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“Any business should be looked at in terms of final outcome, more 

specifically from the CUSTOMER`s point of view ... A business` 

success is not determined by the company, but by the 

CUSTOMER.” 

Peter Drucker 

 

 

“Treat your every customer as if you were about to lose him!” 
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1. INTRODUCTION 
 

 
 Given the fact that nowadays there is, more than ever, the need to know in detail and to 
enhance the means to manage both professional and interpersonal relationships, we chose to 
develop a topicality issue, an issue that generates ongoing challenges, namely the issue of customers 
relations management by way of ensuring the quality of service offered by the service organization 
to its customers. 
 The provision of maintenance services for vehicles is subject to the analyzed area. Such area 
is of high level of complexity, especially considering how each input measure can directly or 
indirectly influence customers’ satisfaction in different ways. 
 The strategic goal of the thesis was thus established, namely that of contributing to 
improving the quality of post-sale services of vehicles, finally selecting the title of the thesis as 
“Contribution to improving the quality of post-sale services for vehicles”. 
 The first part of the scientific research focused on studying the vehicle and in what way its 
features have an impact on the consumer, the ultimate customer. Subsequently, the research was 
extended to customers, to products and services consumers, by way of analyzing the methods and 
techniques for assessing customers` satisfaction. 
 The next stage of the research program was studying the systems for organizing the post-
sale services to vehicles. Thus, we identified the development opportunities particular to 
organizations` activity by improving inter and intra departmental communication and least but not 
last by creating and implementing the organizational culture necessary for increasing the 
performance level of knowledge-based organizations.  
 The ultimate subject of the research was to develop a standard for assessing the quality level 
of post-sale services of the organization providing repairing services for vehicles, a standard which 
aims to meet the requirements of automotive manufacturers and the requirements of partner 
organizations providing repairing services for vehicles.  
 The outcome of scientific research program provides solutions to organizations interested in 
improving the knowledge of the current technical-economic environment, in efficient and rational 
management of human and material resources particular to the automotive industry, in order to 
increase, in particular, the economic efficiency.  
 The study involved conducting an interdisciplinary research, the research team envisaging 
aspects particular to our country, our culture, which were studied from technical-economic 
perspective in direct correlation with the current European environment.  
 From an operational perspective, in view of achieving the objectives, the doctoral thesis was 
divided into four distinct sections nonetheless closely interdependent, approaching in order all four 
topics of particular importance, namely: quality features particular to vehicles topic, assessing 
customers` satisfaction topic, internal management of the organization providing services to ensure 
quality of the services provided to customers topic and assessing the level of quality of post-sale 
services for vehicles topic.  
 The four sections mentioned above are defined as follows: 

1. Systems and methods for analyzing the quality features of vehicles; 
2. Methods and techniques for assessing customers` satisfaction; 
3. Organizational systems of post-sale services for vehicles; 
4. Generating the assessment standard of the quality level of post-sale services for vehicles. 

The topic selected for the herein thesis addresses within the first section the following 
aspects of general fundamental concepts concerning the quality assurance and management in 
modern organizations:  

� definitions of quality and associated concepts; 
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� quality features, relations between quality concepts, statistical techniques and methods of 
control of directly and indirectly measurable features, statistical techniques and methods 
of control of attributive features (control sheet (p) control sheet (np); 

� segmentation of quality features particular to vehicles and their interdependence; 
� using statistical control in conjunction with quality features. 
The following aspects, related to concepts particular to reliability and maintainability within 

road automotive industry, were submitted for analysis and development: 
� defining reliability indicators in automotive manufacturing industry; 
� defining maintainability indicators in automotive manufacturing industry; 
� presenting and analyzing practical applications particular to reliability. 
In terms of vehicle, during the scientific research program the following aspects related to 

foreseeable quality features of vehicle systems and subsystems in accordance with tracking 
procedures of such features were submitted for analysis: 

� vehicle structure and technical features of exploiting thereof; 
� theoretical basis of vehicles failure; 
� global indicators of vehicles quality; 
� statistical control of quality and reliability in product reception. 
In the second section, which addresses the assessment of customers` satisfaction, the 

following issues related to methods and techniques for assessing customers` satisfaction were 
submitted for analysis: 

� identifying customers` perceptions on the activity of the organization providing vehicle 
services. Highlighting the current status of organization`s image on automotive market; 

� identifying customers` expectations. Establishing the essential elements for customers` 
expectations development. Segmentation criteria of automotive market; 

� determining the extent to which basic customer requirements are met; 
� identify the factors that adversely affect the development of customer-organization 

relationship and necessary measures to eliminate these factors. 
The following issues related to concepts particular to evaluation methods and techniques of 

customer satisfaction were also submitted for discussion: 
� analyzing the contribution to quality improvement through a rigorous reflection of 

customers` feedback; 
� analyzing the temperaments of organization`s staff; 
� analyzing the overall satisfaction level for organization`s customer. 
The scientific research carried further by analyzing in detail the following issues related to 

concepts particular to ensuring customers` satisfaction: 
� the scientific analysis to ensure overall satisfaction by managing customer relations in 

automotive industry; 
� professional management of customer relations within a knowledge-based organization; 
� conclusions on the analysis methods and techniques for assessing customer satisfaction; 
� statistical control of product quality and reliability in product reception. 
In the third section, which addresses post-sale services organization, the following issues 

related to organizing systems particular to post-sale services for vehicles were submitted for 
analysis: 

� defining general concepts for quality of services in automotive industry; 
� defining and analyzing monitoring indicators particular to the activity of Post-Sale 

Services department; 
� analyzing organizational structure of Post-Sale Services department. 
The concepts particular to the activity of Post-Sale Services department for vehicles were 

researched and analyzed in detail by studying the procedures which are carried through: 
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� analyzing the service procedures within Post-Sale Services department; 
� analyzing the activity of scheduling the vehicles for service in terms of ensuring the 

procedure quality; 
� analyzing the activity of receiving the vehicles in terms of ensuring the procedure quality; 
� the role of procedures guidelines and training in ensuring staff training during the service 

organization; 
� analyzing the vehicle repair activity in terms of compliance with the technical provisions of 

vehicles repairing; 
� analyzing the technical verification process and certifying the repairing’s quality  

The fourth section of the thesis addresses issues related to means of performing the quality 
assessment of post-sale services which are provided by the organization to its customers, having the 
scope of identifying an assessment standard of the quality level of post-sale services for vehicle. 

The following issues related to assessing the quality of post-sale services were submitted for 
analysis: 

� Concepts particular to the activity of post-sale services department within the organization 
providing repairing services for vehicles; 

� Ensuring the quality of higher education through partnership with employers. The purpose 
of consolidating the career students and that of employees of the organization providing 
repairing services for vehicles; 

� The importance of direct customer relations within the services organization; 
� Standards of assessing the quality of service procedures within the post-sale services 

department; 
� Managing the activity carried out by the Post-Sale Services department within the 

knowledge-based organization. Analyzing the technical verification process and certifying 
the repairing’s quality; 

� Market segmentation during the current economic environment based on quality of the 
services provided to customers; 

� The importance of permanent follow-up of performance indicators. 
One of the most important topics in managing the performance level within the organization 

providing repairing services for vehicles is the cost management.  
Therefore, the following issues regarding the concepts particular to cost management were 

submitted for analysis:  
� Identifying the requirements particular to production of items (spare parts) necessary for the 

manufacture, repair and maintenance of vehicles; 
� Particular methods of reducing costs in automotive industry; 
� Methods and techniques of cost management within the organization providing repairing 

services for vehicles. 
The intended scope of the research conducted in cost management was to identify methods 

of disposing NON QUALITY costs. 
In view of developing the standard for assessing the quality of the following researches were 

conducted: 
� Management of post-sale services quality for vehicles; 
� The influence of QUALITY NON costs on customer satisfaction; 
� Scientific analysis of the competitive advantages offered by Japanese management systems; 
� Analysis of Toyota - TPS production systems; 
� Scientific analysis of the competitive advantages offered by Toyota production system; 
� Analysis of the standard for assessing the level of quality for post-sale services provided to 

customers. 
Given the scope established as early as electing the research topic, the doctoral thesis
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summarizes the means that the services organization can manage its activity, mainly the activity of 
the organization providing maintenance and repairing service for vehicles, thus contributing to the 
increase of the post-sale services quality for vehicle and to improve the management of customer 
relations of the service organizations.  

The final conclusion obtained following the scientific research is that ensuring customer 
satisfaction together with customer service quality by service organizations are the two key 
elements that underpin progress organizations. 

The first Section is mainly aimed at analyzing the systems and methods for studying the 
quality features of vehicles. The motto selected for this section was enunciated by Vernon Sanders 
Law: “Experience is a hard teacher because she gives the test first, the lesson afterwards” 

Permanent knowledge of the requirements and expectations of internal and external 
customers of the service organization, anticipating their evolution in time, together with analyzing, 
establishing and continuous adjustment of the strategy necessary to satisfy these expectations, by 
ensuring the estimated profit, guarantees the achievement, maintenance and improvement of the 
performance level of knowledge-based organization, from both qualitative and quantitative point of 
view. 

The service industry whose business scope is vehicle repairing, the changes` dynamic is 
extremely high. Thus, without a well-defined assurance activity to support the introduction of new 
products on market, the sale itself and especially the image of products on market, can in fact be 
endangered.1 

The issue related to the establishment and development of analytical systems and methods 
of vehicles quality features was submitted to research and for detailed analysis. Vehicle 
manufacturers must redefine the criteria particular to measuring vehicles quality in direct 
connection with the concepts of the modern era. Today, more than ever, the automotive industry 
makes the difference between products and services in terms of quality thereof and last but not least 
in terms of informing the customer with respect to such. 

As pointed out in the scholarly literature, “the customers` expectations regarding those who 
provide services are clear. Customers want services to look good, be responsible, inspire safety, be 
empathetic and more than anything - to be trustworthy”. The consumers want companies to do what 
they say they will do. 2 

According to Kaizen`s principles, organizations` members must not take over, render or give 
away a failing product or service. Should an error occur, one must prevent it and stop it 
immediately.  

Upon analyzing the current economic environment, one may see certain particular 
characteristics of markets and customers in the automotive industry products and services, as 
highlighted in Figure 1.1: 

� the products and services have already become comparable; 
� the product`s life cycle is increasingly smaller; 
� the services intervals are increasingly higher. 

The differences are mainly given by the integrated solution provided by each manufacturer 
with its representatives on field. Thus, it is clear that we must turn our attention towards post-sale 
services area in order to exploit all available resources. Considering the particularities of vehicle 
repairing business, customer care should be a top priority of companies` policies. 

Failure to meet such goal triggers the failure to develop long-term relationships with 
customers. 

                                                           
1 Oprean, C., Tîtu, M., Grecu, D., Study regarding the importance of the activity of training in quality management 
within the department of post-sale services in the knowledge-based organization, 5th Balkan Region Conference on 
Engineering Education & 2nd International Conference on Engineering and Business Education 2009 LBUS, Sibiu, 
Romania, 15 - 17 October, 2009, ISI. 
2 Sevel , C., Brown, P., Customers for life, Editura Publica, Bucharest, Romania, (2009) 
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Figure 1.1 The characteristics of automotive industry 

 
 

 The quality management system was introduced to ensure all conditions necessary for 
solving in the shortest time possible, with maximum efficiency all customer requests and 
complaints. 
 “Empathy” is the keyword, which must be present in the way of thinking of all company`s 
employees, whether working in management, at the reception desk, in the workshop or in the spare 
parts supply department. All customers` complaints/claims should be treated with the utmost care, 
representing genuine sources of performance improvement.3 
 The second section is mainly aimed at identifying and detailed analysis of methods and 
techniques for assessing customers` satisfaction. For this section I chose the motto enunciated by 
Nido R. Qubein: “Treat every customer as if you were about to lose him!” 
 The knowledge-based organization must adopt a policy on quality which answers the 
following questions: 

� why is customer satisfaction important to the organization? 
� what is the level of involvement of the organization's management to ensure customer 

satisfaction? 
� is the management liable for customer satisfaction? 
� what is the concept of quality customer relationship for the organization? 
� Which are the basic principles of the organization's customer satisfaction? 

Both investors and employees of the organization want to achieve success, regardless if it is 
personal, financial or professional. The ultimate scope of a business is to gain profit by ensuring the 
satisfaction of organization`s customer. There are many people who make the mistake of believing 
that the only scope of a business is to earn more money. The members of the organization must act 
so that customers pay for the services or products provided by the organization with pleasure, 
having been convinced that they obtained what they wanted, or even more than they had expected, 
for a more than honorable price. Any successful business must primarily aim to customer 
satisfaction, the profit motive will come as a reward for the successful achievement of such aim. In 
business one knows the concept according to which the customer is always right and that business 
success depends on customer`s satisfaction. 

                                                           
3 Ţîţu, M., Oprean, C., Grecu, D., Tănăsescu Cristina, Studies and Research on Customer Complaint Management in the 
Activities of Post Sale Services within the Knowledge - Based Organization, In: Proceedings of the 5th Balkan Region 
Conference on Engineering Education & 2nd International Conference on Engineering and Business Education, 15 - 17 
October, 2009, pages 459 - 464, ISBN 978-973-739-848-2, ISSN 1843-6730, LBUS, Sibiu, Romania, 2009, ISI. 
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The conclusion is that in order to know what customers really want one must receive the 
opinion of each customer, on periodical basis, on how the organization succeeds or fails to meet 
their expectations. Thus, one can permanently improve the quality of the product and the customer 
services so that they can be satisfied. 
 In selling products or services there are two key dimensions: macro size which refers to the 
big picture and micro size which covers all current details about each situation. This can easily 
translate to effective management of customer satisfaction level on services provided by the 
organization or the sold products.4 Most organizations consider customer satisfaction managed by a 
separate department, such as a customer complaints center management similar to the one pictured 
in Figure 1.2. It is quite hard to believe that such department or team, as separate entity, can ensure 
customer satisfaction without the support of other departments within the service organization.  
 
  
 
 
 
 
 

 
 
 
 

 

 

 

Figure 1.2. Customers call center 

 

 
 However, managing a situation which led to customer dissatisfaction can take hours or even 
days, especially when the work is done by phone call, meetings or by transfer of documents 
according to which an answer is requested and expected from other departments (service, sales, 
purchasing). In all cases communication is insufficient. 
 The key to successful customer relations management is to identify solutions that ensure 
rapid exchange of information within the organization so that customers immediately receive not 
only a favorable response but also the expected solution to the request brought to the organization`s 
attention. The organization must constantly redefine criteria particular to measuring customer`s 
satisfaction in direct connection to the concepts of the modern era. 
 Permanent and continuous identification of the requirements and expectations of internal 
and external customers of the organization, forecasting their evolution in time, along with the 
integration of this information in the strategy aimed for meeting these expectations, will ensure the 
long-term partnership based on trust and mutual respect between the organization and its customers, 
building, at the same time, their loyalty. 
 In the current economic environment, the business of vehicle repair service providers is 
strongly influenced by the level of customers` satisfaction that the organization succeeds in building 
it and forwarding it to the customer. Without happy customers the organization cannot build and 
sustain a long-term partnership with the customer which is why an integrated quality management 
system must be implemented within the organization.  
This management system helps to ensure all the conditions necessary to solve in the shortest time 
possible and with maximum efficiency all requests and failures raised by customers.  

