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Abstract 
 
 

   In today's competitive world, customer requirements are increasing, and in order to 

differentiate from the market, companies focused on service quality where customers can 

remain loyal to the brand.  

The added value is created by good service quality and this latter leads to satisfied customers 

which is a key for a successful business.  

We all know that the financial stake in customer satisfaction is considerable: it represents a 

significant percentage of the turnover. Customer satisfaction must therefore be one of the 

priorities of companies, whatever their sector of activity. 

Hence, the companies in the automotive sector are confronted with this reality and constantly 

have to improve their services and maintain a good relationship with their customers with the 

aim of satisfying them.        

Regarding our study on service marketing, we will bring to light how after-sales services 

contribute to customer satisfaction which will represent our case study within Renault 

company for our graduation project.  

 
 
 
Keywords: Service, After-sales service, Quality, Service Quality, Satisfaction, Customer 

satisfaction, Automotive sector, Renault Algeria.  

 

 

 

 
 
 
 
 
 
 



  
 

 
 

Résumé 
 
 

 

   Dans le monde concurrentiel d’aujourd’hui, les besoins des clients augmentent, et afin de se 

démarquer du marché, les entreprises se concentrent sur la qualité du service où les clients 

peuvent rester fidèles à la marque.  

 
La valeur ajoutée est créée par une bonne qualité de service et ce dernier conduit à des clients 

satisfaits, ce qui est une clé pour la prospection des entreprises.  

 
Nous savons tous que l’enjeu financier de la satisfaction des clients est considérable : il 

représente un pourcentage important du chiffre d’affaires. Par conséquent, la satisfaction des 

clients doit être l’une des priorités des entreprises, quel que soit leur secteur d’activité. 

 
Ainsi, les entreprises du secteur automobile sont confrontées à cette réalité et doivent 

constamment améliorer leurs services et maintenir une bonne relation avec leurs clients dans 

le but de les satisfaire.    

     
En ce qui concerne notre étude sur le service marketing, nous mettrons en lumière comment 

les services après-vente contribuent à la satisfaction des clients, ce qui représentera notre 

étude de cas au sein de l’entreprise Renault pour notre projet de fin d’étude. 

 
 
 
Mots-clés : Service, Service après-vente, Qualité, Service Qualité, Satisfaction, Satisfaction 

client, Secteur automobile, Renault Algérie.  

 
 
 
 
 
 
 
 
 
 



  
 

 
 
 

صخلم  
  
  

  

 زكرت قوسلا نع زیمتلا لجأ نم ،ءلامعلا تابلطتم دیازتتو ةسفانملا ھیف رثكت ملاع يف ایلاح ةدوج ىلع تاكرشلا   

ةیراجتلا ةملاعلل نیصلخم اولظی نأ ءلامعلل نكمی ثیح ةمدخلا . 

 

حجانلا لمعلا حاتفم وھو ءلامعلا اضر ىلإ يدؤت ةریخلأا هذھو ةدیجلا ةمدخلا ةدوج للاخ نم ةفاضملا ةمیقلا ءاشنإ متی . 

ریبك ةبسن لثمت يھف :ةریبك ءلامعلا اضر يف ةیلاملا ةصحلا نأ اعًیمج ملعنو اضر نوكی نأ بجی كلذل .لامعلأا مجح نم ة

 عقاولا اذھ اضیأ ھجاوت يتلا تارایسلا عاطق يف تاكرشلا لثم .اھطاشن عاطق ناك امھم ،تاكرشلا تایولوأ دحأ ءلامعلا

مھءاضرإ لجأ نم اھئلامع عم ةدیج ةقلاع ىلع ظافحلاو اھتامدخ نیسحت رارمتساب اھیلعو . 

 

قیوست لوح انتساردب قلعتی امیف  يتلاو ءلامعلا اضر يف عیبلا دعب ام تامدخ ةمھاسم ةیفیك ىلع ءوضلا طلسنس ،تامدخلا

انیدل جرختلا عورشمل ونیر ةكرش لخاد ةلاح ةسارد لثمتس . 

 
 رئازجلا ونیر ،تارایسلا عاطق ،ءلامعلا اضر ،اضرلا ،ةمدخلا ةدوج ،ةدوجلا ،عیبلا دعب ام ةمدخ ،ةمدخلا :ةیللادلا تاملكلا
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 In today's competitive world, markets are changing, customer expectations have become more 

demanding and particular, consumption patterns are encountering new behaviors, and 

companies find themselves trying other ways to differentiate from the market.  

  
We cannot ignore that the quality of the products is an essential factor in customer 

satisfaction; however, in present times, the quality has become insufficient; that is why some 

companies consider having additional services like after-sale services. Furthermore, good 

service quality can be a reason for fulfilling customers' needs and remaining loyal customers, 

which can present an added value and key to a successful business.  

  
We all know that the financial gain of customer satisfaction is important; it accounts for a 

significant percentage of the revenue. Therefore, customer satisfaction should be one of the 

companies' priorities, regardless of their field of activity. No matter how attentive to the quality 

of service they provide, all companies cannot escape the dissatisfaction of particular customers. 

 
Hence, understanding and managing customer satisfaction, engagement, and loyalty must 

be based on a very pragmatic approach. No single theory fits all markets, sectors, or companies. 

consequently, there is a need for tools that objectively identify customer needs, assess their 

satisfaction, and monitor the development of customer relationships.  

 
All things considered, several tools, including customer satisfaction surveys, should be used 

to check the perceived value of current offers and services provided. This measure should not 

be seen as an extra cost. In contrast, it is an investment in the company's most valuable value, 

the "customer" because a dissatisfied customer often becomes brand detractors, and every 

company should have an objective of creating brand advocates for the purpose of preserving 

their market share.  

In this context, our theme research will study the contribution of after-sales service to 

customer satisfaction within the Automobile sector in Algeria. We have chosen this theme in 

the leading company Renault Algeria, an affiliate of the Renault group, where the after-sales 

area represents strategic leverage, especially in today’s Algerian economy and the limitation 

over the automobile sector and our passion with service marketing in general.  

In our research, we will try to answer the following research question: « How does after-sale 

service contribute to customer satisfaction? » 
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From this problem, the following questions arise: 
 

Ø Is the quality assurance of after-sales service the only element contributing to 

customer satisfaction?  

Ø Are Renault Algeria clients satisfied?  

 
Our reasoning is based on the testing of the following hypothesis:  

 
§ Hypothesis 01: The quality assurance of after-sales service is the only element 

contributing to customer satisfaction. Statement  

§ Hypothesis 02:  Renault Algeria clients are satisfied. 

 
In order to carry out our research, and answer our research question, we adopted two 

methodologies:  

 
Ø The theoretical framework through two chapters allows the introduction of the basic 

concepts.  

Ø The descriptive and analytical methodology where the focus was on a quantitative 

study.  

 
Our research work is divided into three (03) chapters: 

 
v The first chapter will approach the basic concepts of service marketing 

v The second chapter will tackle the essentials of client satisfaction  

v The third chapter will be our case study on the role of after-sales service on customer 

satisfaction with Renault Algeria company.



 

 

  
 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Chapter I: Basic concepts 
of service marketing
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Introduction  

Nowadays, there is no doubt that service activities have encountered a huge increment and the 

shift from a production economy to a service economy where most organizations provide 

service of some sort or another like car rental, airlines, health sector, government agencies … 

etc. however other organization whose activities is products manufacturing e.g.: cars, mobile 

phones, telecommunication … etc., service concept is less important which presented a 

challenging problem in service management, to be specific services need to deal with 

uncertainties about customer involvement and their expectations.  

 

Moreover, the Algerian economy experiences a similarity concerning the Service concept and 

has an important contribution to the national economy.  

 

In this chapter, we are going to tackle three (3) sections:  

 
• Section 01:  Basic concept of services  

• Section 02:  Service quality 

• Section 03:  After-sale service 
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Section 01: Basics concept of services 
 
This section aims to give general basics related to service like definition, forms, specificities… 

etc.  

1. Service definition:  

 
The service is a wide concept, in nowadays there is no exact definition of it however all the 

organizations are concerned with it but at different levels, and ultimately like the products the 

purpose is to make clients satisfied and maintain a good after-sale relation.  

Several definitions have been proposed to express the concept of service. Among these 

definitions we cite:  

 
“Services are economic activities performed by one party to another. Often time-based, these 

performances bring about desired results to recipients, objects, or other assets. 

In exchange for money, time, and effort, service customers expect value from access to labor,  

skills, expertise, goods, facilities, networks, and systems. However, they do not normally take 

ownership of the physical elements involved” 1. 

 
“A service is any act or performance one party can offer to another that is essentially intangible 

and does not result in the ownership of anything. Its production may or may not be tied to a 

physical product. Increasingly, manufacturers, distributors, and retailers are providing value-

added services, or simply excellent customer service, to differentiate themselves. Many pure 

service firms are now using the Internet to reach customers; some operate purely online”2.

   

Through these two definitions, we can distinguish that:  
 

• The service is an intangible product  

• The service does not result in the ownership of anything  

• Service customers expect value  

• May or may not be tied to a physical product  

 

                                                
1 LOVELOCK (C) and WIRTZ (J): Service Marketing 8th ed, By World Scientific Publishing, Hackensack 
USA, 2016, p.58.  
2 KOTLER (P) and KELLER (K.L): Marketing management 15th ed, By Pearson Education Limited, Harlow 
England, 2016, p.422.  
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2. Service characteristics:   

The service has four major features:  

2.1 Intangibility:  

Services are actions and processes, not tangible products that can be seen or touched. 

Intangibility was the first feature mentioned when a service issue accrued and is shown as its 

most distinctive feature. 

Therefore, Intangibility covers two dimensions3:  
 

• Physical dimension (the impossibility of seeing and touching the service)  

• Mental dimension (the difficulty of getting an idea about the service and imagining it)  

 
The intangible nature of services makes it difficult for customers to evaluate them. To reduce 

this uncertainty, customers value each sign that indicates the quality of service4:  

 
§ Place: They communicate a particular image of the service and promote its smooth 

execution so it should be planned carefully  

§ People: The Staff should have the main job which is answering and assisting customers 

and they should be wearing a uniform.  

§ Equipment: Need to show that the equipment is modern and state-of-the-art company.  

§ Communication tools: The signage and brochures should be clear and the photos 

should be appropriate.  

§ Logos and symbols: It's also a way to convey the nature of the company’s service.  

§ Price: Must be clearly explained on every occasion. 

2.2 Inseparability:  
 
The service is inseparable from the source that provides it; its consumption requires the 

presence of its source, whether it’s a person, device, or other. In other words, the service is 

consumed at the same time as it is produced and requires the presence of both parties: service 

provider and client 5. 

                                                
3 KOTLER (P) and KELLER (K.L): Op.cit, p.424 
4 Ibid, p.424  
5 KOTLER (P) and KELLER (K.L): Op.cit, p.425 
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The inseparability of consumption and production in services means both simultaneity and 

physical proximity6: 

 
§ Simultaneity: The simultaneity of production and consumption is characteristic of most 

services. While goods are produced, sold, and consumed, services are produced at the 

same time as they are consumed. An essential consequence of this feature for companies 

is the impossibility of storing the service. This means that time constraints are more 

significant for the service company because it is impossible to spread out production 

and store the service to cope with variations in demand.  

§ Physical proximity: in the majority of cases, the customer must be present during the 

production of the service and in the place where it has been produced, therefore 

customer presence is essential.  

2.3 Variability:  
 
According to LEVELOCK: “Variability is a lack of consistency in inputs and outputs during 

the service production process”7. Implies service delivery varies according to the 

circumstances which preside over its realization, the personnel in contact cannot provide 

constancy in terms of work and production, as do industrial equipment subject to quality 

standers. their performance varies depending on their mood and inspiration.  

2.4 Perishability:  
 
According to KOTLER: “Perishability means that services cannot be stored so their 

perishability can be a problem when demand fluctuates”8. In other terms, the value of the 

service only exists when it is consumed since it is produced in collaboration with the customer 

at the very moment of its delivery, it is not possible to produce and store it while waiting for 

customers. 

 
3. The different types of service:  

 
The services aim to develop a friendly personalized relationship with customers, in order to 

build loyalty throughout the life of each customer. The services have multiple forms which 

                                                
6 BAYNAST(A), LENDREVIE (J) and LEVY (J): Mercator12th ed, By Dunod, Malakoff ,2017, p.823   
7 LOVELOCK (C) and WIRTZ (J): Op.cit, p.1172  
8 KOTLER (P) and KELLER (K.L): Op.cit, p.426 
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differentiate them according to their nature. Thus, we can distinguish two types of service: 

basic service and peripheral service. 

Figure1.1: The Flower of Service (Core product surrounded by a cluster of 
supplementary services) 

 

 
 

Source: LOVELOCK (C) and WIRTZ (J): Op.cit, p.203 

3.1 Basic service:  

Basic services compose the essential reason for which the customer goes to the service firm 

(Ex: overnight stay at a hotel, a meal at a restaurant, training and a diploma for a university or 

school, etc.) The exercise of this profession is not enough to create a difference and to be 

attractive to customers. 

3.2 Peripheral service: 

These are facilitator services, they represent an added value to the basic service while allowing 

the company to distinguish itself from competitors, in many cases, these peripheral services 

play a decisive role in the consumer's decision-making process.  



