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Abstract
“A surprise and favorable experience by a customer where their expectations is received by goods or service that
significantly exceeds what they had initially anticipated thus creating a positive emotional reaction also called a wow‐effect
which leads to Word of Mouth”.

Customer Delight is not a new concept. Even in earlier days the milkman would come to the house and know how many
bottles of milk the family would require, the grocer knew all customers by name, the garage owner, ﴾who also was the
mechanic﴿ knew the history of the car and showed much care for quality repairs. These shopkeepers were interested in the
personal lives of their customers, would suggest personalized solutions to the specific situation and problems. They made
efforts to just please their clients with quality and attentions on how they can generate delight in their customers.

Customer Delight directly affects sales and profitability of a company and can use instances of customer delight to a
company's advantage by requesting referrals and obtaining testimonials from delighted customers that can help attract new
customers. It helps the company to distinguishing it’s brand, products and services from the competition. Not to be confused
with customer service or customer satisfaction, customer delight involves a business going above and beyond normal
customer relations in order to provide an experience that will leave a marked impression on the customer. Customers who
experience delight in dealing with a business are more likely to return to the business, and also more likely to recommend the
business to those they know.
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Introduction
Customer Delight can be created by the product itself, by accompanied standard services and by interaction with people at the
front line. The interaction is the greatest source of opportunities to create delight as it can be personalized and tailored to the
specific needs and wishes of the customer. During contacts with touch points in the company, more than just customer
service can be delivered. The person at the front line can surprise by showing a sincere personal interest in the customer,
offer small attentions that might please or find a solution specific to particular needs. Those front line employees are able to
develop a relationship between the customer and the brand. Elements in creating motivated staff are: recruiting the right
people, motivating them continuously and leading them in a clear way.

The important objectives of Customer Delight:
1. Make customers loyal: Finding new customer’s costs 4 to 9 times more than the normal time and money spent than

reselling to an existing client. It is thus commercially intelligent to retain as many clients as possible.
2. To have customers those are more profitable: Delighted customers spend more with less hassle. When all other

elements are correct, clients accord less importance to price (as long as their perception of price remains reasonable).
3. Clients talk positively about your product, brand or shop, the so called Word of Mouth:  In a world of loyal

customers, 92% of customers consider word of mouth as the most reliable source of information. Delighted clients
are a valuable source of advertisement for any company.

In fact, the key argument of Client Delight is that by focusing on the efforts of delighting its customers, the companies shall
generate more money for the stakeholders than if they had focused on different stakeholders more directly. Further delighting
its customers should be its goal which in turn is likely to generate deeper job satisfaction for its employees with priority is
given through benefits and remuneration. It is conventionally believed that companies which choose a strategy to either
create greater value to customers at a higher costs or a strategy creating reasonable value at a lower cost. However, those
companies that have implemented Customer Delight pursue differentiation through their customer centric approach and keep
costs low simultaneously.

Objectives of Study
General Objective
A detailed study on customer – delight in automobile industry of cars segment in chennai
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Review of Literature
1. Dr. Darrel Edwards, Ph.D Delight: Introduction to a New Metric and New Way of Thinking Delight is a more positive
emotional response than simply "Completely Satisfied," "Excellent" or "Outstanding." You can create an excellent vehicle
without Delighting the customer. When you delight your customer, you create a strong emotional response that commits the
customer to the product, brand or manufacturer. Commitment leads to loyalty. The customer chooses the brand or
manufacturer whenever possible. A brand to which there is commitment is always considered if the manufacturer has a
product to meet the needs of the customers.

Strategic Vision's 2006 Customer Delight Index was calculated from the responses of more than 95,000 new vehicle owners
who made their purchases between September 2005 and April of 2006. They had owned their vehicles for at least 90 days
before they were surveyed. The primary driver of the vehicle is measured. The Index captures the total impact that product
has on the customers. Scores typically range from 400700. The new metric refreshes the measurement that older scales were
missing. Most reported indices in the industry are reported at the top between 800900. Customer Delight has broken through
these "topped" scaling procedures.

