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ABSTRACT
The products of cars, compared with houses, are high value products. The sale profits of a new car are extremely low due to the
price preference of customers, which determines the sale factors. Such phenomenon has made the profit source of enterprise change
from the new car sale to the after- sale service. The additional value can be produced through the variation of the service process.
This can raise the satisfaction of customers, and then create special and irreplaceable competitive advantages. Thus, it becomes
imperative that the company understands the needs and demands of customers. What is to be replaced and to be implemented
become the key elements that are crucial to the operators of the car maintenance service center. The above is also worthy of being
further discussed. Daniel, R. D. first proposed the concept of Key Success Factors (KSF), also called Critical Success Factors, CSF),
in 1961. This concept illustrates that most industries must possess three to six KSF, which determine whether an industry would be
successful. The more successful the KSF are maintained, the more customers a company can keep. This research tries to use the
analysis of Key Success Factors to discuss the procedure of the maintenance service in the car company. The improvement of the key
procedure draws the following conclusions: 1 . The customer recognition of key service procedure will influence their evaluation and
satisfaction toward the service providers. 2. The service procedure has to be on the premise of practicality and credibility, and in
turn, satisfaction can be achieved. The service quality should also be standardized. 3. The supervisor follows the service procedure
standards. However, the customer might not agree on the service. 4. Appropriate communication and interaction can reduce the
obstacles in between the company’ s implemented policy and the customer’ s misconception. 5. Through the appropriate
management system, the service quality can be accumulated and controlled.

Keywords : key success factors ; car maintenance industry ; service guality ; NISSAN

Table of Contents
[ PPN HOOOO e, VOODO e viid O d
O e VIO OO o X O OO e xidooood
O e 100000000000000 .. 100000000000000 .. 40000
0000000000 .. 50000000000000000 ... 700000000DOO00DOOd
[ O 000000000 wiiiiieeeeieeeeens 000000 o00dooonoooan...... moooooooo
O00000. .. WBOO000000000 1500000000000 .. 21000
O00000 . 00000000000 e, 0000000000000 e 31
O0000000000 . JBOOOOO0O0D000DO e, 400000000NCOOODOODOO
oa........ A00000000000000000A0......... A00000000000000000 ... 520000
Od0odoodoboooooodo..ssiooooooooooooood........... e300 00000oOooOoa
O000000000.670000000000 iiieeeiieeens 00000000000 e 690000
O00o00oododn ... N0000000000000 ... TLOOODO e, 720
0AODOOO0DODOOOOOM@OO0).. ... g0 0B 0000O0DOOO0DOO@OoOan)... gaipoconoooan

oOoooooOooobo@Eoon).es
REFERENCES

OO00O000OO00O0oO@ess) i 00000000 ON0NONOONONONONONON0O00ooooooooo@eeg)ooooooooog
gooOoOoOoOoOoOoOoOOOOOOOOOOOOOOOOOO@EeSgDOODODOOOOOODOOOODOODOODOODO OOO0O00O
g@ooooOOOoOOODOODOODOOOOOO@ew oo OooOoOoOoOoO0O0O0LoO0OLOLDOO OO OO UL BLO
go0oOoOoOoOoOoOOOOOO0OOO0OO0O0ORUUOUODOOOOoOOooooooooooooooooooooooooo oo
goos)DOODOO0DOODOODOODOOODOODOODOODODOOOOODOODOODOODOODOODOODOODOODOOOO OO0 DOOO
o00ooOo0ooooOoOoTOOOoOoOooOOO00oDOOO00DO0ooooDoOOooOooeUuuooo.ObooobboooboOoboOooDoo



