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Abstract

This project aims to identify the major factors influencing customer adoption and retention at Hitech Motors
Authorized Dealer Pvt. Ltd. Using a structured quantitative approach, primary data was gathered from 203
respondents through surveys. The study employed various statistical tools such as descriptive analysis to
understand customer demographics and satisfaction levels, chi-square tests to examine associations between
variables like gender and perception, correlation analysis to identify relationships among satisfaction, trust, and
loyalty, and factor analysis to uncover the underlying dimensions of customer perceptions. Results indicate that
customers generally hold favourable views regarding product quality and brand trust. However, areas like
service responsiveness and product range need improvement. Despite weak correlations among variables, factor
analysis revealed that multiple independent drivers such as service quality, engagement, and product
satisfaction—collectively impact customer loyalty and retention. The study recommends strategic
enhancements in customer service, personalized communication, and product portfolio expansion to build long-

term customer relationships and competitive advantage.
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Introduction

This study investigates the key factors influencing customer adoption and retention at Hitech Motors Authorized
Dealer Pvt. Ltd. In a competitive automotive market, success depends on both product quality and strong
customer relationships. The research uses a quantitative survey of 203 respondents to analyse customer
perceptions of service, product quality, brand trust, and engagement. Statistical tools such as descriptive
analysis, chi-square tests, correlation, and factor analysis were applied. Results highlight overall positive
perceptions but suggest improvements in service responsiveness and product variety. The study aims to offer

strategic recommendations to enhance customer loyalty and business growth.
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Literature review

The reviewed studies cover a broad spectrum of themes including technological innovation, customer behavior,
sustainability, and strategic marketing—each offering insights relevant to improving customer adoption and

retention in the automotive and service sectors.

Gupta & Kushwaha (2025) Explored blockchain adoption across Indian industries using the Best-Worst
Method. Identified 26 key drivers grouped under five categories. Found retail, banking, and healthcare as top-

priority sectors for blockchain use to improve operational efficiency and transparency.

Urs (2025) Investigated circularity in EV traction motors through remanufacturing of NdFeB magnets.
Identified design limitations, lack of reverse logistics, and weak economic incentives as major barriers.

Recommends systemic reforms for better end-of-life recovery.

Harichandan et al. (2025) Applied the SAP-LAP model and paradox theory in green hydrogen supply chains,
emphasizing predictive maintenance and supply chain optimization for enhanced performance and

sustainability.

Zhang et al. (2025) Studied Al adoption in managerial accounting. Identified organizational and individual-

level enablers and barriers. Provided insights on how firms integrate Al into financial decision-making.

Mahdi (2024) Examined luxury car dealerships' marketing strategies for promoting ADAS features. Found that

personalized demos are more effective than digital promotions for customer engagement.

Thomas (2024) Analyzed sales executives’ perceptions of incentive systems at BRD Car World. Found

demographic variations in satisfaction and motivation, influencing job performance and retention.

Gupta, S. (2024) Discussed India’s energy dependency and the need for renewable integration, especially in

transportation. Emphasized the urgency of reducing fossil fuel reliance through strategic energy reforms.

Akshay, A. R. (2024) Investigated consumer purchase decisions for Yamaha two-wheelers. Key drivers

included price, product quality, brand image, lifestyle, and after-sales service using a mixed-method approach.

Whitaker (2023) Explored generational preferences in digital automobile purchases. Highlighted trust and

digital marketing as critical factors. Noted that digital-native cohorts are more likely to buy vehicles online.

Agrawal & Sharma (2023) Evaluated inbound digital marketing in the two-wheeler segment post-COVID.
Noted digital disparities across demographics and proposed personalized content strategies to improve

engagement.

Pawar et al. (2023) Discussed EV adoption in India driven by environmental and geopolitical concerns.

Recommended policy support and infrastructure development to boost adoption.
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Turienzo et al. (2023) Analyzed how CAVs (Connected and Autonomous Vehicles) disrupt mobility business

models. Suggested data management and digital platforms as key for future mobility success.

Nigam et al. (2022) Investigated blockchain’s role in trust-building in pre-owned car markets. Proposed a

conceptual framework using trust-based marketing to reduce information asymmetry.

Vitolo (2022) Studied the influence of digital features on perceived vehicle value. Emphasized the rising

significance of smart vehicle technologies in shaping customer preferences.

