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Abstract 

This study investigates critical quality service issues within the customer service centers of ABC Automotive, focusing on three key 
areas: customer service response times, clarity of communication, and the effectiveness of post-service support. The research aims to 
understand the impact of these issues on customer satisfaction and to propose strategic improvements. Findings indicate that 
prolonged delays in customer service interactions, ambiguous communication regarding service status, and inadequate post-service 
assistance significantly detract from the overall customer experience and compromise customer loyalty. This study offers valuable 
insights for ABC Automotive to address these challenges and provides a framework for other service centers seeking continuous 
improvement in their operational practices. 
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Introduction 

ABC Automotive is a prominent automotive firm that has established itself as a significant player 
in the regional market, known for its production of reasonably priced and practical vehicles. Over 
the years, this company has grown to become one of the leading automakers in its operating region, 
consistently focusing on delivering value to consumers through economical manufacturing and 
reliable products. 

The company's strategic objective has always been to provide accessible and dependable 
automobiles to a broad consumer base. Since its inception, ABC Automotive introduced its initial 
models, which were compact vehicles designed for efficiency and affordability, quickly gaining 
commercial success. This initial success laid the groundwork for the firm's expansion and its 
reputation as a key producer of economical cars. 

Over time, ABC Automotive has diversified its vehicle lineup, introducing a range of popular 
compact and sedan models. These models have consistently achieved strong market acceptance due 
to their affordability, dependability, and fuel efficiency, becoming best-sellers in their respective 
segments. The firm's marketing strategy is centered on meeting the demands of the  
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typical consumer while maintaining a competitive edge through cost-effective production, allowing 
it to successfully compete with both domestic and international automakers and secure a substantial 
market presence. 

ABC Automotive operates a highly automated and efficient manufacturing facility, equipped with 
advanced technologies that enable it to meet demand from both local and international markets. Its 
collaborative efforts with major global automakers have further accelerated technological 
development and enhanced production procedures, contributing to its operational excellence. 

Despite its successes, ABC Automotive faces ongoing challenges, particularly in maintaining high 
standards of customer service amidst evolving customer expectations. Reported issues such as 
delayed customer service responses, insufficient communication regarding service status, and 
inadequate post-service support highlight areas for improvement. In a highly competitive market, 
addressing these quality assurance concerns is crucial for ABC Automotive to sustain customer 
satisfaction and loyalty. 

Customer satisfaction and service quality are paramount for cultivating a loyal customer base and 
ensuring long-term viability in the contemporary automotive industry. While ABC Automotive is a 
recognized brand for producing reliable and affordable vehicles, the performance of its customer 
service centers significantly influences the overall customer experience. Acknowledged concerns 
regarding post-service support, clarity of communication, and responsiveness of customer service 
have been noted at these centers. 

Delays and inefficiencies in customer service response represent critical touchpoints that profoundly 
affect customer satisfaction. Extended waiting periods and unresponsive customer service 
representatives negatively impact customers' perceptions of a brand's reliability and commitment to 
service excellence. Furthermore, ambiguous communication regarding service status, pricing, and 
scheduling can frustrate clients and erode trust. Customers require timely and accurate information 
to feel valued and to make informed decisions. Research indicates that incentive systems tied to 
customer satisfaction can enhance salespeople's customer service response compared to those based 
solely on sales volume. 

Post-service support is another vital component of customer service, involving follow-up 
interactions to ensure that the delivered service meets customer expectations and addresses any 
lingering issues. Insufficient post-service support can lead to unresolved problems, diminishing 
customer satisfaction and confidence. The concept of the product-service system, which integrates 
product functionality with accompanying services throughout the product life cycle, has gained 
prominence. After-sales service is a vital component of this system, contributing significantly to 
customer satisfaction and fostering sustainable customer relationships (Murali et al., 2016; Ahn & 
Sohn, 2009; Geng & Chu, 2012; Kurata & Nam, 2010; Markeset & Kumar, 2003; Pezzotta, 
Cavalieri, & Gaiardelli, 2012). 

Clear communication is essential for building trust and managing customer expectations. When 
service representatives fail to provide precise and timely updates concerning vehicle servicing, 
confusion and dissatisfaction can arise. Clients expect comprehensive explanations regarding work 
in progress, associated costs, and potential delays. A lack of clear communication can leave clients 
feeling neglected and uncertain about the status and quality of the services they are receiving. 
Information sharing and planning have the potential to enhance channel efficiency and 
competitiveness (Closs et al., 1997; Daugherty et al., 1996; Ellram & Cooper, 1990; Gopal & 
Cypress, 1993). 
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The primary objective of this study is to systematically identify and evaluate these quality assurance 
challenges within ABC Automotive's customer support centers. By understanding how these issues 
affect client satisfaction and investigating their underlying causes, this research aims to propose 
actionable solutions to enhance service quality. Improving the overall customer experience, 
fostering loyalty, and maintaining ABC Automotive's competitive advantage in the automotive 
market necessitate robust post-service support, transparent communication, and enhanced customer 
service responsiveness. 

Problem Statement 

Significant quality assurance issues are currently affecting ABC Automotive customer service 
centers, which is having an effect on general customer satisfaction and loyalty. The centres are 
specifically struggling with poor post-service support, poor communication regarding service status, 
and delays in customer service response times. 

First of all, clients who anticipate prompt and effective handling of their questions and service 
requests become irritated when there are delays in customer service response. The negative impact 
of extended waiting periods and delayed responses from customer service representatives on ABC 
Automotive's reputation for dependability and dedication to delivering superior service is well-
documented. 

Second, unresolved issues and recurring problems with serviced vehicles have been caused by 
inadequate post-service support. Customers become less confident in the services offered as a result 
of this lack of follow-up and continuing support, which makes them feel ignored and unsatisfied 
with their overall experience. 

Finally, poor communication about timely delivery, costs, and service status makes customers even 
more irate and uneasy. Customers' trust is damaged and may become dissatisfied when they are not 
informed about the status of their vehicle servicing, possible delays, and additional costs. For the 
purpose of controlling customer expectations and guaranteeing a satisfying service experience, 
communication must be prompt, clear, and transparent. 

Research Question 

How do delays in the customer service response at the ABC Automotive customer service center 
affect the overall customer satisfaction? 

This is the main research question in this study will focus on how delays in the customer service 
response at the ABC Automotive customer service center affect the overall customer satisfaction. 
This is the main issue that causes the problem. 

Research Objectives 

To evaluate how the ABC Automotive customer service centers’ general customer satisfaction is 
affected when customer service responses are delayed. 