Chapter I: Basic concepts of service marketing   10 

 

  
 

4. Service categories:  

The service can or cannot be associated with a physical product, however, it can be associated 

with sales and consumption constantly, in addition, a lot of services cannot be provided without 

material support thus we distinguish (05) five categories of service9:  

 
Ø A pure tangible good: The offer is limited to a tangible good such as soap, toothpaste, 

or salt, without an actual service being attached. 

Ø Tangible goods with accompanying services: The product is accompanied by several 

services for example a company offers a central product surrounded by peripheral 

services (e.g. a car manufacturer sells, in addition to the vehicle, a warranty, a 

maintenance service, etc.) 

Ø A hybrid: It consists of two equal parts: a product component and a service component. 

Ø Major service with accompanying minor goods and services: means that the service 

is accompanied by a product or other service in other words the company's offer 

consists of a central service supplemented by certain additional products or services. 

(Ex: air transport consists of a basic service (transport) comprising several products: 

food, drinks, newspapers, magazines, and other complementary services). 

Ø A pure service: a unique service offered by a company, for example, the assistance of 

a layer, no other products or services accompanied. 

5. The “Servuction” system:  

5.1 Definition:  

French researchers Pierre EIGLIER and Eric LANGEARD were the first to conceptualize the 

service business as a system that integrates marketing, operations, and customers. They coined 

the term Servuction system (combining the terms “service” and “production”), which is part of 

the service organization’s physical environment visible to and experienced by customers.	 In	

other	words,	the concept of Servuction is generated from the concept of the action to produce 

a service, if we consider that the action of producing a product is known as production, equal 

action of producing service should be considered a Servuction10. 

 

                                                
9 KOTLER (P) and KELLER (K.L): Op.cit, p.422 
10 Jochen WIRTZ: Understanding service consumers, By WS Professional, London,2018, p.25  
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Figure 1.2: Servuction system 

 
 

Source: Adapted and expanded from an original concept by Eric LANGEARD and Pierre 

EIGLIER 

The Servuction model in Figure shows all the interactions that together make up a typical 

customer experience in a high-contact service. Customers interact with the service 

environment, service employees, and even other customers present during the service 

encounter. Each type of interaction can create value (e.g., a pleasant environment, friendly and 

competent employees, or other customers who are interesting to observe) or destroy value (e.g., 

another customer blocking your view in a movie theater). Firms have to “engineer” all 

interactions to make sure their customers get the service experience they came for11.  

5.2 Servuction system elements:  

The Servuction system consists of a technical core and service delivery system12: 

§ Technical core:  where inputs are processed and service product parts are formed. This 

technological core is often hidden from the consumer and operates in the background 

(e.g., a kitchen of a restaurant).  

§ Service delivery system where the final “assembly” takes place and the product is 

delivered to the customer. This sub-system includes the visible part of the service 

                                                
11 Ibid p 25  
12 Jochen WIRTZ, Op.cit, p 26  
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operations system buildings, equipment, personnel, and possibly other customers. 

Using the theater analogy, the visible front office is like a live theater where we stage 

the service experience for our customers. 

Section02: Service quality  
 
This section aims to give general basics related to service quality definition, how to manage 

service quality, recommendations … etc.  

1. Definition of service quality:  
 
Since the service is intangible, it is difficult to evaluate its quality compared to the product. 

additionally, customers often experience the service process (Servuction), so it is necessary to 

distinguish between the process of providing the service and the actual output (or result) of the 

service13. 

 
According to LOVELOCK excellent service quality is a high standard of performance that 

consistently meets or exceeds customer expectations14 . 

 
And the American society of quality defines service as a quality that is a set of features and 

characteristics of products or services attempted to customers’ needs.  

2. Managing service quality  

2.1  The gaps model of service quality:  
 
To further our understanding of service quality and the difficulties surrounding it, a model 

known as the "Service Quality Gap Model" has been developed. 

 
 
 
 
 
 
 
 

                                                
13 Jochen WIRTZ, Op.cit, p 35  
14 LOVELOCK (C) and WIRTZ (J): Op.cit, P 135 
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Figure 1.3: The Service Quality Gap Model 
 

 
 

Source: Mudi (P) and Pirrie (A), Service Marketing management 3rd Ed, Elsevier Ltd, Burlington 
USA,2006, P 91 

 
Authors notice that those gaps represent a significant obstacle to achieving a satisfactory 

quality level, the attractive point of this model is that it will make us look at service quality in 

terms of other than defined conditions.  

These following gabs can constitute major obstacles to service delivery that consumers 

perceive to be of high quality15:  

                                                
15 Mudi (P) and Pirrie (A), Op.cit, P 92  
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• Gab 1: Indicates that service firms do not comprehend what their clients expect or what 

is truly vital to them. Customer research is the only way to narrow this gap. 

• Gab 2: Even when management understands customer expectations, it struggles to 

transfer this information into service quality criteria.  

• Gab 3: Even though official standards or regulations are in place to ensure service 

quality, quality service delivery cannot be guaranteed. This is due to the insufficient 

deployment of human resources, processes, and technology implementation. The 

implications of human resources or human resource management must be obvious. 

• Gab 4: Advertising and other types of communication used by the service firm might 

impact consumer expectations. The problem is that promises are not kept. Many service 

firms connect with potential consumers using brochures or fliers. It should be a 

declaration of what the buyer will receive, rather than a series of alluring promises that 

cannot be fulfilled. 

• Gab 5: The biggest problem is this gap. Suppliers must meet or exceed customer 

expectations to assure quality. Consumers compare expected service to perceived 

service delivery to determine perceived service quality. 

2.2  Service quality dimensions:  

Valarie ZEITHAML, Leonard BERRY, and A. PARASURAMAN conducted deep research 

on service quality and identified (10) dimensions used by consumers to evaluate service quality 

(Tangibles, Reliability, Responsiveness, assurance, security, competence, courtesy, Empathy, 

Communication & understanding of the customer). In a follow-up study, they found a high 

degree of correlation between many of these variables and grouped them into five clusters16:  

Ø Tangibles: the appearance of material elements 

Ø Reliability: reliable and accurate performance 

Ø Responsiveness: speed and helpfulness 

Ø Assurance: credibility, security, competence, and courtesy  

Ø Empathy: easy access, good communications, and customer understanding. 

                                                
16 LOVELOCK (C) and WIRTZ (J): Op.cit, P 137 
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2.3  Determinants of service quality (SERVQUAL Model):  

Based on service quality dimensions, Researches developed a scale called SERVQUAL: a tool 

that makes it possible to operationalize the measurement of quality of service and to find its 

indicators, it is the starting point for the majority of work on quality of service17:   

 
Table 1.1: SERVQUAL Attributes 

 
Dimension Attributes 
Tangibles  - Modern equipment  

- Visually appealing settings  

- Clean and professional looking staff  

- Visually appealing materials related to the service 

Reliability - Deliver the service as promised  

- Reliability in handling customer service issues  

- Get the right services right the first time  

- Deliver the service at the promised time  

- Maintain error-free logs  

- Staff have the necessary knowledge to answer customer 

inquiries 

Responsiveness - Inform customers about when services will be performed  

- Fast customer service  

- Ready to help customers  

- Willingness to respond to customer requests 

Assurance - Employees seed confidence in customers  

- Make customers feel secure in transactions  

- Employees should be always polite 

Empathy  - Pay special attention to customers   

- Employees treat customers kindly  

- Take customers' best interests as the center  

- Employees understand the needs of customers  

- Convenient working hours 

 
Source: KOTLER (P) and KELLER (K.L): Op.cit, p422 

                                                
17 KOTLER (P) and KELLER (K.L): Op.cit, p422 
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3. Service Quality perception:  
 

Customers perceive the quality of service to different degrees, namely18:  
 

§ Expected service: The service that the customer expects is a compromise between the 

desired service (what it should be) and the excellent service (the customer is willing to 

accept it). The gap between desired service and acceptable service is called the 

“tolerance zone”. A perceived service that is inferior to the expected service will cause 

customer dissatisfaction. 

§ Desirable service: Affected by two main factors: customer-specific and company-

related. The desired service depends on the customer's general requirements level and 

personal needs for the service. It also depends on word-of-mouth or past service 

experience expressed (advertising, sales contracts, contracts, etc.) or implicit company 

promises (tangible items, prices, etc.). 

§ Acceptable service: Depending on expectations (such as the minimum performance 

allowed by an emergency), The perception of alternatives (compared to competitors), 

the customer's own understanding of his role, and situation (economic) factors. It also 

relies on some customer expectations of the company's predictable service, based on 

past experience, word of mouth, and commitments to the customer. 

4. Service Quality measurement:  

Since the quality of service provided does not always correspond to the customer's perception, 

so it is necessary to regularly measure the quality of the services provided to customers and 

assess their satisfaction to determine whether the improvement objectives have been achieved 

or not. 

Quality of service measurements is customer-related. the starting and ending point of an 

approach that satisfies the customer and there are two different categories related to this 

measurement: 

                                                
18 BAYNAST(A), LENDREVIE (J) & LEVY (J), Op.cit, p 841 & 842  



Chapter I: Basic concepts of service marketing   17 

 

  
 

4.1 Soft measures: 

These are measures that are not easy to observe and need to be collected from customers, 

employees, or other people. This quality of service measurement includes annual marketing 

research, customer feedback research, and mystery shoppers. And other methods may be 

possible like complaint analysis, focus groups, service reviews, phone surveys, and panels19. 

4.2 Hard measures:  

Hard metrics refer to characteristics that can be quantified over time or measured using metrics 

such as lost calls and wait times for each stage of service delivery. These measures mainly refer 

to operational processes or outcomes. It is precisely a question that constitutes a “hard” 

indicator of service quality. This index is usually designed from the influence of other research-

based "soft" indicators and is periodically revised based on the results of new research20. 

5. Recommendations for improving service quality:  
 
In order to improve the quality of the services offered, Leonard BERRY, A. PARASURNAM, 

and Valaric ZITHAML, three (3) researchers who've revolutionized the analysis of quality in 

services make ten recommendations21: 

 

§ Listening: It is critical for service companies to continually listen to the expectations 

and perceptions of consumers and non-customers in order to understand what the 

market truly wants. 

§ Reliability: The promises made when promoting the service must be kept. This is the 

most crucial aspect of quality and must be prioritized. 

§ Basic service: Service companies must deliver the basics of what is expected: Keep 

their promises apply common sense, listen to their consumers, keep them informed, and 

provide them with value 

§ Service design: It is necessary to adopt a holistic vision of the service while piloting 

details. 

                                                
19 LOVELOCK (C) and WIRTZ (J): Op.cit, p.802  
20 Ibid , p.803 
21 KOTLER (P) and KELLER (K.L): Op.cit, p.441 
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§ Recovery: Following a complaint of discontent or a problem, it is required to encourage 

consumers to complain (and to make the work easier for them in the issue), to respond 

immediately and in a customized manner, and to build a system of problem resolution. 

§ Surprising customers: If reliability is the most important dimension to meeting 

customer expectations, surpassing them requires processes that generate reassurance, 

responsiveness, and empathy. For example, customers can be surprised by the unusual 

speed, friendliness, competence, and commitment of the employees.  

§ Fair play: The company must demonstrate its fairness and loyalty to its consumers and 

workers. 

§ Teamwork: This is what allows large organizations to deliver service with care and 

attention, by strengthening the motivation and competence of employees improving the 

organization and working methods establishing a common language and a shared vision 

§ Employee Research: Marketing departments should include employees in the process 

of anticipating challenges and determining how the organization will address them.  

§ Servant Leadership: Quality results from the overall organization's outstanding 

leadership and the service system's excellent design. Effective use of information and 

technology, as well as a robust and stable internal power known as corporate culture. 

Section 03: After-sales service 
  
This section aims to describe the After-sales service system and how to make it effective. 

1. What’s after-sale service?  
 
The term "after-sales service" is used in a very limited way in common language. Often, it 

addresses the services that suppliers provide to their customers in connection with the product’s 

maintenance and repair. 

 
After-sales for a seller has another meaning. It is a service whose main purpose is customer 

loyalty. Indeed, the “starting cost” of a former client can be very high, and any company has 

an interest in investing in its client’s loyalty shares22.  

 

                                                
22 Claude DEMEURE, Marketing ,6th Ed, By Dunod, Paris ,2008, p 256 
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In other words, After-sales service is defined as a function that manages the maintenance, 

repair, and exchange. In addition, It also transmits product information to users and 

intermediaries for sales. The latest has become an activity in its own right, whether the 

manufacturer is integrated into the company structure or is subcontracted. It allows, depending 

on its quality to at least remain in the market or at the best to differentiate itself from its 

competitors. 

Furthermore, in order to determine the nature and extent of after-sales service, Manufacturers 

founds four (04) solutions available23:  

Ø They provide after-sale service by themselves,  

Ø They make arrangements with their resellers and distributors,  

Ø They entrust after-sales service to a third-party company,  

Ø They leave it to their customers to maintain their own machines 

 
In addition, the manufacturer who takes care of the after-sales service itself allows it to 

constantly listen to the market24, however over time manufacturers increasingly delegate this 

service to distributors for reasons of speed and reliability.  

2. Principals of effective after-sales service system:  

Since current customers are one of the foundations of business assets, mistakes made should 

be repaired. Here are three essential principles to achieve this:  

2.1  Allow customers to easily give feedback:  

The best way is to tackle this reluctance directly. Table N°1.2 offers an overview of the 

measures that can be taken to overcome the reluctance identified above. Many companies have 

improved their complaint follow-up procedures by creating phone lines or speaking freely. 

