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Abstract-Arrival of new models in the market has 

made the automotive industry become the huge 

industry all over the world. They regularly administer 

changes in the design, development, manufacturing 

and marketing of their product. Service quality is 

related to profitability, costs, customer satisfaction 

and retention. Any service industry cannot survive in 

this highly competitive environment until it satisfies 

its customers by providing good quality service. 

Service quality is the difference between the service 

expectation of the customer and service received by 

the customer that is service perception. The aim of 

the study is to evaluate the service quality of TVS 

Company in the Madurai region as per its customers‟ 

perceptions and expectations. The study has been 

conducted with the customers and the important roles 

played by them during the service delivery. 100 

respondents were selected randomly from the cliental 

base of TVS & SONS and primary data were 

collected by administering structured SERVQUAL 

model of Parasuraman et al. (1988). Mean is 

calculated to know the gap in five dimensions. The 

Average weighted SERVQUAL Score had gained 86 

percentage by the respondents of TVS Company and 

remaining 14 percentage is the gap of the service 

quality in TVS Company. It can be filled by the 

company by improving the services quality in future 

which is render to the customers. 

Key words: service quality, tangibles, assurance, 

responsiveness, reliability and empathy. 

1. Introduction 

The automotive industry becomes the huge industry 

all over the world because new models arrive in the 

market on a regular basis. They try to administer 

changes in the design, development, manufacturing 

and marketing of their product. Customer satisfaction 

is the key parameter to know the customer 

expectation from a particular brand of product. 

Customer satisfaction can be inferred from the 

percentage of total customers who make repeated 

purchases and level of contentment they have with 

the experience of purchase. The greatest achievement 

in customer service is the quality that it delivers to 

the customerswhich is reflected at each service 

encounter. Customers service expectations is formed 

from past experiences, word of mouth and 

advertisement. In general, Customers compare 

perceived service with expected service in which if 

the former falls short of the latter the customers are 

disappointed. The measures of service quality 

obtained through consumer surveys have become a 

widely used business performance measurement tool. 

This is because service quality is related to 

profitability, costs, customer satisfaction and 

retention. Any service industry cannot survive in this 

highly competitive environment until it satisfies its 

customers by providing good quality service. The 

service quality is achieved by matching the needs of 

the customer and by satisfying them. 

               In today's high competitive global market, 

the importance of the service sector has sharply 

increased in both the developing and already 

developed countries. Delivering superior service 

quality to achieve high levels of customer satisfaction 

and loyalty is the main focus of the service providers. 

Loyal customers can increase company‟s income 

they are more likely to purchase additional products 

and they often generate new businesses for the 

company through word - of - mouth 

recommendation. Loyalty is more prevalent among 

consumers of services than among consumers of 

goods. Under the severe competition in the 

automobile industry, defensive strategies to retain 

existing customers and to build long term relationship 

with them are becoming common business tactics. 

The competitiveness and search for differentiation 

have called for more attention towards customer 

satisfaction and service quality.  Recommendations, 

personal needs and past experiences determine a 

customers‟ expectation. A gap may arise if the 

expected service and the perceived service are not 

equal. The highlights of the main requirements for 

delivering high service quality is presented in the 

„GAP model‟ developed in 1985. 

Ashok Leyland , a major India‟s commercial 

vehicle industry since1948, the year of its birth. The 

urge for self-reliance, led to the origin of Ashok 

Leyland felt by independent India. Pandit Nehru, 

Indian Prime Minister persuaded Mr. Raghunandan 

Saran, an industrialist, to enter automotive sector. 

They are one among the list of India‟s leading 

manufacturers of various types of electrical 

equipments including vehicles , engines, gen sets and 

marine requirement equipments. For over five 

decades, Ashok Leyland has been the technology 

leader. It has molded the country‟s commercial 

vehicle profile through introduction of various 

technologies.  Ashok Leyland at first was known as 
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Ashok Motors. It assembled Austin cars at the first 

plant, at Ennore. In 1950, the expanded to local 

manufacturing under license from British Leyland; it 

participated in the equity capital, in 1954, which was 

then re christened Ashok Leyland. 