                                                           
4 Nido R. Qubein, How to Be a Great Sales Professional, Curtea Veche Publisher, Bucharest, 2010 
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 The challenge which forms the basis for building the partnership between the organization 
and its customers is that of always having empathy towards the customer, assuming that all 
customers` complaints should be treated with the utmost care, such representing the actual sources 
of improvement in service organization5. 
 The third section 3 is mainly aimed at identifying and analyzing in detail the organization 
systems of post-sale services for vehicles. The motto selected for this section was enunciated by the 
Chinese philosopher Confucius: “If what is said is not what is meant, then what must be done 
remains undone”. In general, due to its complexity, the business is unpredictable. Thus, the 
organizations` management is increasingly often put in the position to rapidly decide, under risky 
circumstances, in order to cope with the dynamic of these unpredictable changes. 
 The most important purpose of any service organization is that of meeting their customers` 
needs, while gaining the estimated profit. It is of great importance, particularly in the automotive 
industry, namely both the vehicles manufacturing industry and automotive repair service industry, 
the management of ensuring the customers` satisfaction. Information is the key to success in any 
business and organizing a company without having actual market information may generate 
confusion with serious consequences for the organization. In order to always be aware of what our 
customers really want we must follow each customer's perception of how the organization meets 
their requirements.   
 
 
 
 
 

 
 

 

 

 

 

 

 

 
Fig. 1.3 Organization`s success keys 

Source: http://www.project-management-software.biz, 10.09.2012 
 
 

Customers feed-back on the services they received within the organization should be 
considered very carefully as they are the real sources of information for improving the business of 
service organization. Organization must be very dynamic as this continuous competition will 
generate important changes on the market. In this context, only the best of the best will be able to 
survive and the good news is that this process will lead to the quality improvement of the services 
and products provided to customers. Given the current competitive environment, proper 
management of the customer communication process is important in order to ensure long-term 
partnership with customers. Customer satisfaction is difficult to obtain without ensuring the quality 
of all procedures taking place within the service organization and ensuring the quality of these 
procedures is not possible without an adequate management. Should we apply in the area of 

                                                           
5 Ţîţu, M., Oprean, C., Grecu, D., Tănăsescu Cristina, Studies and Research on Customer Complaint Management in the 
Activities of Post Sale Services within the Knowledge - Based Organization, In: Proceedings of the 5th Balkan Region 
Conference on Engineering Education & 2nd International Conference on Engineering and Business Education, 15 - 17 
October, 2009, pages 459 - 464, ISBN 978-973-739-848-2, ISSN 1843-6730, LBUS, Sibiu, Romania, 2009, ISI. 
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providing maintenance and repairing services, the concept according to which “one cannot drive 
into the future with autopilot option on”, we cannot move forward without knowing the actual needs 
of our customers and their opinion about the services provided by the organization. The winners 
will be the organizations which both in exponential times of economic expansion and in times of 
economic crisis were and remain focused on customer relations, on the partnership with customers 
in direct connection with identifying new business opportunities. 

Scientific research aims to bring to the fore, together with the company's strategic planning 
based on sustainable principles, several communication methods and techniques to help the 
organizations which have implemented a quality management system to obtain competitive 
advantage for their products and services. External communication with the customer, along with 
internal communication between organization`s departments must be conducted in impeccable 
conditions. Successful management of customer complaints ensures optimal performance of the 
partnership with the customer but customer satisfaction is hard to achieve without permanent 
quality assurance of services. 

Modern organizations based on the principles of sustainable development must provide 
employee training in the specific field of activity, in performance management field, in 
communication skills, both inside and outside the organization. 

The scientific research defines some of the situations that can be applied to the results of 
researches made as of present date with respect to the rules that govern the thinking and action ways 
of members of the service organization. In conclusion, the employees of the organization must step 
out from behind the computers and actually meet the customers, both internal customers and 
external customer, in order to establish and develop close cooperation relations. 

The forth section has as main subject matter the development of a standard for assessing the 
level of quality of post-sale services for vehicles. For this section I chose Peter Drucker`s motto: 
“Any business should be looked at in terms of final outcome, more specifically from the 
CUSTOMER`s point of view ... A business` success is not determined by the company, but by the 
CUSTOMER.” Given the particular activity in the automotive industry, the concept, according to 
which products and services are differentiated by mainly referring to their quality,6 emerges more 
obviously. 

Thus, in the repairing service industry for vehicle, the organizations performance 
monitoring, the identification and management of performance indicators are important. The new 
strategies and action plans must be carefully balanced to ensure partnership with customers (Figure 
1.4) and must also provide the ability for organizations to rapidly respond to the changes which 
occur on the overall – competitive market. 
 
 
 
 
 

 

 

 

 

 

 

 

Fig. 1.4 Customer orientation 
Source: http://touchbaseblog.com/wp-content, 07.02.2013 

                                                           
6 Ţîţu, M., Oprean, C., Grecu, D., Managing the Activity of the After Sales Departments in an Organization Which Has 
Implemented a System of Quality Management, In: Proceedings of The 7th International Conference of the Management 
of Technological Changes, code 571, 4 pages, 2011, Alexandroupolis, Greece, ISI. 
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 In the current economic environment, especially in automotive service industry, there were 
significant cutbacks in the amount of activity and therefore significant decreases of revenue from 
the sale of vehicles, the sale of spare parts and services. This situation requires immediate action in 
order to drastically reduce costs7.  
    

 
 
 
 
 
 
 
 

 

 

 

 

Fig. 1.5 Partnership between employers and higher education institutions 
Source: http://www.crucial.ro, 17.01.2013 

 
 The scientific research has identified, analyzed and concluded upon new ways to reduce 
costs which can be successfully applied in the automotive service industry. Along with the 
measures to be implemented in order to increase the turnover, ensuring the customer relationship 
stability is extremely important especially in cases where the organization failed to meet customer`s 
expectations. 
 The management of higher education institutions must focus their attention primarily on 
analyzing the employers` perception of the applied practical preparation level of high education 
graduates. 
 Successful management of the partnership between higher education institutions and 
employers (Figure 1.5) ensures the adaptation and at the same time the improvement of the 
curriculum necessary to the development of scientific research towards the applied research, in 
direct connection with the needs of employing organizations. The enrollment of organizations` 
employees in post-graduate studies programs organized within higher education institutions can 
also be ensured. Depending on their skills, the students must be guided as early as their first years of 
higher education studies so that they manage to select the right specialization and at the same time 
the work place that they really want to obtain subsequent to graduation. 
 The evolution of graduates within the employing companies demonstrate the capability of 
higher education institutions to provide comprehensive and competitive training programs in strict 
accordance with the requirements of the labor market8. 
 The situations in which the resources of higher education institutions as well as students` 
resources are wasted are not rare, due to the fact that they do not have a vision of what they want to 
do post-graduation, the students select fields of activity which, several years later, fail to meet their 
expectations or for which they do not have the skills and thus waive the school years already 
covered in order to reorient towards other specializations. 
                                                           
7 Oprean, C., Ţîţu, M., Grecu, D., Studies and Research on the Possibility of Cost Reduction within the Knowledge-
based Organizations in the European Car Industry, In: Proceedings of the International MultiConference of Engineers 
and Computer Scientists 2011, IAENG International Conference on Industrial Engineering (ICINDE'11), Hong Kong. 
8 Ţîţu, M., Oprean, C., Grecu, D., Tănăsescu Cristina, Life after Graduation: The Role of Hiring Graduates and Follow 
up Systems for the Continuous Development of Education Plans and for Improving Quality in the Higher Education, In: 
Proceedings of the International MultiConference of Engineers and Computer Scientists 2011, IAENG International 
Conference on Industrial Engineering (ICINDE'11), Hong Kong, registration number IMECS2011_1291293477, 
ICINDE_100, 5 pages, ISBN 978-988-18210-3-4, 2011, ISI. 
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In order to ensure the ongoing quality of learning process and adaptability to current 
curriculum, the higher education institutions must continuously monitor the impact of evolutionary 
trends related to the labor market and government programs for graduates. 
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2. ESSENTIAL CONCEPTS WITH RESPECT TO ENSURING AND 

MANAGING THE QUALITY IN MODERN ORGANIZATIONS 
 

  
 The main subject matter of the second chapter of this thesis is to create an ensemble image 
of quality management in service organizations in the current environment. Therefore, the chapter 
includes quality definitions and concepts related to quality products and service, the existing 
connections between concepts of quality being observed and analyzed. The next subject matter was 
to present an overview of quality features particular to modern era vehicles. In order to accomplish
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such concepts of reliability and maintainability of vehicles have been considered, these concepts 
being subsequently correlated with the requirements particular to automotive industry. 
 The research presented concepts particular to vehicles structure and their technical qualities 
of exploitation along with the methods for testing the vehicles qualities features. The end of the 
chapter presents conclusions on the vehicles qualities features. 
 The result of the scientific research program provides solutions to organizations interested in 
improving the knowledge of the current technical-economic context, efficient and rational 
management of material resources and human resources particular to automotive industry, in order 
to enhance economic efficiency. 
 The study included conducting an interdisciplinary research, the research team considering 
aspects particular to our country, our culture, studied in terms of technical – economic perspective 
in direct correlation with the current European context. 
 
 
 

3.  SYSTEMS, METHODS AND TECHNIQUES IN QUALITY 
MANAGEMENT WITHIN THE KNOWLEDGE BASED ORGANIZATION 

AND MANAGEMENT 
 

 
 The subject matter of the third chapter is to identify, analyze and present specific concepts to 
ensure the satisfaction of the knowledge-based organization ̀ s customers. 
 This chapter presents the concept of continuous improvement in direct correlation with the 
quality cost management of the organization providing maintenance services for vehicles. The main 
presented concepts are: Kaizen, Quality Circles, Deming's Cycle, Suggestions System, Just - in - 
time concept, “Quality Function Deployment” method, Analysis of Effects and Criticalities Failure 
Means (AECFM). 
 Starting with identifying the level of customer satisfaction of organization on post-sale 
services, the ways in which members of the service organizations can efficiently ensure customer 
relations management have been submitted to identification and analysis.  
 Due to cognitive dissonance, the way we, as individuals, relate to new situations that 
constantly occur can sometimes be completely different and what is extremely important, how we 
behave can sometimes be wrongly perceived by the customer even if the intentions are focused on 
meeting the customer needs. 
 In order to ensure the operational objective of this chapter, monitoring the level of customer 
satisfaction in post-Sale Service department was conducted by direct observation and by analyzing 
the database obtained by contacting customer on phone subsequent to purchasing the products or 
services based on standard questionnaires. 
 In addition, the team also used other techniques among which Brainstorming and the 5 
technical question of “Why?”. Besides the techniques mentioned in the study other two tools 
particular to strategic management were used, i.e. STEP and SWOT analysis. 
 Figure 3.1 is the graphic representation of customers` perception of the overall level of 
satisfaction on the services provided by the organization (based on questionnaire analysis). 
 The scientific research provides the organization`s management with the opportunity to be 
informed in detail about the work done in the post-sale service department and to generate 
information needed to analyze and establish measures to be implemented in order to increase 
customer satisfaction. 
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Fig. 3.1 Overall analysis of the customer satisfaction level  

 
Figure 3.2 is the graphical representation of the analysis` result of the customer satisfaction 

level obtained by telephone survey. 
 
 
 
 
 
 
 
 

 

 

 

 

 

Fig. 3.2 Analysis of feedback on customer contacts 
Source: Oprean, C., Ţîţu, M., Grecu, D., Identifying the requirements of customers in knowledge-based 

organization, Cluj-Napoca, Romania, 17-19 March, 2011 
 
Each employee and also the entire team is responsible for providing quality customer 

service. The responsibility does not fall on only those who come into direct contact with the 
customer. In order to ensure that the situations generated by the customer complaints are rigorously 
managed and lead to excellent results, the employees who discuss with customers must possess 
strong knowledge of communication techniques. In order to identify a tool which supports the 
organization to reach the objective of obtaining and ensuring customer satisfaction an applied study 
on temperaments identification is presented.  
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The temperament, means the dynamic-energetic side of personality based on the 
emergence and development of individual behavior. There are four types of temperaments (Fig. 
3.3): 

� sanguine temperament 
� choleric temperament 
� phlegmatic temperament 
� melancholic temperament  
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

Fig. 3.3 TYPES OF TEMPERAMENTS 
Source: Oprean, C., Ţîţu, M., Grecu, D., The influence of the temperaments on the performance level in the knowledge-
based organizations which implemented a quality management system, In: Proceedings of the 6th International Seminar 

Quality Management in Higher Education – QMHE 2010, code 476, 4 pages, Book II, pag. 199-202, ISBN 978-973-
662-566-4, Tulcea, 2010, ISI 

 
The tool can be used by members of the organization for both internal and external 

customers. The organization's strategy must ensure customer`s satisfaction and should not focus 
only on product or service. Local and national understanding of cultural differences is important to 
succeed in any market as a wrong approach can lead to the appearance of a negative impact on the 
image of the organization because only the satisfied customers can ensure the organization`s market 
leading quality in the future.  

 
Knowledge Organization 

The organization is a group of people working together in their own organizational structure 
to achieve common goals in order to obtain a product or service intended for a customer.9 
Innovative organization focuses its entire activity towards the customer and role of knowledge-
based organization is to protect and ensure the integration of specialized knowledge. The main 
procedures particular to knowledge management are: 

� assessing the knowledge; 
� forecasting the needs and the sources of knowledge; 
� obtaining the knowledge necessary for the development of the organization; 

                                                           
9 Oprean, C., Ţîţu, M. Quality management in knlodege-based organisation and economy, AGIR Publisher, ISBN 978-
973-720-167-6, Bucharest, 2008 
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� managing, using and developing the knowledge; 
� capitalizing the knowledge. 
The knowledge organization is an organization that effectively uses both human knowledge 

as well as developing technology based knowledge. The strategy of the knowledge-based 
organization aims primarily at innovation. Knowledge is the organization`s most important strategic 
resource while learning is organization`s most important capacity10. 
 