Moualawtoua (2022) Explored survival strategies of small car dealerships in the U.S. Found customer

satisfaction, internet marketing, and skilled staff as core components of long-term success.

Wang et al. (2022) Conducted an SLR on integrating cloud computing with ITIL practices. Identified challenges

in aligning traditional service delivery with modern cloud frameworks.

Dokmai (2021) Proposed a circular economy model for Thailand’s automotive sector. Used Push-Pull-Mooring

theory to analyze remanufacturing behavior and Structural Equation Modeling for insights.

Mew & Millan (2021) Examined mobile wallet adoption in the UK using a mixed-method approach. Security,

reliability, and trust emerged as critical for technology acceptance.

Shareeda et al. (2021) Evaluated EV adoption in Bahrain. Found consumer awareness and government

incentives as key drivers, while poor charging infrastructure remained a barrier.

Ben Yahya et al. (2021) Reviewed literature on reverse supply chains in mobile phone recycling. Advocated

for strategic RSCM to tackle rising e-waste challenges.

Pisitsankkhakarn & Vassanadumrongdee (2020) Explored remanufactured product adoption in Thailand

using TPB and SEM. Found that attitudes and social norms influence purchase intentions in emerging markets.

Jaworski et al. (2020) Introduced market-driving strategies categorized into four models. Presented a seven-

step framework for firms to lead functional market transformations.

Forge & Vu (2020) Outlined considerations for 5G adoption in developing nations. Focused on regulatory

strategies, ecosystem development, and industry readiness.

Vaidyanathan & Rabago (2020) Highlighted the role of Customer Success Managers (CSMs) in subscription-
driven industries. Emphasized delivering customer outcomes through active engagement and continuous value

creation.
Research Gap

Despite extensive research on customer satisfaction and loyalty across the automotive and service sectors, there

exists a limited exploration specific to customer adoption and retention within individual dealership
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environments in the Indian context. While global studies highlight technological influence, service quality,
and brand engagement, localized data on factors like responsiveness, product range, and dealership-
customer interaction at Hitech Motors is scarce. The gap lies in identifying the micro-level factors that drive
repeat customer behavior and loyalty in an authorized dealer setting, using quantitative methods and

statistical modelling.
Need for the Study

Customer retention is more cost-effective than acquisition, and in a saturated automobile market,
understanding what drives customer loyalty is essential. As competition increases, dealerships must focus

on personalized service, post-sale experience, and trust-building mechanisms. This study is essential to:

. Analyze customer perception towards Hitech Motors’ offerings.

. Identify operational areas that need enhancement to improve retention.

. Support strategic decision-making for service excellence and growth.

. Address an empirical gap in Indian dealership-level studies using data-driven insights.
Research Methodology

1. Research Design

The study adopts a descriptive and analytical research design to assess customer behavior and the influence
of various factors on adoption and retention. It is based on quantitative research using a structured

questionnaire.
2. Data Collection

. Primary Data: Collected from 203 customers of Hitech Motors using a structured survey with

both closed and Likert-scale questions.

. Secondary Data: Derived from journals, articles, websites, and industry reports related to

customer behavior and retention strategies.

Objectives of the Study
. To identify key factors influencing customer adoption and retention at Hitech Motors.
. To analyze customer perception regarding service quality, product satisfaction, trust, and
engagement.
. To examine the relationship between various demographic factors and customer loyalty.
. To provide strategic recommendations to improve customer engagement and retention.
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3. Period of Study

The research was conducted over a 2-month period, during which survey design, data collection, analysis, and

interpretation were carried out.

4. Tools for Analysis

. Descriptive Statistics: For summarizing customer demographic and perception data.

. Chi-Square Test: To test the association between categorical variables such as gender and
opinion.

. Correlation Analysis: To measure the strength of relationships between customer satisfaction,

trust, and loyalty.

. Factor Analysis: To identify underlying variables or latent constructs influencing retention

behavior.
5. Data Analysis Methods

The collected data was coded and analyzed using Microsoft Excel and SPSS. The following methods were

applied:
. Frequency and percentage analysis for demographic profiling.
. Cross-tabulation and chi-square tests for variable association.
. Pearson correlation to assess inter-variable relationships.
. Exploratory factor analysis (EFA) to group key influencing variables into components.

