result of solving
the customer issues while also improving the degree
of emotional connection®.

Implementation of Feedback Mechanisms: Meaning
that using real-time feedback-capturing techniques
during service calls enables businesses to collect
information on customer preferences and demand.
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Such an unbroken feedback loop is useful in the fine-
tuning of products and services striving to match the
customer expectations to increase satisfaction.

e Proactive Communication Strategies: Occasional
protectively relevant communication strategies must be
employed, for instance, periodically informing customers
about product modifications, service calls, or offers.
While it helps in denial of customer base and avoiding
instances of dissatisfaction from settingin, it also ensures
that the customers are regularly posted on what goes
on with the companies?®.

All these implications put a greater focus on the need to
create greater satisfaction, trust, and even loyalty among
customers.

Results and Discussion

In this section, to confirm or reject the formulated hypotheses,
the objectives of the study were tested by the relevant
statistical tools. The results of the statistical tests used were
thoroughly examined, discussed, and explained to the extent
of exhaustively. The research results can contribute, which
are the basis for further discussion and conclusion within
the limit of this research?’.

Intercede of service calls on customer satisfaction
H1: Service calls positively influence customer satisfaction.

The first hypothesis of the study aimed at determining
the relationship between service calls and customer
satisfaction was also put forward. Service calls were taken
as the independent variable, and this has been further
categorized into two categories: those that received a service
call and those that did not receive a service call. Customer
satisfaction, on the other hand, was taken as the dependent
variable and was measured on Likert’s scale ranging from 1
to 5. To analyze this relationship, a simple linear regression
model was used in the form Y = B0 + B1X + €. The procedure
included comparing the mean satisfaction scores for Group A,
which had the service calls, with Group B, which had none?.
Statistical software was used to perform regression analysis.
In order to ascertain the significance of the study, the 1
coefficient and its p-value were made to define the result.

¢ Independent Variable (X): Service Calls (Binary: 1 =
Yes, 0 = No)

e Dependent Variable (Y): Customer Satisfaction
(measured on a Likert scale: 1 to 5)

Table 3.Mean Score and Standard Deviation of
Service Calls on Customer Satisfaction

Regression Model: Y=Bo+p3:X+€
Computation of Mean Difference =4.3-3.7=0.6
Linear Regression:

o Coefficient (B1) = 0.6

o Standard Error (SE) = 0.15

o t-value: t=B1/SE=0.60/0.15=4.0
Significance Test:

o Degreesof Freedom (df)=n1+n2-2=250+250-2=498
o Critical t-value for p = 0.05 (two-tailed) = 1.96
o Sincet=4.0>1.96, the result is statistically significant.

Hence, it can be inferred that the service calls significantly
improve customer satisfaction, with a 0.6 increase in the
satisfaction score.

Intercede of Service Calls on Customers Purchase
Intentions

H2: Service Calls Positively Influence Repeat Purchase
Intentions

Specifically, the study was aimed at establishing if service
calls had a positive impact on repeat purchase intention.
Service calls acted as the independent variable while repeat
purchase intentions, as represented by the percentage
likelihood, made up the dependent variable. The relationship
analysis implemented a logistic regression model, namely,
log(P(Y=1)/(1-P(Y=1))) = BO + B1X. Purchase intentions were
converted into binary outcomes: 1 represents the chance of
repurchasing its product, and 0 will represent the chance of
not repurchasing the product. Over the significance of the
service calls, the estimates for 1 were tested through the
odds ratio in the logistic regression analysis. In the results,
service calls have been identified as the most effective form
of encouraging repeat purchases.

Table 4.With service call and without service call on
percentage of customers purchase intention

Grou Mean Standard n
P Satisfaction| Deviation
With Service Calls 4.3 0.5 250
Without Service 37 06 250
Calls

Variable Likely to Not Total
Repurchase (%) | Likely (%) | Sample
With Service Calls 80 20 250
Without Service 60 40 250
Calls

Logistic Regression Model: Log (P(Y=1)/1-P(Y=1)) =
BO+B1X

Odds Ratio (OR):

e Odds for Group A (With Calls) = 80/20 = 4

e Odds for Group B (Without Calls) =60/40 = 1.5

e Odds Ratio (OR): =4/1.5=2.67

e Coefficient (61): B1=log(OR)=log(2.67)=0.98

e  Significance Test:

e Standard Error (SE) = 0.25 (assumed for illustration)
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e z-value: z=B1/SE=0.98/0.25=3.92
e  (Critical z-value for p = 0.05 (two-tailed) = 1.96
e Since z=3.92>1.96z, the result is statistically significant.