 

Table 1.2: Strategies to Reduce Customer Complaint Barriers 

 
Complaint Barriers for Dissatisfied 

Customers  

Strategies to Reduce These Barriers  

 

Lack of practicality. Facilitate customer feedback. 

                                                
23 KOTLER (P) and KELLER (K.L): Op.cit, p445 
24 Ibid 445 
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Difficulty finding the right procedure. Effect 

to be provided: write and send a letter. 

By printing the contact details of the 

customer service (telephone, e-mail, postal 

address) on all the elements of 

communication addressed to them (letter, 

fax, invoices, envelope, etc.). 

Uncertain answer Reassure customers that their complaints will 

be considered and will be answered: 

The customer does not know an action is 

possible, and if so, what type of action can be 

put in place to address his problem. 

By having procedures and communicating 

them to customers (and newsletters and the 

website); By mentioning the improvements 

resulting from their complaints. 

Unpleasant effects Make criticism constructive. 

Customers who complain fear being treated 

unpleasantly; To make stories; And may be 

embarrassed to complain. 

Thank customers for their feedback (which 

can be done publicly, often by sending a 

message to all customers in the database). 

Train staff to adopt a relaxed and cordial 

attitude. 

Allow anonymous criticism. 

 
Source: LOVELOCK (C) and WIRTZ (J): Op.cit, p.744 

2.2 Enable Effective After-sales service:  
 
Many companies believe that after-sales service is an integral part of the product offer and that, 

as such, it must be integrated into the structure of the company. Others, on the contrary, 

consider that after-sales is a business of specialists and prefer to entrust these tasks to external 

parties: maintenance companies, installers, and distributors of their products. 

Moreover, correcting errors is much more than just wishful thinking and the will to solve any 

difficulty that may arise. This requires the involvement of the organization and clear directives. 

More specifically, an effective after-sales service should 25:  

 

                                                
25 LOVELOCK (C) and WIRTZ (J): Op.cit, P 744 - 746  
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v Proactivity: Customer service must be in place from the start before customers even 

have a chance to complain. Staff must be aware of the signs of dissatisfaction and go in 

front of customers by asking them if they are encountering difficulty. 

v Organized procedures: It is necessary to plan procedures based on errors and even 

more, based on those that can regularly occur. Management practices in the tourism and 

hotel industry often lead to overbooking. To facilitate the work of staff in contact with 

the customer, the company must identify the most frequent problems and anticipate the 

procedures that staff must follow. 

v Formed and motivated staff: Customers are often worried when a problem arises 

because things don't turn out the way they imagined. Effective training provides 

customer-facing staff with the skills and confidence to transform the inconvenience into 

satisfaction. 

v Take initiatives: After-sales service actions must be flexible and employees must be 

encouraged to use their analytical skills and interpersonal skills to develop solutions 

that satisfy customers. This is particularly true in "exceptional situations" for which the 

company has not developed a ready-made procedure. 

v Employees must have the power to make decisions and spend money to quickly resolve 

customer issues and bring them added value again. By having a proactive, trained, 

organized and empowered after-sales service, the personnel in contact with the 

customer will be able to take charge of very complicated situations and will be better 

able to give satisfaction to the customer. 

2.3 Set up an adequate compensation system:  
 
The essential rule of thumb in terms of compensation should be “well-balanced generosity”. 

Being perceived as mean-spirited compounds the damage and the company should rather 

apologize than offer ridiculous compensation. 

Exaggeratedly generous compensation is not only costly but can also be perceived negatively 

by customers. It can raise questions about the quality of the company and the customer may 

suspect hidden motives and worry about its consequences for the customer. personal and for 

the company. Moreover, excessive generosity does not seem to lead to repeated acts of 
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purchase greater than those aroused by a fair and simple repair. Finally, a company known for 

such generosity can push dishonest customers or opportunists to deliberately cause errors26. 

3. Service Guarantees:  
 
A growing number of companies offer their customers satisfaction guarantees which promise 

that if the service is not as good as expected, the customer is entitled to demand one or more 

kinds of compensation such as the replacement of the service, credit, or a refund. In some 

companies these guarantees are subject to conditions, in others they are unconditional. There 

is now substantial academic literature on the role, design, implementation, and impact of 

service guarantees. 

3.1 The power of service guarantees:  
 
Guarantees are powerful tools, which make it possible to both promote a service and guarantee 

its quality, for the following reasons27: 

§ Guarantees force companies to focus on what customers want and what they expect at 

each stage of the service; 

§ Guarantees set precise standards, reminding both customers and employees of the 

company’s commitments. Given the amount of compensation, the managers take the 

guarantees very seriously, as they highlight the financial cost of the company’s 

mistakes; 

§ Guarantees require the development of systems for the meaningful collection and 

response of customer complaints; 

§ Guarantees oblige departments to understand their mistakes, identify their potential 

weaknesses, and overcome them; 

§ Guarantees reinforce the marketing strategy, reduce purchase risk and promote long-

term customer loyalty. 

 
The implementation of the guarantee allowed us to understand concretely, and not 

theoretically, what satisfied the customer. And it has an important to the composition of the 

offer and how the service is ensured. Finally, studies on the impact of the 100% satisfaction 

                                                
26 LOVELOCK (C) and WIRTZ (J): Op.cit, P 746  
27 Ibid, p 751 
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guarantee showed that the guarantee had an incredibly positive effect on the company’s 

performance. 

3.2 Elaboration of service guarantees:  
 
Some guarantees are simple and unconditional. According to Hart, the service guarantees must 

be established in such a way that they meet the following conditions28: 

 
• Unconditional: No matter what is promised, the guarantee is unconditional and there 

must be no element that can surprise the customer afterward. 

• Easy to understand and communicate: to the customer so they are fully aware of the 

benefits they can obtain from the guarantee. 

• Significant to the customer: in relation to what they consider important for a 

guarantee. The guarantee must provide compensation perfectly adapted to the injury. 

• Easy to request: guarantees should be directed as much as possible to the customer and 

as little as possible to the supplier. 

• Credible: The guarantee must be credible. 

3.3 The guarantee of total satisfaction:  
 
Total satisfaction guarantees are often considered to be the best. However, it has recently been 

viewed that these guarantees are fuzzy and risk devaluing the supply 

 
Table 1.3: Different types of service guarantees 

 
Term Guarantee Scope  

 
Single attribute specific guarantee  One key attribute of the service is covered by 

the guarantee.  

 

Multi Attribute specific guarantee  A few important attributes of the service are 

covered by the guarantee.  

Full satisfaction guarantee  All aspects of the service are covered by the 

guarantee. There are no exceptions.  

                                                
28 LOVELOCK (C) and WIRTZ (J): Op.cit, P 754 
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Combined guarantee  All aspects of the service are covered by the 

full satisfaction, and promise of the 

guarantee. Explicit minimum performance 

standards on important attributes are 

included in the guarantee to reduce 

uncertainty  

 
Source: LOVELOCK (C) and WIRTZ (J): Op.cit, P 757 & 758 

4. Learning from customer feedback:  
 
Customer feedback is key to becoming and maintaining a customer-focused learning 

organization, and an effective customer feedback system facilitates rapid learning.  

Their goals generally fall into three main categories29: 

4.1 Assessment and Benchmarking of Service Quality and Performance:  
 
The goal is to answer the question, “How satisfied are our customers?” It is a question of how 

the company performed compared to its competitors and compared to the previous year. It is 

also a matter of determining whether there has been a return on investment in terms of 

satisfaction and its objectives for the following year. 

Very often, the comparison (between the different agencies, teams, or concerning the 

competition results) is used as the primary means of motivating managers and staff to 

encourage them to improve performance. This is particularly true if the results are linked to the 

compensation amounts. 

4.2 Customer-Driven Learning and Improvements:  
 
In this case, the goal is to answer the questions “Why are our customers not satisfied?” and 

“Where and how can we improve?” To do this, it is necessary to obtain more precise 

information on processes and products in order to guide the company’s efforts and to highlight 

the points on which the returns on investment will potentially be the highest. It is also about 

understanding and acquiring the elements that competitors already have that satisfy customers. 

                                                
29 LOVELOCK (C) and WIRTZ (J): Op.cit, P 804  
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4.3 Creating a Customer-Oriented Service Culture:  
 
This is about making sure that the entire organization is focused on the needs and satisfaction 

of the customer. It is also about rallying the whole structure around a culture of quality of 

service. 

5. Customer feedback collection tools:  
Firms need to listen to the voice of the customer and knowing that these tools have their 

qualities and shortcomings, marketing managers must use them according to the information 

they are looking for30:  

 
v Total Market, Annual, and Transactional Surveys:  

 
Total, annual surveys are traditional tools for evaluating most services and products. These are 

very high-quality measurement tools whose objective is to obtain an overall index or indicator 

of customer satisfaction at the enterprise level. This can be based on an index (using different 

service attributes) and/or weighted (estimating the weight of the most important segments or 

products). 

In contrast, transactional surveys also called intercept surveys, are typically conducted after 

customers have completed a specific transaction.  

 
v Satisfaction Surveys:  

This powerful and expensive tool consists of giving the customer a form to fill out after each 

important step of the process and inviting him to return it completed, by mail or other means 

to the customer complaints department. 

 
v Mystery Shoppers:  

Departments often use the “mystery shopper” method to monitor the behavior of customer-

facing staff. Banks, distributions, car rental companies, and hotels are among the companies 

that use these mystery customers most often. 

 
 
 
 
 

                                                
30 LOVELOCK (C) and WIRTZ (J): Op.cit, P 805-813 
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v Unsolicited Customer feedback:  

Like the satisfaction questionnaire, unsolicited responses are not a reliable measure of overall 

client satisfaction, but they are a source of registration for areas for improvement. If the purpose 

of collecting feedback is to obtain information on areas for improvement. 

 
v Focus Group Discussions and Service Reviews:  

Both of these tools provide specific insights and information on areas for improvement. Very 

often, focus groups bring together clients from the same segment or user group to better define 

their needs.  

 
v Online Reviews and Discussions:  

Increasingly, user-generated data and content can provide rich insights into a company's and 

competitors' perceptions of quality and how those comparisons change over time in the country. 

an attribute and time level in more and more detail.  

6.  Impact of After-sales service on customer satisfaction:  

When complaints are satisfactorily resolved, affected customers are more likely to be loyal. 

Research has shown that satisfied complainants with an experienced service restoration are 15 

times more likely to refer a company than dissatisfied complainants. 

 
TARP research shows that repurchase intentions for different product categories range from 9 

to 37% when customers are not satisfied but did not complain. For a significant complaint, the 

retention rate will increase from 9% when a dissatisfied customer does not complain to 19% if 

a customer does. The company provided a headset but was unable to resolve the complaint to 

customer satisfaction. If complaints could be resolved to customer satisfaction, user retention 

would increase to 54%. The highest retention rate of 82% is achieved when issues are resolved 

quickly. 

We can conclude that complaint handling should be seen as a profit center, not a cost center. 

When a dissatisfied customer defects, the firm loses more than just the value of the next 

transaction. It may also lose a long-term stream of profits from that customer and from anyone 

else who is deterred from patronizing that firm as a result of negative comments from an 
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unhappy friend. However, many organizations have yet to buy into the concept that it pays to 

invest in service recovery designed to protect that long-term profits31. 

Conclusion:  

The success of service activities is dependent on the client's subjective evaluation of such 

activities. Customers' Satisfaction is a top concern and a primary focus of firms' development 

plans as a result of the inexorable competition between them. 

 
Customers' perceptions are influenced by a variety of factors, including tangible elements 

associated with the service or the service itself, interactions between the company's staff and 

the client, and the method of delivery. This chapter has allowed us to conclude that quality of 

service and after-sales are of paramount importance in customer satisfaction.  

 
This theoretical component has enriched our acquired knowledge and will allow us in a second 

chapter to better understand the close link between the quality of after-sales service and 

customer satisfaction 

                                                
31 LOVELOCK (C) and WIRTZ (J): Op.cit, p.741 
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Introduction:  
 
Today's markets are affected by many changes, including:  

 
• Oversupply due to new technology and new production capacity in order to grow 

continually profits  

• High Quality is driven by high management systems such as ISO 9000 and six Sigma  

• Information is spreading out where customers are familiars with most prices of product 

and service  

• Educated consumers result in confident and selective customers who can make a 

rational judgment  

• The shift in the balance of power between customers and suppliers where supplies faced 

intense competition for every sale.  

 

As a result, customer value has increased significantly and become in a position of power with 

a massive choice of high-quality products and services at exceptionally competitive prices.  

 
Today, most organizations embrace the importance of customer-centricity, measure customer 

satisfaction daily, and rewards employees monthly for exceeding customer satisfaction goals.  

 
In this chapter we are going to encounter 2 sections:  

§ Section 01:  Basics concepts related to satisfaction  

§ Section 02:  Customer satisfaction measurement  
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Section 01: Basics concepts about customer satisfaction  
 
This section will tackle basic concepts related to customer satisfaction such as characteristics, 

satisfaction indicators, and what impact satisfaction makes on other elements.  

1. Client satisfaction concept:  

1.1 Definition:  
 
KOTLER and KELLER define satisfaction as: “Satisfactions is a person’s feelings of pleasure 

or disappointments that result from comparing a product’s perceived performances (or 

outcome) to expectations. If the performance falls short of expectation, the customer is 

dissatisfied. If performance matches expectations, the customer is highly satisfied or delighted 

“32.  

  
Other definitions according to OLIVER which describe satisfaction as33:  
 
“An evaluation rendered that the [consumption] experience was at least as good as it was 

supposed to be.”  