 Ashok Leyland stands 2
nd

 in the list of 

largest manufacturer of commercial vehicles in India, 

it takes the 4
th

 place in the largest manufacturer of 

buses in the world and in the largest manufacturer of 

trucks globally they ranked the 16
th

 place. Ashok 

Leyland become one of the fully-integrated 

manufacturing companies after it had its footprint 

that extended across 50 countries.It is estimated that 

their buses are used by over 70 million passengers. 

They have the largest fleet of logistics vehicles 

deployed in the Indian Army, they also have the pride 

of maintaining significant partnerships with armed 

forces.It has its headquarters in Chennai, India. Their 

manufacturing footprint spreads across the globe with 

8 plants; including one at Ras Al Khaimah (UAE). 

Their Joint Venture partners include John Deere for 

Construction Equipment, Continental AG for 

Automotive Infotronics and the Alteams Group for 

the manufacture of high-press die-casting extruded 

aluminum components  

2. Review of literature 

Oliver (1981) stated that the customer‟s 

perception of quality is not determined based on only 

one dimension. Five dimensions are considered by 

the clients in judging the quality of services namely- 

tangibility, reliability, responsiveness, assurance and 

empathy. William B Dodds (1991) revealed that 

customer satisfaction is the summary of 

emotionswhich results when disconfirmed 

expectations are matched with the consumers‟ prior 

feelings about the consumption. The consumer 

perception of product quality is affected by various 

external cues like brand, price and store information. 

Price had both positive and negative effect. It‟s 

positive in terms of perceived quality but negative for 

perceived value and respondents‟ willingness to buy. 

Parasuraman et.al (1991) argues that quality customer 

service has become a major concern of all businesses 

since satisfaction is influenced by the availability. 

Hence, post consumption judgment concerning a 

specific product or service is defined as customer 

satisfaction. Goofin and Price (1996) have studied the 

importance of after-sales services which increase the 

product quality and in gaining competitive advantage 

which thereby results in high sales and income for the 

business. Schiffman and Kanuk (2004) inferred that 

in relation to the experience and their experience, 

consumers perceive or have an opinion on the 

product; this is defined as customer satisfaction. 

Seyed Mohammad SadeqKhaksar. et. al. (2011) has 

revealed that technical and after-sales services are 

effective on entrepreneurial prospects on the basis of 

market and product. Farah Sahul Hamid (2011) has 

studied the customers‟ behavior is dertermined by 

their perceptions towards the quality of service. 

Pallawi et. al(2011)opined that service quality is most 

essential among dealers in motor vehicles when 

service quality of Maruti Suzuki and Hyundai 

Showrooms are compared in Nagpur. He also found 

that greater profit margin is obtained while servicing 

the vehicles. Kah-Hin Chai and Yi Ding (2009) have 

found the presence of spillover effects of service 

quality and customer satisfaction from product 

manufacturer to service provider, and vice versa. 

Yazdi S.M.  et al (2009) have highlighted the vital 

dimensions of service quality from customers‟ 

perspective in car service agencies. Syed 

SaadAndaleeb and Amiya K. Basu (1994) have found 

that perceived fairness was found to be an important 

factorfor evaluating service quality and its 

significancebased on the intricacy of the task 

involved and the customer's awarenessabout 

automobile repairs. 

3. Statement of the problem: 

Managers in the service sector are facing 

hyper tension to prove that their services are 

customer-focused and that they continuously perform 

in order to show improvement in their delivery. In 

order to manage the financial and resource 

constraints under which service organizations 

operates it is essential that expectations of customers 

are properly understood and measured so that any 

gaps in service quality are identified. This 

information then assists a manager to find cost-

effective ways of closing gaps and of prioritizing 

which gaps to focus on – a critical decision given 

scarce resources. 

4. Objectives and scope of the study:  

The aim of the study is to evaluate the service quality 

of TVS Company in the Madurai region as per its 

customers‟ perceptions and expectations using the 

SERVQUAL model of Parasuramanet al. (1988). The 

study has been conducted with the customers and the 

important roles played by them during the service 

delivery.  

5. Sampling design and technique used: 

100 respondents were selected randomly from the 

cliental base of TVS & SONS and primary data were 

collected by administering structured SERVQUAL 

model of Parasuramanet al. (1988). Mean is 

calculated to know the gap in five dimensions. 

Cronbach alpha is 0.84 which is considered good and 

assures the internal consistency of the questionnaire. 