This is the main problem that happened in the ABC Automotive, the delay and inefficiencies in 
customer service response are the most concerning ones. This will be further discussed in the 
methodology section. This study will evaluate how ABC Automotive customer service centers' 
general customer satisfaction is affected when customer service responses are delayed. This study 
will later be more focused on what kind of solutions that is effective that can help the company to 
solve the issue. 



Journal of Posthumanism 

200 Integrative Approaches in Colon Cancer Management 
 

 

Significant of this Study 

This study on quality assurance problems at ABC Automotive customer service centres is important 
because it affects a number of stakeholders and adds to our knowledge of service quality 
management in the automotive sector. 

This study will help enhance customer satisfaction as the study aims to improve overall customer 
satisfaction by identifying and addressing poor communication, inadequate post-service support, 
and delays in customer service response. Enhanced customer loyalty and positive word-of-mouth 
recommendations are crucial for ABC Automotive's long-term success, and they are fostered by 
improved service quality. 

It will also help gain a competitive advantage for ABC Automotive. Through the resolution of the 
identified quality assurance issues, ABC Automotive will be able to set itself apart from rivals in 
the automotive industry. Offering excellent customer service becomes essential to drawing in new 
business and keeping existing ones, which boosts ABC Automotive's standing in the industry and 
reputation. 

This study will also help enhance the employee's performance and morale as the employees will 
work in better environments when there are clear communication guidelines and improved service 
processes. Improved performance and job satisfaction lower employee attrition and promote a 
positive work environment, which eventually benefits both clients and staff. 

The report provides ABC Automotive's management with insightful information to help them 
decide on strategic projects and service enhancements. Suggestions based on data can direct 
investments in improving service quality and policy, resulting in long-lasting gains. 

All things considered, this research has the potential to greatly boost ABC Automotive's customer 
service operations, strengthen customer relationships, and support the company's expansion and 
success. It can also offer insightful information to the larger academic and industry communities. 

Literature Review  

Customer Relationship Management (CRM) 

CRM can be defined as a comprehensive approach to managing and optimising customer 
relationships, encompassing a philosophy, strategy, process, and technical toolset (Khalid Rababah, 
2011). According to L. Ryals (2001), CRM is a corporate strategy that focuses on building and 
maintaining relationships with customers, as well as enhancing customer value through effective 
process management. CRM, or customer relationship management, is a company strategy that 
prioritises the needs and pleasure of customers. Its goal is to enhance customer loyalty by providing 
personalised and prompt services to each individual client.  A. Croteau (2009) stated that CRM, or 
customer relationship management, is a high-level business process that encompasses various sub-
processes, including prospect identification and customer knowledge development (R. K. 
Srivastava, 1999). 

The process can be described as the manner in which activities are carried out inside an organisation 
(F. Buttle, 2009; A. S. Lo, 2009). In their study, J.-M. Moutot (2008) has provided a definition of 
CRM processes as "the actions carried out by the organisation in relation to the management of the 
customer relationship, which are categorised based on a chronological perspective of the 
relationship." E. J. Ragins (2003) states that the purpose of the CRM process is to shape customers' 
impressions of an organisation and its products by identifying customers, generating customer 
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knowledge, and establishing customer connections. According to F. Buttle (2009), CRM processes 
can be classified as vertical and horizontal processes, front-office and back-office activities, as well 
as primary and secondary processes. He stated that vertical processes are those that are confined to 
specific company functions, such as the client acquisition process. On the other hand, horizontal 
processes are cross-functional processes, such as the product development process. Front-office 
procedures encompass customer-facing activities such as complaint management, whereas back-
office processes encompass hidden and non-customer-facing activities like procurement. The 
primary processes in organisations, such as the logistics process in courier organisations and the 
claims process in insurance organisations, have significant cost or revenue implications. On the 
other hand, the secondary processes in organisations have minor cost or revenue implications. 
According to E. J. Ragins (2003), there are three layers of CRM processes: the customer-facing 
level, the functional level, and the companywide level. Furthermore, there exist several viewpoints 
and outlooks regarding CRM procedures. The subsequent sections will furnish a depiction of the 
principal themes associated with these perspectives. 

Service Quality (SERVQUAL) 

Zeithaml and Bitner (1996) defined services as having characteristics such as heterogeneity, 
intangibility, simultaneous production and consumption, and direct interaction. As service quality 
measurement becomes more intricate, researchers have devised multiple methods to evaluate it. For 
example, Parasuraman et al. (1985) created a service quality assessment model comprising ten 
dimensions.   

Satisfactory service is defined as service that successfully fulfils the requirements and expectations 
of customers.  Assessing service quality is a crucial aspect of delivering improved, streamlined, and 
impactful service (Zeithaml, 1987). "The individuals invited are perceptive, refined individuals who 
prioritise high standards." in striving to customise our goods and provide meticulous attention to 
each individual consumer. According to Alain Ducasse, surprise and culinary enchantment are the 
factors that ensure customer satisfaction and loyalty. He is renowned as a prominent chef hailing 
from France.   

Parasuraman, A. (1985) categorises the quality of services into three dimensions: physical quality, 
interaction quality, and corporate image quality. An effective approach to initiate a quality 
enhancement initiative is to engage in discussions with consumers regarding their views and 
requirements. This team activity is well-designed to foster a commitment to taking action and to 
concentrating on the available opportunities. The first step is to identify the clients and then segment 
them using various methods. Typical factors to consider include the location, nature of the firm, 
order volume, overall revenue, and the extent to which they engage with your competition.  

Service quality can be defined as the organisation's overall commitment to excellence and providing 
good service. According to Parasuraman, A. (1985), the concept of service quality refers to the 
user's evaluation of the total service experience. The consumer's assessment of service quality can 
be determined by comparing their expectations with their actual perceptions of the services. Service 
quality is a key determinant of a commercial firm's success. The evaluation of service quality is 
typically determined by the clients themselves, who can assess whether it is good or poor. Business 
entities, including companies and organisations, should conduct studies to analyse the delivery of 
services, assess their quality, and evaluate client reactions to the service provided. Therefore, in 
order to enhance the provision of service quality, a company should prioritise customer-oriented 
analysis (Mwita, J.S., 2000). 
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In the mid-1980s, Parasuramn A, Valarie A. Zeithaml, and Leonard L. Berry (1985) initiated a study 
on factors that influence customers' perceptions and choices regarding service quality. The original 
model consisted of 10 dimensions, but it was reduced to five: tangibles, reliability, responsiveness, 
assurance, and empathy (Figure 1). These dimensions are defined as follows: 

1. Tangibles: physical facilities, equipment, and appearance of personnel. 

2. Reliability: ability to perform the promised service dependably and accurately. 

3. Responsiveness: willingness to help customers and provide prompt service.  

4. Assurance (including competence, courtesy, credibility, and security): knowledge and 
courtesy of employees and their ability to inspire trust and confidence. 

