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The study operational factors of Pars Khodro automobile
company after-sales service effects on customer satisfaction
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Abstract

This study with subject of the survey for the effect of Pars Khodrou Automobile
Company after sale service properties on customers satisfaction has done in
whole country. The range of research includes the personnel of after sale service
department and the admissible agencies of Pars Khodrou Company that they are
working during the administration of this research. In order to research and data
collection has used a self-constituted questionnaire of researcher with
dispensation of 217 persons (sample volume), 201 persons returned the
questionnaire. Basic factors, motivational factors, and operational factors are
three component that have surveyed as impressive factors on customer
satisfaction. The reliability of questionnaire computed 0.70 by Cronbach's alpha.
For data analysis, data dispensation test (Kolmogorov-Smirnov), regression and
Spearman correlation coefficient, Watson's camera and Friedman test,
distinction analysis have used in SPSS software.

The results of Kolmogorov-Smirnov test showed that data dispensation is not
normal. Then for data analysis, distinction function analysis method is used. In
this method, two distinction function extracted because of three unstable
independent groups. The results of distinction function analysis showed that
effectiveness of motivational factors is less than significant level. Therefore, the
relationship between fundamental variables and Spearman tests were used
satisfying results of this test showed a significant relationship between
performance of after-sales service and customer satisfaction is Pars Khodro
According to this, the scope of standard coefficient of functions showed that
operational and basic factors in sequence is 59% and 72% effect on customers
satisfaction. After ranking of customers' satisfaction in distinction function to
three levels (weak, regular, good) the result showed the dissatisfaction of
customers.

Keywords: After sale services properties, Customers satisfaction,
Motivational factors, Basic factors, Operational factors.
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