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ABSTRACT 

In Automobile industry after sales service is very important. As the corporate dealer, TVS & 

Sons associated with Ashok Leyland, for the Intermediate Commercial Vehicles (ICV) and 

Heavy Commercial Vehicles (HCV) range of products in Tamilnadu, Kerala, Karnataka and 

Madhya Pradesh.  It depends upon the vehicle type like Truck, Tipper, Buses, Trailer and 

model the warranty or free service period is ranging from one to three years. Surveyed with 

structured questionnaires and responses were elicited from the owners and also from the 

drivers of the commercial vehicle who came to the service station.  This study helps to 

understand the opinion of the customers like owner or driver of the Commercial Vehicles 

about the services of TVS outlet, Trichy.   
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I INTRODUCTION 

One of the biggest in the world, the Indian auto industry contribution to India’s GDP is 7.1 

%. Manufacture of passenger vehicles, commercial vehicles, three wheelers and two wheelers 

grew at 5.41 percent in FY17 to 25,316,044 from 24,016,599 vehicles in FY16 (IBEF) [1]. 

Automobile, being an assembly industry, depends upon iron & steel and many other materials 

for assembly and trimming, and it is highly specialized, technical, sophisticated and 

expensive industry.The major manufacturers of the commercial vehicle in India are 

Hindustan Motors, Mahindra & Mahindra, Ashok Leyland, Tata Motors, Eicher, Swaraj 

Mazda, and Volvo. TVS & Sons is associated with Ashok Leyland, and it is the corporate 

dealer and they sell, maintain and provide after sale service to the commercial vehicle of 

Ashok Leyland. In general owner or driver of a commercial vehicle will come for service to 

the service outlet. The percentage share of each segment in total production volume in FY17 

is given in Figure 1.   In figure 2, the number of automobiles sold in India (in millions) is 

given. 

 

Figure1. % Share of each segments in total production volume in FY17 

 
 

Source: Source: Society of Indian Automobile Manufacturers (SIAM) (ibef website) 

 

 

Figure 2. Number of automobiles sold in India  

( in millions) 
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Source: Source: Society of Indian Automobile Manufacturers (SIAM) (ibef website) 

Commercial vehicle maintenance and providing after sale service is very significant for the 

endurance and development of automobile industry in the aggressive business ecosystem. 

Manufacturers and marketers of automobile industry have to comprehend the perception of 

buyers about the quality of the particular brand of commercial vehicle and customers' choices 

towards the maintenance of their commercial vehicle. This study deals with the customers‟ 

(both owner and driver of the commercial vehicle) perception about various aspect of 

commercial vehicle and their opinion about services offered at the service outlet 

1.1. OBJECTIVES OF THE STUDY 

 To ascertain the demographic profile of the owners or drivers of Ashokleyland 

commercial vehicle  who visited TVS outlet in Trichy  

 To analyze the opinion of the customers towards the factors influencing the 

commercial vehicle. 

 To find out the customers opinion about the various services provided by the TVS 

outlet in Trichy. 

1.2. SCOPE OF THE STUDY 

Owners or drivers of Ashok Leyland commercial vehicle who visited TVS outlet, Trichy 

were used for the study. This study will be useful to the concerned authorities of TVS outlet, 

Trichy to understand the customers‟ opinion about the commercial vehicle and the services 

provided at TVS outlet, Trichy. For the primary data collection surveyed for one month. 

1.3. LIMITATIONS OF THE STUDY 

In the Trichy, location conducted the survey, for one month. The opinion expressed by 

customers of TVS outlet at Trichy may not apply to other places and always. The survey was 

conducted only with limited customers. 

II. RESEARCH METHODOLOGY 

250 customers of Ashok Leyland commercial vehicle who came to TVS outlet were included 

for the study. The pilot study was conducted with 25 customers. 230 questionnaires which 

were completed correctly in all the aspects were included in the study. This study utilized 

primary and secondary data. The structured questionnaire which comprises of both close- 

ended and open-ended questions used in the survey. Data collected from 30 tourists for the 

pilot study. SPSS software was utilized to evaluate the collected data. Statistical techniques 

like Percentage analysis, ANOVA, and Regression analysis was applied for analysis of data. 