5. Empathy (including access, communication, and understanding the customer): caring and 
individualized attention that the firm provides to its customers. 

 

Figure 1: SERVQUAL Model (YourCX, 2024) 

Customer Satisfaction 

Customer satisfaction is determined by the extent to which the performance of a product or service 
meets the buyer's expectations, resulting in feelings of disappointment or pleasure (Oliver, 1999; 
Kotler & Armstrong, 2008). Customer satisfaction is a significant predictor of future purchase 
intention (Mittal & Kamakura, 2001) and is attained when the anticipated level of quality is either 
fulfilled or exceeded. Typically, a high level of customer satisfaction is associated with a high level 
of repurchasing intention, according to studies by Hellier et al. (2003) and Fang, Chiu, & Wang 
(2011). Inadequate consideration of customer satisfaction can result in customers switching to a 
different brand or deciding not to make future purchases. This is because customer satisfaction and 
the intention to repurchase are closely connected (Yeoh Hooi Chin, 2010).  

Customer satisfaction, as defined by P. Kotler (2000), is a marketing term that refers to the 
emotional response of individuals after evaluating the performance of a product in relation to their 
expectations. Hence, if a customer is content with the value offered by a product or service, it is 
probable that they will remain a customer for an extended duration. Therefore, satisfaction is 
obtained through the customer experience, which is defined by the sales force as "all the interactions 
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between a brand and its customers." To ensure the high standard of all these interactions, marketers 
must monitor and analyse these experiences across the whole client journey. 

As stated by Kahar, A.S.A. (2008), contentment is a business concept that refers to the evaluation 
of how well a product or service offered by an organisation fulfils the expectations of customers. 
Customer satisfaction occurs when the client's perception of a service provider aligns with their 
expectations (Cina, C., 1989). Customer satisfaction is primarily determined by the response or 
judgment of customers towards items or services following their use (Al-Hawari, 2006). According 
to P. Kotler (1996), contentment refers to the extent to which a person's evaluation of a product's 
perceived performance or outcome matches their expectations. Here, it refers to the impact of the 
service provided on the satisfaction level of clients who utilise the service. 

Plan-Do-Check-Act (PDCA) Model 

PDCA is a quality management technique commonly employed in the service and manufacturing 
sectors as a tool for continuous improvement. The PDCA activities involve four distinct steps: Plan, 
Do, Check, and Act. These processes are performed in a circular manner, establishing a continuous 
cycle. PDCA, also known as the Plan-Do-Check-Act method, is a highly utilised tool for continuous 
improvement in both the services and manufacturing industries. The PDCA method (Figure 2), 
commences with initial assessments to evaluate potential impacts on systems, and subsequently 
advances towards more substantial and targeted enhancements. The outcomes of implementing the 
PDCA method can be utilised to address issues related to qualitative and quantitative data. This 
method has been extensively employed in the service and manufacturing industries to achieve 
continuous improvement and establish a systematic approach for enhancing processes or systems 
within an organisation, ultimately leading to increased productivity (Sarah Isniah, 2020). 

This approach of controlling and enhancing the management process of the supply chain or the 
company's practices involves iterating through four steps.  

The strategy employs 4 steps to carefully monitor and correct any deviations that may arise, with 
the ultimate objective of improving company operations. The PDCA method concludes with the 
Planning, Conducting, Testing, and Implementation processes, which are also referred to as the 
Deming Phase. Deming devised the plan-do-check-act model as a four-stage iterative problem-
solving process (M. M. M. Jagtap, 2015): 

1. Plan - A plan is a structured approach that involves establishing objectives and 
implementing strategies to get desired outcomes.  

2. Do - This phase has already been established.  

3. Check - The steps of the inspection process have been closely observed and assessed in 
accordance with the specified criteria.  

4. Act - In the fourth stage, measures are implemented to enhance outcomes and achieve or 
surpass predetermined criteria. 
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Figure 2: PDCA Method (Businessmap, 2024) 

Ishikawa Diagram 

Luca Liliana (2016) stated that Kaoru Ishikawa is most renowned for his contribution to the 
construction of the fishbone diagram, sometimes referred to as the "Ishikawa diagram". This 
diagram continues to be utilised in numerous organisations to diagnose issues and implement 
specific solutions by identifying the underlying cause of the problem. The management leader made 
notable and precise progress in quality improvement using his cause and effect diagram, often 
known as the "Ishikawa" or "fishbone" diagram. The diagram's design closely resembles the skeletal 
structure of a fish. The conventional approach for constructing fishbone diagrams is a right-to-left 
progression, where each major "bone" of the fish extends to encompass lesser bones that provide 
additional details. 

The technique employs a diagrammatic approach to systematically analyse all potential sources of 
an issue. This facilitates a comprehensive examination of the problem. The tool can be used in four 
steps: 

1. Determine the issue.  

2. Analyse the primary factors involved.  

3. Determine potential factors that may have led to the situation.  

4. Examine your diagram critically. 

Causes are typically classified into primary groups to identify these origins of variation. The 
categories usually consist of: 

• People: Any person engaged in the procedure. 

• Methods: The techniques and protocols used to carry out the process, including the 
necessary policies, procedures, rules, regulations, and laws. 

• Machines: Any equipment, computers, tools, or other devices needed to complete the task.  
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• Materials: The raw materials, components, writing instruments, paper, or other supplies 
utilised in the production of the final product.  

• Measurements: The data obtained from the process that are employed to assess its quality.  

• Environment: The set of circumstances, including factors such as geographical location, 
time frame, temperature, and cultural context, in which the process takes place. 

 

An Ishikawa diagram (Figure 3), is a visual representation that effectively displays the connections 
between a certain outcome and its underlying causes. 

 

 

Figure 3: Ishikawa Diagram (Balkan and Near, 2017) 

Methodology 

Research methodology refers to the systematic plan and approach used to conduct research. It 
encompasses the techniques, procedures, and tools that researchers employ to collect and analyze 
data. This methodology ensures the reliability and validity of the research findings by providing a 
structured framework for investigating specific questions or hypotheses. It includes choosing 
appropriate methods for data collection, such as surveys, experiments, or observations, and deciding 
on the analysis techniques to interpret the data accurately. The goal of a research methodology is to 
provide clear, replicable, and objective results that contribute to the knowledge base of a particular 
field. 