  6. Analysis and Discussion: 

The primary data collected were analysed with the 

SERVQUAL model to know the gaps in customer 

satisfaction. The table no:1 shows that the 
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demographic profile of the respondents. Among the 

respondents 10 % belongs to the age group of less 

than 25 years, 32.0% belongs to the age group of 26-

35 years, 34.0% belongs to the age group of 36-45 

years and 24.0% belongs to the age group of 46 and 

above years. In the gender of the respondents 100% 

respondents belongs to male and there is no female 

respondents. In educational qualification of the 

respondents among the respondents 26.0% of the 

respondents have completed their education up to 

SSLC, 40.0 % of the respondents have completed 

HSC, 8.0% of the respondents have completed UG 

and 26.0% of the respondents have completed other 

degree. In place of living of the respondents, 12.0% 

are living in rural area, 88.0% are living in urban 

area. In the income of the respondents Among the 

respondents 30.0% belongs to the income group of 

less than 2,00,000, 40.0 % belongs to the income  

group of 2,00,000-5,00,000, 30% belongs to the 

income group of Above 5,00,000. 

Table 1  

Demographic profile of the respondents 

DEMOGRAPHIC 

PROFILE 

 

NO. OF 

RESPONDENTS 

% 

TO 

TOTAL 

Age (Years) 

< 25 10 10 

26-35 32 32 

36-45 34 34 

>46  24 24 

Gender Male 100 100 

Educational  

Qualification 

SSLC 26 26 

HSC 40 40 

UG 8 8 

Other 26 26 

Domicile 
Urban 88 88 

Rural 12 12 

Monthly Income 

(Rs in Lakhs) 

< 2 30 30 

2-5 40 40 

>  5 30 30 

(Source: Primary data) 

Table 2 

Average Tangibles SERVQUAL Score 
S.No.                              

PARTICULARS 
   E    P    P-E 

   1 Modern looking equipment 4.36 3.86 -0.5 

   2 Visually appealing physical 

facilities 

3.44 3.81 0.37 

   3 Neat appearing employees 3.79 3.85 0.06 

   4 Visually appealing service 

materials 

3.68 3.69 -0.01 

  Average Tangibles 

SERVQUAL Score 

  -0.02 

Source: Primary Data  

 

 The modern looking equipment in TVS does 

not meet the expectation of the respondents. It holds 

a difference of -0.5. TVS Company does not meet the 

expectation of the respondents based on the brand 

image. The performance exceeds expectation when it 

comes to physical facilities visually appealing at TVS 

Company. Respondents are satisfied with the layout, 

colour, neatness and the sequencing of the physical 

facilities. The appearance of the employees also 

meets expectation by a value of 0.06. It is inferred 

that there is a lack of performance with material 

associated with service by -0.01 because of non-

alignment with schedule and gross misplacement. 

Overall tangibles SERVQUAL score fails to meet the 

expectations. 

Table 3 

          Average Assurance SERVQUAL Score 
S.No.                             

PARTICULARS 

   E     P                   P-E 

   1 Behaviour of employees 
instill confidence in 

customers   

3.85 4.32 0.47 

   2 Customers feel safe in 

transactions 

4.18 4.43 0.25 

   3 Employees are 

consistently courteous 

with customers 

4.24 3.96 -0.28 

   4 Employees have the 
knowledge to answer 

customers questions 

3.75 4.12 0.37 

   Average Assurance 
SERVQUAL Score 

  6.2025 

Source: Primary Data  

 The behaviour of employees in TVS 

Company meet the very well exceeds of respondents. 

It holds a difference of 0.47. The respondents feels 

safe in dealing with TVS but feel that they will not be 

courteous with respondents all the time because they 

have large target to meet and may not be able to solve 

the query alone. The respondents also feel that TVS 

employee have the skill level to answer their 

questions. Overall Assurance SERVQUAL score 

succeeds to meet the expectations. 

Table 4 

          Average Responsiveness SERVQUAL Score 
S.No.                                