Overall customer satisfaction  
The concept of “customer care” is directly correlated with customer satisfaction, based on 

the objective of continuously making the customer first, anticipating his needs and desires, resulting 
in shaping services and products to meet their needs. Such shaping includes all internal and external 
procedures such as: vehicle service procedure, spare parts delivery procedure, external 
communication/networking (employee - customer) procedure as well as internal communication/ 
networking (employee - team - senior management) procedure.  

Customer satisfaction is a performance indicator that differentiates and positions knowledge 
based organization in relation to other competing organizations being influenced by the needs, 
desires, goals and culture of each individual. Overall customer satisfaction is an indicator that 
measures the extent to which an organization's products and services meet or exceed customer 
expectations. Mathematically, the overall customer satisfaction can be defined as follows:  

Ocs = Efl / El,      (3.1) 
where: Ocs means overall customer satisfaction; 

Efl - customer expectations fulfillment level; 
El - customer expectations level. 
In order to ensure the accomplishment of the organization`s objectives, this indicator should 

not be less than an unit. Customer satisfaction can be defined as an indicator that measures the 
feeling of satisfaction that customers get from an interaction with internal and external factors of the 
service organization, based on comparing the customer expectations with the evaluated service or 
product. Overall customer satisfaction is in fact a psychological state of the customer, which is 
automatically generated by the emotion associated to the confirmation or information of customers` 
expectations. Thus, the overall customer satisfaction can also be expressed depending on the 
customer expectations fulfillment level related to customer expectations level that they perceive: 

Ocs = f (Cpl-El)      (3.2) 
where: Ocs means overall customer satisfaction; 

Cpl - customer perceived level on customer expectations performance; 
El - customer expectations level. 
In turn, the customer perceived level on customer expectations performance can be 

expressed depending on several factors which are dependent on procedures shaping within the 
service organization:  

Cpl = f (Sql, Cql, Ecl, Tl)     (3.3) 
where: Cpl means the customer perceived level on customer expectations performance; 

Sql – quality level particular to service procedures management; 
Cql - quality level particular to communication of organization's members with the 

customer; 
Ecl - empathy, care level delivered to the customer; 
Tl - time spent by members of the organization to complete service interventions; 
The quality level particular to service procedures management comprises the quality level

                                                           
10 Oprean, C., Ţîţu, M. Managementul calităţii în economia şi organizaţia bazate pe cunoştinţe, Editura AGIR, ISBN 
978-973-720-167-6, Bucureşti, 2008 
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for each process, starting with the moment of scheduling services works and ending with contacting 
the customer to identify the perceived level of satisfaction about the services they received in the 
service organization. Given the above definitions we can say that overall customer satisfaction is: 

� an emotional response associated with certain services or products purchased by 
customers; 

� an emotional response caused by a cognitive evaluative process in which customer 
perceptions or beliefs about services or products, certain actions taken by members of 
the organization or certain situations are compared with customer`s personal values 
expectations, needs and desires; 

� an affective and cognitive response that is based on service or product evaluation, 
assessing consumer experience and attributes which are related to procurement 
processes; 

Overall customer satisfaction is manifested: 
� prior to receiving the service or purchased product; 
� after the customer purchases the desired product or service; 
� during the course of the purchase procedure of the desired product or service; 
� whenever the customer is requested feedback on the acquisition of the desired product or 

service. 
Overall satisfaction has a direct influence upon the customers` return intentions in order to 

purchase further products and services. In the activity of managing customers` relations, the 
customers who became loyal to the organization have a significant part, those who have chosen to 
stand by the organization each year using its products and services. Effective management of loyal 
customers` relations, those who are true partners of the organization, generates a substantial profit 
compared with customers who are not related to the organization. Organization partners should feel 
comfortable whenever they interact with the organization. 

 
 

 
4.  ORGANIZING SYSTEMS OF POST-SALE SERVICE FOR VEHICLES 

 
 
 The main subject matter of the forth chapter is to identify, analyze and present 
organizational systems for the post-sale services for vehicles in the organization providing 
maintenance services for vehicles. 
 The first part of this chapter comprises general concepts on organization quality of post-sale 
service department and concepts related quality organization, with strategic organizational role after 
sales service department. As main activity, ensuring the quality of service procedures within post-
sale service department is based on analysis of the current status related to the implementation of 
“service” procedures in the knowledge-based organization. Ensuring the quality of decision making 
process is also an important activity for ensuring continuous quality and improvement of service 
procedures. In an organization providing repairing service for vehicles, it is of high importance the 
building of a long-term strategy based on developing and strengthening partnership with customers. 
 In the current economic environment it is obvious that almost every organization faces 
difficulty choosing the most effective ways to improve their operations and their representatives 
should be extremely cautious as short term cost reduction can lead to a “long” suffering.11 In the 
process of strategic planning, the management process, which is based on management functions, 
has an important part to ensure achieving, maintaining and improving planning performance. 

                                                           
11 *** Revista CAPITAL, Decisions that make your customers go away, pag. 65-66, Ringier Romania, Bucharest, 
Romania (2009) 
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The management comprises all the steps that must be taken by a manager to achieve the assumed 
objective12. In current circumstances we must give up the reactive management and proactively act 
on permanent basis in order to exploit our managerial function of forecast. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 4.1 Management functions 

 
Within an organization providing repairing services for vehicles which has implemented a 

quality management system, the work is carried out based on its own internal legislative system. 
The analysis identified a structural standard of the legislative system for the service organization13, 
as pictured by figure 4.2. 

 

 

 

 

 

 

 

 

 

 

 

Fig. 4.2 Organization`s legislative system 

                                                           
12 Nicolescu, O., Management systems, methods and techniques for organization, Editura Economică, Bucharest, 2000. 
13 Ţîţu, M., Oprean, C., Grecu, D., Managing the Activity of the After Sales Departments in an Organization Which Has 
Implemented a System of Quality Management, In: Proceedings of The 7th International Conference of the Management 
of Technological Changes, code 571, 4 pages, 2011, Alexandroupolis, Greece, ISI. 
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The working procedures refer to the controlled documents that describe the processes. They 
define a set of actions, tasks and responsibilities in chronological order, which take place within the 
organization in order to achieve the objectives set forth by the organization`s management. 

The work instructions refer to the controlled documents of the Quality Management System 
that ensures the planned development of the activities which affect the quality of rendered services. 
Communications mean internal informative documents which transmit information to employees or 
temporary tasks and effective immediately. 

The internal notes refer to the documents which regulate or generate changes in work 
procedures, in work instructions. The internal rules of the organization refer to a set of internal laws 
which ensures its proper operation and also provides the exercise of organizational, monitoring and 
control management functions. 

The organization`s policies refer to statements of organization`s management under which 
the decisions, based on which the organization is run, are made. The analysis indicated that the 
organization's policies are structured in several directions of strategic action as shown in Figure 4.3. 

 
 

 
 
 
  
 
 

 

 

 

 

 

 

Fig. 4.3 Organization`s policies 

 
An organization, should it fails to implement a well-defined legal legislative system, it 

cannot have ongoing performance, the organization thus becoming vulnerable to pressure from both 
the external environment and the internal environment. Should a legislative system is implemented, 
the management ensures that all decisions and measures established are efficiently implemented in 
order to accomplish the objectives set forth by the organization's shareholders. 

The research analyzed the service procedures which take place within an organization 
providing repairing services for vehicles14. In order to maintain control of all procedures particular 
to vehicle repair services, the main stages of the structure of these processes must be identified, then 
each procedure must be broken down into specific activities. The members of the organization must 
ensure the quality of all procedures and actions (Fig. 4.4) which take place within the organization, 
without which it is not possible to ensure neither the progress of the organization nor the 
differentiation from the competition. One of the main objectives that the organization must achieve 
as a result of implementing the concepts of defining, improving, remodeling the service procedures 
is the provision of quality customer service by the organization and increasing their efficiency in 
order to maximize profit.  
                                                           
14 Oprean, C., Ţîţu, M., Grecu, D., Tănăsescu Cristina, Oprean Camelia, Ţîţu Mariana, A study on mapping processes in 
organizations based on acquaintances. A case study, Osaka Japan, 17-20 June 2010   
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Fig. 4.4 The service process stages  
Source: Oprean, C., Ţîţu, M., Grecu, D., Tănăsescu Cristina, Oprean Camelia, Ţîţu Mariana, A study on mapping 

processes in organizations based on acquaintances. A case study, Osaka Japan, 17-20 June 2010 
 
The scientific research demonstrated that within the post-sale services department, the 

manager's reaction speed and the employees` ability to accurately transmit information in real-time 
necessary for decision making are essential in order to achieve customer satisfaction. 

 
Fig. 4.5 Ensuring the quality of the procedures 

Source: Ţîţu, M., Oprean, C., Grecu, D. The identification of the customers’ requirements in the knowledge-based 
organization, In: Proceedings of the 1st International Conference on Quality and Innovation in Engineering and 

Management, ISBN, 5 pages, pag. 215-220, 17 – 19 March, 2011, Cluj-Napoca, Romania, 2011. 
 

The ultimate goal of defining, improving, remodeling the service procedures is the provision 
of quality customer service by the company and increasing their efficiency in order to maximize 
profit.  
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5.  COMMUNICATION METHODS AND TECHNIQUES IN ASSESSING 
POST-SALE SERVICE QUALITY 

 
The affirmation of French philosopher Claude Adrien Helvetius saying that “Nobody gives 

pains to convince when it is easier to command.” serves as motto for this chapter. 
Organizational communication is defined as a flow of information that ensures the 

functionality of the organization. Such is strongly influenced by the organizational culture existing 
within the company. According to the hierarchy of the organization, information flow is performed 
up-down, down-up or horizontal, as shown in Figure 5.1. 

 
 
 
 
 
 
 
 
 
 
 
 

 

 

Fig. 5.1 Information flow 
Source: Ţîţu, M., Oprean, C., Grecu, D., Communication techniques meant to ensure customers’ satisfaction in the 

knowledge-based organizations which have implemented a quality management system, 7rd Research/Expert Conference 
with International Participations “Quality” 2011, Neum, B&H, June 01 - 04 2011, ISSN 1512926, 4 pages, 2011. 

 
The main subject matter of chapter no. 5 was to identify the communication methods and 

techniques used to assess the quality of post-sale services. In order to achieve this objective the 
quality of internal communication within the organization was submitted for analysis and the used 
communication techniques were identified. Depending on the hierarchical level, the information 
flow within the company is done in three different ways, as shown in Figure 5.2, vertically (up-
down, down-up),horizontally or criss-crossed.  

 
 
 

 

 
 
 

 

Fig. 5.2 Types of communication 
Source: Oprean, C., Ţîţu, M., Grecu, D., The management of the quality of internal communication in a knowledge-

based organization, In: Proceedings of The 7th International Conference of the Management of Technological Changes, 
code 570, 4 pages, 2011, Alexandroupolis, Greece, ISI. 
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The research identified the determinants of customer satisfaction and barriers that may arise 

in communicating with internal and external customers (Figure 5.3).   

 

 

 

 

 

 

Fig. 5.3 Barriers in the communication with customers 
Source: Ţîţu, M., Oprean, C., Grecu, D., Communication Techniques Meant to Ensure Customers’ Satisfaction in the 
Knowledge-based Organizations Which Have Implemented a Quality Management Systems, Neum, B&H, 1-4 June 

2011. 
 The documents particular to quality assurance of maintenance activity have been identified 

and presented from a technical standpoint. The team formation process was also was analyzed, a 
process that strongly determines how internal communication may evolve. Working meetings and 
trainings are an important part of internal communication process. 

One of the actions which was carried out was to present a practical application of the rules 
of influencing the decisions in both the external environment and the internal environment (Figure 
5.4), with the help of which the customer can be influenced in making a purchasing decision or to 
address a complaint with regards to the services provided by the organization. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 5.4 Rules of influencing the decision 
Source: Ţîţu, M., Oprean, C., Grecu, D., Communication Techniques Meant to Ensure Customers’ Satisfaction 

in the Knowledge-based Organizations Which Have Implemented a Quality Management Systems, Neum, B&H, 1-4 
June 2011. 
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Quality communication can be described as an effective lever for continuous improvement 

of the services offered by the company for continuous improvement of ongoing procedures within 
the company and also to identify customers` requirements. Figure 5.5 describes the main factors 
which determine customers` satisfaction.  

 
 
 

 

 

 

 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

Fig. 5.5 Determinants of customers` satisfactions 
Source: Ţîţu, M., Oprean, C., Grecu, D., Communication techniques meant to ensure customers’ satisfaction in the 

knowledge-based organizations which have implemented a quality management system, 7rd Research/Expert Conference 
with International Participations “Quality” 2011, Neum, B&H, June 01 - 04 2011, ISSN 1512926, 4 pages, 2011. 

 
 
 
Customer satisfaction is a priority and a condition for the seller to exist, stressing the quality 

and provision of higher quality services. The care manifested for the customers of a company is a 
concept that involves the conduct of particular actions at the end of which customers are always 
satisfied, thus becoming loyal customers who return on regular basis with new requests. 

In order to ensure customer satisfaction it is required to manage the working time based on 
documents particular to service procedures. As a support activity a study was conducted on the 
working time management particular to vehicle maintenance based on the documents particular to 
company`s internal procedures. 

In order to highlight means of eliminating losses caused by delays occurred during the 
services procedures, as shown in Figures 5.6 and 5.7, a service work has been submitted for 
monitoring starting with the customer handing over the vehicle and ending with the customer taking 
over the vehicle. 
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Fig. 5.6 Service intervention time frame 
Source: Oprean, C., Ţîţu, M., Grecu, D., Oprean Camelia, The Importance of Insuring Document Quality during the 
Process of Motor Vehicle Repair, In: Proceedings of the International MultiConference of Engineers and Computer 
Scientists 2011, IAENG International Conference on Industrial Engineering (ICINDE'11), Hong Kong, registration 

number IMECS2011_1291293477, ICINDE_98, 4 pages, ISBN 978-988-18210-3-4, 2011, ISI. 

Fig. 5.7 Evolution of actual work time 
Source: Oprean, C., Ţîţu, M., Grecu, D., Oprean Camelia, The Importance of Insuring Document Quality during the 
Process of Motor Vehicle Repair, In: Proceedings of the International MultiConference of Engineers and Computer 
Scientists 2011, IAENG International Conference on Industrial Engineering (ICINDE'11), Hong Kong, registration 

number IMECS2011_1291293477, ICINDE_98, 4 pages, ISBN 978-988-18210-3-4, 2011, ISI. 
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The study revealed that the time the vehicle is in service can be reduced by 49.5 minutes, 
which means reducing customer`s waiting time by 40% while the service technician is available to 
take over a new service work by 49.5 minutes earlier. 