PDCA 

The PDCA cycle, often referred to as a four-step iterative method used in business to continuously 
improve processes and products. This cycle consists of four steps: plan, do, check and act. During 
the Plan phase, objectives and methods are defined to ensure results meet expectations. The Do 
phase consists of executing plans and procedures. During the Check phase, data is monitored and 
compared to predicted values to detect any anomalies. Finally, in the Act phase, changes are 
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implemented to improve the process based on what was learned during the Review phase, and the 
cycle repeats. This technique allows organizations to methodically test hypotheses and learn from 
findings, thereby driving continuous improvement (Tague, 2004). 

 

 

 

 

 

 

 

 

 

 

Figure 4: PDCA Cycle 

Plan 

The interviewer initially interviewed with the person in charge at ABC Automotive Service Center 
in Kangar to gain insights into the issues the company encounters regarding delays in customer 
service response, inadequate communication regarding service status, and insufficient post-service 
support. 

Here are some of the questionnaires used in our interviews: 

 

1 During the course of doing business, are there any problems related to customer 

service? 

2 What is the customer service problem that your company faces now? 

3 What are the main factors contributing to delays in responding to customer inquiries? 

4 Can you describe the current process for handling customer inquiries and how response 
times are tracked? 

5 How do you prioritise customer inquiries, and what steps are taken to ensure urgent matters 
are addressed promptly? 

6 How does your team currently communicate service status updates to customers? 

7 What challenges do you face in providing timely and accurate service status updates to 
customers? 

8 How do you handle customer feedback and complaints after a service has been completed? 

9 What follow-up procedures are in place to ensure customers are satisfied with the service 
they received? 

10 Can you share any recent initiatives or improvements made to address all those problems? 

Table 1: Interview Question 
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The interview session at the ABC Automotive Service Center, held to identify common issues 
affecting the company's operations. The results of these interviews with managers revealed that the 
main issues were delays in customer service responses, insufficient communication about service 
status, and insufficient after-service support. To gain a deeper understanding and effectively address 
these concerns, more in-depth interviews with managers are essential. These follow-up interviews 
will help us uncover the root causes of these problems, allowing us to develop targeted solutions 
that improve customer satisfaction and streamline service processes. By thoroughly analyzing these 
issues, that aim to implement strategies that will improve response time, ensure clear and timely 
communication with customers, and provide comprehensive support after the service is completed.  

 

Additionally, using a fishbone diagram helps us identify factors that contribute to the most critical 
issue, which is delays in customer service response. Among these factors are people, processes, 
technology, and environmental conditions. This comprehensive approach allows us to more 
effectively address the causes of delays and implement targeted improvements to improve the 
overall efficiency of our customer service operations. By involving all relevant stakeholders in this 
analysis, to ensure a comprehensive and collaborative effort towards resolving these issues, 
ultimately leading to a more responsive and customer-centric service environment. 

 

Figure 5: Flow Chart 

Do 

 

Figure 6: Fishbone Diagram 

According to the fishbone diagram above, ABC Automotive's main issue is the delay in customer 
service response. Therefore, to figure out why this problem often occurs in ABC Automotive's 
customer management. Four main factors were found contribute to ABC Automotive customer 
service response delays, which are people, process, technology and environment. Poor 
communication and insufficient staff motivation impact the people factor. In terms of technology, 
outdated software and a lack of system integration are major concerns. Process factors include 
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delays in escalation procedures and poor response time tracking. Finally, environmental variables 
are affected by the high frequency of customer questions and limited workspace, both of which 
make things worse. Addressing these issues is critical to improving overall customer service 
efficiency and satisfaction. Next, the customer survey was conducted, which revealed that poor 
communication within the team was the primary cause of the problem. This leads to uncontrolled 
inquiries, extra effort, and delayed response. This not only reduces the productivity of the customer 
service department, but also harms the company's reputation since clients receive inconsistent and 
delayed assistance. 

Check 

 

 

 

 

 

 

 

 

 

Figure 7: Percentage for the Customer Surveys 

According to customer surveys, several significant difficulties affecting the ABC Automotive 
company have been highlighted. The most frequently cited concern, with 25% of users stated that 
ABC Automotive needs better internal communication. Furthermore, 20% of consumers expressed 
insufficient employee motivation, forcing ABC Automotive to emphasize the importance of better 
engagement programs. 18% of users expressed concern about outdated software, indicating that 
ABC Automotive needs to urgently modernize its technical tools. Lack of integration accounted for 
5%, and delays in escalation procedures impacted 10% of customers, both contributing to delays in 
customer care response. 7% of users reported insufficient tracking response, indicating that the 
monitoring system needs to be improved. Finally, 10% of customers are affected by a high volume 
of inquiries, highlighting the need for automated customer service solutions. 

Based on the findings of the customer survey for ABC Automotive, the most pressing concern is 
the need for better internal communication, as highlighted by 25% of respondents. This suggests 
that improving communication channels and practices within the company should be a top priority 
to address customer concerns and improve overall operations. 

Act 

Analyzing feedback and monitoring results from the efforts at ABC Automotive, it is apparent that 
delivering targeted change requires a holistic strategy across multiple key areas. First, a thorough 
evaluation of communication technology is necessary to determine how well it enables internal 
communication. If feedback indicates usability concerns or functionality gaps, a change in features 
or an investigation into alternative technologies that better meet ABC Automotive's communication 
objectives will be considered. Second, the employee engagement program will be improved based 
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on feedback to ensure it properly motivates the ABC Automotive team and meets their expectations. 
This may include introducing new incentives, refining current programs to better connect with staff, 
or strengthening communication channels within these projects to create more engagement and 
alignment with business objectives. 

Third, while early improvements have been made to software updates, ongoing monitoring of 
program performance is critical. Any weaknesses or performance concerns found will prompt 
further optimization of the system, ensuring it runs smoothly and effectively across all departments 
and operations. Furthermore, integration efforts will focus on improving process efficiency across 
ABC Automotive's various systems. This may involve improving integration methods, correcting 
compatibility concerns across multiple systems, or expanding integration capabilities to optimize 
operations and improve data flow across the organization. 

Furthermore, a commitment to improving escalation procedures involves a number of strategic 
initiatives to improve response time and effectiveness. The escalation path will be clarified to ensure 
clear and efficient handling of customer issues. Additional training will be provided to staff involved 
in escalation to empower them with the skills needed for rapid resolution. Additionally, automated 
alerts will be implemented that notify relevant staff of critical issues, enabling proactive intervention 
and improving overall customer satisfaction. 