 
“The summary psychological state resulting when the emotion surrounding disconfirmed 

expectations is coupled with the consumer’s prior feelings about the consumption experience.”  

 
“The consumer’s response to the evaluation of the perceived discrepancy between prior 

expectations [or some other norm of performance] and the actual performance of the product 

as perceived after its consumption”.  

 
We can conclude that satisfaction is a different and more general concept than the concept of 

quality, it calls on the notion of judgment and evaluation because it considers on the one hand 

the perceived quality (consumption experience) and on the other hand expectations, so an 

experience greater than or equal to expectations leads to a feeling of satisfaction, on the 

contrary, an experience below the level of expectations creates dissatisfaction.  

                                                
32 KOTLER (P) and KELLER (K.L): A framework of marketing management, 4th Ed, By Pearson International 
Edition, New Jersey, 2009, p.84  
33 OLIVER (L. Richard): Satisfaction: A Behavioral Perspective on the Consumer, 2nd Ed, by Routledge, New 
York, 2015, p.6  
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1.2 Satisfaction model:  
 

Figure 2.1: Satisfaction model according to OLIVER 

 
Source: BAYNAST(A), LENDREVIE (J) and LEVY (J): Op.cit, p.518 

 
The diagram shows us that the purchase intentions come from experience and attitudes, the 

latter influences expectations, and the confrontations between the experience and the 

expectations lead to satisfaction and dissatisfaction which will influence attitudes over time  

2. Organizational determinants of satisfaction:  
 
PARASURAMAN, ZEITHAML, and BERRY have investigated the Organizational 

determinants of service quality, but their research is perfectly suited to understanding general 

customer satisfaction.  

 The four main expected drivers are highlighted by the authors:  

• Positive or negative reviews on the offers (word of mouth).  

• Customer needs for satisfaction.  

• Previous experience of the offer.  

• Communication from the company to the customer.  

 Initially, the offers offered to customers were:  

• Understand expectations, especially through market research.  

• Product development policy that meets customer expectations.  
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• The actual realization of the product (manufacturing or service) is reflected in the offer 

suggested. 

Figure 2.2: Satisfaction model (adapted from PARASURAMAN, ZEITHAML, and 

BERRY) 

 

Source: BAYNAST(A), LENDREVIE (J) and LEVY (J): Op.cit, p.518 

The authors diagnosed 5 viable gaps34: 

§ Gap 1: Listening quality that's the distance between what clients expect and what the 

business enterprise is aware they expect.  

§ Gap 2: Design quality that's the distance between what the business enterprise is aware 

of purchaser expectancies and the way the offer is designed.  

§ Gap 3: Delivery quality that's the distance between the manner the provide is designed 

and the manner it's far added and provided to clients.  

§ Gap 4: Communication quality which is the gap between the way the offer is delivered 

and the way it is communicated (promises, advertising, etc.).  

                                                
34 BAYNAST(A), LENDREVIE (J) and LEVY (J): Op.cit, p.519 
 



Chapter II: Essentials of client satisfaction  33 

 

  
 

§ Gap 5: Satisfaction that's the very last gap between expectancies and perceived supply, 

which ends up in satisfaction or dissatisfaction. 

Customer satisfaction is a consequence of the end result of many exogenous or endogenous 

factors. The satisfaction researchers factor out, especially the risk of overpromising. If 

satisfaction outcomes from an evaluation among expectations and experience, elevating the 

extent of expectations will make customer satisfaction more difficult. Conversely, low 

expectations will cause a totally favorable evaluation of the experience.  

3. The major characteristics of satisfaction:  
 
Customer ratings for a product or service are based on several criteria that need to be identified. 

His judgment on each of these criteria is formed by defining three major characteristics of 

satisfaction: subjectivity, relativity, and scalability. 

3.1 Satisfaction is subjective:  

Customer satisfaction depends on their perception of products/services and not on reality. 

It is therefore very likely that the customer’s perception is far from the objectivity; this may 

imply strong deviations for the company. To this end, suppliers will want at all costs to give 

the best image of their product, but this effort may not be enough to change the perception of 

the customer, knowing that this perception is the most important since it is he who chooses his 

supplier35. 

3.2 Satisfaction is relative:  
 
Satisfaction is subjective in nature because it depends directly on the customer's perception 

Thus, satisfaction also varies according to the levels of expectations. 

If we take the example of two customers who use the same product/service under the same 

conditions, they may have radically different opinions, simply because their initial expectations 

of this product/service are not the same, this explains among other things that it is not the best 

products that sell the best, because what counts is not being the best but being the most adapted 

to the expectations of the customers36. 

 
                                                
35 RAY (Daniel), mesurer et développer la satisfaction clients, by édition d’organisation, Paris, 2002, P.24-25 
36 Ibid, P.25 
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3.3 Satisfaction is evolving:  
 

Satisfaction evolves overtime at two different levels, depending on both37: 

v Changing expectations and standards: customer expectations are based on the 

current state of “standard” services. but with increased competition, suppliers must 

increase their performance, which implies changing reference standards. 

v The cycle of use of products/services: in practice, the measurement of satisfaction is 

carried out at a precise moment. However, it is found that this satisfaction evolves as 

the product/service is used. It is then that just after the purchase, it is often positive, 

before following a generally downward curve that coincides with the time of use when 

the consumer discovers the true value of the product/service. 

4. Satisfaction and dissatisfaction indicators:  
 

§ The claims: If complaints processing has been followed up appropriately, it can 

indicate customer satisfaction. A high level of complaints, an increase in their 

number, and the concentration of complaints on a product or service are signs of 

poor quality that require correction. However, measuring satisfaction through 

complaint tracking is less reliable since many dissatisfied customers do not come 

forward and because complaint tracking does not give a sense of overall customer 

satisfaction38. 

§ Customer defection rate: Measuring customer defection is also a useful indicator 

of dissatisfaction. This metric is notably tracked within the framework of loyalty 

policies. However, the defection rate is a symptom and does not indicate the reason 

for the issue. Therefore, it is necessary to survey customers to measure and evaluate 

their satisfaction39. 

§ Customer feedback: is an increasingly important metric that businesses and 

customers track. These reviews provide more information on why customers are 

satisfied, but also and most of all, reassure potential customers in their buying 

process40. 

                                                
37 RAY (Daniel), Op.cit, p.27-29 
38 BAYNAST(A), LENDREVIE (J) and LEVY (J): Op.cit, p.521 
39 Ibid, p.521  
40 BAYNAST(A), LENDREVIE (J) and LEVY (J): Op.cit, p.521 
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§ Satisfaction rate: This index focuses on the perceived quality of using a product 

or service by giving customers five options to rate their satisfaction. Highly 

emotional, this metric can be based on an overall rating (“Are you satisfied with 

our product/service?”) or it can focus on specific criteria (“Are you satisfied with 

our customer service/waiting time?”)41. 

§ Net promoter score (NPS): The purpose of this indicator is to evaluate the rate 

(between -100 and +100) at which the customers would recommend the 

products/services or brand to friends and family. While NPS is often influenced by 

the performance of a product, it also has an emotional dimension tied to the brand 

image. When combined with the measurement of overall satisfaction, NPS is an 

effective way to assess the loyalty of the Customer42. 

§ Customer satisfaction score (SCAT): Very popular among e-commerce sites, 

CSAT is a more ̀ compact' expression of satisfaction rate. CSAT is very accessible. 

It often only requires a 'yes' or 'no' answer and is expressed as a single percentage 

between 0 and 100. it also allows asking customers to give a rating or several stars. 

CSAT's incredible versatility allows to efficiently assess all interactions between 

Customers and points of sale43. 

§ Customer effort score (CES): The CES index is more operational than the NPS 

to assess customer loyalty. CES measures the effort a prospect takes to complete a 

purchase transaction. Data will be collected immediately after confirmation of 

purchase. The rating is based on grades from 1 (low effort) to 5 (high effort). Open 

response questions can also help to better understand customer experience 

obstacles44. 

§ Intention to buy again: Expressed as a percentage of responses received, intention 

to buy again or `repeat purchase' reflects Customers’ experiences with a product or 

brand, both in the past and the present. The higher this percentage is, the greater 

the trust that consumers have in a business, which can lead to positive word of 

mouth or more spending when they make their next purchases45. 

                                                
41 https://business.critizr.com/en/blog/what-customer-satisfaction-indicators-should-you-track , (Published on 
01/04/2020, Consulted on 24/05/2022 at 3.00 PM)  
42 Ibid, Consulted on 24/05/2022 at 3.11 PM 
43 Ibid, Consulted on 24/05/2022 at 3.23 PM 
44 Ibid, Consulted on 24/05/2022 at 3.25 PM 
45 Ibid, Consulted on 24/05/2022 at 3.31 PM 
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5. Factors that influence satisfaction: 

External elements or situations related to the brand can influence the customers` behavior even 

before they enter the sale point. Despite the efforts provided, they can significantly impact the 

level of satisfaction expressed post-visit. Therefore, the company is not immune to 

dissatisfaction or negative comments that can sometimes seem unfair. 

According to LANGOIS, there are three factors that influence satisfaction: 

5.1 Word of mouth: 

When a person wishes to travel with a company, he always reaches another person who has 

already solicited the services of the latter, some distributors have revealed that their 

dependence on external financing, required them to focus on short-term sales objectives 

rather than ensuring the use of their products. Conversely, organizations that operate without 

external funding and whose survival depends primarily on their consumers, seek to activate 

word-of-mouth mechanisms, and thus carefully monitor their customers` satisfaction46. 

5.2 Personal need:  

Need is a state of tension or desire, when individual experiences a need he can describe an 

element or benefit that can satisfy it, we speak here of an expectation. 

In marketing, there are many different types of needs47: 

• physiological needs 

• security needs 

• membership needs 

• need for self-expression 

• Esteem needs. 

 
Therefore, the needs differ from one person to another according to the socio-professional, 

cultural...etc.  

5.3 External communication:  
 
It brings together within the communication service all communication forms and processes of 

an organization towards the outside world and the targeted groups.  

                                                
46 LANGLOIS Michel, Marketing des services, le défi international, by Dunod, Paris ,1993, P.100. 
47 Ibid., P.100 
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Regardless of the size of the company, external communication plays a fundamental role in its 

image and reputation. Partners, customers, and stakeholders form opinions and attitudes 

towards the company through external communication actions. It is essential that an 

organization can offer a positive image of itself based on experience, competence, and 

innovation. As a tool to build awareness of the company, the communication plan gives 

meaning and coherence to the multiplicity of external communication actions through 

advertising sports in the media, displays, etc. Besides that, the company can give an image by 

valuing its services. Generally, the client relies on aspects to determine these expectations 

concerning the benefits and perceive this service48. 

 
In addition, the gap between expectations and actual perception of service provides an 

accurate quality assessment. 

6. The impact of customer satisfaction on the profitability of companies:  

Pursuing customer satisfaction is a very powerful engine for optimizing the profitability of a 

business. However, it is the duty of internal decision-makers to integrate the virtuous circle of 

the nineteen cogs gears in order to move from customer satisfaction to profitability and those 

gears are represented as follows:  

6.1 Satisfied customers49:  

Ø Less sensitive to promotions and therefore more profitable. 

Ø Buy the same item more often or with an option (upsell).  

Ø Buy other products more often (cross-selling) 

Ø More resistant to pressure from competitors, 

Ø Are less unfaithful, 

Ø Recommend the company to those around them (Brand advocacy). 

6.2 Impact on reputation50:  

Ø Satisfied customers contribute to the brand image and reputation of the company. 

                                                
48 LANGLOIS Michel, Op.cit., P.100 
49 BARBARAY (C), satisfaction, fidélité et expérience client, By Dunod, Paris, 2016, P.13 
50 Ibid, p.13 
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Ø Promote the prospecting and attraction of new customers through active word-of-

mouth.  

Ø Encourage investment in commerce and advertising. 

6.3 Impact on innovation51:  

 A company that has the will to satisfy customers: 

Ø Is a company that knows how to listen, 

Ø Is more focused on product and service innovation, 

Ø Can acquire new skills, 

Ø Optimizes its R & D policy based on real customer expectations, 

Ø has fewer failures in new product launches, 

Ø Puts “good products” on the market, 

Ø Expand its range which has impacted its image. 

6.4 Impact on management52:  

Ø Managing one customer is more profitable than managing ten customers.  

Ø Optimize the efficiency of commercial and advertising investments through word-

of-mouth and reputational gains. 

Ø Optimize individual customer potential. 

7. The relationship between customer satisfaction and market share 
 
Market share and customer satisfaction are used as the two most important indicators of a 

company's performance, two factors favorably influencing the market share of a company 

stand out53: 

• Customer satisfaction leads to repurchases, 

• Customer satisfaction generates positive word of mouth 

 
However, this hypothesis is rarely tested. Several recent studies have addressed this issue and 

have reached the following conclusions54:  

                                                
51 BARBARAY, (C): Op.cit, P.14 
52 Ibid, P.14 
53  BARBARAY, (C): Op.cit, P. 15. 
54  Ibid., P.15  
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• When the cost of switching brands is low, customer satisfaction is a good indicator of 

market share growth among competitors.  

• In a market with homogeneous demand, the relationship between satisfaction and 

market share is real.  

• In a market with heterogeneous demand, the relationship between satisfaction and 

market share is not always proven. 

We note that the link between satisfaction and market share is therefore strong in a market 

with homogeneous demand but is not linear in a very heterogeneous market.  