This demonstrates once again that each company must constantly keep under observation 
the procedures which are carried out within each department. Vehicles` repairing procedures can be 
managed the same way as production procedures by introducing Jidohka devices (which 
preventively turn off the work machine in case of anomaly occurrence), by introducing Poka Yoke 
devices (which prevents one from committing an error), by introducing Andon devices (distance-
signaling remote audio-visual electronic system) and last but not least the “pull” type production. 
 
6.  ESTABLISHING THE ASSESSMENT QUALITY LEVEL STANDARD OF 

POST-SALE SERVICES FOR VEHICLES  
 
The subject matter of sixth chapter was to develop an assessment quality level standard of 

post-sale services for vehicles. The following activities were carried out in this regard: 
� identifying and analyzing the assessment indicators of service procedures quality; 
� analyzing the management post-sales department`s activity; 
� analyzing the market segmentation within the current economic environment; 
The motto of this chapter is the stamen of the Ancient Greek great philosopher, Aristotle, 

who said that “Everything begins and ends at organization”. Considering the specific activity, the 
organizational structure of the service company must be able to ensure the resources necessary to 
achieve the set objectives but must also allow and ensure the availability for customer relationship 
management15.  

 
 
 
 
 

 
 
 
 
 
 
 
 
 

 
 
 
                           Fig.6.1 Elements of organizational structure 

Source: Ţîţu, M., Oprean, C., Grecu, D., Managing the Activity of the After Sales Departments in an Organization 
Which Has Implemented a System of Quality Management, In: Proceedings of The 7th International Conference of the 

Management of Technological Changes, code 571, 4 pages, September 1-3, 2011, Alexandroupolis, Greece. 
 
The procedures taking place in order to carry out repairing works to vehicles are graphically 

represented in Figure 6.2.  
 

                                                           
15 Ţîţu, M., Oprean, C., Grecu, D. Managing the Activity of the After Sales Departments in an Organization Which Has 
Implemented a System of Quality Management, In: Proceedings of The 7th International Conference of the Management 
of Technological Changes, code 571, 4 pages, 1-3 September, 2011, Alexandroupolis, Greece. 
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Fig. 6.2 Service procedures 
Source: Ţîţu, M., Oprean, C., Grecu, D., Managing the Activity of the Post- Sales Departments in an Organization 

Which Has Implemented a System of Quality Management, In: Proceedings of The 7th International Conference of the 
Management of Technological Changes, code 571, 4 pages, September 1-3, 2011, Alexandroupolis, Greece. 

 
The organization must appreciate any input coming from an employee.  
 
 
 
 
 
 
 
 
 

 

 

 

 

  

 

 

Fig. 6.3 Elimination of change resistance   
Source: Ţîţu, M., Oprean, C., Grecu, D., The Influence of the Management Styles on the Performance Level in the 
Knowledge-Based Organizations which Implemented a Quality Management System, In: Proceedings of the 6th 

International Seminar Quality Management in Higher Education – QMHE 2010, code 400, 4 pages, Book II, pag. 685-
688, ISBN 978-973-662-566-4 Tulcea, Romania, 2010, ISI. 

 
In order to achieve this goal it is necessary for permanent employees of the organization to 

communicate with people whose cooperation is essential for achieving the organization's vision and  
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also work to eliminate all forms of resistance to change16. It must be clear for each member of the 
organization its duties and responsibilities, its place within the team, how to act and what role it has 
to fulfill within the organizational structure. Whenever a change must be implemented, whenever a 
new strategy is desired to be implemented, the implications of these actions must be measured from 
multiple perspectives.17  

The analysis can be performed using the Balanced Scorecard tool with the help of which the 
effects of decisions to be implemented are analyzed from a financial perspective, from the 
customer`s perspective, from the employees` perspective and last but not least in terms of 
procedures (Fig. 6.4).  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 6.4 Balanced Scorecard Analysis 

 Source: Ţîţu, M., Oprean, C., Grecu, D. ,The Influence of the Management Styles on the Performance Level in 
the Knowledge-Based Organizations which Implemented a Quality Management System, In: Proceedings of the 6th 

International Seminar Quality Management in Higher Education – QMHE 2010, code 400, 4 pages, Book II, pag. 685-
688, ISBN 978-973-662-566-4 Tulcea, Romania, 2010, ISI.  

 
This tool manages to direct the management`s attention on the four perspectives mentioned 

above, acting as a link between the operational and strategic level. It is also an important support for 
decision making and an excellent filter for irrelevant information succeeding in connecting 
resources, processes and results. The assessment standard of post-sales services quality was defined 
in terms of two indicators for ensuring a long-term partnership with the customer: 

� The actual quality of the performed works/provided services. According to this 
concept, from a technical standpoint, any failure or non-compliance shall be removed on 
spot or as soon as possible in case it was impossible to prevent the occurrence of the 
failure or the non-compliance. 

� The quality as perceived by the customer with respect to the services provided by the 
organization. This concept underlies to all strategic procedures aimed at ensuring 
customer`s satisfaction. 

                                                           
16 Ţîţu, M., Oprean, C., Grecu, D., Managing the Activity of the After Sales Departments in an Organization Which Has 
Implemented a System of Quality Management, In: Proceedings of The 7th International Conference of the Management 
of Technological Changes, code 571, 4 pages, 2011, Alexandroupolis, Greece, ISI. 
17 Ţîţu, M., Oprean, C., Grecu, D. The Influence of the Management Styles on the Performance Level in the Knowledge-
Based Organizations which Implemented a Quality Management System, In: Proceedings of the 6th International 
Seminar Quality Management in Higher Education – QMHE 2010, code 400, 4 pages, Book II, pag. 685-688, ISBN 
978-973-662-566-4 Tulcea, Romania, 2010, ISI 
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The main 4 indicators to be monitored according to the assessment standard of post-sales 
services quality are as follows: 

o Productivity. This indicator is calculated as the ratio between the number of hours 
worked (productive hours) and the total working hours available (attendance) during 
a calendar month. The recommended amount of this indicator is at least 85%. 

o Efficiency. This indicator measures the extent to which service technicians are able 
to perform the repairs within the required standard time frame set by the 
manufacturers` norms. This indicator is calculated as the ratio between the total 
number of hours sold (invoiced) and the total number of hours actually worked by 
the direct productive personnel (productive hours). The recommended amount of this 
indicator is at least 100%. 

o Effectiveness. This indicator measures the extent to which service technicians are 
able to maximum exploit the working time (attendance). This indicator is calculated 
as the ratio between the total number of hours sold (invoiced) and total working 
hours available (attendance) during a month. The recommended amount of this 
indicator is at least 85%. 

o The average number of hours invoiced for each vehicle entered service. 
In order to monitor the qualitative performance in terms of customer satisfaction the 

following indicators can be used: 
� the result of CSI surveys conducted by manufacturers` representatives; 
� the result of the service organization`s feedback; 
� the result of Mystery Shoppers` visits - surveys organized by specialized companies; 
� the number of returns in service; 
� the number of complaints. 
For example, Figure 6.5 reflects the fact that the number of returns in service does not 

substantially influence the level of customer satisfaction. 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

Fig. 6.5 The correlation between customers` satisfaction and the number of returns in service 
 
The effective management by organization`s members of each case in which a vehicle is 

returned to service can transform a situation of customer dissatisfaction into a position that builds 
up a partnership with the said customer and increase customer`s confidence in the product as well as 
in the professionalism of the organization`s members. 
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7. METHODS AND TECHNIQUES OF COST MANAGEMENT WITHIN THE 
ORGANIZATION PROVIDING MAINTENANCE SERVICES FOR 

VEHICLES 
 
 The main subject matter of this chapter is to identify the main methods and techniques of 
cost management within the organization providing maintenance services for vehicles. The second 
subject matter is to scientifically analyze the competitive advantages offered by Japanese 
management systems. 
 The actions which were carried out consisted in analyzing the structure expenditures within 
the organization providing repairing services and identifying the cost reduction methods and 
techniques. It has been determined that one of the most effective methods to be used to reduce costs 
is to increase product and service quality the organization provides to customers. The research`s 
conclusion was that the main cost reduction method which can be successfully applied in any 
organization is customer loyalty. The success of an organization is based on finding new ways to 
increase the revenue because reducing costs without the sustainable insurance of increasing the 
income does not suffice for the survival of organizations unless for a short period of time. 

 
 

 

 

 

 

 

 

 

 
Fig. 7.1 Concepts particular to “continuous improvement” 

 
One has noticed that good results following the implementation of concepts particular to 

Japanese management. LEAN MANUFACTURING is a term that includes several methods that 
ensure cost savings. In order to implement LEAN MANUFACTURING, we must have a stable 
foundation upon which concepts are integrated, as pictured in Figure 7.1. 

Andon is a Japanese word that means a remote signaling system. In the current context 
Andon means an electronic audio-visual system which signalizes the operating mode of an 
equipment or operating condition of a certain process. 

Poka Yoke is a Japanese concept introduced by Shigeo Shingo. The name of this concept is 
given by two Japanese words: Poka - unintentional error and Zokeru - to avoid. This method refers 
preventing accidental errors or detecting errors before prior to their occurrence. 

The scientific research divides the customers intending to purchase vehicles into two distinct 
categories: 

• customers whose comparison criterion refers to technical performance, additional 
options; 

• customers whose comparison criterion refers to vehicle`s price, warranty period and 
other elements important in terms of cost controlling. 
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Fig. 7.2 Selection criteria in view of purchasing a vehicle 
Source: Ţîţu, M., Oprean, C., Grecu, D., Tănăsescu Cristina, Ţîţu Mariana, The scientific analysis of the competitive 

advantages provided by the production system Toyota – Just in Time, Osaka Japan, 17-20 June 2010. 
 

At the end of the chapter the competitive advantages offered by Toyota production system – 
TPS are submitted for analysis, a system which is based on implementing concepts particular to 
Japanese management. 
 

 
8. MODELING THE “SERVICE” TYPE PROCEDURES  

 
 The first subject matter of this chapter is to identify the main methods and techniques for 
modeling service procedure for continuous improvement of vehicle maintenance activity that takes 
place within post-sales service department. Each sub-procedure can be modeled within the service 
procedure as follows: 

� Vehicles scheduling. This means the activity which judiciously allocates the resources 
necessary to carry out the repairs needed for restoring the vehicle`s condition in full 
compliance with manufacturer`s specifications. The sub-procedure modeling can be 
achieved if the critical success factors listed in Figure 8.1 are effectively managed; 

 
 
 
 
 
 
 
 
 
 
 

 

 

Fig. 8.1 Critical success factors for vehicle scheduling management  
Source: Oprean, C., Ţîţu, M., Grecu, D., Tănăsescu Cristina, Oprean Camelia, Ţîţu Mariana, A study on mapping 

processes in organizations based on acquaintances. A case study, Osaka Japan, 17-20 June 2010.  
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� Vehicles reception. This means the activity of taking over the vehicle from the customer 
as per the service instructions. The moment of receiving the vehicle is when the 
customer is next to the vehicle together with the service advisor and pays attention to the 
messages communicated by the service advisor. The sub-procedure modeling can be 
achieved if the critical success factors listed in Figure 8.2 are effectively managed; 

� Diagnosis process. The correct diagnosis of faults is the element based on which 
customer satisfaction is ensured and the organizations must invest in training activities in 
order to increase employees` skill levels. By increasing the level of professional 
competence, the faults are easily identified in a relatively short time, the long-term effect 
being the increase of the organization's competitiveness and customers attraction; 

 
 
 
 
 
 
 

 

 

 

 

 

 

 

Fig. 8.2  Critical success  factors for vehicle reception management 
Source: Oprean, C., Ţîţu, M., Grecu, D., Tănăsescu Cristina, Oprean Camelia, Ţîţu Mariana, A study on mapping 

processes in organizations based on acquaintances. A case study, Osaka Japan, 17-20 June 2010.  
 

� Repairing process. The repairs should be performed only subsequently to the 
consultation with the technical documentation provided by the manufacturer. The 
professional experience of staff working in the technical departments is extremely 
important but regardless of how much experience the technicians have, the repairs 
should be performed only subsequently to the consultation with the updated technical 
documentation; 

� Interoperable inspection and final inspection. The purpose of the inspection ensures 
the quality level required for each performed intervention. The role of service team 
leaders is extremely important considering that they have to confirm the removal of all 
non-conformities raised by customers; 

� Delivering the vehicles to customers. Delivering the vehicle to customer involves that 
the service advisor to (verbally and visually) present the repair performed, a detailed 
explanation of the repair estimate, followed by the payment made by the customer for 
the performed investigations and actual deliver of the vehicle to the customer. The sub-
procedure modeling can be achieved if the critical success factors listed in Figure 8.3 are 
effectively managed; 
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Fig. 8.3 Critical success factors for vehicle delivery management 
Source: Oprean, C., Ţîţu, M., Grecu, D., Tănăsescu Cristina, Oprean Camelia, Ţîţu Mariana, A study on mapping 

processes in organizations based on acquaintances. A case study, Osaka Japan, June 17-20, 2010. 
 
 The second subject matter is to scientifically examine and identify the extent to which the 
management styles have an impact on the performance level of knowledge-based organizations 
which have implemented a quality management system. 
 
   
 
 
 
 
 
 
 
 
 
 
 
 
        
             Recommended management styles                  Non-recommended management styles 

 

 

Fig. 8.4 Management styles  
Source: Ţîţu, M., Oprean, C., Grecu, D., The Influence of the Management Styles on the Performance Level in the 
Knowledge-Based Organizations which Implemented a Quality Management System, In: Proceedings of the 6th 

International Seminar Quality Management in Higher Education – QMHE 2010, code 400, 4 pages, Book II, pag. 685-
688, ISBN 978-973-662-566-4, Tulcea, Romania, 2010, ISI. 

 
The studies identified two types of management styles - professional and non-professional 

(Figure 8.4). At the end of the chapter it is submitted for analysis an overview of the research 
conducted to identify the ways in which the mutual beneficial performance of the business
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partnerships between the service organization and its customers can be accomplished, an element 
which underlies to ensuring business excellence.  

During the course of daily activity deficiencies that may occur must be removed 
immediately, with a maximum level of involvement from both parties. Should a customer is 
dissatisfied, it is recommended to pursuit the steps described in Figure 8.5.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig.  8.5  Managing conflicting situations 
Source: Ţîţu, M., Oprean, C., Grecu, D., Ensuring Global Satisfaction According to the Management of the 

Relationship with Customers, in the Knowledge-Based Organizations which Implemented a Quality Management 
System, In: Proceedings of the 6th International Seminar Quality Management in Higher Education – QMHE 2010, code 

399, 4 pages, Book II, pag. 681-684, ISBN 978-973-662-566-4, Tulcea, Romania, 2010, ISI. 
 