Besides, efforts to improve tracking systems are aimed at ensuring accurate and timely monitoring 
of customer interactions and internal processes. This requires enhancing tracking tools to capture 
comprehensive data, enhancing data analysis capabilities to derive actionable insights, and 
implementing real-time reporting features that facilitate proactive decision making and foster 
operational transparency across the organization. These measures are designed not only to address 
current challenges but also to streamline operations and improve service delivery standards at ABC 
Automotive. 

Finally, the PDCA cycle, along with user survey results, will be used to drive specific changes. 
Usability problems will be solved and smooth operations will be ensured by reviewing 
communication technology, increasing staff engagement, and optimizing software upgrades. Clear 
pathways, staff training, and automated alerts improve integration and upgrade procedures, resulting 
in increased productivity and customer satisfaction. Transparency and informed decision-making 
are facilitated by better tracking systems. This initiative aims to successfully improve service 
standards while also aligning with ABC Automotive's commercial objectives. 

Force Ranking 

 

  

Impact on 

Customer 

Satisfaction 

(3) 

Contribution to 

Service Efficiency 

(2) 

Influence on 

Customer 

Loyalty (1) 

Total 

score 

Delays in Customer Service 

Response 
5 x 3 = 15  4 x 2 = 8  3 x 1 = 3 26 

Inadequate 

communication regarding 

service status 

3 x 3 = 9  3 x 2 = 6 5 x 1 = 5 20 
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Insufficient post-service 

support 
4 x 3 = 12 2 x 2 = 4 3 x 1 = 3 19 

Table 2: Force Ranking 

Force ranking refers to a methodical evaluation and prioritization technique used to assess and rank 
various issues or factors based on their impact on specific outcomes such as customer satisfaction, 
service efficiency, and customer loyalty. The process involves assigning scores to different issues 
based on predefined criteria and calculating their overall significance through weighted multipliers. 
This approach helps in identifying and prioritizing the most critical areas that require attention and 
improvement, enabling organizations to focus their resources on addressing the factors that have 
the most substantial negative impact on their performance and customer experience. 

Based on the table above, the detailed force ranking analysis, is aimed at assessing various factors 
impacting customer service performance. It systematically evaluates specific issues such as delays 
in customer service response, inadequate communication regarding service status, and insufficient 
post-service support. The evaluation process involves a multi-dimensional scoring system that 
calculates the overall impact of each issue on customer satisfaction, service efficiency, and customer 
loyalty. 

For each factor, a score is assigned based on its perceived impact, followed by a multiplication of 
this score with a weight to gauge the significance in terms of customer satisfaction, contribution to 
service efficiency, and influence on customer loyalty. For instance, "Delays in Customer Service 
Response" received the highest total score of 26, indicating it has the most significant negative 
impact overall. This score is derived from a detailed breakdown: a score of 5 for impact on customer 
satisfaction weighted by 3, yielding 15. A score of 4 for contribution to service efficiency weighted 
by 2, yielding 8 and a score of 3 for influence on customer loyalty weighted by 1, yielding 3. 
Similarly, "Inadequate Communication Regarding Service Status" and "Insufficient Post-Service 
Support" are evaluated, with total scores of 20 and 19 respectively, reflecting their relative impacts. 

This force ranking highlights the most critical areas needing improvement, prioritizing issues that 
significantly affect the customer experience and operational efficiency. By quantifying these 
impacts, the organization can effectively target their efforts to enhance customer satisfaction and 
loyalty, thereby improving overall service quality. 

Results and Findings 

Based on Pareto analysis, major service quality issues are focused on the impact of response delays; 
an investigation highlighted five main concerns (Table 5) : poor communication, low employee 
motivation, outdated software, delays in upgrade procedures and a high volume of customer 
inquiries. Each issue contributes equally to the overall problem, presenting a multifaceted challenge. 
Addressing these areas, particularly focusing on improving communication channels and upgrading 
technology infrastructure, can significantly improve customer service efficiency and response time, 
thereby improving customer satisfaction and operational performance at ABC Automotive. 

 

 

Issue Frequency 
Percentage 

(%) 
Cumulative 

Frequency 

Cumulative 

percentage 

(%) 
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Poor Communication 18 28.57 18 28.57 

Low Employee Motivation 15 23.81 33 52.38 

Outdated Software 12 19.05 45 71.43 

Delay in Upgrade Procedure 10 15.87 55 87.3 

High Volume of Customer 

Inquiries 
8 12.7 63 100 

Total 63 100     

Table 3: Data Distribution 

 

Figure 8: Pareto Chart 

Pareto tables and charts (Figure 8) illustrate the distribution of delays in customer service response 
issues faced by ABC Automotive, providing a clear picture of areas that require attention. The table 
measures the issues in terms of frequency, percentage, cumulative frequency and cumulative 
percentage. Poor communication tops the list with 18 frequency, representing 28.57% of the total 
issues, followed by low employee motivation with 15 frequency (23.81%). Together, these two 
issues accounted for more than half of the total problems at 52.38%. Outdated software, delays in 
upgrade procedures, and high volume of customer inquiries made up the rest, cumulatively 
accounting for the remaining 47.62%. 

The Pareto chart clearly emphasizes this distribution, with the highest bars representing the most 
common difficulties. The cumulative percentage line shows that solving the most pressing issue, 
poor communication, has the ability to solve more than half of ABC Automotive's customer service 
issues. ABC Automotive can increase customer satisfaction by prioritizing improvements in areas 
such as communication channels and staff engagement through training and incentives. 
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Furthermore, fixing issues such as outdated software and procedural delays can help streamline 
operations and manage customer concerns more efficiently. ABC Automotive's focused strategy, 
driven by the Pareto principle, will enable them to maximize the impact of their customer service 
efforts. 

In conclusion, the table and Pareto chart analysis of ABC Automotive's customer service difficulties 
highlight the important need to improve poor communication, which accounts for more than half of 
all reported problems. ABC Automotive's customer service experience may be significantly 
improved by introducing targeted improvements in communication and staff engagement, as well 
as eliminating operational inefficiencies such as outdated software and procedural delays. This 
strategic emphasis not only adheres to the Pareto principle, but it also ensures that efforts are 
directed to the most effective areas, resulting in increased customer satisfaction and overall 
operational efficiency. 

Conclusion 

This report investigated the challenges faced by ABC Automotive's customer service department, 
focusing on delays in response times, inadequate communication, and insufficient post-service 
support. By applying the PDCA cycle and conducting a detailed Pareto analysis, to identified key 
issues such as poor communication, low employee motivation, outdated software, delays in upgrade 
procedures, and a high volume of customer inquiries. 

The analysis revealed that poor communication is the most significant factor impacting customer 
service efficiency, accounting for over 28% of the issues. Addressing this, along with enhancing 
employee motivation, updating technology, and streamlining procedures, will be crucial in 
improving customer satisfaction and operational performance. 

