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Abstract: Assessment of service quality has been widely utilized in after-sales service, especially
in the automotive industry. The purpose of the study was to determine factors affecting customer
satisfaction in an automotive after-sales service at Toyota Dasmarinas-Cavite Philippines by utilizing
the SERVQUAL approach. Several SERVQUAL dimensions such as tangibles, reliability, responsive-
ness, assurance, and empathy were analyzed simultaneously to the customer satisfaction. Structural
equation modeling (SEM) indicated that among the five SERVQUAL dimensions, reliability and
empathy were found to have significant relationships to the satisfaction of customers at Toyota
check for Dasmarinas-Cavite Philippines. Interestingly, tangibles, responsiveness, and assurance were found

updates
to have no significant relationships to satisfaction. The servicing dealer must deliver a high quality of
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service to meet customer expectations and achieve high customer satisfaction, which subsequently
builds customer trust towards the company. With these, customer retention and loyalty can be
attained by the company that can also increase the company’s profit and competitive advantage.
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business to enhance their competitiveness [5]. Examples of these after-sales services are
mostly the repairs and maintenance of a product in automotive companies.

Automotive companies’ way of delivering after-sales services is through its retailer or
dealers. Car producers such as Toyota, Volkswagen, BMW and many others utilize their re-
tailers to deliver services such as vehicle periodic maintenance and other repair services [5].
Over the years, these retailer services have been thriving industries in developing countries
such as the Philippines.

The Philippines ranked 9th among the countries with the highest passenger cars sold
within the Asia-Pacific region. With approximately 273.4 thousand vehicles in 2019, Toyota
was the leading auto-motive company in the Philippines, selling about 161.4 thousand
cars in the same year [6]. Toyota Motor Philippines, or TMP, as one of the well-known car
companies in the Philippines, uses the approach of using its retailer or dealer to deliver
the after-sales services for Toyota vehicle products all over the Philippine network. One of
these dealers is the Toyota Dasmarinas-Cavite.

Toyota Dasmarinas-Cavite or TDM is located at Dasmarinas, City in Cavite, Philip-
pines. It is the first Toyota dealer in Cavite. The business is focused on the sales and periodic
maintenance of all Toyota vehicles. It started on 24 October 2003 and was the very first
addition to the Toyota Manila Bay Corporation (TMBC) [7,8]. Toyota Dasmarinas-Cavite
also offers after-sales services to all Toyota customers and only aims to exceed the customer
expectation and deliver high customer satisfaction.

In enhancing the customer satisfaction, SERVQUAL has been widely utilized in an
after-sales service worldwide. In Malaysia, Farooq et al. [3] explored the customer satisfac-
tion in Malaysia Airlines by utilizing the SERVQUAL approach. In Ghana, Baidoo et al. [9]
also conducted a study that assessed customer satisfaction in automotive repair garages in
Cape Coast metropolis. Finally, In India, Baber [10] also utilized SERVQUAL to explore the
gap between the level of expectation in service quality, service perception, and its influence
on customer satisfaction of Toyota customers.

Despite the availability of numerous SERVQUAL studies worldwide, there was no lo-
cal study in the Philippines particularly related to the automotive after-sales service. In fact,
the application of SERVQUAL is very important particularly for enhancing the automotive
after-sales service such as Toyota Dasmarinas-Cavite, Philippines. By meeting customer
expectation and achieving high customer satisfaction, customer retention and loyalty will
be certainly possible for Toyota Dasmarinas-Cavite. With these, customer retention and
loyalty can be attained by the company, which can also increase the company’s profit and
competitive advantage.

The purpose of the study was to determine factors affecting customer satisfaction in
an automotive after-sales service at Toyota Dasmarinas-Cavite by utilizing the SERVQUAL
approach. Several SERVQUAL dimensions such as tangibles, reliability, responsiveness,
assurance, and empathy were analyzed simultaneously to the customer satisfaction. This
study is the first study that analysed automotive after-sales service in the Philippines. The
results could be theoretical foundations for enhancing the customer satisfaction in the
automotive industry worldwide.

2. Materials and Methods
2.1. Theoretical Framework

Figure 1 represents the theoretical framework showing customer’s perception on
service quality in terms of the five dimensions. These dimensions consist of tangibles, relia-
bility, responsiveness, assurance, and empathy. It was assessed with the use of SERVQUAL
questionnaires to determine its relationship on customer satisfaction at Toyota Dasmarinas-
Cavite Service Department.
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Figure 1. Theoretical Framework.