Table 8.1 lists several words and phrases particular to actions made throughout the process 
of managing the situations of dealing with customers` dissatisfaction. 

                          

Table 8.1 Words and phrases used in managing conflicting situations 

Source: Ţîţu, M., Oprean, C., Grecu, D., Ensuring Global Satisfaction According to the Management of the 
Relationship with Customers, in the Knowledge-Based Organizations which Implemented a Quality Management 

System, In: Proceedings of the 6th International Seminar Quality Management in Higher Education – QMHE 2010, 
code 399, 4 pages, Book II, pag. 681-684, ISBN 978-973-662-566-4, Tulcea, Romania, 2010. 

 

Words/phrases to be used Words/phrases to be avoided 

customer`s name no 
yes it cannot be done 
you it is not our policy to do that 

thank you sorry 
I am sorry problem 
of course we do not have the time 

it is possible I`ll take care 
I appreciate lie 
I assure you you are wrong 

situation never 
your wish wait 

    
Following the actions which were undertaken, it was found that although the organizations 

which have implemented a quality management system make sustainable efforts to improve the 

Managing conflicting situations 

1. The occuring situation is carefully revised 

 4. Apologies are made for the previous error actions 

5. The final solution is found and implemented 

3. The error is aknowledged 

2. The customer`s reaction is observed 
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quality of customer service, in most cases that generated customer dissatisfaction, the customer`s 
solution to the problem was very simple, but the employees of the organization failed to correctly 
identify such wasting resources so without obtaining customer satisfaction. Some of the common 
errors that occur in customer relationship management are shown in Figure 8.6. 

 

 

 
Fig. 8.6  Common errors in “customer care” 

Source: Ţîţu, M., Oprean, C., Grecu, D., Ensuring Global Satisfaction According to the Management of the 
Relationship with Customers, in the Knowledge-Based Organizations which Implemented a Quality Management 

System, In: Proceedings of the 6th International Seminar Quality Management in Higher Education – QMHE 2010, code 
399, 4 pages, Book II, pag. 681-684, ISBN 978-973-662-566-4, Tulcea, Romania, 2010, ISI. 

 
Upon analyzing the feedback reports, it was found that customers are not always objective. 

Even if they were satisfied on the last intervention that the service had performed, some customers 
repeatedly refer to situations prior to survey, to the history of past interventions, which had 
generated discontent. These situations demonstrate once again the importance of ensuring 
continuous quality services to customers knowing that any customer dissatisfaction is remembered 
for a long time.  
 

 

 

9. CONCEPTS PARTICULAR TO POST SALE SERVICES DEPARTMENT ACTIVITY 

WITHIN THE ORGANIZATION PROVIDING MAINTENANCE SERVICES FOR 

VEHICLES IN RELATION TO EXTERNAL PARTNERS 

 
 The subject matter of this chapter is to identify ways to improve the results of the 
partnership between higher education institutions and employers in the current economic 
environment. In order to achieve the said objective the economic and legal environment was 
submitted for analysis in terms of graduate – employer. The same environment was applied to 
practical partnerships quality in terms of partnerships with employers. 

Through partnerships between universities and private organizations the students have direct 
contact with quality management systems. Thus, the students can notice the major differences 
between the organizations which have implemented a quality management system and those which 
have not considered appropriate to implement the system. The conducted research revealed that 
successful management of partnerships between higher education institutions and employers 
ensures the adaptation and at the same time the development of curriculum programs necessary to 
the expanding the scientific research towards applied research, in direct connection with the needs 
of employing organizations. Simultaneously, this partnership provides with the possibility of 
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the participation of companies` employees in post-graduation programs within higher education 
institutions. One of the relevant conclusions of this analysis is that without obtaining feedback on 
the integration and development of graduates in employing companies, the higher education quality 
cannot be guaranteed. 

The third subject matter is to identify the Standard particular to post-Sales Service 
Department in relation to external partners. As of modeling the service procedures within the 
organization providing maintenance services for vehicle, the research conducted an analysis on the 
service procedures taking place within the organization providing maintenance services for vehicle. 
In order to maintain control of all procedures particular to vehicle repair works, the main steps of 
these procedures were identified, subsequently to which each individual procedure was broken 
down into particular activities so that we can define the post-sale services department standard in 
relation to external partners. 

Figure 9.1. shows the standard of post-sales service department structure in relation to 
external partners, together with support services related to efficient management of organization`s 
customers relation. 

 
 

Fig. 9.1  The Standard particular to post-Sales Service Department 
 
In terms of the methods used, the scientific research was conducted by consulting data 

provided by the service organization. Following the data analysis, the mathematical expression of 
customer satisfaction level can be defined as follows: 

Csl = f (x1, x2, x3, x4, x5, x6, x7, x8)                (9.1) 
Where: Csl is the customer satisfaction level; 

x1 - customer satisfaction level on scheduling/reception; 
x2 - customer satisfaction level on service advisor; 

 
Customer 

 
Supply department 

 
Post-sale services department 

 
Service department 

 
Reception department 

 
Spare parts and materials suppliers 

Specialized service providers 
(subcontractors) 

Providing support to customers while 
the vehicle is in service 

 
Ensuring synchronization of service 

procedures 

 
Ensuring permanent communication 

with customers 

 
Ensuring the identification of 

customer`s requirements 



Doctoral thesis summary, Eng. Roberto Daniel Grecu 
“ Contributions regarding increasing the quality of motor vehicles' post sale services” 

 

 39

x3 - customer satisfaction level on workshop facilities; 
x4 - customer satisfaction level on service quality; 
x5 - customer satisfaction level on delivering the vehicle upon completion of service 

work; 
x6 - customer satisfaction level on customer`s feedback upon completion repairs; 
x7 - customer satisfaction level on customer`s intention to return to service; 
x8 - customer satisfaction level on recommending the service to other customers. 

With the help of MODDE software the data related to the assessment of workshop post-sale 
service for vehicles quality were processed resulting in the below graphics. Figure 9.2 shows how 
customer satisfaction is influenced by the quality of servicing and customer`s perception of service 
workshop facilities. The mathematical expression of customer satisfaction level can be defined as 
follows: 

Csl = 3801.4056-97.656*x3+18.5709*x4+0.7508*x3
2-0.4866*x3*x4+0.157*x4

2         (9.2) 
One may note that customer satisfaction reaches its highest level when the work`s level of 

quality reaches its maximum level. 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

Fig. 9.2 Correlation of customer satisfaction with quality of service work and workshop 

facilities 

 

Upon analyzing the above data, we believe that the standard for the assessment of post-sale 
services quality within the knowledge-based organization should be structured based on the 
indicators listed in Table 9.1. 

Table 9.1 Standard for the assessment of post-sale services quality 

Assessment standard for customer 
global satisfaction Assessment indicators for customer`s satisfaction 

Minimum 
Level 

General level of customer satisfaction - 
CSI 

The attitude of the service adviser 95% 

The quality of the performed service works  95% 

Contacting the customers upon repairs` completion 95% 

Customer`s intent to return to service 95% 

Recommending the service to other customers 95% 

Workshop facilities  95% 
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With the help of specialized optimization methods: Box-Wilson, linear programming 
method, Lagrange multiplier method etc., it is possible to establish certain relations expressing from 
a mathematical standpoint the customer satisfaction level in a knowledge based organization. 

 
10.  THE COST OF VEHICLE OWNERSHIP - CASE STUDY 

 
 The subject matter of the scientific research is to analyze and present elements particular to 

ownership cost in order to establish the criteria under which customers can make the purchase 
decision easier given the proper management of their budget resources and satisfaction with the 
product purchased. 

The scientific research conducted an analysis of the cost of owning a vehicle taking into 
account the actual cost of the product, the cost of using the product, exploitation and maintenance 
cost of product, cost of fueling, the influence of pollution rules and last but not least the influence of 
registration fees. In terms of methods used, the scientific research was conducted by consulting data 
provided by the vehicle manufacturers’ representatives, data available on the websites of these 
organizations and by participatory direct observation. Figure 10.1 shows the main elements of the 
cost of vehicle ownership structure. 

 
 
 
 
 
 
 
 
 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

Fig. 10.1 Factors which influence the ownership cost 
Source: Ţiţu, M., Oprean, C., Grecu, D., Analysis of the ownership cost in the current economical context in the 

knowledge-based organization, Journal of Information Technology Education: Research, ISSN: 1547 - 9714, Vol. 11 
A1, pag. 19-29, 2012 

 
Using correlation analysis the existing relations between the factors which influence the 

ownership cost and the evolution of these costs over a period of 5 years from the date of purchase of 
the vehicle were submitted to analysis. The research results were presented using graphical method. 

The analyzed values were obtained by direct measurement, the study emphasizing on the 
understanding of the basic concepts related to cost structure and synthesizing the information 
obtained from the analysis thereof.  
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From a scientific point of view, the mathematical expression of ownership cost can be 
defined as follows:   OC = PC + EC + MC       (10.1) 

where: PC is the purchase cost; 
           EC - exploitation cost; 
           MC - cost for maintaining the value required to resale. 
The mathematical expression of exploitation cost (EC) can be defined as follows: 

EC = Ic + Rc + Mc + Fc,      (10.2) 
where: Ic is the insurance cost; 
          Rc – registration cost; 
          Mc - maintenance cost; 
          Fc - fuel cost. 
 
Below there is a presentation of the data for the possession cost structure analyzed for nine 

different brands of cars with a comparative analysis of these costs. The vehicles which were 
submitted to analysis were manufactured in 2011. The manufacturers of these vehicles are both 
from the European Community and Japan (Toyota, Mazda Motor Corporation, Honda, Mitsubishi 
Motors) and the cars have similar specifications and engines. 

In order to calculate the cost of fuel, the diesel fuel price was estimated to the value of 5.5 
RON/liter. Also, specific fuel consumption was calculated taking into account the maximum power 
given by the manufacturer for urban traffic system. 

Given the traffic conditions and fuel quality, although the manufacturer does not provide for 
replacement of all filters at every service inspection, in this study the cost of maintenance includes 
replacement of air, fuel and pollen filters at every service inspection with the exception of the first 
one. 

Also, in order to have a maximum estimation of maintenance costs we deemed that the 
brake pads for front and rear axles are replaced at 60,000 km and up to a distance of 100,000 
kilometers the brake discs are replaced at least once for the front – rear axles and tires. 

The estimated cost structure of the purchase and ownership for a period of 5 years with an 
overall of 100,000 traveled km of the aforementioned vehicles is shown in Table 10.1. One may 
notice that after a period of 5 years or 100,000 km the ownership related cost of the car almost hits 
the purchase price. 

 
                                                                    Table 10.1 Vehicle ownership cost structure 

Source: Ţiţu, M., Oprean, C., Grecu, D., Analysis of the ownership cost in the current economical context in the 
knowledge-based organization, Journal of Information Technology Education: Research, ISSN: 1547 - 9714, Vol. 11 

A1, pag. 19-29, 2012 
 
 

The cost structure for 

purchasing and 

owning a car Vehicle ownership cost for a period of 5 years or 100.000 km (EURO, TVA included) 

Vehicle brand 

Mercedes-

Benz C 

Klasse  Audi A4 

BMW 318 

D Sedan 

Volkswagen 

Passat 

Ford 

Mondeo 

Toyota 

Avensis Mazda 6 

Honda 

Accord 

Mitsubishi 

Lancer 

Vehicle`s technical 

details 

Mercedes-
Benz C 

Class, 

diesel 
engine 200 
CDI, Euro 

5, 2143 

cmc, 100 
KW (136 

CP) 

Audi A4, 
diesel 

engine 2.0 

TDI, 1.968 

cmc, 100 
KW 

(136 CP) 

BMW 

318D, 
diesel 

engine 2.0 

TDI, 1.995 

cmc, 
105KW 
(143CP) 

Volkswagen 
Passat, diesel 

engine 2.0 

TDI, 1.968 
cmc, 103KW 

(140CP) 

Ford 
Mondeo, 

diesel engine 

2.0 TDCi, 

2000 cmc, 
103KW 
(140CP)  

Toyota 
Avensis,  

diesel engine 

2.0 L D-4D 

DPF, 1998 
cmc, 93 

KW(126 CP) 

Mazda 6, 
engine 2.0 

D,CD129C

E, 2184cc, 
95KW 

(129CP) 

Honda 
Accord, 
Diesel 2l 

MT, 

2199cc, 
110KW 
(150CP) 

Mitsubishi 

Lancer, 
Diesel 2l 
MT, DID 

MIVEC, 

1798cc, 
110KW 
(150CP) 

1. Purchase cost 30,988 € 32,970 € 32,984 € 27,994 € 26,400 € 22,869 € 22,890 € 27,268 € 21,493 € 

1.1. Actual purchase 
cost (vehicle`s price) 30,988 € 32,970 € 32,984 € 27,994 € 26,400 € 22,869 € 22,890 € 27,268 € 21,493 € 
1.2. Additional 
purchase cost of the 
vehicle 0 € 0 € 0 € 0 € 0 € 0 € 0 € 0 € 0 € 
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2. Exploitation cost of 

the vehicle 21,965 € 18,646 € 20,971 € 19,112 € 20,494 € 18,806 € 19,038 € 21,522 € 18,762 € 

2.1. Insurance cost  8,466 € 8,177 € 8,177 € 8,643 € 8,643 € 5,938 € 5,938 € 8,549 € 6,529 € 

2.1.1. RCA Insurance 
cost  729 € 729 € 729 € 729 € 729 € 729 € 729 € 729 € 729 € 
2.1.2. CASCO 
Insurance cost  7,737 € 7,448 € 7,448 € 7,914 € 7,914 € 5,209 € 5,209 € 7,820 € 5,800 € 

2.2. Registration cost  1,555 € 727 € 731 € 727 € 1,460 € 731 € 1,562 € 1,565 € 703 € 
2.2.1. Registration cost 
(pollution fee, 
registration fee) 405 € 306 € 310 € 306 € 310 € 310 € 412 € 415 € 282 € 

2.2.2. Annual tax cost 943 € 214 € 214 € 214 € 943 € 214 € 943 € 943 € 214 € 
2.2.3. Road tax cost (in 
Romanian “rovignetă”) 143 € 143 € 143 € 143 € 143 € 143 € 143 € 143 € 143 € 
2.2.4. Periodical 
Technical Inspection 
(PTI) Cost (every 2 
years) – 3 PTIs cost  64 € 64 € 64 € 64 € 64 € 64 € 64 € 64 € 64 € 
2.3. Maintenance cost 

(replacing brake pads, 

brake discs, tires 

included)  3,563 € 2,802 € 3,158 € 2,802 € 2,010 € 3,363 € 2,895 € 2,503 € 2,363 € 

2.4. Fuel cost  8,381 € 6,940 € 8,905 € 6,940 € 8,381 € 8,774 € 8,643 € 8,905 € 9,167 € 
3. Cost for 

maintaining the value 

required to resale (100 

€ quarterly) 2,000 € 2,000 € 2,000 € 2,000 € 2,000 € 2,000 € 2,000 € 2,000 € 2,000 € 

Overall cost for 

owning a car for a 

period of 5 years 54,953 € 53,616 € 55,955 € 49,106 € 48,894 € 43,675 € 43,928 € 50,790 € 42,255 € 

  
According to Table 10.2, one may notice that the weights of different categories of costs are 

relatively similar when compared to the overall cost of vehicles ownership for a period of 5 years or 
100,000 km. 