6. Scope of the Study

. The study is limited to Hitech Motors Authorized Dealer Pvt. Ltd.
. It focuses on existing and potential customers who have interacted with the dealership.
. The findings are specific to customer behavior and preferences in the Indian automotive

dealership segment.
. Insights can help in formulating dealership-specific retention and engagement strategies.
7. Limitations of the Study
. The study is restricted to a sample size of 203 respondents, which may limit generalizability.

. Geographical limitation as it focuses on one dealership.
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. Data is self-reported, which could introduce bias or inaccuracy.

. The dynamic nature of the automotive market and customer preferences may limit the long-

term relevance of the findings.

Chi-Square Analysis

Table Chi-Square
Tested Statement / Variable p-value Significance
No. Value
‘ 1 |[Gender x Age 0.841 0.933 Not Significant ‘
‘ 2 ]|Gender x Occupation 5.324 0.378 Not Significant ‘
‘ 3 |[Satisfaction with Product Quality |[2.001 0.736 Not Significant ‘
‘ 4 ]|Reliable & Dependable Services ||4.492 0.343 Not Significant ‘
Purchasing Process Meets
5 2.366 0.669 Not Significant
Expectations
‘ 6 |[Value for Money 8.249 0.083 Borderline ‘
‘ 7 ||Overall Experience Positive 2.365 0.500 Not Significant ‘
‘ 8 ||Loyalty Towards Hitech Motors |{0.999 0.802 Not Significant ‘
Will Recommend to
9 2.877 0.411 Not Significant
Friends/Family
Product Quality Influences
10 5.901 0.207 Not Significant
Purchase Decisions
Trust in Consistent Service &
11 7.081 0.215 Not Significant
Product Quality
Repeat Purchases Encouraged by
12 0.712 0.870 Not Significant
Relationship

© 2025, IJSREM | www.ijsrem.com DOI: 10.55041/IJSREM51447 | Page 6


http://www.ijsrem.com/

47 2y,
R
@ﬁ“‘ ) International Journal of Scientific Research in Engineering and Management (IJSREM)

W Volume: 09 Issue: 07 | July - 2025 SJIF Rating: 8.586 ISSN: 2582-3930
Table Chi-Square
Tested Statement / Variable p-value Significance
No. Value

Satisfaction with Customer
13 7.336 0.197 Not Significant
Service Responsiveness

14 ||Issue/Concern Resolution 2.353 0.671 Not Significant

15 ||Ease of Contact for Service 3.229 0.358 Not Significant
Customer Service Meets

16 11.337 0.023 Significant
Expectations

17 ||Customers Feel Valued 4.961 0.175 Not Significant

Product Offerings Meet Personal

18 10.732 0.030 Significant
Needs

19 ||Keeps Up with Market Trends 2.827 0.419 Not Significant

20 ||Listens to Customer Feedback 7.215 0.125 Not Significant

21 ||Product Range is Satisfactory 2.609 0.625 Not Significant

Understands &  Anticipates
22 0.284 0.991 Not Significant
Customer Needs

. Most variables (20 out of 22) show no significant association between gender and customer
perceptions, indicating similar responses from males and females across various service and product

quality metrics.

. Customer Service Meets Expectations (Table 16) The only customer service-related factor
where gender shows a statistically significant difference (p = 0.023). This implies perceptions vary
between male and female respondents, possibly indicating a gender-specific gap in expectations or

delivery.
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. Product Offerings Meet Personal Needs (Table 18) Also statistically significant (p = 0.030),
suggesting that different genders perceive the suitability of product offerings differently. This could

reflect varied preferences in models/features.

. Borderline Case: Value for Money (Table 6) — p-value (0.083) is close to significance. While
not statistically significant, it indicates a potential difference in how male and female customers

evaluate pricing vs. perceived value.

. General Insight: Despite a few significant or borderline results, the overall trend shows gender

does not majorly influence customer satisfaction, loyalty, or perception for most attributes at Hitech