The tangibles dimension is a form of physical means used by organizations to create
and do work. Supporting equipment and the appearance of employees used to serve
consumers can create an impression that is easily remembered by consumers. In addition,
pleasant conditions are also felt by consumers when making transactions against services
produced by the company. Thus, the tangible dimension is part of the increasing condition
of employees to act on time in accordance with the wishes of consumers. The better the
tangibles provided by the organization, the better the service provided to consumers will
be [11]. Thus, we hypothesized the following:

Hypothesis 1 (H1). Tangibles had a significant direct effect on customer satisfaction.

The reliability dimension is the ability and commitment possessed by employees to
provide services in accordance with the agreement. The decision taken is the desire to
adjust performance to customer expectations, which means the timeliness and the same
service to all customers [11]. In an automotive service industry, getting a service from a
reliable service provider extends the life of the car and prevents its sudden breakdown [7].
Thus, we hypothesized the following:

Hypothesis 2 (H2). Reliability had a significant direct effect on customer satisfaction.

Responsibility is the behavior of employees in the organization to act in time and
convey information in accordance with consumer needs. The ability to respond to what
is owned by employees will be positively assessed by consumers so that it can create
capabilities when serving consumers. The motivation of employees to solve problems faced
by customers when using the services has a positive effect on customer satisfaction [11].
Thus, we hypothesized the following:

Hypothesis 3 (H3). Responsiveness had a significant direct effect on customer satisfaction.

Assurance is one of the core dimensions of service quality that impacts customer
satisfaction [12]. Khan et al. [12] stated that the process of acquired knowledge being
showcased by staff in executing their term of preferences during service delivery can be
highly assuring to customers. This gives customers the confidence that the service delivery
representative will perform his/her duty professionally and ethically, encouraging the
likelihood of word-of-mouth activity, especially in financial institutions [12]. Thus, we
hypothesized the following:

Hypothesis 4 (H4). Assurance had a significant direct effect on customer satisfaction.
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Faarooq et al. [3] provided evidence for the fact that better quality of personnel services
will significantly improve customer satisfaction level. Without empathy, customers will
remain dissatisfied with service quality; therefore, empathy greatly impacts customer
satisfaction [12]. Thus, we hypothesized the following:

Hypothesis 5 (H5). Empathy had a significant direct effect on customer satisfaction.

Service quality is one of the main determining factors of customer satisfaction. Cus-
tomers are the key evaluator that plays an important role in measuring the quality of
service or product [13]. To remain competitive, retain their existing customers, and at-
tract new ones, accommodation providers generally improve their service quality and,
consequently, their customer satisfaction as a key strategy [2]. The study of Baidoo, F.
and Odum-Awuakye, G. A [6] showed that wide quality service gaps exist between the
expectation of the customer and the mechanics operating the garage. Communication gaps,
tools and equipment, lack of service standard and working procedures, and the quality of
service was the quality service gaps that have influenced customer satisfaction levels [6].
They recommended that dealership centers endeavor to work in partnership with these
wayside garages, offer training support and help them to come out with service standards
and work procedures [6]. Thus, we hypothesized the following;:

Hypothesis 6 (H6). Overall service quality had a significant direct effect on customer satisfaction.

2.2. Participants

A total of 256 customers from Toyota Dasmarinas-Cavite were voluntary participants
in the study. They were the individuals who are regularly having their vehicle serviced
or those who have past experience of having their vehicle serviced at Toyota Dasmarinas-
Cavite. Table 1 shows the descriptive statistics of all the respondents.

Table 1. Descriptive Statistics of Respondents (N = 256).

Characteristics Category Frequency (N) Percentage (%)
Male 157 61.3%
Gender Female 98 38.3%
Prefer Not to Say 1 0.4%
18-30 years old 85 33.2%
Age 31-45 years old 122 47.7%
8 46-60 years old 47 18.3%
60 years old and above 2 0.8%
P15,000 and below 39 15.2%
. P15,001—P50,000 160 62.5%
Estimated Monthly Income P50,001—P100,000 5 20.3%
P100,001 and above 5 2%
0-5 years 166 64.8%
Number of Years Owning a 6-10 years 78 30'50/0
Toyota Vehicle 11-15 years 9 3.5%
16-20 years 2 0.8%
21 years and above 1 0.4%

2.3. Questionnaire

A SERVQUAL-type questionnaire was utilized in this study. It is a tool used to
measure service quality using both the gap concept and service quality dimensions [13].
The SERVQUAL comprised of the five service quality dimensions, which were the tangibles,
reliability, responsiveness, assurance, and empathy [14-17]. Appendix A shows the sample
survey questionnaire used in this study.
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2.4. Analytical Tools

Structural equation modeling (SEM) was utilized to derive the relationships between
SERVQUAL dimensions and customer satisfaction. It is an advanced statistical approach
designed to describe causal relationships between the latent variables construct [18-20]. It
is also widely utilized in SERVQUAL-type of study [21,22].