Implementing targeted strategies based on these findings, such as enhancing internal 
communication, boosting employee motivation, updating technology infrastructure, optimizing 
processes, and managing customer inquiries efficiently will address the root causes of service delays 
and boost ABC Automotive’s overall service quality. 

Enhance Internal Communication 

 

Figure 9: Enhance Internal Communication 
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To enhance internal communication at ABC Automotive, it is essential to begin with a 
comprehensive assessment of current communication tools and practices. This evaluation will 
identify any gaps or inefficiencies that may hinder effective information flow and collaboration 
within the organization. Understanding these areas needing improvement will guide ABC 
Automotive in selecting advanced communication tools that best suit their specific needs. Tools like 
Slack or Microsoft Teams, known for their robust features, can facilitate efficient and clear 
communication among teams at ABC Automotive, whether in manufacturing, sales, or customer 
service. 

Streamlining communication channels is the next critical step. Establishing clear communication 
protocols ensures that information is disseminated promptly and accurately across different 
departments and teams. Defining primary channels for project updates, team discussions, and urgent 
notifications helps reduce misunderstandings and ensures alignment throughout ABC Automotive. 

Conducting regular training sessions and workshops is crucial to enhance communication skills 
among ABC Automotive employees. These sessions should focus on familiarizing employees with 
the functionalities of new communication tools and reinforcing adherence to established protocols. 
By ensuring all employees understand how to leverage these tools effectively, ABC Automotive 
can minimize resistance to change and facilitate a smooth transition to the updated communication 
system. 

Continuous monitoring and evaluation are vital for sustaining effective communication 
improvements at ABC Automotive. Gathering feedback from employees on their experiences with 
the new tools and protocols allows ABC Automotive to identify any challenges or areas for further 
improvement. Regular reviews based on this feedback and performance data enable ABC 
Automotive to make necessary adjustments, ensuring that the communication system remains 
efficient and aligned with organizational goals. 

In summary, by following these steps of assessing current tools, selecting appropriate technology, 
establishing clear protocols, providing training, and ongoing evaluation of ABC Automotive can 
enhance internal communication significantly. This approach fosters collaboration, improves 
operational efficiency, and contributes to overall organizational effectiveness in delivering high-
quality automotive products and services 

Boost Employee Motivation 

 

 

Figure 10: Step to Boost Employee Motivation 
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To enhance employee motivation at ABC Automotive, a comprehensive approach to employee 
engagement and development can be implemented. Firstly, conducting a thorough assessment of 
current engagement practices within ABC Automotive would be essential. This evaluation would 
help identify specific areas where improvements can be made, such as enhancing existing 
incentives, recognition programs, and career development opportunities that resonate well with 
employees in the automotive industry. 

Setting clear performance metrics and goals is crucial at ABC Automotive. By establishing 
transparent expectations, employees can better understand their roles and track their progress 
effectively. This clarity not only motivates employees but also ensures their efforts are aligned with 
ABC Automotive's organizational objectives, contributing to overall productivity and goal 
attainment. Implementing robust recognition and reward systems is equally important. ABC 
Automotive can introduce formal awards ceremonies or informal recognition programs that 
celebrate outstanding performance and reinforce positive behaviours among employees. 
Recognizing achievements in various aspects of their work fosters a culture of appreciation and 
encourages continuous improvement. 

Offering ample career development opportunities is another key strategy for ABC Automotive. 
Providing training programs, skill enhancement initiatives, and opportunities for professional 
growth not only empowers employees but also demonstrates ABC Automotive's commitment to 
their long-term success and career advancement within the company. Continuous feedback loops 
are integral to maintaining effective engagement programs at ABC Automotive. Regularly seeking 
input from employees through surveys, focus groups, or one-on-one discussions allows ABC 
Automotive to gauge the impact of engagement efforts and make necessary adjustments. This 
ongoing feedback ensures that engagement strategies remain relevant, responsive to evolving 
employee needs, and aligned with ABC Automotive's overarching goals. 

In summary, by integrating these strategies of comprehensive engagement programs, clear 
performance metrics, robust recognition and reward systems, career development opportunities, and 
continuous feedback of ABC Automotive can cultivate a motivated and productive workforce. This 
approach not only enhances employee satisfaction and retention but also drives organizational 
success in the competitive automotive industry. 

Update Technology Infrastructure 

 

Figure 11: Step to Update Technology Infrastructure 
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To update its technology infrastructure effectively, ABC Automotive can begin by conducting a 
comprehensive audit of its current technological setup. This audit would help identify any outdated 
software, hardware, or systems that may be impeding operational efficiency or posing security risks. 
Given ABC Automotive's role in the automotive industry, areas such as manufacturing processes, 
sales systems, and customer service platforms would be key focus areas for assessment. 

Following the audit, ABC Automotive should proceed with researching and selecting new software 
solutions that align with its strategic goals and can seamlessly integrate with existing systems. This 
could involve upgrading manufacturing automation software, enhancing customer relationship 
management systems, or implementing advanced analytics tools for sales forecasting and inventory 
management. 

Developing a detailed implementation plan is crucial to ensure a smooth transition. This plan should 
clearly outline timelines, responsibilities for each phase of implementation, and key milestones to 
monitor progress effectively. By establishing these parameters, ABC Automotive can minimize 
disruptions to daily operations and ensure a coordinated effort across different departments and 
teams. Providing comprehensive training for employees on the new technology is essential for 
successful adoption. Training sessions should not only cover technical aspects but also emphasize 
how to leverage the new tools to enhance productivity, customer service efficiency, and overall 
operational effectiveness. This ensures that employees are well-prepared to utilize the updated 
technology infrastructure effectively in their respective roles. 

Continuous monitoring and optimization are vital post-implementation. ABC Automotive should 
regularly assess the performance of the new technology solutions to identify any issues early on and 
make necessary adjustments. This ongoing evaluation should focus on aligning the technology with 
evolving organizational needs and industry trends, ensuring that it remains efficient and effective 
over time. By following these structured steps, conducting a thorough audit, selecting suitable 
solutions, creating a detailed implementation plan, providing comprehensive training, and 
continuously monitoring and optimizing, ABC Automotive can successfully update its technology 
infrastructure. This approach will not only support growth and innovation but also enhance 
operational excellence across its manufacturing, sales, and customer service operations in the 
competitive automotive market. 

Optimize Processes 

 

 

Figure 12: Step to Optimize Processes 
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To optimize processes effectively at ABC Automotive, it's crucial to start by thoroughly mapping 
out existing workflows within departments like manufacturing, sales, and customer service. This 
process involves documenting each step to pinpoint any bottlenecks or inefficiencies that may 
hinder productivity or customer satisfaction. By analyzing where delays or redundancies occur, 
ABC Automotive can identify areas ripe for improvement. 