000000 000@eUooooo0ooooo0ooo0ooo00oooo00o0ooo0ooo0oooo0ooDoDooooog
00 000@)o0oooo00oo0o0ooo0ooo00ooo0ooDo00oo0 oogRocODNDoDooooooon
0000000000 000000034)0 0000000000000 0N0D00000O000ooDOo0oDoOoOOooo
0000 o0oo@eUooo00oo0o0ooo0ooooooooooDoo00oooo0 oooEIc)yDODooooooon
0000000000000 0000000000o000oo0oo0ooooEeeYs) o000 —-—0000000000000084
000099 0000000000000 o00o0o000ooo0ooo0oooooooD oooEIUDoOouoon
0000000000000 00000000O00O0ODO0ODODODOOD OODOO0O0O Aaker, D. A, (1984). Strategic Market Management.
New York: JohnWiley & Sons. Anderson, E. W. & Sullivan M. W. (1993). The Antecedents and Consequences of Customer Satisfaction for Firms
Marketing Science, 2, 25-43. Berry, L. & W. T. Thomas (1982). Relationship Banking: Art of 00 Turing Customer into Client, Journal of Bank
Retailing, VVol.4, 64-73. Bitner, M. J. (1990). Evaluating Service Encounter: The Effects of Physical-98-Surroundings & Employee Responses,
Journal of Marketing, 54(April): 69-82. Bolton, Ruth N., (1998). A Dynamic Model of the Duration of the Customer’ s Relationship with A
Continuous Service Provider: The Role of Satisfaction, Marketing Science, Vol. 17, No.1, 450 65. Boynton, A. C., & Zmud, R. W. (1984). An
assessment of criticalsuccess factor. Sloan Management Review, 54(8), 17-27. Christian, H., K. Harley, P. C. Joseph, & K. Ingo (2002). Customer
satisfaction in transnational buyer-supplier relationships, Journal of International Marketing, Vol.10, No.4, 1-29. Cardozo, R. N. (1965). An
Experimental Study of Customer Effort, Expection and Satisfaction, Journal of Marketing Research, Vol.2, 244-249. Churchill, G. A., Jr. & C.
Surprenant. (1982). An investigation into the determinats of customer satisfaction. Jurnal of marketing research, 19 (Novermber) : 491-504. Daniel,
R. D. (1961). Management information crisis. Harvard Busi ness Review, 39(5), 111-121. Dick, A. S. and K. Basu (1994), Customer Loyalty:
Toward an Integrated Conceptual Framework, Journal of Academy of Marketing Science, Vol.22, No.2, 99-113. Ennew, C. T. & Binks, M. R.
(1996). The Impact of Service Quality and Service Characteristics on Customer Retention: Small Business and their Banks in the UK. British
Journal of Management, 7(3), 219-230. Fornell, C. (1992). A National Customer Satisfaction Barometer: The Swedish Experience, Journal of
Marketing, Vol.56, No.1, 6-21. Fredericks, J. D. & 0 J. M. Salter (1995). Beyond Customer Satisfaction, Management Review, New York, May,
Vol.84, No.5, 29-32. Assessment of Consumer Satisfaction/Dissatisfaction: The Dynamic Aspect of the Cognitive Process. Journal of Marketing
Research, Vol.20, November, 393-404. Lewis, B. R. & Vincent, W. M. (1990). Defining and measuring the quality of customer service, Marketing
Intelligence and Planning, 18, 11-17. Lefkoff-Hagius, Poxanne & Charlotte H. Mason, (1993). Characteristic, Beneficial, and Image Attributes in
Consumer Judgments of Similarity and 16 Locke, E.A., (1969). What is Job Satisfaction(] , Organizational Behavior and Performance, vol.4,
309-336. Markus, M. L. (1898). Case Selection in a Disconfirmatory Case Study, in cash, J. I. and P. R. Lawrence. The Information Systems
Research Challenge:Qualitayive Methods. Harvard Business Scuool Research Colloquinm, 1. Harvard Business Scuool, Boston, MA. Maykut, P. &
Morehouse, R. (1994). Beginning Qualitative Research-A Philosophic and Practical Guide. Rockart, J. F. (1979). Chief executives define their own
date needs. Harvard Business Review, 65(8), 81-93. Ferguson, C. R., & Roger, D. (1982). Critical success factor for directorsin the eighties. Business
Horizons, 8(5) , 14-18. Garvin, D. A. (1983). Quality on the Line, Harvard Business Review, 61(September-October), 65-73. Garvin, D. A. (1984).
What Does product Quality Really Mean[d Sloan Management Review, Fall, 25-43. Griffin, J. (1997). Customer Loyalty: How to Earn It, How to