 

Table 10.2 Structure weight for vehicle ownership cost 

Source: Ţiţu, M., Oprean, C., Grecu, D., Analysis of the ownership cost in the current economical context in the 
knowledge-based organization, Journal of Information Technology Education: Research, ISSN: 1547 - 9714, Vol. 11 

A1, pag. 19-29, 2012 
 
 

The cost structure for 

purchasing and 

owning a car Overall weight of Vehicle ownership cost for a period of 5 years or 100.000 km (EURO, TVA included) 

Vehicle brand 

Mercedes-

Benz C Klasse  Audi A4 

BMW 318 

D Sedan 

Volkswagen 

Passat 

Ford 

Mondeo 

Toyota 

Avensis Mazda 6 

Honda 

Accord 

Mitsubishi 

Lancer 

Vehicle`s technical 

details 

Mercedes-

Benz Clasa C, 

diesel engine 

200 CDI, Euro 

5, 2143 cmc, 

100 KW 

(136 CP) 

Audi A4, 

diesel 

engine 

2.0 TDI, 

1.968 

cmc, 100 

KW 

(136 CP) 

BMW 

318D, 

diesel 

engine 2.0 

TDI, 1.995 

cmc, 

105KW 

(143CP) 

Volkswagen 

Passat, 

diesel 

engine 2.0 

TDI, 1.968 

cmc, 

103KW 

(140CP) 

Ford 

Mondeo, 

diesel 

engine 2.0 

TDCi, 

2000 cmc, 

103KW 

(140CP)  

Toyota 

Avensis, 

diesel 

engine 2.0 

L D-4D 

DPF, 1998 

cmc, 93 

KW 

(126 CP) 

Mazda 6, 

engine 2.0 

D,CD129

CE, 

2184cc, 

95KW 

(129CP) 

Honda 

Accord, 

Diesel 2l 

MT, 

2199cc, 

110KW 

(150CP) 

Mitsubishi 

Lancer, Diesel 

2l MT, DID 

MIVEC, 

1798cc, 

110KW 

(150CP) 

1. Purchase cost 56% 61% 59% 57% 54% 52% 52% 54% 51% 

1.1. Actual purchase 
cost (vehicle`s price) 56% 61% 59% 57% 54% 52% 52% 54% 51% 

1.2. Additional 
purchase cost of the 
vehicle 0% 0% 0% 0% 0% 0% 0% 0% 0% 

2. Exploitation cost of 

the vehicle 40% 35% 37% 39% 42% 43% 43% 42% 44% 

2.1. Insurance cost  15% 15% 15% 18% 18% 14% 14% 17% 15% 

 



Doctoral thesis summary, Eng. Roberto Daniel Grecu 
“ Contributions regarding increasing the quality of motor vehicles' post sale services” 

 

 43

 
2.1.1. RCA Insurance 
cost  1% 1% 1% 1% 1% 2% 2% 1% 2% 

2.1.2. CASCO 
Insurance cost  14% 14% 13% 16% 16% 12% 12% 15% 14% 

2.2. Registration cost  3% 1% 1% 1% 3% 2% 4% 3% 2% 

2.2.1. Registration cost 
(pollution fee, 
registration fee) 1% 1% 1% 1% 1% 1% 1% 1% 1% 

2.2.2. Annual tax cost 1,7% 0,4% 0,4% 0,4% 1,9% 0,5% 2,1% 1,9% 0,5% 

2.2.3. Road tax cost (in 
Romanian “rovignetă”) 0,3% 0,3% 0,3% 0,3% 0,3% 0,3% 0,3% 0,3% 0,3% 

2.2.4. Periodical 
Technical Inspection 
(PTI) Cost (every 2 
years) – 3 PTIs cost  0,1% 0,1% 0,1% 0,1% 0,1% 0,1% 0,1% 0,1% 0,2% 

2.3. Maintenance cost 

(replacing brake pads, 

brake discs, tires 

included)  6% 5% 6% 6% 4% 8% 7% 5% 6% 

2.4. Fuel cost  15% 13% 16% 14% 17% 20% 20% 18% 22% 

3. Cost for 

maintaining the value 

required to resale 

(100 € quarterly) 4% 4% 4% 4% 4% 5% 5% 4% 5% 

Overall cost for 

owning a car for a 

period of 5 years 100% 100% 100% 100% 100% 100% 100% 100% 100% 

 
The scientific research highlights that regardless of the vehicle brand that the customer 

wants to purchase, the weight of aggregate costs for vehicle ownership for a period of 5 years or 
100,000 km is relatively similar. 

In terms of cost of ownership, there are two categories which arise, namely vehicles whose 
ownership cost is over 50,000 euros (VAT included) and vehicles whose ownership cost is less than 
50,000 euros (VAT included). 

The first category includes in descending order in terms of overall cost of ownership the 
BMW, Mercedes-Benz and Audi A4. In close proximity to the first category are found Ford 
Mondeo (49,168 euros), followed closely by the Honda Accord (47,515 euros). 

The scientific research indicates once again how important it is to fully assess the costs 
before deciding to make a purchase and also the importance of the role the sales advisor has when 
identifying customer`s requirement. 

 
 
 
11.  FINAL CONCLUSIONS, ORIGINAL CONTRIBUTIONS AND 

DIRECTIONS FOR FUTURE RESEARCH 
 

 As pointed out in the scholarly literature, “the customers` expectations regarding those who 
provide services are clear. Customers want services to look good, be responsible, inspire safety, be 
empathetic and more than anything - to be trustworthy”. The consumers want companies to do what 
they say they will do.18  
 Following research which was conducted one has noticed that in terms of the vehicle`s 
quality features customers buy: 

� reliability; 
� flexibility; 
� economy; 
� user friendly; 
� comfort; 

                                                           
18 Sewel , C., Brown, P., Customers for life, pag. 63, Editura Publica, Bucureşti, 2009. 
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� contribution to personal image; 
� ongoing technical assistance in any area of geographical coverage; 
� ensuring mobility if the customer`s owned vehicle is immobilized; 
� support staff availability; 

 Analyzing the quality characteristics of the vehicle, we can express the overall quality as 
perceived by the customer in a simplified form pursuant to the following indicators: 

� delivery period of the new vehicle; 
� immobilization period in service; 
� number of returns in service; 
� number of customer complaints. 

 During the presentation of products or services we should be able to make statements of 
value by which to pass on to the customer the “BENEFITS” he obtains when purchasing the 
product or service offered by the organization. 
 Customers always want to buy an integrated package of products and services that fully 
satisfy their requirements. However, customers wish to transfer the responsibility for managing the 
operation of the product or service purchased to the seller or the service provider. 
 The future belongs to organizations which succeed to fully meet and exceed customers` 
requirements, particularly those relating to the quality of post-sales services. 
 The first part of the scientific research focused on studying the vehicle and in what way its 
features have an impact on the consumer, the ultimate customer. Subsequently, the research was 
extended to customers, to products and services consumers, by way of analyzing the methods and 
techniques for assessing customers` satisfaction. 
 The next stage of the research program was studying the systems for organizing the post-
sale services to vehicles. Thus, we identified the development opportunities particular to 
organizations` activity by improving inter and intra departmental communication and least but not 
last by creating and implementing the organizational culture necessary for increasing the 
performance level of knowledge-based organizations.  
 The ultimate subject of the research was to develop a standard for assessing the quality level 
of post-sale services of the organization providing repairing services for vehicles, a standard which 
aims to meet the requirements of automotive manufacturers and the requirements of partner 
organizations providing repairing services for vehicles.  
 The outcome of scientific research program provides solutions to organizations interested in 
improving the knowledge of the current technical-economic environment, in efficient and rational 
management of human and material resources particular to the automotive industry, in order to 
increase, in particular, the economic efficiency.  
 The study involved conducting an interdisciplinary research, the research team envisaging 
aspects particular to our country, our culture, which were studied from technical-economic 
perspective in direct correlation with the current European environment.  
 
Original theoretical and practical contributions 
 The doctoral thesis comprises a detailed analysis of the organization providing maintenance 
service for vehicles in the current economic environment aiming to identify strategies to increase 
the quality of post-sales services in direct correlation with ensuring customer satisfaction. 
 As of the introduction the features of the automotive market are presented and research 
guidelines on strategies to ensure customer satisfaction are structured. The scientific researches 
focus on identifying the techniques and methods to ensure customer satisfaction, this goal is 
considered a critical success factor for the organization providing maintenance services for vehicles. 
In the first part of the thesis the quality features particular to vehicles and the requirements 
particular to manufacturers have been defined. 
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 Chapter three comprises an overview of the concepts for continuous improvement with direct 
application in the automotive service industry. The scientific research carries further with 
presenting the methods of identifying the level of customer satisfaction for post-sales services. The 
applied section presents the SWOT, STEP analysis and the analysis of results obtained from 
processing questionnaires filled in by customers of the organization. 
 The scientific research carries further with studying temperaments, describing a practical 
application of these principles within the service organization. 
 Further on, the knowledge-based organization was defined, the overall customer satisfaction 
principles were identified, the techniques and methods of analyzing customer complaints and 
returns to service were presented. A practical guide for words and expressions used in managing 
conflicting situations was defined. 
 The scientific research continues by indicating the quality management systems related 
concepts of post-sales services for vehicles identifying the role of strategic management of the post-
sales services department. The managerial functions are presented and the extent to which they 
affect the activity of the service organization within the framework set by internal legislative system 
of the service organization. A practical guide to support services which can be offered to customers 
was presented. 
 Based on the principles of good management of post-sales services department`s activities 
the key indicators of the revenue and expenditures budget were identified and an overview was 
made on the indicators particular to monitoring the activity of head of departments. The scientific 
research continues with the analysis of the service procedures quality which carries out within post 
sales service department identifying in detail the critical success factors for each procedure and 
subprocedure. The steps to be taken to ensure efficient procedures assurance and decision-making 
quality assurance were presented. 
 The scientific research comprises practical applications regarding: the applicability of 
internal communication principles within the post-sales services department, information flow, 
delegation procedure, team building procedure, communication techniques, rules for influencing 
decisions along with the practical way the team members must interact with customers. The factors 
which influence customer satisfaction, the barriers that must be overcome in communicating with 
internal and external customers were presented, subsequently to which a practical application 
concerning the management of working time particular to maintenance services works for vehicles 
was presented.  
 Subchapter 6.1.1 presents the organization`s structure, the organization`s legislative system, 
the organization's policies and organizational chart particular to an organization providing 
maintenance services for vehicles. Performance indicators particular to spare parts service and 
trading business together with the service model for return to service analysis have been described. 
A plan for particular actions required to increase the number of hours billed per vehicle in service 
and an overview of the methods that can be applied to eliminate organization`s members resistance 
to change were presented.  
 In view of establishing the quality assessment standard for post-sales services, the concept 
particular to actual quality of the services offered by the organization together with the concept of 
quality as it is perceived by the customer were presented. Based on these concepts in a practical 
application indicators particular to quality evaluation of the service services provided to customers 
have been identified and analyzed. Subsequent to monitoring and analyzing performance indicators 
particular to service workshops an action plan was developed to be implemented in order to 
improve the quality of post-sales services. 
 Given the current economic environment, the research presents a cost analysis particular to 
activities carrying out within post-sales services department. Pursuant to this analysis particular 
methods and techniques to reduce costs within an automotive maintenance service organization 
have been identified. For the same purposes the competitive advantages offered by Japanese 
management systems were presented. 
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 Based on the critical success factors particular to automotive maintenance activity a 
standard particular to ensuring the quality of procedures which carry out within the post-sales 
service department has been identified. 
 The scientific research displays the management styles and their influence on the 
performance level of the activity of post-sales services department. In order to effectively manage 
conflict situations, the steps to be taken by organization`s members so that customer satisfaction 
and their loyalty to be generated were established. Additional expressions guide has been prepared 
by which is recommended to be used to successfully manage these situations together with an 
overview of common mistakes that are made while managing conflict situations. 
 As regards the relation between the graduate and employer modern teaching methods in 
higher education are presented, in terms of managing the partnership between higher education 
institutions and the private sector. Starting with modeling the service procedures the model for post-
sales service department in relation with external partners is presented. 
 The scientific research defines and presents a detailed analysis of the cost of ownership of a 
vehicle, followed by a comparative study of the cost of ownership for 8 different vehicle models (of 
the same class). 
 The scientific research has shown that employees who are in direct contact with customers 
are essential in ensuring overall customer satisfaction. The employees of the organization have an 
outstanding contribution in promoting the organization's image abroad, it is obvious that a special 
attention should be paid to ensure a high level of employee satisfaction. Good communication 
between internal customers generates a very pleasant atmosphere at work, which reflects positively 
on external customers. Thus the organization will be able to have more loyal customers19.  

Below we shall present some details of the main contributions pursuant to the scientific 
research: 

� Ensuring the overall satisfaction of customers 
The service organizations which do not give the due thought to customer relationship will 

survive for only a short period of time and only because of reduced competitiveness in certain areas. 
Organization's employees must be educated, motivated and well monitored so that the services 
offered to live up to customer expectations. Employees` behavior can be monitored through CSI 
(Customer Satisfaction Index) assessments or Mystery Shopping regular type assessments. 

Customers find it extremely important that all service interventions to be completed in the 
shortest time possible and without errors or omissions from treating the indicated nonconformities. 
If the subject is required to complete a return/re-entry vehicle in service for the same problem, the 
customer will certainly be deeply unhappy, in which only ensuring an excellent level of 
communication can be the solution and improve customer relationships. 

Improving communication with the customer must be one of the main concerns of each 
organization, especially if we consider that wrong choice of appropriate communication channel 
together with cognitive dissonance are the main factors that trigger conflict situations. The analyzes 
found that in many cases the customer`s request was simply to communicate effectively, especially 
to be heard. The customer must notice employee`s transparency, availability, empathy as contract 
partners to solve the arising problems. 