Once inefficiencies are identified, the next step involves redesigning processes to eliminate 
bottlenecks and enhance overall efficiency. This could include resequencing tasks in the production 
line, revising approval workflows in sales operations, or standardizing procedures in customer 
service to streamline operations and reduce unnecessary complexities. 

Introducing automated systems will play a pivotal role in ABC Automotive's process optimization 
journey. Implementing automated tracking and monitoring systems can significantly improve 
process management by reducing manual errors, speeding up task completion times, and ensuring 
data accuracy across various operational facets. These systems may range from automated 
production line monitoring tools to advanced analytics platforms that provide real-time insights into 
vehicle sales trends or customer service performance metrics. Training staff on these redesigned 
processes and using automated systems is essential for successful implementation. Comprehensive 
training sessions should focus on ensuring employees understand their roles within updated 
workflows and how to effectively utilise automated tools to maximise efficiency and maintain high 
standards of quality and service. 

Continuous monitoring and review are integral to sustaining optimized processes at ABC 
Automotive. Regularly evaluating the performance of new processes and gathering feedback from 
employees and stakeholders will provide insights into areas needing adjustment or further 
enhancement. This ongoing evaluation ensures that processes remain aligned with ABC 
Automotive's organizational goals and are adaptable to evolving business needs, fostering 
continuous improvements in efficiency, agility, and overall performance. 

By following these structured steps, starting with mapping existing processes, redesigning 
workflows, implementing automated systems, training staff, and monitoring performance of ABC 
Automotive can achieve significant enhancements in operational efficiency, customer satisfaction, 
and overall competitiveness in the automotive industry. 

Manage Customer Inquiries Efficiency 

 

Figure 13: Steps to Manage Customer Inquiries Efficiency 

To enhance customer inquiry management at ABC Automotive, a structured approach can be 
adopted, starting with assessing the volume and types of inquiries received. ABC Automotive, being 
a prominent automotive manufacturer in Malaysia, likely receives inquiries ranging from sales 
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inquiries about their car models to service-related questions and technical support. 

Selecting appropriate automation tools, such as chatbots and AI-driven response systems, could 
significantly benefit ABC Automotive. These tools can handle routine inquiries about vehicle 
specifications, booking test drives, service appointment scheduling, and FAQs about maintenance 
and warranties. They can also streamline the process of providing consistent and accurate 
information to customers around the clock. 

Integrating these automation tools into ABC Automotive's existing customer service infrastructure 
would involve ensuring compatibility with their CRM systems and service portals. This integration 
aims to provide a seamless customer experience where automated responses complement the 
support provided by human agents, enhancing efficiency and responsiveness. 

Training ABC Automotive's customer service staff on how to utilize and oversee these automated 
systems is crucial. It ensures that employees are adept at managing customer interactions that 
require a human touch, such as complex technical inquiries or personalized customer service needs. 
This training would emphasize maintaining high service standards and effectively leveraging 
automation to improve overall customer satisfaction. 

Regularly monitoring the performance of these automated systems at ABC Automotive would 
involve tracking metrics such as response times, customer satisfaction scores, and the volume of 
inquiries handled by automation versus human agents. Gathering customer feedback about their 
experiences with automated responses would also provide insights into areas needing improvement 
or adjustment. 

Continuous improvement efforts would focus on refining the automation tools based on 
performance data and customer feedback. This iterative approach ensures that ABC Automotive's 
customer inquiry management processes remain efficient, responsive, and aligned with evolving 
customer expectations. 

By implementing these strategies tailored to ABC Automotive's specific needs, the company can 
effectively manage customer inquiries, enhance service delivery, and strengthen customer 
relationships, ultimately driving satisfaction and loyalty among car buyers and owners. 

Estimated Data after Improvement 

 

Issue Frequency Percentage 

(%) 
Cumulative 

Frequency 
Cumulative 

percentage 

(%) 

Poor Communication 8 32 8 32 

Low Employee Motivation 8 32 16 64 

Outdated Software 3 12 19 76 

Delay in Upgrade Procedure 4 16 23 92 

High Volume of Customer 

Inquiries 
2 8 25 100 

Total 25 100     

Table 4: Data Distribution 
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Figure 14: Pareto Chart 

Implementing the improvements at ABC Automotive is projected to lead to significant 
advancements in various customer service issues, as depicted in the estimated data on the Pareto 
chart. The chart illustrates that after the improvements, poor communication is expected to show a 
frequency of 8, constituting 32% of the total issues. Advanced communication tools, such as 
collaboration platforms, team huddles, and unified dashboards, are anticipated to facilitate clearer 
and more timely information flow among team members. Similarly, the issue of low employee 
motivation, also expected to have a frequency of 8 (32%), is projected to see considerable 
improvement. Features like performance dashboards, gamification, training modules, and 
recognition systems are expected to boost employee engagement and motivation, reducing the 
frequency of motivation-related issues. 

Outdated software, projected to have a frequency of 5 (20%) after the improvements, is expected to 
be mitigated by providing scalable infrastructure, APIs, integrations, and a cloud-based solution, 
ensuring ABC Automotive's technology remains current and efficient. Additionally, delays in the 
upgrade procedure, anticipated to have a frequency of 4 (16%), are projected to be significantly 
reduced through process optimization features, including workflow automation, real-time analytics, 
and customizable workflows. The least frequent issue, high volume of customer inquiries, is 
expected to have a frequency of 3 (12%). Efficient customer inquiry management tools, such as 
ticketing systems, AI-driven automation, knowledge bases, and integrated CRM, are anticipated to 
enhance the handling of customer inquiries, leading to better customer satisfaction. 

Overall, the cumulative percentage line on the chart demonstrates that addressing these top issues 
through improvements is projected to resolve 76% of the total problems by addressing just the top 
three categories and 100% when all five are considered. This indicates a substantial projected 
operational efficiency and customer service improvement at ABC Automotive, showcasing the 
expected effectiveness of the implemented changes in resolving critical issues. 
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Recommendation 

 

Figure 15: The Most Suitable System That Integrates All Methods 

To effectively address the identified customer service issues at ABC Automotive Service Center, it 
is recommended to implement an integrated customer service management system, such as 
Advanced Enterprise Integration System (AEIS). This system is renowned for its comprehensive 
features, which align well with the five methods outlined to improve customer service: enhancing 
internal communication, boosting employee motivation, updating technology infrastructure, 
optimizing processes, and managing customer inquiries efficiently. 

