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Abstract

This study handles the issue of the quality of the relations of Customers and their
effect on the returns from sales. The researcher took Daihatsu Motors Company
(S) as a case for study. The basic problem of the research lies in institutions
neglecting the concept of Customers relations as a concept that affects the
marketing performance in the institution. The research aims at shedding light on
clients and their relations with the institution. It aims at drawing the attention of
industrial and service institutions, as well as the specialized circles to the
importance of the great role played by clients’ relations within the establishment
as a basic role that is also complementary to other administrations.

The research presumes that the quality of distinguished performance in clients’
service, and the use of means to assess Customers ' satisfaction and investigating
their opinions shall result in the satisfaction of clients and their continued relation
with the company, which shall in turn result in more returns from sales.

The researcher adopted descriptive analytical methodology for analyzing data.
The researcher's sources for collecting information were secondary sources,
represented in books, periodicals, records and work papers and studies related to
the concepts of Customers ' relations. In addition to that there are other primary
sources that are tools represented as questionnaires, personal interviews and
observations. The researcher was confronted with several difficulties related to
the scarcity of information sources, in addition to some people refraining from
giving information on the pretence of confidentiality, or on claiming that this
Issue is one that necessitates approval from senior Customers.

The first chapter was in the form of an introduction. It included the research plan
and previous studies.. The second chapter concentrated on clients as a major axis
for the success of the establishment. It includes the definition of Customers, their
types and how to deal with them in aim of arriving at the Customers ' satisfaction
which are the axis for the success of the establishment. This shall come through
caring for them, keeping those already present, attracting new Customers and
controlling those who are angry to achieve the satisfaction of Customers. The
third chapter included the research literature in respect of the concept of clients'
relations from the points of the start, definition, objectives and importance.




The fourth chapter was one of case study. It included the description of Daihatsu
Motor Company (S).

It was a comprehensive description for the Company activities, the
presentation and analysis of the questionnaire which aimed at assessing
Customers ' satisfaction through criteria which are represented in the quality of
service and the distinctiveness which shall result in their satisfaction leading to
better returns from sales. The researcher had arrived at a number of results. The
most important of those results is that the Company applies a system that is
concerned with clients' relations and is related to the quality and distinctiveness,
and at the same time aims at keeping the clients who are already present, and at
attracting new ones. This is a measure of the quality of products and services
provided by the Company to achieve or surpass clients' expectations.
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