III REVIEW OF LITERATURE 

In emerging economies, the automotive industry has to play a major role, Ali Kemal (2015) 

[2].According to Baltas et al., (2013), the purpose of use and attachment to cars were found to 

be the precise indicator of decisions to purchase a car [3]. Car ownership of the consumers 

can be increased due to increase in the income level of the consumer [4]. According to Nolan 

(2010), children were important for the ownership of car [5]. Mileage was an imperative 

factor expected from the car and need was the foremost of selecting a car, Renganathan, R 

(2005) [6]. In higher segments, fuel efficiency and mileage were not important but was vital 
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for mass segments, Utpal Bhaskar [7].Friends play a dominant role in influencing to purchase 

mid and small-sized cars, Clement Sudhakar et al., (2009) [8].According to Nikhil Monga et 

al., (2012),  to build the brand perceptions of the cars, dealers are playing vital positions [9]. 

The brand image of car depends upon the quality perception by the customers, and about their 

requirement, customers gave their rank in the order of value for money, safety and driving 

comforts, Vikram Shende (2014) [10]. According to K.Vidyavathi (2012), purchase of cars 

depends upon fuel economy, driving comfort, availability and price of spares [11]. Possession 

of the diesel vehicles by the one- third of the car owners was because of the difference in 

price between Gasoline and Diesel, Balakrishnan Menon et al., (2012) [12].After sales 

service for the vehicles plays a very vital role for the manufacturer in India to maintain the 

loyalty of the customer, Suhas S. Ambekar (2013) [13]. According to Katarne Rajnish et al., 

(2010), customers are mainly dissatisfied due to delay in delivery of the vehicles in 

automobile service centers [14]. Customer attitude, satisfaction, perception, expectation are 

used to measure the quality of service, Sachdev, S. B et al.,(2004) [15]. According to Samin 

Rezvani eta l., (2012),the process of purchase intention of customers‟ are very well 

manipulated by the country of origin.     

IV. DATA ANALYSIS & INTERPRETATION 

Demographic profile of the respondent 

40.9% of the customers were between 26 to 30 years, 30.9% were between 31 to 35 years, 

and 11.8 % were between 36 to 40 years when it comes to age.  59.1.0% of the respondents 

was studied up to 12
th

 standard, and 40.8 were studied below 10
th

 standard.  60% of the 

respondents of the study were from the rural area, and 40% of the respondents of the study 

were from the urban area. 55.5 % of the respondents were drivers, and 44.5 % of the 

respondents were owners for the study.  82.7% were below Rs.20,0000 and  27.3% were from 

Rs. 21,000 to Rs.50,000, about monthly income  

Table 1.  Type of commercial vehicle owned by the respondent 

Commercial 

vehicle 

Percent 

Truck 71.8 

Tipper 14.5 

Trailer 13.6 

Total 100.0 

As per the table 1, it is clear that 71.8% of the customers have a truck, 14.5% of the 

customers have tipper, and 13.6% of the customer have to trailer. So the type of the 

commercial vehicle may differ from one respondent to another respondent depends on their 

nature of business and requirements. 

 

 

Table 2.Factors influencing the purchase decision of the customer 

S.no. Factors Percentage Rank 

1 Performance 79.1 1 

2 Reliability 43.6 2 

3 After sales 40.0 3 

International Journal of Pure and Applied Mathematics Special Issue

2527



4 

 

service 

 

 79.1 of the customers gave their first preference to  the performance of the commercial 

vehicle, reliability was chosen as 2 by 43.6 %, and rank 3 was given to the after sales service 

by 40% of the commercial vehicle. 

Table 3. Reliability Statistics 

 

Cronbach's 

Alpha 

No. of 

Items 

.753 30 

 

Table No.4.7, shows that the component and total reliability scores. The findings show that 

reliability co efficient for all dimensions are above 0.70, which specifies high level of internal 

consistency for the scale. 

 

Hypothesis for the study-Null Hypothesis 

• H01 : There is no significant difference between the age of the respondent and the factors 

influencing the purchasing decision of the respondent towards the commercial vehicle. 

• H02 :There is no significant difference between the education of the respondent and the 

factors influencing the purchasing decision of the respondent towards the commercial 

vehicle. 

• H03: There is no significant difference between the age of the respondent and overall 

satisfaction level with regard to service provided by TVS Outlet, Trichy. 