Motors.
FACTOR ANALYSIS
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 481
Approx. Chi-Square 287.698
Bartlett's Test of Sphericity|df 253
Sig. 066
Fac
_ Factor _ )
tor ||Factor Name Factor Variables Correlation Insights
Score
No.
Shows slight negative
) correlation (-0.23 to -0.17)
Customer - Customer Retention - 3321 ) ) S
) ) ] ) : with satisfaction, indicating
1 ||Relationship & Customer Relationship ‘
' _ that loyalty may be influenced
Retention - After-Sales Services
by external factors beyond
satisfaction alone.
5 Service Quality & - Prompt Response - 5874 Displays moderate positive
Responsiveness Service Quality - ' correlation (~0.15 to 0.17)
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Fac
. Factor _ )
tor ||Factor Name Factor Variables Correlation Insights
Score
No.
Problem Solving - with overall satisfaction,
Responsiveness suggesting that responsive
service boosts customer
perception.
Weak to no correlation with
- Brand Trust - ‘ ‘
loyalty or satisfaction, but
Brand Image & Customer Engagement ) _
3 o o ~]2.105 ]|essential for shaping brand
Communication - Communication with ) S
perception and building initial
Staff
trust.
Positively aligned with
- Satisfaction with customer experience, but
A Customer Service - Timely | 664 displays low correlation with
Satisfaction Vehicle Delivery - . loyalty, suggesting satisfaction
Staft Behavior does not always lead to
retention.
Slight positive correlation
o - Fair Pricing - Vehicle (~0.04) with understanding of
Pricing & Product o o
5 Model Availability - 1.309 [Jcustomer needs; indicates
Appeal .
Product Features product appeal is relevant but
not a strong driver of loyalty.
Interpretation

The correlation analysis highlights how different factors influence customer satisfaction and loyalty at Hitech

Motors.

Factor 1: Customer Relationship & Retention has the highest factor score but shows a slight negative
correlation with satisfaction. This suggests that although relationship-building and after-sales efforts are

prioritized, they may not directly translate into customer loyalty, implying that other emotional or external

factors influence retention.
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Factor 2: Service Quality & Responsiveness shows a moderate positive correlation with overall satisfaction.
This indicates that quick responses, dependable service, and effective problem-solving are key satisfaction

drivers, reinforcing the need to enhance frontline service operations.

Factor 3: Brand Image & Communication presents weak correlations with loyalty or satisfaction but

remains vital in establishing trust and customer engagement, especially during early brand interaction stages.

Factor 4: Customer Satisfaction is positively aligned with overall customer experience but does not
strongly correlate with loyalty, emphasizing that even satisfied customers may not always return—possibly

due to competition or unmet expectations in other areas.

Factor 5: Pricing & Product Appeal shows a slight positive correlation, indicating that while fair pricing

and vehicle features matter, they are not decisive in building long-term loyalty.

Findings

l. Moderate Customer Service Responsiveness & Issue Resolution: Customers reported only
moderate satisfaction with how quickly and effectively their concerns are addressed, highlighting a need

for faster and more reliable support.

2. Product Range Does Not Fully Meet Personal Needs: Some customers feel that the vehicle
models and features offered by Hitech Motors are limited and do not completely align with their specific

preferences.

3. Weak Correlation Between Key Service Variables: The correlation analysis indicates weak
relationships among satisfaction, loyalty, and service quality, suggesting that multiple independent

factors influence customer perception.

4. High Trust and Positive Relationship Perception: Customers generally trust Hitech Motors

and believe the brand builds strong, positive relationships a key strength in its service delivery.

Suggestions
l. Improve Customer Service Responsiveness
o Train staff to respond more quickly and accurately.
o Implement digital support tools (e.g., chatbots, 24/7 helpline).
o Monitor and reduce resolution time through regular audits.
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2. Expand Product Variety and Customization
o Introduce new models to cater to niche demands.
o Offer more customizable options to enhance personal relevance.
) Gather and act on customer feedback regarding unmet needs.
3. Develop a Multi-Factor Engagement Strategy
) Address satisfaction, service quality, pricing, and communication simultaneously.
) Use segmented marketing to engage different customer types.
o Integrate feedback into continuous improvement initiatives.

4. Leverage Trust to Build Loyalty Programs

o Launch referral and loyalty reward schemes.
o Personalize engagement through regular customer check-ins.
o Maintain consistent communication to strengthen emotional connections.

Conclusion

The study concludes that Hitech Motors enjoys a generally positive customer perception, marked by strong
trust, product quality, and relationship-building. However, moderate satisfaction with responsiveness, issue
resolution, and personalization indicates areas for improvement. The weak correlation between customer
perception variables suggests the need for a broad, integrated strategy. To maintain and enhance its market
position, Hitech Motors should focus on improving service responsiveness, expanding its product range, and
deepening personalized customer engagement—efforts that can boost satisfaction, loyalty, and long-term

competitiveness.
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