8. Recommendations to improve customer satisfaction:  

BERRY, PARASURAMAN, and ZENITHAL propose ten recommendations to reduce these 

gaps and improve customer satisfaction55:  

 
v Listening: A service quality information system that listens to complaints, purchasing 

surveys, group transactions, employee surveys, and global satisfaction surveys.  

v Reliability: is the customer's first expectation of a service and its core assets. It is 

necessary to do well from the first time, through the standard establishment of the 

formation, the measurement of failure types and numbers, and the zero-defect reward. 

v Meet basic expectations: Customers first want the basic expectations specific to each 

service to be met. Businesses must continually perform in the delivery of essential 

services. 

v Having a good design of the service system: A poor quality service is often due to a 

poor design of the service production system (Servuction). This system must be 

constantly improved. 

v Dealing with Claims Well: Clients who have been successfully resolved are 

particularly satisfied. 

v Exceed customer expectations: the service must be reliable, which reduces the 

causes of dissatisfaction to satisfy and retain; it must exceed the acceptable level of 

expectation to get closer to the desired level of expectation.  

v Be fair: Customers need to be confident in the company and its ability to fulfill its 

promises and feel treated like any other . 

                                                
55 LENDREVIE, (J) et LEVY, (J) : Op.cit., P. 524.  
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v Develop team spirit: teamwork must be encouraged to deliver excellent service. 

v Surveyed employees: employees have ideas on how to improve daily service. 

v Lead by example: management must strive to lead by example, facilitate and visit 

teams, and be on the ground. 

Section 02: Customer satisfaction measurement process 
 
An objective and accurate measurement of customer satisfaction provide the best and most 

important indicator of future loyalty. The Customer Satisfaction Measurement Program 

enables:  

• Understand how customers perceive a business and whether the performance meets 

their expectations. 

• Identify PFIs -priorities for improvement- which mean the areas where improved 

performance increases customer satisfaction. 

• Identify "misunderstanding gaps" where the employees misunderstand their customer 

priorities and ability to meet their needs.  

• Set service improvement goals and monitor progress against the Customer Satisfaction 

Index.  

• Compare performance with the performance of other organizations. 

• Increase profits through improved customer loyalty and retention. 

Figure 2.3: Customer satisfaction measurement process 

 

 
Source: HILL (N), BRIERLY (J) and MACDOUGALL, How to Measure Customer 

Satisfaction, 2nd Edition, By Routledge, New York, 2017, p.6 
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The figure represents the steps to produce reliable measures of customer satisfaction. 

1. Setting objectives and project planning:  
 
The start line for any CSM process ought to be to set goals. There are some generic goals that 

may be implemented for any CSM challenge, where each organization needs to determine its 

suitability.  

 
The objectives are like the following56:  
 

• Identify customer's requirements: which means the things that are important to the 

customer and will determine whether they are satisfied or not. Requirements can be in 

different levels of importance so the relative importance of customer requirements 

assessment should be done. 

• Measure satisfaction by determining how satisfied customers are with the organization's 

performance on that same list of customer requirements  

• Having a comparison with other organizations (Benchmark)  

• Identify PFIs by looking at the gaps between the importance and satisfaction scores 

• Customer satisfaction index: It’s an overall measure of customer satisfaction indicator 

to track the progress in a period of time.  

• Internal perspective by constructing an internal comparison that will result in 

identifying and understanding process gaps . 

 
Additionally, to avoid unnecessary delays, any project needs a strict schedule. Three months is 

a typical time scale for a CSM project, which includes exploratory research and major surveys. 

2. Exploratory research:  

2.1 Accurate measure:  
 
Getting a measure that truly reflects how satisfied customers can be difficult, thus two principal 

factors can determine the accuracy of CSM results which are asking the right questions 

(Questionnaire for customer survey) and asking the right customers (sampling). 

 

                                                
56 HILL (N), BRIERLY (J) and MACDOUGALL, How to Measure Customer Satisfaction, 2nd Edition, By 
Routledge, New York, 2017, p.7 



Chapter II: Essentials of client satisfaction  42 

 

  
 

Backing to the Questionnaire, many organizations assume that designing a questionnaire is 

simple, however, two principal problems occur with this approach. First, managers tend to keep 

thinking about other topics where customer feedback can be useful or interesting, so surveys 

often end too long. The second, more serious problem is that surveys always cover topics that 

are important to company owners, rather than topics that are important to customers57. 

 
In this way having an accurate measure of satisfaction can be only realized by asking customers 

about their actual needs.  

2.2 The lens of the customer58:  
 

Figure 2.4: The Lens of the customer vs the lens of an organization 

 
Source: HILL (N), BRIERLY (J) and MACDOUGALL, Op.cit, p.8 

 
According to Michael JOHNSON and Anders GUSTAFSSON, the concept of 'the lens of the 

customer', which they contrasted with 'the lens of the organization' means signifies that 

Suppliers and their customers often see things differently. Suppliers usually think in terms of 

the products they offer, the people they employ to deliver them, and the processes they use to 

deliver their products or services. Customers look at things from their own perspective and 

evaluate their suppliers based on whether they have received the desired results, or profits.   

 
                                                
57 HILL (N), BRIERLY (J) and MACDOUGALL, Op.cit, p.8 
58 Ibid, p.8 
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Consequently, Customers do not think from the perspective of suppliers, who often formalize 

products, people, and processes by the specification. Instead, customers make more subjective 

decisions based on results, outcomes, and benefits. Therefore, in addition to providing reliable 

products or services at a reasonable price, Intuit delivers results and benefits.  

2.3 Survey design:  

The success of survey design depends on the entire understanding of the lengths of the 

customer; to be specific, customers need to explain the central area on which they base their 

satisfaction judgment in the market; this survey needs to be designed well through the 

exploratory research59.  

3. Sampling:  

In principle, sampling is easy. Most organizations have a large number of customers, but we 

do not need to interview everyone to get accurate CSM results. If the sample is representative 

of a larger population, only relatively small samples can be used. However, there are several 

different types of samples, which can be summarized as follows: 

  

Figure 2.5: Sampling options 

 
Source: HILL (N), BRIERLY (J) and MACDOUGALL, Op.cit, p.9 

 

 

                                                
59 HILL (N), BRIERLY (J) and MACDOUGALL, Op.cit, p.8 
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3.1 Non-Probability sample60:  
 

• Convenience samples: Consider as the simplest form, involves the sample being drawn 

from that part of the population that is close to hand and commonly used for pilot 

testing  

• Judgment sample: Or called expert sample, where the selection will be based on the 

opinion of an expert, and in this case, it’s the most type suggested for exploratory 

research. 

• Quota simple: Often used to survey a large population, it’s a sample taken from a 

stratified population by sampling until a pre-assigned quota in each stratum is 

represented.  

3.2 Probability Samples61:  
 

• Simple random sample: is a subset of individuals chosen from a larger set in which a 

subset of individuals is chosen randomly.  

• Systematic random sample: It’s a selection of elements from an ordered sampling 

frame 

• Stratified random sample: It’s a sampling from a population that can be partitioned 

into subpopulations.  

4. Survey options:  

After completing the exploratory research and the sampling, now the survey option is taking 

place to decide what kind of data needs to be collected, there are four (04) basics options:  

 
• Personal interviews  

• Telephone interviews  

• Postal surveys  

• Electronic surveys. 

4.1 Advantages and disadvantages of several Survey options:  
 

 

                                                
60 HILL (N), BRIERLY (J) and MACDOUGALL, Op.cit, p.9 
61 HILL (N), BRIERLY (J) and MACDOUGALL, Op.cit, p.9 
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Table 2.1:  Represents the advantage and disadvantages of several types of survey 

Survey type  Advantage  Disadvantage  

Personal interviews  - Easier to build rapport 

- Easier to achieve total 

respondent understanding 

- Complex questions become 

more feasible 

- Personal interviews can be 

very cost-effective with a 

captive audience 

- Qualitative information 

gathered  

- Most costly data collection 

option  

- Tendency to be less direct in the 

face-to-face situation (giving low 

satisfaction scores, for example) 

since many people dislike giving 

offence  

Telephone 

interviews 

- Fastest way of gathering 

survey data  

- Relatively low-cost 

- Collect reasonable amount of 

qualitative information  

- Distance won’t be an issue  

- Time limitation  

- Questions need to be short and 

straightforward  

- Customers are often unavailable  

- Interviews should be authoritative 

enough to persuade respondents to 

participate in the interview and 

comfortable enough to build 

rapport. 

Postal Survey (self-

completion 

questionnaires)  

- Consider as the most low-cost 

method of data collection  

- No risk of interviewer bias 

- Suited to surveys of internal 

customers 

- Can be used in point of sale, 

immediately after customer 

experience  

- Tend to suffer from low 

responsive rate  

- Questionnaire need to be short 

and simple   

- Lose control immediately after 

sending the questionnaire  

- The lower the response rate, the 

bigger the problem of non-response 

bias 
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Electronic surveys 

(Web surveys or 

emails survey)  

- Investing in relevant software 

survey results of minimal cost  

- Fast and project a modern 

image  

- Comments typed by 

respondents themselves  

-  Responses are automatically 

entered in the database, from 

which data can be exported, 

this eliminate the need for data 

entry. 

- Network issues  

- Low response rate despite the 

speed of respond  

- Restrictions on file attached to the 

email  

- Poor customer database 

(incomplete emails)  

- Confidentiality issues. 

- Web surveys are limited with 

questionnaire volume  

- vast number of e-mails received 

by customers in the same time.  

 
Source: HILL (N), BRIERLY (J) and MACDOUGALL, Op.cit, p.10 

4.2 Survey options selections:  
 
Most organizations do not recommend face-to-face interview options due to cost and web 

research because it is difficult to obtain reliable samples. Web surveys are a serious option for 

some companies and will be considered later, but most organizations choose 

between telephone and postal surveys62: 

 
• Postal Versus Telephone:  

The postal survey is definitely the most low-cost option. however, if an organization considers 

it, checking the viability of achieving a reliable sample is a must, in other words, if a 

questionnaire can be handed to customers and responses be collected easily right after. 

In the case of Telephone, the response rate is higher, and more qualitative information will be 

gathered, in addition, telephone options are often the most preferred option for organizations 

and consumers markets. 

 
 
 
 
 

                                                
62 HILL (N), BRIERLY (J) and MACDOUGALL, Op.cit, p.10 
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• Web surveys:  

Web surveys are suitable for e-commerce, especially for measuring customer satisfaction by 

the website itself, additionally to make meaningful measurement of client satisfaction, the right 

techniques are important to avoid non-respondent bias and maximize respondents’ rate.  

4.3 Frequency and timing63:  
 

• Frequency:  

Customer satisfaction surveys can be conducted on a regular or continuous basis. If the 

customer-supplier relationship revolves around a particular event or transaction, the survey is 

likely to be continuous. A regular survey is suited for ongoing customer-supplier relationships 

and has a more strategic focus. The questions cover the entire product and focus on the most 

important customer requirements.  

Before determining the frequency, it makes sense to consider the issues highlighted by the 

satisfaction loop. 

 

Figure 2.6: The satisfaction improvement loop 

 
Source: HILL (N), BRIERLY (J) and MACDOUGALL, Op.cit, p.10 

• Timing:  

The most important thing about timing, especially for annual surveys, is that it needs to be 

consistent. Especially considering the seasonal period. Many factors that affect customer-

                                                
63 Ibid, P.10 
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supplier relationships can change throughout the season. We need to be aware of important 

seasonal events in the industry and avoid these potentially confounding factors, as well as 

annual price increases and their consequences.  

5. Maximizing the responses rate:  
 
In order to provide an accurate measure of customer satisfaction, there are some techniques 

divided into four (04) categories:  

5.1 Essentials:  
 
Several things are essential to achieving a reasonable response rate64: 

• Accurate database: It’s a top priority in any conducted research, a correct database 

includes contact names and correct phone numbers, in electronic surveys a complete 

list of emails is essential. 

• An Easy and free-response mechanism: The tools used to collect responses should 

be accessible to everyone and have a simple response mechanism  

• Follow-up Strategy: Studies have widely reported that multiple reminders continue to 

generate additional responses and multiple follow-up strategies have a positive impact 

on response rates. 

• Introducing the Survey: The introductory passage that invites customers to parts in 

the survey is probably more effective than each step in the follow-up strategy. The focus 

should be on explaining why it is in the respondent's own interest to complete the 

survey. This is supported by several studies that show significantly higher response 

rates when respondents are interested in the goals and results of the survey compared 

to less specific surveys of the general public. 

5.2 Advisable:  
 
Three other commonly accepted measures to increase response rates present as follows65:  
 

                                                
64 HILL (N), BRIERLY (J) and MACDOUGALL, Op.cit, p.11 
65 Ibid., p.11 
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• Pre-Notification: The effectiveness of pre-notification has been proven through 

numerous educational research inclusive of phone pre-notification and mail pre-

notification.  

• Questionnaire Design:  If the respondents have a first impression that it is difficult to 

complete the survey, the response rate will decrease. According to academic research, 

length is not so important, except for very long questionnaires, so it is advisable to have 

clear instructions and a spacious layout that spans A4 on four pages. 

5.3 Marginals:  

Studies of some response enhancement techniques are much more uncertain These include66: 

 
• Use of Color: It is generally accepted that the use of multiple colors to print a 

questionnaire improves layout clarity and completeness, and thus improves response 

rates.  