• H04 : There is no significant difference between the type of the commercial vehicle and 

respondents opinion about on time delivery of the vehicle. 

• H05 : There is no significant difference between the man power of outlet and on time 

delivery of the vehicle. 

• H06 : There is no significant difference between the age of the respondent  and opinion 

about on time delivery of the vehicle. 

If the Asymp. Sig. (2-sided) value is more than .05 we have to accept the null hypothesis and 

if the Asymp. Sig. (2-sided) value is than .05, we have to reject the null hypothesis at 5% 

level of significance. 

 

As per the table 4, it is clear that there is significant difference between the age of the 

respondent and the factors like „appearance, price, reliability, performance and after sale 

service‟ influencing the purchasing decision of the respondent towards the commercial 

vehicle. 

As per the table 4, it is clear that there is significant difference between the educational 

qualification of the respondent and the factors like, „price, reliability, performance and after 

sale service‟ other than „appearance‟ influencing the purchasing decision of the respondent 

towards the commercial vehicle. 

As per the table 4, it can be inferred that, there is  significant difference between the age of 

the respondent and overall satisfaction level with regard to service provided by TVS Outlet, 

Trichy. 

There is significant difference between the type of the commercial vehicle and respondents‟ 

opinion about on time delivery of the vehicle (Table 4). 

There is significant difference between the man power of outlet and on time delivery of the 

vehicle (Table 4). 

There is significant difference between the age of the respondent and opinion about on time 

delivery of the vehicle (Table 4). 
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The mean and the standard deviation for all the factors are given in table 5.As per the table it 

is clear that mean value are above 3 for all the factors except for the availability of space 

inside the TVS service station is sufficient for parking  vehicle (2.29). The parking facility for 

the commercial vehicle has to be improved.  The maximum mean is (4.96) given for the 

location of the TVS service station, which is easily accessible to the customer. 

Table 4. Testing of Hypothesis-ANOVA 

Regression 

Table 5, gives the R and R square value .The R value signifies the simple correlation and is 

0,991, which specifies a high degree of correlation. The R-square value specifies how much 

of the total variation in the dependent variable, on time delivery can be explained by the 

independent variable man power. In this case the R-square value is 0.981 which shows the 

data is in good fit.  

Table 5. Model Summary 

Model R 

R 

Square 

Adjusted 

R 

Std. 

Error of 

S.No Particulars Factors of the vehicle 

 

ANOVA NULL 

HYPOTHESIS 

 

 F Df 

Asymp. 

Sig. (2-

sided) 

1 Age  of the 

respondent 

Appearances  5.403 
1 

.000 Rejected 

Price 12.880 
1 

.000 Rejected 

Reliability 46.289 
1 

.000 Rejected 

Performance 5.566 1 .000 Rejected 

After sales services 10.266 
1 

.000 Rejected 

12 Educational 

Qualification  

of the 

respondent 

Appearances  .790 
3 

.376 Accepted 

Price 14.585 
3 

.000 Rejected 

Reliability 27.604 
3 

.000 Rejected 

Performance 33.905 
3 

.000 Rejected 

After sales services 10.044 
3 

.002 Rejected 

17 Age  of the 

respondent 

Overall satisfaction level 
           

3.153 
5    .011 

Rejected 

18 Type of the 

commercial 

vehicle 

Respondents  opinion 

about on time delivery of 

the vehicle  
 2.983  2 .000 

  Rejected 

19 Manpower Respondents  opinion 

about on time delivery of 

the vehicle 
2.946  2 .000 

Rejected 

20 Age  of the 

respondent  

Respondents  opinion 

about on time delivery  151.847  5 .000 
Rejected 
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Square the 

Estimate 

1 .991
a
 .981 .981 .13465 

a. Predictors: (Constant), Manpower is good 

This demonstrates that there is a strong relationship between the man power and the on time 

delivery of the vehicle. 

 Table 6.ANOVA
b 

Model Sum of Squares df Mean Square F Sig. 

1  Regression 102.442 1 102.442 5.650E3 .000
a
 

     Residual 1.958 108 .018   

      Total 104.400 109    
 

a. Predictors: (Constant), Manpower is good at the Service outlet 

b. Dependent Variable: TVS outlet service station delivers the vehicle on time 

ANOVA table.6, reports how well the regression equation fits the data. This table specifies 

that the regression model predicts the dependent variables significantly well.
 
