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Inaugural J.D. Power India Two-Wheeler Customer Service Study Identifies Significant 
Competitive Pressure from Independent Workshops on the Authorized Service Network 
 
TVS Ranks Highest in Customer Satisfaction with Two-Wheeler After-Sales Service 
 
NEW DELHI: 28 April 2016 — Two-wheeler dealers in India face significant competitive pressure 
from independent workshops, which are providing similar service work as the original equipment 
(OE) authorized network, according to the J.D. Power 2016 India Two-Wheeler Customer Service 
Index (2WCSI) Study,SM released today. More than one in five (22%) two-wheeler customers 
indicate visiting an independent workshop during the warranty period. 
 
The inaugural study measures customer satisfaction with the after-sales service experience at original 
equipment (OE) authorized service center during the first 12-24 months of ownership. The study 
focuses on what matters most to customers when they take their two-wheeler in for service and also 
analyzes the processes that define the service experience. The study measures overall satisfaction in 
five factors (listed in order of importance): vehicle pick-up (22%); service advisor (21%); service 
quality (20%); service facility (19%); and service initiation (18%). Overall customer satisfaction is 
measured on a 1,000-point scale, with a higher score indicating higher satisfaction.  
 
Satisfaction with the service experience at an authorized network is driven by three after-sales service- 
related activities, including the charges incurred, quality of work done and on-time delivery after 
service. According to the study, 25% of customers are dissatisfied with these activities, creating the 
need to improve on these services since there is significant correlation between customers visiting an 
independent workshop and the quality of experience at the authorized network. 
 
“Given the high propensity of customers visiting independent workshops, it is critical for manufacturers 
and their authorized network to develop a differentiated service experience, thus providing a 
compelling reason for customers to revisit,” said Mohit Arora, executive director at J.D. Power. 
“Significant opportunities for improvement exist related to key customer expectations of quality, cost 
and time. Dealerships that are able to address these efficiently and engage customers are likely to 
benefit from increased service business.” 
 
Rankings 
TVS ranks highest in customer satisfaction with after-sales service with a score of 773, performing 
particularly well in all five factors. Suzuki (764) ranks second and Royal Enfield ranks third (758). 

 
Key Findings 

 
 Overall and Segment Satisfaction: Overall customer satisfaction with two-wheeler after-

sales service is 748. In the two-wheeler segments, the CSI score averages 755 for scooters 
and 745 for motorcycles.  

 Factors Most Influencing Customer Satisfaction: Among the five study factors, 
satisfaction is highest in service facility (758) and lowest in vehicle pick-up (738). 

 Location of Service Facility Impacts Satisfaction: Proximity of the service centre impacts 
satisfaction. Among the 65% of owners who travel 5 or fewer kilometres to reach the 
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service centre, satisfaction is 12 points higher than among the 19% of owners who travel 
10 or more kilometres (751 vs. 739, respectively). 

 Scheduling of Service Improves Satisfaction: Satisfaction is higher among customers 
who schedule their service than among those who drop by the service dealer without an 
appointment (773 vs. 742, respectively). 

 Highly Satisfied Customers More Likely to be Loyal and Advocates: Highly satisfied 
customers tend to have higher levels of advocacy and loyalty to the service dealer. Among highly 
satisfied customers (overall satisfaction scores of 857 or higher), 67% say they “definitely 
would” recommend their service dealer to family and friends, while only 22% of highly 
dissatisfied customers (scores of 667 or lower) say the same. Additionally, 58% of highly 
satisfied customers say they “definitely would” revisit their service dealer for post-warranty 
service, compared with only 21% of highly dissatisfied customers. 

“Understanding after-sales service expectations and concerns can help service dealers build a more 
engaging relationship with customers,” said Kaustav Roy, director at J.D. Power. “Doing so is not only 
prudent for improved customer satisfaction it can also create loyalty for the brand and lead to increased 
revenue streams for the dealer.” 
 
The 2016 India 2WCSI Study is based on evaluations from 7,270 two-wheeler owners in 45 cities 
across India. These owners purchased a new two-wheeler between November 2013 and March 
2015 and had a service experience within three months of evaluation. The study includes 10 two-
wheeler makes and over 75 two-wheeler models and was fielded from November 2015 to March 
2016. 
 
Media Relations Contacts 
XingTi Liu; J.D. Power Asia Pacific; Singapore; Phone +65-67338980; xingti_liu@jdpower.com.sg 
John Tews; J.D. Power; Troy, Michigan, USA; 001-248-680-6218; john.tews@jdpa.com 
 
About J.D. Power in the Asia Pacific Region  
J.D. Power has offices in Tokyo, Singapore, Beijing, Shanghai, Malaysia and Bangkok that conduct 
customer satisfaction research and provide consulting services in the automotive, information 
technology and finance industries in the Asia Pacific region. Together, the six offices bring the language 
of customer satisfaction to consumers and businesses in Australia, China, India, Indonesia, Japan, 
Malaysia, Philippines, Taiwan, Thailand and Vietnam. Information regarding J.D. Power and its products 
can be accessed through the Internet at india.jdpower.com. 
 
About J.D. Power and Advertising/Promotional Rules www.jdpower.com/corporate 
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NOTE: Two charts follow. 
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Charts and graphs extracted from this press release for use by the media must be accompanied by a statement 
identifying J.D. Power as the publisher and the study from which it originated as the source. Rankings are based on 
numerical scores, and not necessarily on statistical significance. No advertising or other promotional use can be made of 
the information in this release or J.D. Power survey results without the express prior written consent of J.D. Power.

Note: Rankings are in alphabetical order when there is a tie. Included in the study but not ranked due to insufficient 
sample size are KTM and Piaggio.
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Year / Project / Study Name

Factors Comprising Overall Satisfaction
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numerical scores, and not necessarily on statistical significance. No advertising or other promotional use can be made of 
the information in this release or J.D. Power survey results without the express prior written consent of J.D. Power.
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Note: Percentages may not total 100 percent due to rounding.

 