• Anonymity: It is well known that response rates and accuracy are high when 

respondents trust anonymity and confidentiality. Practitioner evidence strongly 

supports this view of employee satisfaction surveys and most types of satisfaction 

surveys in the business market, where respondents envision ongoing personal 

relationships with suppliers. 

5.4 Avoidable:  

There are some commonly used response boosting techniques that can be absolutely avoided. 

In fact, they can reduce the quality of the reaction and are usually expensive such as67:  

• Prize draws  

• Free gift 

• Coupons 

• Donations to charity 

 

 

 

                                                
66 HILL (N), BRIERLY (J) and MACDOUGALL, Op.cit, p.11 
67 Ibid., p.11 
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6. Analyzing the results:  
 
CSM surveys are usually not difficult to analyze. A good spreadsheet, such as Microsoft Excel, 

will perform all the statistical analysis needed to produce the results shown in this chapter. 

Specialist analytical software is available, such as SPSS, Statistica, Snap, and Keypoint 

 
The analysis reports should include the following steps68:  

• Step 01: Customers' requirements and their relative importance with importance 

scoring  

• Step 02: Analyze the same list of attributes for customer satisfaction and the average 

scores for satisfaction  

• Step 03: Comparing the importance and satisfaction scores and using “gap analysis'” 

to identify PFIs (priorities for improvement).  

7. Benchmarking and improving performances:  

7.1 Benchmarking:  
 
 In order to make a comparison with direct competitors, two main methods can be useful69:  

• Comparison Indicator: 

A simple and effective way of gaining an understanding of a position against competitors is to 

add a basic question to the questionnaire to ask respondents about their comparison.  

 
• Market standing:  

Obtaining a complete market-wide comparison is only possible if the CSM survey is extended 

to a full market standing survey.  

7.2 Improving performances:  
 
Comparing overall customer satisfaction and attribute-level performance with other 

organizations provides a substantial basis for improvement, however, it has not yet been 

explained why some organizations are more successful than others in making these 

improvements and achieving high levels of customer satisfaction. 

                                                
68 HILL (N), BRIERLY (J) and MACDOUGALL, Op.cit, p.15 
69 HILL (N), BRIERLY (J) and MACDOUGALL, Op.cit, p.16 
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Tom PETERS of A Passion for Excellence provided some very powerful tips, highlighting 

some of the features that help an organization achieve a high level of satisfaction70:  

 
• Top Management support and commitment  

• Prominence by using all possible methods of communication to provide information 

about the CSM process.  

• Accurate Methodology by investing in solid process  

• Providing extensive internal feedback is an important precursor to effective employee 

involvement in the service improvement process. 

• Swift Decision on improving customer satisfaction is made immediately  

• Acting on PFIs  

• Continuing Focus since customer satisfaction is not a particular event 

Conclusion:  
 
At the end of this chapter, we conclude that customer satisfaction is a value judgment. This 

opinion arises from a comparison of customer expectations with the perceived performance 

of the service.  This satisfaction evolves over time and with cultural and technological 

advances. It is also relative from one person to another. Satisfied customers represent only 

themselves, therefore we need to establish an operational measure of satisfaction. 

   
Satisfaction is primarily determined by the quality of service provided. This interaction was 

basically centered around the expectation confirmation paradigm. This indicates that if the 

perceived quality is lower than expected, it can lead to dissatisfaction. Conversely, if the 

perceived quality is higher than expected, the customer will be very satisfied. Finally, the 

customer experiences simple satisfaction when the perceived quality matches the expected 

quality.

                                                
70 Ibid, P.16  
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Introduction:  
 

Today’s automobile market encounters many difficulties; with the emergence of different 

vehicles brands like Peugeot, Volkswagen, Audi, Toyota, and so on, in addition to the new 

government laws that limited the importation of the vehicles, companies found themselves 

focusing on after-sale service and selling spare parts to satisfy their customers and preserve 

their market share therefor having a competitive advantage.  

 
Referring to the previous chapters that gave generalities about customer satisfaction and service 

marketing, in this chapter, we will tackle the role of quality after-sale service on customer 

satisfaction, precisely on Renault Algeria customers.  

 
Our case study will be divided into two sections; 

 
 In the first section, we will present Renault Algeria as an affiliate of the Renault group, their 

areas, organizational chart, and precisely the Service Quality and customer relationship 

departments.  

 
The second section: Work methodology will be descriptive than analytical of All after-sales 

service processes. Ultimately, we will conclude the process of how customer satisfaction can 

be realized. 
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Section 01: Renault Algeria presentation: 
 
This section aims to give a general presentation of Renault Algeria affiliate of Renault group 

the car manufacturing company.  

1. Renault Group  

1.1 Presentation:  
 
Renault Group is a French multinational automobile manufacturer established in 1899, the 

company produces cars and vans and, in the past, produced heavy-duty automobiles like trucks, 

tractors, aircraft engines … etc. later than It has been linked to the Japanese manufacturer 

Nissan since 1999 through the Renault-Nissan alliance. 

 

The group is headed by Luca de Meo CEO of the Group. Their head office is located in 

Boulogne-Billancourt in Île-de-France near Paris.71 

 

Renault has outstanding objectives for the brand where the group has reached a critical size to 

reduce its production costs and benefit from scale economy. In addition, Renault is very 

focused on sport, which allows it to gain image and notoriety through the communication it 

generates. Finally, Renault invests enormously in research and development, tests, etc., 

enabling it to regularly release models.72 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                                
71 https://en.wikipedia.org/wiki/Renault , Consulted on May 9th, 2022 at 8PM   
72 https://www.renaultgroup.com , Consulted on May 9th, 2022 at 8.10PM   
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Figure 3.1: Industrial locations of Renault group 

 

 
 

Source: https://fr.zone-secure.net/28100/1500637/#page=7  , Consulted on May 9th, 2022 at 9PM   
 

Figure 3.2: Key figures 2021 of Renault group in the world 
 

 
 

Source: https://fr.zone-secure.net/28100/1500637/#page=6 , Consulted on May 9th, 2022 at 9:10 PM   
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1.2 Renault Group Strategy:  
 
Renault is one of the leading players in the international automotive landscape. 

As the leading European brand, Renault has implemented a profitable growth strategy with its 

associated five brands, Dacia, Renault, Lada, Alpine, and Mobilize. Its unique and original 

partnership with Nissan places the alliance among the leading players in the global automotive 

industry. Each group retains its identity and autonomy, and the synergies developed jointly are 

a growth accelerator for both partners.  

 
In 2021 Renault Groupe unveiled an ambitious strategy of transformation, converting volume 

into value where it contains three simultaneous phases to restore competitiveness by73:  

 
● Improving the efficiency of functional divisions thanks to strict cost control; 

● Taking advantage of Renault Group’s industrial strengths and position as a leader in 

electrics throughout Europe; 

● Drawing on the Alliance’s technological expertise to boost efficiency; 

● Exploring even further into the world of data, mobility, and energy services, 

● Driving profitability through 4 differentiated empowered brand business units, 

customers, and market-oriented.  

2. Renault Algeria presentation:  

2.1 Keys figures:  
 
Renault Algeria, an affiliate of the Renault group, is a company specializing in the distribution 

and sale of Renault and Dacia vehicles. It has after-sales service workshops for vehicle 

maintenance. Leader in Algeria for 14 consecutive years and led by Guillaume JOSSELIN, 

Renault Algeria is a joint-stock company (Legal form: SPA), and it has three branches (Oued 

Smar, Cheraga, and Oran), 59 sales outlets, and More than 650 employees 

and over 60,000 vehicles sold in 201974. 

 

                                                
73 https://www.renaultgroup.com/en/our-company/strategic-plan/#anchor-11 , Consulted on May 11th, 2022 at 9 
PM   
74 Internal document  
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2.2 History:   
 
Renault was founded in November 1922, when SADAR (the Algerian Renault Automobile 

Company) was created. Then, in 1959, was the creation of CARAL (Construction of Renault 

Automobiles in Algeria) for the construction of an assembly factory of the Dauphine, then the 

R4. These two companies (CARAL and SADAR) merged on December 8th,1967. Then, in 

1970, CARAL Renault Algeria was nationalized, and SONACOME was entrusted with taking 

over the automobile business. 

On May 4th, 1983, Renault and ENDVP (National Retail Vehicle Distribution Company) 

signed a contract to import vehicles and spare parts in Algeria: (Vehicle Import Authorization). 

Still, it terminated the agreement in January 1985. 

 

Subsequently, in June 1987, Renault created its Export office in Algiers, which ten years later, 

in 1997, gave way to Renault Algeria Spa, with 70% for Renault and 30% Union share. But in 

September 2002, Renault Algeria had 100% of the shares. 

 

In 1987, Renault returned in the form of a liaison office after the end of the Vehicle Import 

Authorizations contracts. Renault Algeria SPA was then created and became operational in 

1998. 

 

In 2013, the company was created between Renault, SNVI, and the FNI “Renault Algeria 

Production” in short RAP spa. This union resulted from the inauguration of the Renault Algeria 

Production factory, where the Symbol Made in Bladi is produced. 

In 2015, the installed production capacity increased from 25000 to 35000 vehicles/year with 

the integration of a second team and the increase of the production rate from 7 to 10 

vehicles/hour. 

 

In June 2016, a third manufacturing team was operational, bringing the installed production 

capacity to 50,000 vehicles/year and more than 700 direct jobs, which is twice what was 

planned in the initial project. 

In 2018, The Renault Clio 4 Phase 2 assembly in Algeria was officially launched.75 

                                                
75  https://www.renault.dz/renault-en-algerie/nos-chiffres-et-nos-dates-cles.html , Consulted on May 12th, 
2022 at 7 PM   
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2.3 Renault Algeria areas:   
 
Renault Algeria has the following area:  
 
● New car sales: Renault Algeria provides its clients with an extensive range of vehicles 

through its distribution network all over the national territory   

● Spare part selling: Renault Algeria contains a central magazine of spare parts with a 

large capacity of stocking that can reach 18,000 spare parts stocked  

● Renault Algeria production: The factory contains an assembly workshop similar to 

assembly factory production, and the SYMBOL car is the only model that has been 

produced for the local market.  

● Tertiary occupations: Renault Algeria operates its three activities with the teams of 

tertiary professions such as HR, Finance, IT …  

● Renault academy: Renault Algeria has invested in training where a training center was 

created and approved by the government in May 2014 to assure the performance of its 

employees and provide knowledge for externals.  

● After-sale service: Renault Algeria assures its clients a high quality of maintenance of 

cars right after vehicle acquisition; to assist its client and respond to their new occurring 

needs, Renault Algeria has organized its after-sale strategy around four principles axes: 

Proximity, Safety, Speed, and Performance  

Since the introduction of import quotas, Renault Algeria has decided to make more 

efforts on aftersales. This strategy is based on maintaining the capillarity of the Renault 

network, the development of its rapid repair brands, and active and permanent support 

to the network to help it improve customer satisfaction. 

 

2.4 Organizational chart:  
 
The hierarchy of Renault Algeria is presented in the diagram below, which represents the 

official organizational chart of the company, inspired by the organization of the parent 

company while adapting it to the specificities of the Algerian economic context. 
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Figure 3.3: Organizational chart 
 

 
 

Source: Internal document 

3. Quality & service management:  
 
A Quality and Service Department reports to the General Manager of the affiliate. The 

Quality and Service Director is a member of the affiliate’s Management Committee and the 

department is made up of five sub-department lines.  
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Figure 3.4: Department chart 

 
Source: Intern Document 

 

3.1 After-sale marketing pole:  
 
The service is structured around 4 activities, with a reinforcement of transversal functions. This 

is in order to focus Market-Leaders/Product-Managers on their Marketing function. 

 
Main functions:  

❖ Accessories: Accessories, Renault Merchandising, Tech-line accessories 

❖ Bodywork: Bodywork, Insurance, Marketing Renault Minute Bodywork, Ixell, Ixtar 

❖ Mechanics: Maintenance, Wear, Mechanics, Tires, Motrio, Services (Service contracts, 

packages, Renault Assistance, etc.), Renault Minute Marketing 

❖ Support functions:  

➢ Strategy/ Animation: Plan, Budget, Transversal studies, Animation systems 
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➢ Commercial Methods: commercial action plan Push/ Pull,  assembly, and 

profitability campaign. 

➢ Repository: Treasury, Web marketing. 

➢ Tools: manufacturer and network tools, Tariff, Statistics/ Reporting. 

3.2 Methods & Quality pole:  
 
The Methods pole aims to bring together all the professions involved in the organization and 

operating processes in the RENAULT network, whether in the showroom, the used vehicle 

activity, the workshop, or the store. Bringing together within a single entity all the forces that 

are traditionally divided between 3 or 4 departments allows for better control of interfaces and 

greater efficiency in interventions in the network. 

 
Main functions: 

● Network methods (NV, After-sale, PR,): NV methods, After-sales methods, Brand 

methods, Store methods, Tools, equipment, Diagnostics), and compliance with 

manufacturer standards in its network. 

● Quality: Realization of quality surveys, reporting, animation system, and Service 

quality experts.  

● Commercial and behavioral training: Commercial training for new products, sales and 

after-sales behavior, training plan, and skills monitoring. 

3.3 Technical pole:  
 
The objective of the Technical department is to contribute to customer satisfaction by:  

● Guaranteeing the quality of the repairing, 

● Detecting, analyzing, and reporting product and service problems,  

● Controlling the cost of non-quality for the manufacturer (guarantee cost and 

compensation). 