Given that the website it is an effective means of communication, more and more customers  
use electronic communication channels. The organization must provide the necessary information to 
customers electronically, thereby facilitating access to general information (contact details, product 
specifications, pricing, special offers, comprehensive range of offered services).  

                                                           
19 Ţîţu, M., Oprean, C., Grecu, D., Ţîţu Mariana, Communication in External Customer’s Relations within 
Organisations that have implemented a Quality Management System, In: Proceedings of the International 
MultiConference of Engineers and Computer Scientists 2011, IAENG International Conference on Industrial 
Engineering (ICINDE'11), Hong Kong, registration number IMECS2011_1291293477, ICINDE_97, 5 pages, ISBN 
978-988-18210-3-4, 2011, ISI. 
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In the management of customer relationships, the loyal customers have an important role, 
those who have chosen to stand by the organization each year using products and services offered 
by the organization. Effective management of relationships with loyal customers, those who are true 
partners of the organization, generate a substantial profit compared with customers who are not 
related to organization20. 

The modern organizations, based on the principles of sustainable development, must provide 
increasingly higher levels of development in its business scope, in the performance growth of its 
employees, in increasing knowledge and communication skills both within and outside the 
organization. 

Whatever its form, communication is an extremely complex process that must always 
provide the link between transmitter and receiver, the main objective being that transmitter to have 
its message perceived and accepted. If the organization is recognized as a leader in terms of 
competition in its field, the receiver of the message by “selective perception mechanism” would be 
easier to choose and retain the information transmitted correctly. 

Quality communication can be described as an effective lever for continuous improvement 
of the services offered by the company for continuous improvement of ongoing procedures within 
the company and also to identify customers` requirements. A key role in this process goes to the 
visionary leader, the team which he manages in order to fulfill the objectives and how the 
organization`s manager shall ensure the creation of the binder called “communication” within the 
organization. 

The organization`s managers must know the temperaments and traits of the people they 
work with, to be able to use them at their value and create a favorable environment for the 
development of communication, initiative and creativity. One of the ways in which the organization 
manages to generate to the customer a sense of belonging to the group, is editing and sending him a 
periodical publications (brochures, magazines). 

When the customer presents a situation that needs the support of the organization the 
opportunity to retain that customer occurs. Actually, the customer wants to receive solutions instead 
of suggestions and support. In these cases, the employees of the organization demonstrate empathy 
for customers, showing that they truly care about the customers and also generate future reference 
because the customer was given excellent and timely help even when it was difficult. The customer 
will remain with the perception that he can rely on organization`s employees and shall send this 
message further on the market. 

Only satisfied customers can ensure in future that the organization remains market leader. 
To achieve this strategic objective, the basic conditions are to ensure quality of products and 
services offered by the organization. In this regard, all departments in the organization must act as a 
whole. 

� Systems of managing the post-sale services for vehicles 
 One of the scientific research`s objectives was to demonstrate the importance of the role of 
proper management of the procedures taking place in the post sales services department of 
organizations providing repairing services for vehicles which have implemented a quality 
management system21. 

                                                           
20 Ţîţu, M., Oprean, C., Grecu, D., Ţîţu Mariana, Communication in External Customer’s Relations within 
Organisations that have implemented a Quality Management System, In: Proceedings of the International 
MultiConference of Engineers and Computer Scientists 2011, IAENG International Conference on Industrial 
Engineering (ICINDE'11), Hong Kong, registration number IMECS2011_1291293477, ICINDE_97, 5 pages, ISBN 
978-988-18210-3-4, 2011, ISI. 
21 Oprean, C., Ţîţu, M., Grecu, D., Oprean Camelia, The Importance of Insuring Document Quality during the Process 
of Motor Vehicle Repair, In: Proceedings of the International MultiConference of Engineers and Computer Scientists 
2011, IAENG International Conference on Industrial Engineering (ICINDE'11), Hong Kong, registration number 
IMECS2011_1291293477, ICINDE_98, 4 pages, ISBN 978-988-18210-3-4, 2011, ISI. 
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The quality of the documents drafted during the repairing procedure of the vehicle is the 
basis of ensuring the quality of the procedures which carry out within the organizations providing 
repairing services for vehicles. 

The researches have shown that providing the customers with quality services starts with the 
quality of the product which of course is provided primarily by the manufacturer. This in turn 
requires quality information from its representatives who ensures that the product is maintained on 
market. Without this feedback collected and transmitted correctly, the chances of manufacturer to 
ensure the presence on the market of quality products is minimized. 

All this information is managed through documents that are drafted during the repairing 
procedures of vehicles, from the time the customer calls to services organization and ending with 
obtaining feedback from the customer, subsequent to billing, on the quality of services and products 
it has received. 

At each stage of this complex process the value to the product and service must be also 
added. For example, in a vehicle repair workshop if the scheduling of the works is performed 
judiciously, the technicians will not work for a certain period of time or will be forced to work 
under pressure linked to failure to complete the repairs within the terms agreed with customers 
when they brought the vehicles to service. 

The role of managers at all levels in the organizational structure must be that of focusing on 
the quality of the services although they are tempted to focus more on commercial and financial 
elements that seem to generate earnings easily visible. Quality service procedures in organizations 
that have implemented a quality management system are the underlying element structure necessary 
to ensure performance levels set by the organization. 

The organization providing repair services for vehicles, the current management concept is 
based on three distinct elements, namely activities (as part of the process), human resources 
(employees who manage the procedures and comply with the actions of procedures` structure) and 
the knowledge which the workers possess or acquire them through continuous training. 

In order to have an efficient management system it is necessary for the organization to 
achieve the cohesion of organizational procedures, guidance, coordination, management and, last 
but not least, leadership. Some organizations have waived the traditional management style in order 
to make a "breakthrough management”. This is the common factor of the features that reflect the 
means of driving and assuming the management functions of the organization, for the purpose of 
initiating, supporting and promoting a culture of total quality.22 

� Managing the working time of the vehicle`s repairing based on the documents 

particular to procedures 
Pursuant to monitoring a service work, starting with handing over the vehicle at the 

reception by the customer and until delivering the vehicle back to the customer, the scientific 
research has shown the way that the losses caused by delays during the course of the service 
procedures can be eliminated. One noted that although the customer had to wait 124 minutes in 
order to retrieve the car from the service, the service technician has worked effectively only 74.5 
minutes, i.e. only 60% of the time that the customer expected completion of the service 
intervention. 

� Drafting the assessment standard of the quality level of post-sale services for vehicles 
Acquisition and successful management of service quality provided throughout the 

procedures which are carried out within the organization are essential to ensure long-term 
partnership with the customer. The organization was submitted for the analysis of the performances 
obtained pursuant to carrying out the services procedures, pursuant to which steps were 
recommended to ensure the continuous improvement of services quality. Information relating to 
customer perception of how the organization meets its requirements was also processed. In order to 

                                                           
22 Oprean, C., Kifor, C., Suciu, O., The integrated management of quality, Editura ULBS, pag. 79, ISBN 973-739-034-
2, Sibiu, 2005. 
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ensure continuous improvement of the quality of services provided by the organization one must 
constantly evaluate the results of actions taken. Thus we have the opportunity to invest in further 
developing and improving processes that generate competitive success for the organization, making 
it the current market leader. 

The ultimate goal of defining and continuous improvement of service procedures is for the 
organization to ensure quality customer service. Sales, service and supply departments must always 
work together with the strategic objective of ensuring customer satisfaction who perceives the 
organization as a whole. 

Each person in the organization is responsible for ensuring customer satisfaction. It is a very 
important aspect that cannot be left to a single compartment or worse, on account of one designated 
person. 

The final goal of the organization is achieved when the customer leaves fully satisfied with 
the quality of the service offered by the organization, satisfied on price level, impressed by the 
atmosphere in which he waited for the completion of the intervention, the special treatment enjoyed 
by all those aspects generating a positive experience that will make the customer return with 
pleasure to the service.  

� The influence of the management styles on the performance level on knowledge based 

organizations which already implemented a quality management system 
The scientific research describes the main management styles and how we can interact 

depending on the identified temperament in order to eliminate any barrier to communication. 
Managers must make sustained efforts in order for the team members to accept and treat each other 
as their personally like to be treated, meaning that they can improve the performance level and earn 
higher rewards by working together. Also, the scientific research shows how detailed knowledge of 
management styles manages to contribute to improving the quality of higher education. 

The behavioral rules can be used to motivate people in order to promote ethics, morality and 
integrity, willingness to perform on both professional and personal level. As managers, in order to 
implement effective management systems within the organization, one must take into account the 
following aspects: 

o the way we communicate, the we can coordinate activities, to manage the 
organization's resources without neglecting to obtain the feeling of acceptance 
from the employees. It is extremely difficult for a manager to be able to lead 
effectively without having a clearly defined relationship with the team he leads. 
One must early allocate the resources in order to know, to get feedback, to advise 
the team members. The manager must know what employees like, what 
motivates them, their leisure hobbies and last but not least what they really want; 

o the way we observe the achievements of the team members, the given feedback 
and especially the means of giving the feedback; 

o the way we transmit and communicate the assigned objectives and deadlines, 
their projection over time, the way we express our expectation to the team 
members; 

o one must pursuit the extend to which the code of professional ethics is observed, 
in what way the team members interact both inside and outside the organization; 

o in addition to (technical) professional development of the team members, the 
manager must also ensure the continuous development of communication skills; 

o the manager must be flexible yet he must be equidistant in the relationship with 
team members; 

o the manager must continuously develop its mentoring and coaching skills. 
It is mandatory for the manager to succeed to impose its views in such way that the team 

members act in the indicated direction and change their actions in this regard without resentment. 
The management style means all the managerial actions and behaviors initiated to coordinate team 
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activities. The scientific research presents detailed specifications related to management styles and 
how to interact with members of the organization based on management style identified. 

Knowledge-based organizations managers should encourage all employees, regardless of the 
hierarchical level, to devote themselves to the work they perform. Leadership style must be adapted 
more often and depending on the stage the team is formed and organization managers must have a 
thorough knowledge about the situational management. 

� Ensuring the overall satisfaction according to customer relationship management in 

knowledge based organizations which have implemented a quality management 

system. Overall customer satisfaction in terms of relation between supplier and 

customer. 
The doctoral thesis identified and defined the relation between supplier and customer within 

post-sales service department. The critical success factors particular to each procedure that runs 
within post-sales service department were also identified. These factors directly affect the 
establishment, implementation, maintenance and ongoing development of long term partnerships 
with the customers and the suppliers of the services organizations. 

In order to identify the influence factors acting on customer satisfaction the concept of 
overall customer satisfaction was defined. Customer satisfaction is a performance indicator that 
differentiates and positions knowledge based organization in relation to other competing 
organizations being influenced by the needs, desires, goals and culture of each individual. Overall 
customer satisfaction is an indicator that measures the extent to which an organization's products 
and services meet or exceed customer expectations. Mathematically, the overall customer 
satisfaction can be defined as follows:  

Ocs = Efl / El,      (11.1) 
where: Ocs means overall customer satisfaction; 

Efl - customer expectations fulfillment level; 
El - customer expectations level. 
In order to ensure the accomplishment of the organization`s objectives, this indicator should 

not be less than an unit..  
Conducting a mutually beneficial business partnership between service organization and its 

customers is what underpins the endurance of business excellence. However, during the daily 
activity deficiencies may occur which need to be immediately eliminated with the highest level of 
commitment from both sides23. The success of every organization is conditioned by the relationship 
which is defined by customers, maintained and continuously improved. The relationship with the 
customers is the key to ensure the development of mutually beneficial business partnership.  
 

� The role of analyzing the ownership cost in vehicle purchase management 
Pursuant to the scientific research the calculation method related to vehicle ownership was 

identified, thus being established the main lines to be analyzed when customers want to purchase a 
new vehicle. As mentioned in section 10.1, the mathematical expression of ownership cost can be 
defined as follows:   OC = PC + EC + MC       (11.2) 

where: PC is the purchase cost; 
           EC - exploitation cost; 
           MC - cost for maintaining the value required to resale. 
The mathematical expression of exploitation cost (EC) can be defined as follows: 

EC = Ic + Rc + Mc + Fc,      (11.3) 
where: Ic is the insurance cost; 
          Rc – registration cost; 

                                                           
23 Ţîţu, M., Oprean, C., Grecu, D., Ensuring Global Satisfaction According to the Management of the Relationship with 
Customers, in the Knowledge-Based Organizations which Implemented a Quality Management System, In: Proceedings 
of the 6th International Seminar Quality Management in Higher Education – QMHE 2010, code 399, 4 pages, Book II, 
pag. 681-684, ISBN 978-973-662-566-4, Tulcea, România, 2010, ISI. 
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          Mc - maintenance cost; 
          Fc - fuel cost. 
For used vehicles the cost of ownership analysis must be extended to the reports particular to 

the reliability of the vehicles. Customers should also consider the following additional information: 
the technical condition of the vehicle (vehicle verification is recommended in periodical technical 
inspection services), service history - including the history of service works performed as a result of 
road events (faults), the overall number of km made by the vehicle, the number of owners, the 
interior and exterior of the vehicle. 

It is recommended that prior to purchasing a used vehicle to have it inspected by the brand`s 
authorized service partner. 

� Managing the organization`s performance using revenues and expenditures budget  
One of the main tools used by the management of a knowledge based organization is the 

budget. Management by budgets is a management system which provides forecasting, monitoring 
and ongoing assessment activities within the organization using budgets. 

The organization is managed by profit centers which are based on management centers 
delineation in terms of objectives, revenues, expenses. Any deviation from the budget must be 
carefully analyzed in order to take necessary measures to improve performance levels. The 
scientific research shows the advantages of using the compared budgets management system against 
the disadvantages that occur when the organization uses only this management system. 

� Complaints` management 
Even if the customers are not satisfied for the moment following the occurrence of 

nonconformities in carrying out the repairing or communication procedures, they appreciate the 
professional behavior demonstrated by the organization`s members. 

Positive consequences pursuant to the occurrence of a conflict situation: 
o the customer who was initially unhappy is transformed into a loyal customer; 
o due to the fact that the customer`s confidence grew pursuant to successful 

solving of the conflict situation, it will be more tolerant in the future event of 
non-compliance situation. 

Negative consequences pursuant to the occurrence of a conflict situation: 
o the customer who is not contacted according to the terms agreed with the 

reception officer before handing over the vehicle to service, will eventually end 
up discussing with the department manager or even the General Manager; 

o customers usually want to receive a vehicle replacement when their vehicle is 
immobilized in service; 

o the customer may end trusting solely the service manager repeatedly requesting 
him the confirmation of the necessary works; 

The analyzes found that in many cases the customer`s request was simply to communicate 
effectively, especially to be heard. The customer must notice employee`s transparency, availability, 
empathy as contract partners to solve the arising problems. 