PARTICULARS 

   E    P    P-E 

  1 Employees tell customers 

exactly when services will 

be performed 

  4.3   

3.85 

  -0.45 

  2 Employees give prompt 
service to customers 

  
3.77 

  
4.06 

  0.29 

  3 Employees are never be too 

busy to respond to customers 
requests 

  

3.79 

  

3.82 

  0.03 

  4 Employees are always 

willing to help you 

  4.1   

3.95 

 -0.15 

  Average Responsiveness 
SERVQUAL Score 

  0.0025 

Source: Primary Data  

 The employees of company will response 

lately for service call because they have large number 

of vehicles for service each day and may have to 

carry forward the target the next day and give prompt 

service when asked for and it will be very tough for 

us to ask them to help because of work pressure and 

large target to meet the target they need not be 
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courteous always. Overall Responsiveness 

SERVQUAL score succeeds to meet the 

expectations.  

Table 5 

          Average ReliabilitySERVQUAL Score 
S.No.                               

PARTICULARS 

  E   P P-E 

  1 Promise to do something by a 
certain time 

3.84 3.84 0.00 

  2 Sincere approach in problem 

solving 

3.95 3.76 -0.19 

  3 Perform the service right the 
first time 

4.56 3.73 -0.83 

  4 Providing service at the time 

it promises to do so 

3.93 3.83 -0.1 

  5 Emphasis on error free 
records. 

3.47 3.66 0.19 

 Average Reliability 

SERVQUAL Score 

  -0.186 

Source: Primary Data  

 TVS company promise to do something by a 

certain time, they fail to meet it some time because of 

their targets or their work with a particular 

respondents consumes more time and they insist to 

maintain good record but fail to provide service 

sometime because of the schedule and more pending 

service thus affecting reliability. Overall Reliability 

SERVQUAL score fails to meet the expectations. 

Table 6 

          Average Empathy SERVQUAL Score 
S.No.                                     

PARTICULARS 

    E P P-E 

  1 Individual attention to 

customers 

3.81 4.08 0.27 

  2 Convenient operating hours 

to all their customers 

3.83 4.13 0.3 

  3 Personal attention to 

customers 

3.84 3.71 -0.13 

   4 Customer‟s best interests are 

at heart of company 

3.67 4.02 0.35 

   5 Employees understand 

specific needs of customers 

3.82 4.11 0.29 

 Average Empathy 

SERVQUAL Score 

  0.216 

Source: Primary Data  

 TVS Company should give respondents 

individual attention to their problems and adjust their 

operating hours convenient to customers but there are 

some who fail on this count because of work pressure 

and pending targets so TVS Company should focus 

more on giving personal attention to their customers. 

They will work for customer‟s best interest. The 

employees of TVS Company will understand the 

specific needs of their customer‟s meets expectation 

by a value of 0.29. Overall Empathy SERVQUAL 

score succeeds to meet the expectations. 

Table No: 7 

 SERVQUAL scores for TVS Company service 

quality 
Dimension Unweighted 

SERVQUAL 

SERVQUAL 

importance 

SERVQUAL 

weighted 

scores weights Scores 

Tangibles -0.02 20 -0.4 

Assurance 0.2025 20 4.05 

Responsiveness 0.0025 20 0.05 

Reliability -0.186 20 -3.72 

Empathy 0.216 20 4.32 

Overall -- 100 0.86 

Source: Primary data 

The following details can be inferred after analysis 

with a sample size of 100 which included customers, 

by using questionnaire to find out the service quality 

of Ashok Leyland products IN TVS&SONS, Madurai 

region. Among the 100 respondents, the majority age 

group belongs to 36-45 years and the lowest is less 

than 25 years of age. Out of 100 respondents, All are 

belongs to male respondent and there is no female 

respondents. Out of 100 respondents, most 

respondents are completed their HSC and least are 

completed their UG. The majority of the respondents 

are from urban area and only few respondents are 

from rural area. The majority of the respondents are 

earning from Rs. 2,00,000 - 5,00,000 and the least are 

earning Rs. above 5,00,000. The modern looking 

equipment in TVS does not meet the expectation of 

the respondents. It holds a difference of -0.5. TVS 

Company does not meet the expectation of the 

respondents based on the brand image. The 

performance exceeds expectation when it comes to 

physical facilities visually appealing at TVS 

Company. Respondents are satisfied with the layout, 

colour, neatness and the sequencing of the physical 

facilities. It is inferred that there is a lack of 

performance with material associated with service by 

-0.01 because of non-alignment with schedule and 

gross misplacement. The appearance of the 

employees meets expectation by a value of 0.06. 