 
It is a competent and coherent local technical entity that implements the entire chain of 

technical assistance and manufacturer alerts. This service brings together, under a single 

command, all the technical professions and makes it possible to pool skills and after-sales 

technical resources in the country. 
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Main functions:  

● Tech line: technical support of the network via the Actis (technical software) tool and 

business interventions, incident alert, and technical validation. 

● Incident analysis: detection, documentation, and reporting of new incidents via the 

"Global Cars" tool (technical software)  

● Guarantee: check and processing of slips via a specific guarantee tool, authorization 

management, guaranteed PR return, audit. 

● STO / Blockages: blockages, recall campaigns 

● Technical expertise: manage and process product implications 

● Technical training: new products, Cotech, electro mechanics and journeypersons 

(mechanics and bodywork), business training plan and monitoring technical skills of 

the network, management of the training center. 

● Documentation: management of network subscriptions, validation of translation of the 

entire technical documentation. 

● Repair Quality Experts: business diagnosis and support to quality management within 

the scope of the technical division. 

3.4 Customer relations pole:  
 
The service is responsible for CS such as information requests and complaints and its Main 

functions are:  

§ Front Office: Reception of customers who contact the CRS, processing of information 

requests, and recording of customer complaints. 

§ Back Office: Handling complaints. 

§ Information: Management and retrieval of information to process requests. 

§ Customer voice feedback: Customer voice feedback in the company. 
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Section 02: Assurance & measurement of Renault’s client satisfaction 
 
In this section, we are going to measure Renault’s client satisfaction in order to identify the 

after-sale service contribution to client satisfaction and how it can be assured.  

 
In this section we will establish our research methodology then we will analyze the quality of 

providing the after-sale service to the customers and how to be insured, also analyzing the CS 

process within the CRS department and how it responds to client claims and requests 

concerning the after-sale services provided and finally, we will summarize all the results 

obtained with a suggestion to improve the process.  

1. Research methodology:  

Given the diversity of methods and the complexity of research topics, the choice of an 

appropriate methodology to carry out the process of our study requires reflection on an 

approach that must consider the various factors that can influence this choice.  

The problem of our research work is a subject that is not new in relation to its theoretical 

aspect, but the adoption of its practice remains ambiguous.  

The approach taken to answer our research problem combines the two research methods, the 

descriptive method, and the analytical method:  

 
• Descriptive methodology: Descriptive research refers to the methods that describe 

the characteristics of the variables under study. This methodology focuses on 

answering questions relating to “what” than the “why” of the research subject. The 

primary focus of descriptive research is to simply describe the nature of the 

demographics understudy instead of focusing on the “why”. 

• Analytical methodology: it is the method of breaking down the object of study from 

the most complex to the simplest and it tries to understand and explain the different 

relationships of the research object (personal opinions, comments, etc.) 

 
In our research study within Renault Algeria company, we are going to describe and analyze 

the different process that was handled by the Quality and Service department in order to 

answer our research question: How does after-sales service contribute to customer 

satisfaction?  
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2. Methods & Quality pole:  

Client satisfaction has huge importance to the company and the main job description of this 

department is to assure it in order to retain their clients and grow benefits. 

2.1  Quality assurance:  

2.1.1 Process flow:  
 

➔ Mystery Shopper Survey (MSS): 
 
The Quality department makes a quarterly mystery shopper survey - a process to the method 

of testing the quality of services in which previously trained persons act as regular customers. 

These “Regular Customers “evaluate the quality of the experienced service based on defined 

criteria – with the collaboration of Immar institution (French institution of research and 

consultancy) Each agent (dealer) of Renault’s score is calculated individually with the 

objective of an 85 % score, with a total of 59 agents (dealer).  

 
The mystery shopper survey contains two areas:  

● First area: Description of client experience, Like and dislike, remarks, and the final 

score 

● Second area: represent the customer journey standards with an overall 69 questions 

divided into two parts (Reception & vehicle return)  

 
➔ Mystery Shopper Call (MSC):  

 
Similarly, to the mystery shopper survey, the department is in charge of assuring quality in the 

process of making an appointment and similarly in the previous survey, the standers are 

established by Renault Group and realized by the Immar institution with an objective of 65 % 

score. with a total of 59 agents (dealer). 

 
The mystery shopper survey contains two areas:  

● First area: Description of client experience, Like and dislike, remarks, and the final 

score  

● Second area: represent the process of taking an appointment with an overall 30 

questions divided into two parts (Support & appointment process) . 



Chapter III: Renault Algeria case study   65 

 

  
 

2.1.2 Results: 
 

Table 3.1: Mystery Shopper Survey result  
 

Score type  Global score  Receipt/tour of vehicle Vehicle return/leave 
Score value  71.8% 69.1%	 74.1%	

 
Source: Internal document 

 
The global score is 71.9 % with 69.1 % for vehicle tours and 74,1 % for vehicle returns, this 

signifies that the dealers’ network of Renault is not fully respected the service providing 

standers, despite the 71,8 % is good yet didn’t achieve the 85 % goal and that can affect the 

quality of the service provided.  

 

Table 3.2: Mystery Shopper Calls result  
 

Score type  Global score  Support		 Interview	process		
Score value  69.3%	 95.8%	 66.4%	

  
Source: Intern documents 

 
Compared to MSS, the MSC is good with a percentage of (66.4 % for the interview process 

and 95.8 % for support) and exceeds the objective of 65 %.  

Consequently, Renault clients are receiving proper support concerning making appointments.  

2.2 Quality measurements:  

Renault Algeria measures their client satisfaction monthly through a platform called VoC 

(Voice of Customer) with the collaboration of Immar institution.  

2.2.1 Process explanation:  

In order to measure client satisfaction, we receive the Clients database from Renault’s network 

of dealers where it will be flirted to make a Telephone survey with the following characteristic:  

 

§ Rating system: from 1 to 10 

§ Random Quota of 15 individuals per dealer monthly  

§ Contact is made from 15 to 20 days after delivering the service  

§ Objectif is to Achieve 76,3 % NPS score and RoR < 2,5 
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NPS = % promoters - % detractors 

 
 

RoR = (N° Client return for same problem / Total client questioned) *100 

 
 

§ Database quality: The quality database has any less significant importance than other 

KPIs and in this case, there are two measurements of it: Total Valid Phone numbers 

and Total phone numbers answered.  

 
After obtaining the database from the dealer’s network, a platform called VOC max analyzes 

the data of 2402 individuals. 

Figure 3.5: VoC software Logo 
 

 
Source: Internal document 

 

Figure 3.6: VoC Max interface 

 

Source: VOC Internal platform 
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This figure represents the interface of the VOC max platform, and it contains many options 
such as a dashboard, surveys, monthly reports … Etc.  
 

Figure 3.7: VOC Interview list 
 

 
Source: VOC Internal platform 

 
This figure represents a sample of Renault’s clients, who were randomly selected to be 

interviewed followed by features such as Clients’ name, region, dealer, date of service, date 

of survey …etc.  

1.2.2 Results:  
 

During my internship with Renault, I contributed to the quality measurements mission of 

2402 clients during the months of January, March, and February, and we obtain the following 

results: 

Figure 3.8: Net Promoter Score 
 

 
 
 
 
 
 
 
 
 

Source: VOC Internal platform 
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The NPS is one of the KPIs for Renault’s after-sale service and for this case, it indicates that 

for March month the NPS reach 75,4 % which means that there are more advocates (promoters) 

willing to recommend the service than critics (detractors), Implies 75,4 % of the person 

interrogated are satisfied, yet this percentage still didn’t reach the objective set by Renault 

which is 76,3 %.  

 

Graph 1.3: NPS evolution through the last months 

Source: VOC Internal platform 
 

 
In the last 12 months, we are seeing a decrease in NPS score precisely from April 2021 to 

September 2021 till it reaches 74.0 then it starts increasing till January 2022 with a score of 

75,2 and decreases again in February recovering in march with a score of 75,4.  

Although the score had encountered many ups and downs and is still below the goal of 76,3 % 

according to Global NPS standers all the scores are > 70 % which means it’s a “word class” 

and that signifies that Renault customers are always satisfied with the service provided.  
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Figure 3.9: Rate of Return 
 

 
Source: VOC internal platform 

 
 
The RoR is 1.2 means on a base of 2402 clients there are only 29 clients who returned on the 

same problem and since the rate of return is one of the KPIs of the After-sale area this signifies 

that the area is performing, once more the RoR is < 2.5 (Renault objectives as client’s 

satisfaction) means customers are satisfied with the services provided, succeed to meet their 

needs and expectations and the area delivered a quality service. 

 
Graph 3.2: Evolution of RoR through the past months 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: VOC internal platform 
 
In the past months, the graphic curve shows that there was stability in the Rate of return from 

April 2021 till November 2021 then the rate starts increasing to reach 1.5 yet it decreased again 

right after. Despite the Rate of return experiencing ups and downs but still delivered good 

results since it didn’t exceed the 2.5 and we can conclude that Renault customers are always 

satisfied with the quality of service provided.  
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Ø Quality of database:  
 

Figure 3.10: Eligible phono number 
 
 

 
Source: VOC internal platform 

 

85.2 % represents the percentage of valid numbers of samples obtained, therefore our database 

is accurate.  

 
Figure 11.3:  Total survey completed compared with total phone numbers 

 
 
 
 
 
 
 
 
 
 

Source: VOC internal platform 
 
79.9 % represents the percentage of surveys completed with customers compared with total 

phone numbers obtained from previous data.  

3. Customer relation service (CRS) pole:  
 
In the previous pole, we tackled how the quality can be assured in order to encounter client 

needs however, customer satisfaction can be attained through Customer relation service in 

terms of Request and claims management (Customer support).  
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3.1 Missions:  

Ø Improve and strengthen the relationship of proximity and trust between the final 

customer and the company 

Ø Improve and strengthen the close relationship between the affiliate and the network for 

better crisis management and customer complaints.  

Ø Escalate from the “VoC” to the affiliate (directions & services) but also to the 

manufacturer.  

3.2 Process flow:  

§ Network complaints processing via the “E-care” tool:  
 
The tool is intended to be used in the network to escalate customer complaints at the dealer’s 

agency level to the affiliate CRS platform, regardless of the nature of the new car or after-sale 

complaint. 

Once the complaint has been registered on the tool, it will systematically go back to the IT team 

then the pole will handle the processing as well as the follow-up electronically without going 

through email exchanges, and a file number is created for each folder that will be the same as 

the one created with the pole. 

 
§ Complaints handled by phone:  

 
Figure 3.12: Customer loop (claims) 

 

 
 

Source: internal document 
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This figure represents the process of handling the claims via phone presented in a loop; when 

a customer gets a claim, he reaches out to the call center that is responsible for customer 

support, the call center transmits the complaint to the CRS department, the CRS in return 

solve the issue and return it to call center in order to give a response to the customer.  

 
§ Requests handling for information by telephone: 

 
 

Figure 3.13: Client loop (Requests) 
 

 
 
 

Source: Internal document 
 

This figure represents the process of handling the requests via phone presented in a loop, the 

process is less complicated than the claims one since there was no interference from the CRS 

department, the operation is done directly between customers and the call center, adding to 

that the call center is already trained and answer such a question. 

2.3 Process evaluation: 

In order to ensure that the clients are satisfied with the service, there is an evaluation of claims 

treatments for closed files carried out by an external institution through a survey to result in an 

NPS score:  

This evaluation has the following characteristics:  
 

§ Note: From one to five, there is a global note than the secondary notes  

§ Resolution rate: the time needed to solve the problem with an objective of five days 

max  

§ Tool: Salesforce 
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2.4 Results:  
 
 

Table 3.3: Claims results 
 

Months  Quantity of surveys  The average 
January  5 4.80 
February  7 5.00 
March  6 4.75 
Total  18 4.85 

 
Source: Internal document 

 
 

Comment:  
 

The Claims handling process is exceptional where the score reaches 4,85 on 5 stars, we can 

highlight two principal elements contributing to this score customer support service and the IT 

Department. 

Table 3.4: Request results 
 

Months  Quantity of surveys  The average 
January  80 4.71 
February  80 4.78 
March  80 4.84 
Total  240 4,78  

 
Source: Internal document 

 
 
Similar to the claims results the request process handling is also performing with 4,78 on 5 

stars, herewith Renault succeeds to automate its process.  

4. Summary of results 

During our case study with the objective to answer our research question:  “How does after-

sale service contribute to customer satisfaction” we analyze the entire process of the 

Quality and Service department that is responsible for customer satisfaction within 

RENAULT Algeria company. 

We conclude that there are three main functions that have a direct impact on customer 

satisfaction represented as followed:  
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• Quality assurance by implementing the “Mystery shopper survey and calls” approach 

as explained previously. 

• Quality measurement by conducting a Voice of Customer approach and taking the 

necessary actions to meet the objectives settled. 

• Customer support within the CRS department where the complaint and requests of 

customers get handled.  

 
Bring back the two sub-questions of the principal research question:  

Ø Is the quality assurance of after-sales service the only element contributing to 

customer satisfaction? 

We can answer that not only the Quality Assurance of after-sale service contributes to 

customer satisfaction but also conducting an Effective CS Process of after-sale results as 

well as a satisfied customer  

 
Moreover, to answer the final question: Are Renault Algeria clients satisfied? 

