
 

 
 
 
 
 
 
Customer Service More Crucial to After-Sales Satisfaction Than Vehicle Servicing,  
J.D. Power Finds 
 
TVS Ranks Highest in Customer Satisfaction with Two-Wheeler After-Sales Service for Third 
Consecutive Year  
 
SINGAPORE: 26 April 2018 — Although vehicle manufacturers (OEMs) place a strong focus on 
executing service quality-related processes, such as work done right the first time and washing the 
vehicle after servicing, these processes alone do not necessarily correspond to the highest levels of 
customer satisfaction, according to the J.D. Power 2018 India Two-Wheeler Customer Service Index 
(2WCSI) Study,SM released today. 
 
Among the 88% of two-wheeler owners who were provided with these two service quality processes 
during their most recent service visit, satisfaction is 764 points (on a 1,000-point scale), which is 16 
points higher than the industry average. 
 
“Vehicle servicing is often considered as a necessary chore, and customers appreciate it when the 
manufacturer or workshop helps execute a service visit as effortlessly and conveniently as possible,” 
said Kaustav Roy, Regional Director at J.D. Power, Singapore. “The focus needs to shift from 
servicing the vehicle to engaging the customers. Two-wheeler OEMs that take the first step in providing 
these activities will likely be able to differentiate their service offering from that of other OEMs and the 
non-authorized service network.” 
 
Overall satisfaction among customers who were provided with key service quality processes, supported 
by relevant communication activities within the optimum time parameters, is 799 points, which is 51 
points higher than industry average.  
 
The following are additional key findings of the study: 
 

• Scheduling service improves satisfaction: Instances of customers scheduling their 
service visit through a prior appointment have increased to 31% in 2018 from 20% in 
2016. Satisfaction is higher among customers who schedule an appointment for servicing 
than among those who drop by the service dealer without an appointment (768 vs. 738, 
respectively). 
 

• Comfort and connectivity key at service facility: Among the various facilities available in 
the service outlet, internet access and an air-conditioned waiting area have the highest 
positive impact on customer satisfaction. 
 

• Competitive pressure from non-authorized network: Nearly 1 in 5 (18%) customers 
indicate having visited a non-authorized service network within 24 months of vehicle 
ownership. Manufacturers can retain more of these customers in the authorized network by 
providing a richer experience. Among customers who are highly satisfied with the authorized 
network (overall satisfaction score of 855 points or higher), the defection rate to a non-
authorized network drops to 12%. 
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Study Rankings 
TVS ranks highest in customer satisfaction for the third consecutive year, with a score of 784, 
performing particularly well in all five factors. Royal Enfield ranks second with a score of 749. Overall 
customer satisfaction with two-wheeler after-sales service is 748. In the two-wheeler segments, the 
overall satisfaction score averages 746 for scooters and 749 for motorcycles. 
 
The 2018 India 2WCSI Study is based on evaluations from 7,436 two-wheeler owners in 45 cities 
across India. These owners purchased a new two-wheeler between November 2015 and March 
2017 and had a service experience within three months of evaluation. The study was fielded from 
November 2017 to March 2018. 
 
The study, now in its third year, measures customer satisfaction with the after-sales service experience 
at OEM-authorized service centers during the first 12-24 months of ownership. The study examines 
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. 
 
Media Relations Contacts 
Aisling Carty; J.D. Power; Singapore; 65-3165-0119; aisling.carty@jdpa.com 
Geno Effler; J.D. Power; Costa Mesa, California, USA; 001‐714-621-6224; media.relations@jdpa.com 
 
About J.D. Power in the Asia Pacific Region  
J.D. Power has offices in Singapore, Bangkok, Beijing, Shanghai and Tokyo that conduct customer 
satisfaction research and provide consulting services in the automotive, information technology and 
finance industries in the Asia Pacific region. Together, the five offices bring the language of customer 
satisfaction to consumers and businesses in Australia, China, India, Indonesia, Japan, Malaysia, 
Philippines, Taiwan, Thailand and Vietnam. J.D. Power is a portfolio company of XIO Group, a global 
alternative investments and private equity firm headquartered in London, and is led by its four 
founders: Athene Li, Joseph Pacini, Murphy Qiao and Carsten Geyer. 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/about-us/press-release-
info 
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