This specifies 

the statistical significance of the regression model that was run. Here, p<0.000, which is less 

than 0.05, and specifies that, overall the regression model statistically significantly predict the 

outcome variable i.e., It is a good fit for the data.
 

Table7.Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1    (Constant) .050 .059  .850 .397 

   Manpower is good .993 .013 .991 75.169 .000 

a. Dependent Variable: TVS outlet service station delivers the vehicle on time. 

The coefficients table gives the essential information to predict on-time delivery from 

the workforce, as well as decide whether Manpower contributes statistically significantly to 

the model. Also, we can use the value in the “B” column under the “Unstandardized 

Coefficients” column to give the regression equation as  

On time delivery = 0.050 + 0.993 (Man Power) 

V MAJOR FINDINGS & SUGGESTIONS OF THE STUDY 

 71.8% of the customers have the truck, 14.5% of the customers have tipper, and 

13.6% of the customer have the trailer. So the type of the commercial vehicle may 

differ from one respondent to another respondent depends on their 

nature of business and requirement.  

 It was found that, 100% of the respondent strongly agreed that they get phone call and 

SMS as a remainder for their commercial vehicle service. 

 It was found that, 65.5% of the respondents strongly agree that the working hours of 

the TVS outlet is convenient for commercial vehicle service , 26.4% of the 

respondents agree that the working hours of the TVS outlet is convenient for 

commercial vehicle service and 8.2% of the respondents  were disagree. 
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 It was found that 90.9% of the respondents were strongly agreed that the people in 

TVS outlet are co-operative and 9.1% of the respondents were agreeing that the 

people in TVS outlet are co-operative. 

 It was found that 92.7% of the respondents were strongly agree that they  received  

remainder for commercial vehicle insurance payment  periodically and 7.3% of the 

respondents were agree that they received  remainder  for  commercial  vehicle  

insurance  payment  periodically. 

 Performance of the commercial vehicle was the first choice by 79.1 %, reliability was 

chosen as second choice by 43.6 %, and after sales service of the commercial vehicle 

was given as the third rank by 40% of the customers. 

  It is found that the mean and the standard deviation for all the factors are above 3 

except for the availability of space inside the TVS service station is sufficient for 

parking vehicle (2.29). Hence the parking facility for the commercial vehicle has to be 

improved.  The maximum mean is (4.96) given for the location of the TVS service 

station, which is easily accessible to the customer. 

 It is found that there is a significant relationship between the on-time delivery of the 

serviced commercial vehicle and the availability of workforce in the TVS service 

station Trichy. The value of r=0.99 and the value of p=.000 which is less than 0.05. 

So there is a strong association between the on-time delivery and the workforce 

 It is found that there is a statistically significant difference among the respondents in 

different education groups and their opinion towards the factors influencing their 

purchasing decision of the commercial vehicle like price, reliability, performance, and 

after-sales service but except the appearances of the vehicle. 

 It is found that there is a significant difference between the manpower of the service 

outlet and on time delivery of the vehicle. 

SUGGESTIONS 

 It is suggested to improve the parking facility of the commercial vehicle during the 

time of service. By expanding the parking facility, the drivers can easily park their 

vehicle inside the service station without any inconvenience. 

 During the time of service period, the driver wants to wait for a particular time, so it is 

good to have a comfortable waiting hall and also it is good to provide proper 

accommodation for the drivers who came for the service from the longer distance. 

 It is good to explain the content in the bill and receipt before the payment, based upon 

the level of the understanding and knowledge level. 

 

CONCLUSION 

To the survival and growth of automobile industry, dealers are playing an essential role in the 

supply chain network. Understanding customer needs is very essential for the survival and 

growth of any industry. In automobile industry dealers have a chance to get in touch with 

buyers directly. TVS outlet, Trichy deals with the customers of Ashok Leyland Commercial 

Vehicle. They sell the product, and also they provide service and the spare parts in the same 

outlet. The overall satisfaction level of the respondents is good, and it‟s better to maintain the 

same quality of service to keep the existing customers and also helps to obtain the new 

customer in future. 
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