From the previous functions and analyzing their results for three months (January, February, 

and March) we manage to have 5 principal KPIs of customer satisfaction, with the objectives 

set by the department:  

Table 3.5: Main KPIs result 
 
 
 

Main KPIs  Results  Objectif  Note  

 
NPS: VoC Dealer service 

75,07 76,3 % Not good  

 
VoC Claims 
 

4.85 4.8 Good 

 
VoC Request 

4,78 4.7 Good 

 
MSS 
 

71.8% 85 % Not Good  

 
MSC 
 

69.3%	 65 % Good 

 
Source: Established by us 
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The results are varying, some KPIs reach the objectives set by Renault such as:  

• The VOC claims & requests with a score of 4.85 and 4,78 in a row  

• Mystery Shopper Call with a score of 69.3%  

 
Other KPIs didn’t reach the objectives such as:  

• NPS of VoC Dealer service with q score of 75,07 

• Mystery Shopper Survey with a score of 71.8% 

 
yet the score for all KPIs is still high according to the global standers and we come to the final 

conclusion that Renault’s clients are satisfied.  

5. Recommendations:  

4.1 Improve NPS score:  

Since the NPS score is one of the most popular metrics to measure customer satisfaction, in 

other words, NPS is a customer loyalty measurement and all organizations should have a 

constant objective of improving it, here are some suggestions:  

 
§ Work on brand advocacy by encouraging customers to promote the service and create 

loyalty programs.  

§ Take a customer-centric approach by giving priorities to the customer before taking any 

decision instead of business priorities.  

§ Understand which factors affect the NPS and act on it  

§ Create KPIs for NPS itself and use it as an analysis factor.   

4.2 Customer Retention Rate (CRR):  
 
It’s a suggested KPI that represents the rate of retaining customers for the long term and 

developing trust and loyalty with them, thus higher CRR is the result of a great customer service 

experience. If you deliver services that are consistent and predictable, the lifetime value to the 

customer increases significantly.  

 
Formula: Customer Retention Rate = ((CE – CN) / CS)) x 100 

§ CE: Customer numbers at end of the process. 

§ CN: New customers acquired during the process. 
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§ CS: Customers’ number at beginning of the process.   

4.3 Facilitate customer feedback:  
 
In current times, we are living an era of speed and technology therefore our actions need to be 

effective as much as possible in a really short time, same things apply to the VOC survey I 

have noticed that the questions are numerous and involved a long process, I suggested to reduce 

questions based on their priorities or reformulate the whole survey.  

4.4 Formed and motivated staff:  
 
Employee experience (EX) and customer experience (CX) are entirely linked. so, having 

motivated and formed employees should be a priority.  

4.4.1 Formed employees:  
Indeed, Renault is having running training programs with Renault Academy and ensuring the 

quality of after-sales service through the mystery shoppers survey however to prevent any 

future issues or complaints those training should be conducted regularly, and here we are 

talking about Renault’s dealer network (agents) in other words Agents who have been 

carefully hired and properly trained they need the authority to handle customer issues before 

they need escalation.  

4.4.2 Motivated employees 
Engaged employees are known to go above and beyond to deliver a great CX; same for 

this case we are talking about the Renault dealers’ network since they are the one who 

has direct contact with customers, two strategies can be implemented based on dealer 

score of MSS & MSC:  

• Negative score: Establish a warning policy if there is no reaction, sanctions 

should be implemented depending on score percentage.  

• Positive score:  Implement Rewards and Recognition Policy, same as the 

warning Policy the R&R strategy should depend on the score percentage. 
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4.5 Benchmarking:  
 
I have noticed that Renault Algeria is not implementing any benchmarking strategy 

concerning customer satisfaction and comparing our most successful competitor’s customer 

processes and satisfaction with our own is not any less important than other strategies  

 In order to make a comparison with direct competitors, the comparison indicator method can 

be useful which is a simple and effective way of gaining an understanding of a position 

against competitors is to add a basic question to the questionnaire to ask respondents about 

their comparison.   

Conclusion:  
 
Through this last chapter and according to the results of our investigation, we have concluded 

that Renault Algeria’s after-sales service has a successful process that contributes to its client 

satisfaction.  

 
Two main processes that have a direct impact on customer satisfaction are: assuring service 

quality within the dealer network and an effective customer support process.  

 
Finally, this practical internship allowed us to acquire real skills, we quickly understood that 

internships were essential in our studies because we had just applied the results of our 

theoretical research in the field and supplemented what we had learned in the courses. In 

addition to learning things, the internships also allowed us to meet the right people, and thus 

build a network.



  

 

  
 

 

 

 

 

 

 

 

 
 
 
 
 
 
 

Conclusion
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The automobile industry's economic and competitive landscape is becoming increasingly 

hostile. Algiers' automobile market is no longer stable because of import licenses, which have 

led to an abundance of vehicles in short supply, a reduction in options for consumers, and an 

overall increase in the price tag. 

 

As a result of these developments, Renault's market share in Algeria has been minimal, and the 

company now relies largely on customer satisfaction and loyalty to continue operating. 

Maintaining strong client relations is no longer a luxury but a must for businesses nowadays. 

When it comes to automotive manufacturers' after-sales service, it has long been relegated to 

second place, thinking that it was a burden for the company; but today, the latter has become 

an ultimate ally for dealers, as it can attract the attention of consumers, create their interest and 

trigger their desire and influence positively on their purchasing decision. 

 

As a result, organizations are able to better drive their service strategy and make better 

investment decisions by focusing on the quality of the service and measuring customer 

satisfaction. 

 

Through our study, we have attempted to measure the degree of customer satisfaction with 

Renault's After-Sales Service.  we had the objective of knowing how the after-sales service 

contributes to customer satisfaction. 

 

Through the analysis and interpretation of the results, we may assess our hypotheses: 

 

• Hypothesis 01: « Yes, the quality assurance of after-sales service is the only element 

contributing to customer satisfaction. » this is a non-confirmed hypothesis by the fact 

that we have found that another element has a direct impact on customer satisfaction 

which is conducting a good CS process. 

•  Hypothesis 02: « Yes, Renault Algeria clients are satisfied. » this is a confirmed 

hypothesis following the results obtained from the main KPIs of customer satisfaction 

within Renault's after-sales service area.  
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All things considered, we can conclude that Renault’s after-sales service contribute to customer 

satisfaction by two main factors : the quality of service provided by the dealers network and 

the customer support process . 

 
Moreover, this research study permits us to face the facts on the ground. We really hope that 

our suggestions will be taken into consideration by the Renault Algeria company in order to 

provide the best possible after-sales support.  

 
Our internship experience went very smoothly, with an accountable acquisition of needed 

information for the elaboration of our research, nevertheless we have indeed faced only one 

limit that was our inability of analyzing the results of guarantee department due to the fact that 

it’s a long duration process. Therefore, there is still room for additional development and 

exploration of the concepts discussed in this dissertation, since indeed we found that not only 

the quality of delivering services has a direct impact on customer satisfaction but there is also 

the customer support process and its effectiveness contributes to customer satisfaction thus this 

research doesn’t mean those are the only elements, other companies may have other strategies 

and the development process is continuous.  

 
To this end, we encourage future students to deepen their research on certain points that have 

not yet been addressed on this topic. We can also suggest other themes that are: 

§ The impact of quality after-sales services on customer loyalty;  

§ Optimize customer satisfaction with after-sales service in the B to B field. 
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Annex 04: VOC Translated by us :  

Introduction: 
 
Hello, Madam/Sir <NAME> <SURNAME>, I am X, I am calling you as part of a satisfaction 

measurement that RENAULT carries out throughout Algeria, for its entire network. The 

purpose of this measure is to collect customer testimonials concerning their last visit to a 

Renault garage. 

 
Would you like to be interviewed in Arabic or French? 

 
About you:  

 
Are you the person who brought and then picked up a "Model" from the "dealer's name" 

garage? 

               Yes                 no  

 
In case of a No answer:  

 
Sorry! Unfortunately, we cannot continue this investigation. Please help us better understand 

why: Are you the person who was in contact with the "dealer's name" when picking up and 

returning the "model" vehicle? 

 
      I'm not the right person 

      I did not get any service on my car  

      I did not bring and/or pick up the car 

      It was not at this garage 

      It was not that vehicle 

 
 Could you give us the corresponding information? 

 
       Name of the person concerned  

       New telephone number of the person concerned  

       Car model 

       I don't know  

       I don't want to answer 



  

 

  
 

 
We thank you for your participation and for the time you have devoted to us. ` 

 
In the case of a Yes answer:  

 
For what reason(s) did you bring your vehicle to the garage? 

 
      An overhaul/draining 

      A mechanical repair 

      Bodywork/painting 

      Installing Accessories 

      Others  

      I do not know 

 
As part of this survey, we need to know the reason for your last visit. Thank you for the time 

you have devoted to us. 

 
Throughout the questionnaire, I suggest that you use a scale of 1 to 10. 

 

Firstly, can you tell me if you would recommend the 'dealer's name' garage to a friend, relative, 

or co-worker who would like to have their car serviced, giving a scale of 1 to 10 where 1 means 

you would not recommend Not at all and 10 means you would definitely recommend the 

"dealer's name" garage? 

 
Renault wishes to offer its customers a warm and personalized welcome. How do you feel 

about the welcome you received at “dealer's name”? 

 
During your last visit to the "dealer's name" garage, did you feel completely confident, 

benefiting from clear and transparent information? How would you rate it ?  

 
How satisfied are you with the quality of the work done on your car? 

 
What is your level of satisfaction with the means implemented by "dealer's name" to make this 

intervention as less restrictive as possible for you? 

 



  

 

  
 

At Renault, we want to build a personalized relationship with each of our customers. How 

satisfied are you with the relationship that garage “dealer’s name” has established with you so 

far? How would you rate this relationship...? 

 
For this same intervention at (dealer's name), did you have to bring your car back to a Renault 

garage?     

      Yes               No  

 
For which of the following reasons did you have to return to the garage? (many possible 

responses) 

       Some spare parts were not available 

       They struggled to find the cause of the problem  

       The work was poorly done 

       Other reasons  

 

You mentioned having had to go back to Renault. Could you explain to us in more detail the 

reasons for this return? 

 

Is the problem that forced you to come back now solved? 

 

Regarding this intervention, what do you think of the effectiveness of (dealer's name) in solving 

the problems you may have encountered? 

 

      1---------------------------------10                           Not concerned 

 

Taking a review of all your experiences with this approved garage, what overall rating would 

you give it? (Indicate your level of satisfaction with a score from 1 to 10, using the scale below) 

 

        Totally dissatisfied   ----------------------------------------------------- Totally satisfied 

 

Client experience  
For the next question, I suggest that you speak freely. Could you describe, in your own words, 

your impressions of this last experience at the garage <dealer's name> 

 



  

 

  
 

If the response about client satisfaction was between 1-6:  

 

To the question on the recommendation, you gave the score (1 to 6) to the garage <dealer's 

name>. Would you like to be contacted to discuss this in more detail? 

 

      Yes, by Renault customer service 

      Yes, by the Renault garage <dealer's name> 

      No  

 

To the question on the recommendation you gave the score (1 to 6) to the garage <dealer's 

name> and you told me that a problem concerning your car was still not solved. Would you 

like to be contacted to discuss this in more detail? 

 

        Yes, by Renault customer service 

        Yes, by the Renault garage <dealer's name> 

        No  

 

To the question on the recommendation you gave the score (7 to 10) to the garage <dealer's 

name> and you indicated that a problem concerning your car was still not solved. Would you 

like to be contacted to discuss this in more detail? 

 

        Yes, by Renault customer service 

        Yes, by the Renault garage <dealer's name> 

         No   

 

Brand recommendation  

 
We've covered your last experience with Garage <dealer's name> so far. To conclude, we 

would like to mention Renault as a brand. Given your experience so far, would you recommend 

the Renault brand to a friend, relative, or colleague? (please give a rating from 1 to 10 where 1 

means that you would not recommend at all and 10 means that you would definitely 

recommend the Renault brand)  

 
Could you explain to us why? (optional) 

  



  

 

  
 

 
Respondent profile 

 
The questionnaire is now complete, there is just some personal information to collect for our 

statistics. 

 

I am:       

   
     Male            

     Female                    

     I don't want to answer this question 

 
My age: 

 
     I am /_/_/ years old  

     I don't want to answer this question 

 
My professional category:  

 
      Self-employed- Owner of a business with 10 or more employees 

      Self-employed- Small Business Owner, Freelancer, Doctor, Lawyer, Architect, etc. 

      Self-employed- Small business owner, tradesman, plumber, farmer, construction 

contractor, etc. 

      Employee - Senior civil servant, business manager, senior executive 

      Employee - Manager / Middle Manager 

      Employee - Public/private sector services - Health, education, police, army etc. 

      Employee - Manual worker 

      House-husband/ Housewife  

      Student  

      Retired 

      Unemployed / job seeker 

      Other 

      I do not want to answer this question 

 
Anonymity:  

 



  

 

  
 

Do you accept that your answers be communicated by name to Renault and garage <dealer's 

name>? 

         Yes         No  

 

Previously, you asked to be contacted. Unfortunately, we cannot do this if you wish to remain 

anonymous. Are you sure you want to keep your answers anonymous? 

 
     Yes, I prefer to remain anonymous and do not wish to be contacted again 

     No, I prefer to lift my anonymity on my answers and be contacted again 

 

Thank you for taking the time to tell us about your latest experience at the <dealer's name> 

garage. Your opinion is extremely important for Renault and its network, it will help us 

improve the quality of the service we deliver to our customers. Thank you for your participation 

 

 

 

 

 

 

 

 

 

 

 



  

 

  
 

Annex 05: (CRS) Customer Relation Service Survey  
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