Keep It, Simmon and Schuster Inc. Gronroos, C. (1983). Strategic management and marketing in the service sector. Cambridge. MA: Marketing
Science Institute. Hallowell, R. (1996). The Relationship of Customer Satisfaction, Customer Loyalty and Profitability: An Empirical Study.
International Journal of Service Industries Management, 7(4), 27-42. Hemple, D. J. (1977). Consumer Satisfaction with the Home Buying Process:
Conceptualization and Measurement, Conceptualization of Consumer Satisfaction and Dissatisfaction, Cambridge: Marketing Science Institute.
Hofer, C. W., & Schendel, D. E. (1985). Strategy formulation: Analyticalconcepts. Boston: Harvard Business School Press. Juran, J. M., Gryna, F.
M. and Brigham, R. S. (1974). Quality Control Handbook, NY: McGraw-Hill. Keavency, S. M. (1995). Customer Switching Behavior in Service
Industries: An Exploratory Study. Journal of Marketing, 59, 71-82. Kotler P. & Armstrong, G. (1994). Principles of Marketing, Engelwood Cliffs,
NJ: Prentice Hall. Kotler, P. (1997). Marketing Management: Analysis, Planning, Implementation and Control , 9th International Ed., NJ: Prentice
Hall, Inc. Kotler, (2000). Marketing Management, Tenth edition, Prentice-Hall, New Jersey, 36-37. Mazursky, D. & Geva, A. (1989). Temporal
Decay in Satisfaction-Purchase Intention Relationship. Psychology and Marketing, 6(3), 211-27. Oliver, R. L. (1981). Measurement and Evaluation
of Satisfaction Processes in Retail Settings, Journal of Retailing, Vol.57, No.3, 25-48. Oliver, R. L. (1980). A Cognitive Model of the Antecedents
and Consequences of Satisfaction Decision, Journal of Marketing Research, 17, 460-469. Parasuraman, A., Zeithaml, V. A., & Berry, L.L. (1985).
A Conceptual Model of Service Quality and Its Implication for Future Research, Journal of Marketing, 49 (3), 41-50. Parasuraman, A., Zeithaml,
V. A, &Berry, L. L. (1988). SERVQUAL: A Multiple-item Scale for Measuring Consumer, Perceptions of Service Qualiity. Journal of Retailing,
64, 12-40 Parasuraman A., V. A. Zeithaml, & L. L. Berry (1993). The Nature and 91 Determinants of Customer Expections of Service, Journal of
the Academy of Marketing Service, Vol.21, NO.1. Perkins, W. Steven (1993). Measuring Customer Satisfaction: A Comparison of Buyer,
Distributor, and Salesforce Perceptions of Competing Products, Industrial Marketing Management, 22, 247-54. Regan, W. J. (1963). The service
revolution, Journal of Marketing, 27, 32-36. Reynolds, F. D., W. R. Darden, & W. Martin (1974). Developing An Image the Store — Loyalty
Customer, Journal of Retailing, Vol.50, No.4, 73-84. Reichheld, F. F. & D. W. Kenny (1990). The Hidden Advantages of Customer Retention.
Journal of Retail Banking, 12(4). Reicheld, F. F. & W. E. Sasser (1990). Zero Defections: Quality comes to Service, Harvard Business Review,
Vol.68, 105-110. Reichheld, F. F. (1993). Loyalty-Based Management. Harvard Business Review, 71(2), 64-73. Reichheld, F. F. (1996). The
Loyalty Effect: the Hidden Force Behind Growth, Profits, and Lasting Value. Sasser, R., Olsen, P., & Wyckoff, D. D. (1987). Management of



Service Operations-Text, Cases, and Reading, Allyna and Bacon, New York. Selnes, F. (1993). An Examination of the Effect of Product
Performance onBrand Reputation , Satisfaction and Loyalty, European Journal of Marketing,Vol.27, No.9, 19-35. Solomon (1991). M. R.,
Consumer Behavior: Buying, Having, and Being, Boston: Allyn and Bacon. Wimmer, R. D., & Dominick, J. R. (1991). Mass media research: An
introduction (3rd ed.). Belmont, CA: Wadsworth. Woodruff, R. B, E. R. Cadotte, & R. L. Jenkins (1983). Modeling Consumer Satisfaction
Processes Using Experience-Based Norms, Journal of Marketing Research, 296-304. Yin. R. K. (1994). Case Study Research Design and Methods,
Sage Publications, CA. Zeithaml, V. A. (1988), Consumer Perceptions of Price, Quality and Value: AMeans-End Model and Synthesis of Evidence,
Journal of Marketing, VVol. 52(July), 2-2.