 

Method Description AEIS Features 

Enhancing 

Internal 

Communication 

Implementing advanced 
communication tools 
and streamlining 
communication channels 
to ensure timely and 
clear information flow 
among team members. 

Collaboration Tools: Allows internal 
communication and collaboration among team 
members within the platform. 

Unified Platform: Centralized dashboard for 
all communication. 

Team Huddles: Facilitates real-time 
communication among team members. 

Internal Notes and @mentions: Enables 
targeted communication within tickets. 

Boosting 

Employee 

Motivation 

Providing recognition 
and rewards, clear 
performance metrics, 
and career development 
opportunities. 

Performance Dashboards: Tracks individual 
and team performance. 

Gamification: Recognition badges and 
leaderboards to motivate employees. 

Training Modules: Built-in training and 
onboarding resources. 
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Recognition and Reward Systems: Formal 
awards and informal recognition programs to 
celebrate achievements. 

Updating 

Technology 

Infrastructure 

Conducting an audit, 
selecting new solutions, 
creating an 
implementation plan, 
and continuous 
optimization. 

Scalable Infrastructure: Easily integrates 
with existing systems and scales with the 
organisation. 

APIs and Integrations: Connects with 
various business tools like CRM, ERP, and 
analytics platforms. 

Cloud-Based Solution: Ensures up-to-date 
technology without significant downtime. 

Optimizing 

Processes 

Mapping existing 
workflows, redesigning 
processes, implementing 
automation, and 
continuous monitoring 
and review. 

Workflow Automation: Automates repetitive 
tasks and workflows, such as ticket routing and 
escalation. 

Analytics and Reporting: Real-time insights 
and performance metrics to identify 
bottlenecks and areas for improvement. 

Customizable Workflows: Allows 
customization of workflows to match specific 
business processes and requirements. 

Process Documentation: Customizable 
workflows and standardized procedures 

ensure consistency and clarity in operations. 

Automated Tracking and Monitoring 

Systems: Reduces manual errors and speeds 
up task completion times. 

Managing 

Customer 

Inquiries 

Efficiently 

Assessing inquiries, 
selecting automation 
tools, integrating them, 
training staff, and 
continuous monitoring 
and improvement. 

Ticketing System: Centralizes customer 
inquiries from various channels into a single 
platform. 

AI-Driven Automation: Automates 
responses to common customer inquiries, 
providing instant support. Chatbots and AI 
response systems handle routine inquiries, 
allowing human agents to focus on complex 
issues. 

Knowledge Base: Provides a self-service 
portal with FAQs, guides, and articles for 
customers and employees. 

Customer Feedback and Surveys: Collects 
feedback directly from customers after 
interactions, analyses customer satisfaction 
data for continuous improvement. 
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Omni-Channel Support: Supports multiple 
communication channels including email, 
chat, phone, and social media. 

Integrated CRM: Seamlessly integrates with 
existing CRM systems to provide a unified 
view of customer interactions and history. 

Continuous Monitoring and Optimization: 
Regular assessment of the performance of new 
processes and gathering feedback from 
employees and stakeholders ensures processes 
remain aligned with organizational goals. 

Table 5: Advanced Enterprise Integration System (AEIS) Functions 

Table 5 showcases some key functions captured from the Advanced Enterprise Integration System 
(AEIS) demo. 

 

 

Figure 16: Forecast Future Inbound Volume 

The Forecast Future Inbound Volume function (Figure 16) enables the prediction of incoming 
customer inquiries, aiding in better planning and resource allocation. 

 

Figure 17: Step to Track Workstreams 
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The Step to Track Workstreams feature (Figure 17) monitors various workstreams, ensuring that all 
tasks are tracked and managed efficiently. 

 

The Volume Predictions function (Figure 18) provides detailed forecasts of inquiry volumes, 
allowing the team to prepare and allocate resources accordingly. 

 

Figure 19: Match Volume with Staff 

The Match Volume with Staff feature (Figure 19) optimizes workforce management by ensuring 
the number of staff members is appropriately matched to the volume of inquiries. 

 

Figure 20: Know Where to Place Staff 

The Know Where to Place Staff function (Figure 20) strategically places staff based on the predicted 
inquiry volumes, ensuring optimal coverage. 
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Figure 21: Make Schedules Automatically 

The Make Schedules Automatically feature (Figure 21) automates the scheduling process, saving 
time and reducing errors. 

 

Figure 22: Pull in Teams 

Pull in Teams (Figure 22) allows for seamless integration and pulling in of various teams to handle 
inquiries effectively. 

 

 

Figure 23: Real-Time Activity Tracking 

Real-Time Activity Tracking (Figure 23) monitors the real-time activities of staff, ensuring smooth 
operations. 
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Figure 24: View Staff Activity in Detail 

The View Staff Activity in Detail function (Figure 24) provides a detailed view of individual staff 
activities, aiding in performance monitoring and management. 

 

Figure 25: Open Tickets 

The Open Tickets feature (Figure 25) displays all open tickets, ensuring that no customer inquiry is 
missed, and all are addressed promptly. 

 

Figure 26: Staff View 

Finally, the Staff View function (Figure 26) provides a comprehensive view of staff activities and 
their current status, aiding in better management and coordination. 

To summarise, this study systematically investigated the critical quality service issues prevalent 
within ABC Automotive's customer service centres, specifically focusing on customer service 
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response times, the clarity of communication, and the adequacy of post-service support. The 
primary aim was to understand how these challenges impact customer satisfaction and loyalty, and 
to subsequently propose actionable strategies for improvement. 

The findings explicitly demonstrate that delays in customer service response, coupled with 
ambiguous communication regarding service status and insufficient post-service assistance, 
significantly undermine the customer experience. These issues not only lead to diminished customer 
satisfaction but also pose a substantial threat to long-term customer loyalty in a highly competitive 
automotive market. The research highlights that customers expect timely, transparent, and 
comprehensive interactions throughout their service journey, from initial contact to post-service 
follow-up. 

By identifying these specific pain points, this study provides ABC Automotive with a clear roadmap 
for enhancing its service quality. Implementing strategies that prioritise prompt responses, ensure 
clear and consistent communication, and establish robust post-service support mechanisms will be 
crucial. Such improvements are not merely operational enhancements but are fundamental to 
fostering trust, building stronger customer relationships, and ultimately securing a sustainable 
competitive advantage. Furthermore, the insights derived from this case study offer valuable lessons 
for other automotive service centers and businesses striving for continuous improvement in their 
customer-centric operations. Addressing these service quality dimensions is essential for any 
organization committed to excelling in customer satisfaction and maintaining a loyal customer base. 
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