The database for these referrals is a real gold mine for the company, providing real feedback 
on the perception the customer has on the services received. 

 

Future directions of research 
Organization`s partners should feel comfortable whenever they interact with the 

organization. One of the main measures to be implemented is to provide customer loyalty programs 
to make them feel really special and important. Organization's employees must be educated, 
motivated and well monitored so that the services offered to live up to customer expectations. 

Customers find it extremely important that all service interventions to be completed in the 
shortest time possible and without errors or omissions from treating the indicated nonconformities. 
If the customer is required to complete a return/re-entry vehicle in service for the same problem, the 
customer will certainly be deeply unhappy, in which only ensuring an excellent level of 
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communication can be the solution and improve customer relationships. Customer oriented 
organization is able to predict their future behavior and to better meet their needs and expectations. 
In order to ensure a proper management and outstanding results generated by referrals of situations 
by customers, the employees who talk to customers must have extensive knowledge of 
communication techniques. 

The care for customers of an organization is a concept that involves conducting particular 
actions which customers are always satisfied with and turn them into loyal customers who return 
regularly with new requests. Customer satisfaction is a priority and a condition for the existence of 
the seller, emphasizing on quality and higher quality service offers. Each employee as well as the 
whole team is responsible for providing quality customer service. The responsibility does not fall 
only on those who come into direct contact with the customer. 

Pursuant to analyzing the outcomes of the scientific researches which represented the 
subject matter of the thesis, given the conclusions on the level of knowledge reached during this 
research, we further believe that there is the need to address the following research directions: 

� scientific analysis of how to identify customer requirements, different categories of 
vehicles (personal use vehicles, commercial vehicles); 

� scientific analysis of the cost structure of the companies producing quality vehicles; 
� identifying new ways of cooperation between higher education institutions and 

organizations working in the private sector, to ensure the necessary environment for 
innovation and the knowledge development; 

� reliability analysis of the vehicles in circulation in Romania based on information 
obtained from the analysis of periodic technical inspection reports held by the Romanian 
Auto Registry. 

By knowing what generates value for the customer, by collecting and analyzing relevant 
data and information about customers, by constantly and dynamically adopting methodologies that 
meet customer demands, the organizations are able to develop long-term relationships with 
customers that can provide benefits to all stakeholders . 
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ANNEX I – FOLLOW-UP FORM ON CUSTOMERS SATISFACTION ON SALES  
 

Sales Follow-up Form 
 

Dealer:_________________ 
 

Sales Follow-up Form 
 

Name / Customer Name: ___________________________________ Date of contact: ________________ 
Brand / Type of vehicle: __________________________________ Date of delivery: _______________ 
 
1) What do you think overall about the vehicle you purchased? 
                  disappointed/1   2   3   4   5/delighted  
Notes: ______________________________________________________________________________ 
 
2) How satisfied are you with the person who advised you to purchase _____________ vehicle? 
(Professionalism, level of professional training, attitude, availability) 
                  disappointed/1   2   3   4   5/delighted  
Notes: ______________________________________________________________________________ 
 
3) How do you asses the sale procedure? 
(First contact, initial presentation of the vehicle, test drive, delivery) 
                  disappointed/1   2   3   4   5/delighted  
Notes: ______________________________________________________________________________ 
 
4) How useful was the test drive in making your decision to purchase the new vehicle? 
(Availability of sales staff, vehicle availability, duration, route choice) 
                  disappointed/1   2   3   4   5/delighted  
Notes: ______________________________________________________________________________ 
 
 
5) Were you satisfied with the delivery procedure of the vehicle? 
(Date, time, location, duration, details) 
                  disappointed/1   2   3   4   5/delighted  
Notes: ______________________________________________________________________________ 
 
 
6) How do you asses the conditions offered by the dealer? 
(Showroom, the range of vehicles on display, customer waiting area, service) 
                  disappointed/1   2   3   4   5/delighted  
Notes: ______________________________________________________________________________ 
 
 
7) Can you make a recommendation on the improvement of the sale of vehicles? 
Notes: ______________________________________________________________________________ 
 
 
8) Would you recommend your closed persons the company and the sales advisor? 
Yes / No 
Notes: ______________________________________________________________________________ 
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ANEXA II - FOLLOW-UP FORM ON CUSTOMERS SATISFACTION ON SERVICE  
 

Service Follow-up Form 
 

Dealer:_________________ 
 

Service Follow-up Form 
Name / Customer Name: _____________________________Date of contact: _______________________ 
Brand / Type of vehicle: __________________________Date of invoicing the service work_________ 

 
 
1) What do you think overall about the scheduling service availability? 
                  disappointed/1   2   3   4   5/delighted  
Notes: ______________________________________________________________________________ 
 
2) How satisfied are you with the person who advised during the course of the service work? 
     (professionalism, level of professional training, attitude, availability) 
                  disappointed/1   2   3   4   5/delighted  
Notes: ______________________________________________________________________________ 
 
3) How would you rate the ability of service personnel to diagnose / identify fault? 
                  disappointed/1   2   3   4   5/delighted  
Notes: ______________________________________________________________________________ 
 
4) How would you rate the quality of the performed service work? 
                  disappointed/1   2   3   4   5/delighted  
Notes: ______________________________________________________________________________ 
 
 
5) Were you satisfied with the process for receiving / delivering the vehicle? 
     (date, time, details) 
                  disappointed/1   2   3   4   5/delighted  
Notes: ______________________________________________________________________________ 
 
6) How do you asses the conditions offered by the company? 
(service reception area, customer waiting area, access to services, vehicle replacement / mobile) 
                  disappointed/1   2   3   4   5/delighted  
Notes: ______________________________________________________________________________ 
 
7) Can you make a recommendation on improving the service process? 
Notes: ______________________________________________________________________________ 
 
 
8) Would you recommend your closed persons the company`s post-sale services? 
Yes / No 
Notes: ______________________________________________________________________________ 
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ANNEX III – REQUEST/COMPLAINTS REGISTER 
 

No. 

 

Date of 

receiving 
the 

request 

Customer`s identification data 

(name, phone number) 

Description of 

customer`s request 

Date of 

completing 
the request 

Notes, details 

of the 
situation 

 

      

      

 
 

ANNEX IV – ANALYSIS OF CUSTOMERS` REQUESTS 
 

Analysis of customers’ requests 
Request received by:   
   
                    Received requests   
In writing   
Via e-mail   
Via phone   
Personally delivered   
   
                    Type of request   
Warranty   
Employees` attitude   
Waiting time   
Price   
Repairing time   
Price calculation   
Non-complied promises   
Others   
Product quality   
   
                    Customer `s attitude   
Principled   
Frustrated   
Furious   
   
                    Customer `s suggestions for solution  
No suggestions   
Proposed suggestions   
   
                    Status    
Processed   
Not processed   
Completed   
   
                    Final level of customer`s satisfaction  
Very satisfied   
Satisfied   
Dissatisfied   
   
Date of proceeding with the analysis   
Date of last update   
No. of analyzed days    
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ANNEX V 
 

Table 1.  Surveys for defining the strengths and weaknesses  
     
Strengths       

1 Daring Adaptable Animated Analytical 
2 Perseverant Joyful Patient Peaceful  
3 Docile Altruist Sociable Stout 
4 Kind Self-controlled Combatant Persuasive 
5 Stimulator Respectful Reserved Capable 
6 Reserved Sensible Self-confident  Vivacious 
7 Forecast Patient Positive Initiative 
8 Firm Spontaneous Organized Shy 
9 Tidy Flexible Sincere Optimist 

10 Friendly Constant Funny Powerful 
11 Temerarious Delightful Diplomat Meticulous 
12 Gay Consistent Cultivated Confident 
13 Idealist Independent Inoffensive Cheerful 
14 Expansive Decisive Spiritual Profound 
15 Peace-maker Music lover Active Friendly 
16 Gentlemanlike Tenacious Voluble Tolerant 
17 Good listener Loyal Ruler Energetic 
18 Pleased Leader Rigorous Pleasant 
19 Perfectionist Pleasant Productive Popular 
20 Enthusiastic Bold Decent Equilibrated 
     
Weaknesses       
21 Inexpressive Faint-hearted Naughty Tiran 
22 Not disciplined Careless Apathetic Inflexible 
23 Reticent Rancorous Antagonist Tiring 
24 Scabrous Fearing Careless Single-minded 
25 Intolerant Fearful Indecisive Interruptive 
26 Ritualistic Uninvolved Unpredictable Insider 
27 Stubborn Imprudent Pretentious Hesitant 
28 Dull Pessimistic Arrogant Indulgent 
29 Immoderate Placid Bickerer Lonely 
30 Naïve Negativist Stiffed Nonchalant 
31 Confident seeker Frozen Workaholic Confident seeker 
32 Gossiper Tactless Coward Gossiper 
33 Non-organized Disorganized Demanding Depressive 
34 Stubborn Insider Inflexible Disinterested 
35 Cluttered Irascible Sorehead Manipulative 
36 Arrogant Stubborn Arrogant Suspicious 
37 Loudly Dominator Lazy  Loudly 
38 Lazy Frozen Irascible Absent 
39 Unreliable Unreliable Impassible Foolish 
40 Unstable Critical Cunning Instable 

 
 
 
 
 



Doctoral thesis summary, Eng. Roberto Daniel Grecu 
“ Contributions regarding increasing the quality of motor vehicles' post sale services” 

 

 68

Table 2. Calculating the personality score   
     
Strengths    

  
The popular  
sanguine 

The powerful  
choleric 

The perfect 
melancholic 

The quiet 
phlegmatic 

1 Animated Daring Analytical Adaptable 
2 Joyful Pushing Perseverant Peaceful 
3 Sociable Stout Altruistic Docile 
4 Persuasive Combatant Kind Self-controlled 
5 Stimulator Capable Respectful Reserved 
6 Vivacious Confident  Sensible Undemanding 
7 Initiative Positive Forecasting Patient 
8 Spontaneous Firm Organized Shy 
9 Optimist Sincere Neat Flexible 

10 Funny Powerful  Constant Friendly 
11 Charming Temerarious Meticulous Diplomat 
12 Gay Secure on oneself Cultivated Consistent 
13 Cheerful Independent Idealist Harmless 
14 Expansive Decisive Profound Spiritual 
15 Friendly Active Music lover Peace-maker 
16 Voluble Tenacious Gentlemanlike Tolerant 
17 Energetic Leader Loyal Good listener 
18 Pleasant Ruler Rigorous Pleased 
19 Popular Productive Perfectionist Pleasant 
20 Enthusiastic Bold Decent Equilibrated 

         
Overall - Strengths 

Weaknesses    

  
The popular  
sanguine          

The powerful  
choleric 

The perfect 
melancholic 

The quiet 
phlegmatic 

21 Naughty Tiran Faint-hearted Inexpressive 
22 Not disciplined Careless Inflexible Apathetic 
23 Tiring Rancorous Antagonist Reticent 
24 Reckless Single-minded Scabrous Fearful 
25 Interruptive Intolerant Fearful Indecisive 
26 Unpredictable Insider Ritualistic Uninvolved 
27 Imprudent Stubborn Pretentious Hesitant 
28 Indulgent Proud Pessimist Dull 
29 Immoderate Bickerer Lonely Unimpressed 
30 Naïve Stiffed Negativist Nonchalant 
31 Confident seeker Workaholic Frozen Restless 
32 Gossiper Tactless Susceptible Coward 
33 Non-organized Demanding Depressive Skeptic 
34 Stubborn Inflexible Insider Disinterested 
35 Cluttered Manipulative Irascible Sorehead 
36 Arrogant Obdurate Suspicious Slow 
37 Loudly Dominator Solitaire Lazy 
38 Lazy Irascible Skeptic Absent 
39 Unreliable Foolish Revengeful Impassible 
40 Unstable Cunning  Critical Compromiser 

         
Overall - Weaknesses 
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ANNEX VI 

 
 

Annex VI - Service – call center services feedback survey Score (1 - 5) 

Was the service staff helpful in relation to you?   
Are you satisfied with the quality of work performed?   
Were you promptly served according to the agreed deadlines?   
Do you deem that the final price justifies for the quality the work done?   

 
 
 
 

ANNEX VII 
 
 

Annex VII - Service - reception services feedback survey  Score (1 - 5) 

Was the service advisor helpful in relation to you?   
Do you deem that service technicians are well trained in terms of 
profession?   
Were you promptly served according to the agreed deadlines?   
Is the final price higher than the service advisor originally estimated?   
Are you generally satisfied with the services of our organization?   

 
 
 

ANNEX VIII 
 

 

Annex VIII- hotel services feedback  Score (1 - 5) 

Details on room: cleanliness, amenities, features   
Details on table service/breakfast: clean, variety, quality, 
friendship/courtesy   
Details on reception: friendship, enthusiasm, courtesy, availability, empathy   
Bar service: friendship, courtesy, quality of beverages, variety of beverages   
What brings you here at the hotel? Personal, business   
It is the first time you stay with us / our hotel?   
What can we improve – your suggestions?   
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ANNEX IX – Happy birthday letter template for customer`s birthdays 
 
 

Dear Mr. Mircea Ionescu, 
 

We would like to express our most sincere wishes for your birthday and thank you for being 
our business partner! 
 

It is a special day for you, and we want to contribute to this event by giving you a voucher 
as a gift which is valid until the end of this year, based on which you will receive a 50% discount on 
service intervention related labor of your choice 
 

It is an honor for us to be your business partner. 
 
We wish you a Happy Birthday, health and fulfillment alongside your loved ones! 

 
 

General Manager, 
 
 
ANNEX X – Thank you letter template for the partnership between the company and customers 
 

 
Dear Mr. Mircea Ionescu, 

 
We owe the partnership with our customers the development of our company, to whom we 

always provide with services of the highest standards of professionalism and quality. 
In everything we do we are guided by a key principle “respect for our partners.” 
We would like to pleasurably surprise you by offering you more gift services such as: 

exchange car during inspection periods, wireless internet connection for your notebook, Internet 
Cafe equipped with the latest generation notebooks, children playground and last but not least the 
possibility to drive and test the latest car models. 

Should you want to wait while the service intervention necessary for your vehicle is 
completed, you can enjoy the facilities of specially designed waiting areas within our company. 

It is an honor for us to be business partners and we want to reward your choice by giving 
you a voucher as a gift, which is valid until the end of this year, based on which you will receive a 
25% discount on service intervention related labor of your choice. 

 
Thank you for choosing to be our partner and we are looking forward for seeing you! 

 
Sincerely, 
General Manager,       Post-Sales Services Manager, 