Overall tangibles SERVQUAL score fails to meet the 

expectations. The behaviour of employees in TVS 

Company meet the very well exceeds of respondents. 

It holds a difference of 0.47. The respondents feels 

safe in dealing with TVS but feel that they will not be 

courteous with respondents all the time because they 

have large target to meet and may not be able to solve 

the query alone. The respondents also feel that TVS 

employee have the skill level to answer their 

questions. Overall Assurance SERVQUAL score 

succeeds to meet the expectations. The employees of 

company will response lately for service call because 

they have large number of vehicles for service each 

day and may have to carry forward the target the next 

day. It will be very tough for us to ask them to help 

because of work pressure and large target to meet the 

target they need not be courteous always. Overall 

Responsiveness SERVQUAL score succeeds to meet 

the expectations. TVS company promise to do 

something by a certain time, they fail to meet it some 

time because of their targets or their work with a 
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particular respondents consumes more time. They 

insist to maintain good record but fail to provide 

service sometime because of the schedule and more 

pending service thus affecting reliability. Overall 

Reliability SERVQUAL score fails to meet the 

expectations. TVS Company should give respondents 

individual attention to their problems and adjust their 

operating hours convenient to customers but there are 

some who fail on this count because of work pressure 

and pending targets. The employees of TVS 

Company will understand the specific needs of their 

customer‟s meets expectation by a value of 0.29. 

Overall Empathy SERVQUAL score succeeds to 

meet the expectations. The Average unweighted 

SERVQUAL calculated is 0.043. This Values 

indicates that the expectation of the customers are 

met and the performance good. 

The SERVQUAL model consists of five 

factors that are given in above table. The average 

tangibles and reliability scores does not meet the 

expectation of customers denoted by the values -0.02 

and -0.186 respectively. But the remaining variables 

namely responsiveness, assurance and empathy 

satisfies the customer‟s needs. The set of variables 

that contributes to the satisfaction overcomes the 

dissatisfaction level of some variables that leads 

overall values being in positive. The Average 

unweighted SERVQUAL calculated is 0.043. This 

value indicates that the expectation of the customers 

are met and the performance good. 

The above five factors pertain to TVS 

company and services they offer. Each factor is 

weighted based on the importance held by the 

customers. In this case all the factors carry equal 

weights. 

The average tangibles and reliability 

weighted scores does not meet the expectation of 

customers denoted by the values -0.4 and -3.72 

respectively. But the remaining variables namely 

responsiveness, assurance and empathy satisfies the 

customer‟s needs. The set of variables that 

contributes to the satisfaction overcomes the 

dissatisfaction level of some variables that leads 

overall values being in positive. The Average 

weighted SERVQUAL Score had gained 86 

percentage by the respondents of TVS Company and 

remaining 14 percentage is the gap of the service 

quality in TVS Company. It can be filled by the 

company by improving the services quality in future 

which is render to the customers. 

7. Suggestions and conclusion 

The tangibility scores from the study seems 

to be poor. It can be improved by having more 

modern looking equipments, changing the visual 

appearance of the physical facilities more appealing 

and making the employees more presentable to the 

customers. The reliability score is also too low 

compare with other variables. Keeping up the 

promise made catering to each customer need 

uniquely, performing the service right in the first 

attempt himself re the areas where improvement is 

required. Concentrating on error free records adds to 

the benefit of the organization. The recommendation 

which was given by customer that are mostly about to 

reduce the delay in delivery time and give equal 

importance to all customers i.e. give equal response 

to the first time user and bulk purchasing customer 

and then quick response for their queries. 

This study describes about the service 

quality which was followed by the TVS Company at 

Madurai and then which had been split into two 

categories such as Perceptions and expectations with 

the help of SERVQUAL five dimensions 

(Tangibility, Reliability, Assurance, Responsiveness, 

Empathy) 

  The result of this study reveals that there is 

an average weighted SERVQUAL Score had gained 

86 percentage denoting the satisfaction level of 

customers of TVS Company and remaining 14 

percentage is the gap to be filled to attain optimum 

service quality level. It can be fulfilled by the 

company by improving the services quality further in 

future which will render to the customer‟s 

requirements. Hence the overall satisfaction on the 

service quality of the TVS Company service was 

appreciated by the respondents. But increasing the 

service quality where they lack would earn even 

more goodwill and reputation for the organization.  
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