The statistical test settled for in the study ensured the
hypothesized relationships were backed strongly by
facts. This accentuated its approval that customers who
featured service calls were 2.67 times more likely to make
repurchases when compared to other customers. This result
showed that the effect of service calls on the purchase
decision of a customer is highly positive.

Intercede of Service Calls’ Empathetic
Communication on Brand Trust

H3: Empathetic communication during service calls
enhances brand trust

Intercession of empathetic communication during the
service calls to brand trust was also examined in the
study. Empathy of the consumers was evaluated through
a self-administered questionnaire using Likert’s Scale with
choices of 1 to 5 for the level of empathy. To measure
brand trust, a scale of 1 to 10 was used. To determine the
relationship between empathy and brand trust, the Pearson
correlation coefficient was used. A linear regression test
was carried out in order to establish the strength of this
association and is represented by the B1 coefficient. Each
significance test was done using t-statistics, t = 1 / SE(B1).
The outcomes revealed that empathetic communication
helps in establishing brand trust for its significance in
building up a better customer-brand relationship.

e Empathy Score (X): Mean =4.5,SD =0.8
e Brand Trust Score (Y): Mean = 8.2, SD = 1.2, n = 500n
=500n =500

and Brand Trust: Correlation and Regression Analysis,

Brand Tust Score (1-10)

Figure |
Correlation Coefficient (r):
Calculated r =0.72
Linear Regression Coefficient (B1):

e Formula: B1 = r-SDy/SDx

¢ [1=0.72-1.2/0.8=1.08
Significance Test

e  Obtained t-value: t = 17.87

e  Critical t-value for d.f. =498 and p = 0.05 = 1.96.
e Since t=17.87>1.96, the result is significant.

It is inferred that empathy positively affects brand trust
in a highly significant manner, finding moderately strong
and positive correlation between the two. This research
also supports the latter, pointing to empathy as central
to communicating effectively and building consumer
confidence and loyalty. The statistical analysis proved the
hypothesis of a close correlation between the empathy
scores and the subsequent increase in the brand trust,
indicating once again the significance of emotional bonding
for successful customer relations management. In other
words, empathy has a very strong positive correlation with
brand trust.

Intercede of proactive service calls on customer
loyalty

H4: Proactive service call communication increases
customer loyalty.

It focused on the effect of proactive communication on
customer loyalty. The study examined the following research
questions. The variable of proactive communication was
measured using scorecards, while the variable of customer
loyalty had a composite score derived from repurchase
frequency, word of mouth, and level of satisfaction.
Therefore, multiple regression analysis with considerations
of age, income, and car ownership period was conducted.
To have an all-encompassing measure, a composite loyalty
index was created through a weighted average. The result
was subjected to interpretation based on the coefficient of
proactive communication. Overall, proactive communication
was established as the most effective approach in enhancing
customer loyalty in the automotive industry to the level of
purchase repeat, advocacy, and overall satisfaction.

Table 5.Level of intercede of proactive communication
on customer loyality

Communication Score Mean Loyalty n
Score
High (4-5) 85 300
Low (1-3) 70 200

Multiple Regression Analysis
Model: Y=Bo+B:1X+B2Z+€

e X=Proactive Communication Score
e Z=Control variables (e.g., income, car ownership)
Regression Output:

e [1=0.59,SE=0.10
e t-value: t=f1/SE=0.59/0.10=5.9
Significance Test

e  (Critical t-value for d.f. = 498 = 1.96.
e Since t=5.9>1.96, the result is significant.
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The above analysis goes further in proving that proactive
communication has a positive relationship with customer
loyalty, with a change of 0.59 in the loyalty index for every
added point in proactive communication. This discovery
stresses the need for organizations to undertake action-
oriented communications in a bid to improve the relations

they have with their customers. In its simplest form, it
keeps a business pertinent in the lives of its customers in
order to encourage more frequent sales, word of mouth,
and satisfaction, strengthening customer loyalty and the
corporation’s steady devotion to a particular brand.