2. Barry Berman: How to Delight Your Customers
While there is a wide body of academic and manager-focused research on customer satisfaction (particularly SERVQUAL),
there is significantly less published material on customer delight. While many academics have made contributions to the now
extensive literature on service quality, there is much less worked on service excellence and how organizations can achieve
delighted customers. According to one researcher, “customer delight is a new concept in satisfaction research”.  There is a
common confusion among many practitioners and academics concerning the conceptual differences between customer
satisfaction and customer delight. Delight is a construct related to but separate from satisfaction as it is based on different
things (in the same way that dissatisfaction is related to but distinct from satisfaction). While customer satisfaction is
generally based on exceeding one’s expectations, customer delight requires that customers receive a positive surprise that is
beyond their expectations. The popularity of servqual, a model that argues that satisfaction is based on a customer’s
assessment of what services were expected versus what a customer perceives he or she has received, may contribute to this
confusion. In contrast, customer delight is typically measured on a scale ranging from outrage to delight or terrible to delight.
A second factor that further causes confusion is the notion among some practitioners that customer satisfaction can be
measured using such metrics as delivery time, waiting time, and the presence of advertised goods in sufficient quantities.
While many of these attributes may lead to dissatisfaction if not ful- filled, they may not generate satisfaction even if they are
fully met. A common error among managers and academics is the assumption of a linear relationship among dissatisfaction,
satisfaction, and delight. Many firms, in error, measure customer satisfaction using a Likert-type scale with “not at all
satisfied” and “fully satisfied” as the extremes and equate fully satisfied with delighted. Whereas customers are typically
satisfied through the meeting or exceeding of expectations, delight requires a mixture of joy and surprise. According to Dr.
Darrel Edwards, president of Strategic Vision, a market research firm, satisfaction means that a marketer has fulfilled the
contract with the customer. Satisfaction is thus the midpoint of the delight index. “Delight is a more positive and more
emotional response than simply excellent,” according to Edwards. Delight is viewed as an emotional response that commits a
customer to the product.

3. Uzzal Kumar Borah: Customer Relationship Management: A tool for achieving customer delight in Indian Auto industry
Last two decades have witnessed unprecedented growth in multiple spheres in India and the country has immensely
developed in terms of gross economic parameters like GDP, National income, per capita income etc. The country has by far
produced a huge pool of middle class population eventually making it one of the attractive markets of the world. There is
change everywhere and dimensions of business economics have changed drastically with the advent of new open economy
paving way for foreign companies to enter the Indian market. Business rules have to change from the preexisting
protectionism to an open market led economy. The most distinct segment of Indian industry that has seen phenomenal change
was auto industry as it became the most preferred hub for the global automakers. The Indian market became flaccid with
huge competition from both indigenous and global giants–result is the customer becoming the king. They have more choices
with attractive prices and varied features that suit individual preferences. Under these circumstances the businesses have to
take a customer centric focus consistently to squeeze a pie from the fiercely competitive market share (Vavra, 2001).
Customer relationship management or CRM has become a key tactic that business has adopted as the single most survival
strategy under today’s environment. Let us see some aspects of CRM exercises that auto companies follow to accelerate and
achieve their long term goal namely customer delight and loyalty. The literature is derived from secondary references and
from direct interview schedule, observation of dealers, service points etc. (Woodruff and Gardial, 1996).

4. Douglas C Friedman: Oasis or Mirage: Does Customer Delight Really Yield Disproportionate Gains in Customer
Retention and Loyalty?
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The idea that business needs to delight their customers to win their loyalty rather than merely satisfying them has become a
popular topic recently in the business press. However, with the exception of the motion picture and possibly fast – food
restaurant industries, customer delight does not produce disproportionately large gains in customer retention. And except for
the automobile, motion pictures and tobacco industries, customer delight does not lead to disproportionately large gains in
customer loyalty. Instead, in 30 of 35 industries examined, customer satisfaction yielded diminishing marginal returns insofar
as customer retention and loyalty were concerned.

5. Bain & Company: Net Promoter System Fred Reichheld" & Net Promoter System About The Ultimate Question 2.0"
The effect of achieving those objectives, according to Reichheld as described in The Ultimate Question 2.0, only 9% of the
world’s major firms achieve real sustainable profit and growth over 10year period from 1999 to 2009. Customer Delight is
the only kind of growth that can be sustained over the long term according Reichheld and Markey. The authors mention that
their company Bain & Company have researched and concluded that a 5% increase in customer retention could yield
anywhere between 25% to 100% increase in profits. The book explains the Net Promoter Score; A system which measures
what customers are feeling and thus creating accountability for the customer experience.

6. Michelli, Joseph. The Zappos Experience: 5 principles to inspire, engage, and wow.
An absolutely necessary step is linking Customer Delight behavior to the core values of the brand. Core values are operating
principles that guide an organization’s internal conduct as well as its relationship with customers, partners and shareholders.
Once core values are clearly outlined it is critical to incorporate them into everything you do, from hiring, to employee
appraisals and decision making.

7. Kaufman, Ron Uplifting Service: the proven path to delighting your customers, colleagues, and everyone else you meet.
Everyone in the organization shares the same set of values, attitudes and practices. Developing the culture is an ongoing
process, a continuous exercise of innovation and improvement, involving every single employee of the company.

8. Gallo, Carmine: The Apple experience: the secrets of delivering insanely great customer service.
In order to consistently deliver Customer Delight at all customer touch points throughout the company, a customer centric
corporate culture is key. With this corporate culture all processes, systems, people and leadership are aligned to deliver
Customer Delight.
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