Table 6.Hypotheses Testing Result Summary

Hypothesis Variable Tested Beta Coefficient p-value Supported?
H1 Service Calls - Satisfaction 0.68 0.001 Yes
H2 Service Calls - Repeat Purchase 0.54 0.003 Yes
H3 Empathy = Brand Trust 0.72 0.000 Yes
H4 Proactive Communication = Loyalty 0.59 0.002 Yes

e The details given in Table 4 provide the findings of
four hypothesis tests involving various service-related
constructs and their impact on the customer. The entire
hypothesis is accepted for the following reasons: Hence,
the calculated p-values are all less than 0.05. The beta
coefficients signify the strength and the direction of
these relations. For example, H1, which probed service
calls and the degree of satisfaction the partners give,
yields a significant positive beta of (0.68), which affirms
that the higher the frequency of service calls, the
higher the degree of satisfaction. Likewise, empathy
has a strong and positive influence on brand trust (H3),
where the coefficient is estimated to be 0.72. Proactive
communication enhances a favorable impact on loyalty
(H4), and the service calls also foster the repeat buying
behavior (H2).

Table 7.Impact of Service Calls on Customer Loyalty

With Without

Metric Service Calls| Service

(%) Calls (%)
Customer Satisfaction 89 62
Repeat Purchase Intentions 78 54
Likelihood of Brand Advocacy 82 50

According to Table 7, service calls generated a positive
appeal to the customers that led to increasing their loyalty.
Of the customers that expressed service calls, 89% said they
were more satisfied, compared to customers who never got
service calls, of whom only 62% said they were satisfied.
As evidenced by the following results, the reinforcement
of this can be seen by the fact that 78% of the customers
who had at some point had to make service calls expressed
their readiness to buy the products again. While only 54%
who never made any service calls expressed the same.
Likewise, brand advocacy has significantly increased in the
group that received service calls, 82%, compared to the

group where they did not, 50%. From these results, it can
be concluded that service calls can act as an indispensable
tool that helps customer satisfaction, increases customers’
frequency of using the services provided, and improves
brand identity in the market. Figure 2 shows service calls’
impact on customer satisfaction, loyalty, and intentions.

Impact of Service Calls on Customer Loyalty

With Service Calls
Without Service Calls
80

@
=]

Percentage (%)
o
Q

o

Customer Satisfaction Repeat Purchase IntentionsLikelihood of Brand Advocacy

Figure 2.Impact of service call on customer loyalty

The bar chart above summarizes the effect of service
calls on the customers’ retention according to the given
indicators. The distinction made between customers with
and without service calls shows definitively the higher
levels of satisfaction, purchase intentions, and brand
recommendations among the group that was served by
service calls than those without service calls.

e Key Discussion: Referring to the prior global research
in the field of service communication and customer
loyalty, the current analysis in the Indian automotive
industry context shows that the service calls act
as a crucial mediator for enhancing loyalty and
satisfaction. Proactive communication helps mitigate
potential dissatisfaction arising from unresolved issues,
contributing to enhanced customer loyalty. Based on
the above discussion and findings, the study put forth
some critical recommendations as follows:

e Invest in CRM Tools: Sophisticated applications of
CRM can also effectively handle the flow of service call
management as well as assure individualized dealings
with customers.
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¢ Training Programs: Prepare services executives with
abilities and skills in the areas of empathy, listening,
and problem-solving.

¢ Feedback Mechanisms: Take service calls as a means
of getting proper feedback to further improve ways of
working.

¢ Proactive Communication: Inform customers on times
to service their products or on possible defects in
particular products.

Conclusion

In conclusion, the study effectively highlights the significant
influence of service-related variables on customer outcomes.
The findings provide support for the relationships between
service calls, empathy, proactive communication, and
customer outcomes, which include satisfaction, purchase
intentions, brand trust, and customer loyalty. Since all
formulated hypotheses were affirmed and p-values were
less than 0.5, the research emphasizes the importance of
proper implementation of strategies related to customer
service when it comes to building solid customer bonds.
Indeed, even for overall satisfaction and trust, beta values
are relatively high, and especially for service calls and
empathy, which indicate that these two factors are key
contributors to satisfaction and trust. For these insights to
be of use, organizations should consider improving their
CRM systems. By deploying the sophisticated tools of CRM,
the management of service calls will be enhanced, and in
return, effective customer touchpoints that will create a
cordial relationship with the customers will be awarded.
Moreover, expanding the training of skills of service
representatives will enhance other crucial skills, including
empathetic understanding, attentiveness, and creative
problem-solving, which go hand in hand with trust formation
and satisfaction. In addition, feedback channels incorporated
during service calls can enable organizations to gain an
understanding of the current needs of customers and their
preferences so that products or services can be improved
on regularly by adopting the best practices of the market.
Finally, using a preventative communication approach like
offering customer alerts on product advancement and
services due for a schedule can greatly improve customer
satisfaction and hinder dissatisfaction. By adopting these
suggestions, companies are able to enhance the whole
customer service provision and obtain optimal results
concerning consumers’ satisfaction and loyalty.
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