Figure 1 shows the study’s structural equation modeling (SEM) framework. A total
of 50 customer assessment items were used under service quality with 10 items each per
service quality dimensions, which are the tangibles, reliability, responsiveness, assurance,
and empathy. In addition, a total of 10 items were used to assess customers based on
customer satisfaction and future intention. These were the items customers answered
to determine the effects of service quality on customer satisfaction in automotive after-
sales service.

3. Result

Figure 2 represents the initial model of the current study. Based on Table 2, three paths
were found not to be significant: tangibles-customer satisfaction, responsiveness-customer
satisfaction, and assurance-customer satisfaction. Thus, a revised model was derived by
eliminating these three paths.

] T T To7 T Ter] T
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Customer Empathy &&=—
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Reliability
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Figure 2. SEM Initial Results.

Figure 3 represents the final model of factors affecting customer satisfaction at Toyota
Dasmarinas-Cavite service operation. Furthermore, an evaluation of each construct validity
and composite reliability was also conducted; this was done to ensure that each set of
indicators in relation to its construct accurately represents the investigated variables. In
Table 3, three measures were used to test the reliability and validity of each construct.
Cronbach’s « and composite reliability (CR) measures the internal consistency of the
construct and average variance extracted (AVE) measures the construct validity. All
values surpass the recommended value (Cronbach’s « > 0.7, CR > 0.7, and AVE > 0.5),
implying that each construct is indeed valid and reliable. This shows that among the five
SERVQUAL factors, reliability and empathy were found to have a significant relationship
to the satisfaction of customers at Toyota Dasmarinas-Cavite.
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Table 2. Relationship Between the Five Factors.

No Variables Direct Effect p-Value Indirect Effect p-Value Total Effect p-Value
1 T—CS —0.20 0.058 - - -0.20 0.058
2 Re — CS 0.45 0.006 - - 0.45 0.006
3 Rs — CS —0.13 0.375 - - —0.13 0.375
4 A—CS 0.11 0.251 - - 0.11 0.251
5 E—CS 0.68 0.000 - - 0.68 0.000

087 032
- > Relbity

Customer
Satisfaction

Figure 3. The Final SEM.

Table 3. Construct Reliability and Validity.

Average Variance

Factor Cronbach’s Extracted (AVE) Composite Reliability (CR)
Reliability 0.963 0.702 0.959
Empathy 0.982 0.829 0.980

Table 4 shows the relationship between the two hypotheses in this study. From this
table, two hypotheses were shown to be significant, which was an indication of a relatively
acceptable model construct. Reliability and empathy’s p-value indicates a highly significant
relationship between the two variables.

Table 4. Relationship Between the Two Hypothesis.

No Variables Direct Effect p-Value Indirect Effect p-Value Total Effect p-Value
1 Re — CS 0.32 0.001 - - 0.32 0.001
2 E—CS 0.73 0.000 - - 0.73 0.000

As presented in Table 5, the GFI and AGFI values were 0.897 and 0.862, respectively,
indicating that the model passed the minimum cut-off of the model fit [19]. In addition, the
RMSEA value was 0.039, indicating that it was lower than the suggested cut-off of 0.07. IFI,
TLI, and CFI values were greater than the suggested cut-off of 0.90 [20], indicating that the
hypothesized construct of the specified model reflected the observed data very well [23,24].
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Table 5. Goodness of Fit and Parameter Estimates.

Goodness of Fit Measures of the SEM Parameter Estimates Minimum Cut-Off Recommended by
Goodness of Fit Index (GFI) 0.897 >0.80 [19]
Adjusted Goodness of Fit Index (AGFI) 0.862 >0.80 [19]
Root Mean Square Error of Approximation (RMSEA) 0.039 <0.07 [20]
Incremental Fit Index (IFI) 0.952 >0.90 [20]
Tucker Lewis Index (TLI) 0.953 >0.90 [20]
Comparative Fit Index (CFI) 0.951 >0.90 [20]

4. Discussion

In general, the study shows that two out of five factors were found to have a significant
effect on customer satisfaction. Based on Figure 3, which represents the final SEM in the
current study, empathy was found to have the most significant effect on satisfaction
(B: 0.73). Several indicators are such as (1) service staffs understand customer needs
(A: 0.91), (2) service staffs give individual attention to the customer (A: 0.91), (3) service
staffs apologize when committing mistakes (A: 0.92), (4) service staffs apologize when the
customer requests were not done (A: 0.94), (5) service staffs assist all customers in a caring
manner (A: 0.95), (6) convenient schedule for customers (A: 0.88), (7) informing if there
will be changes in promised time (A: 0.87), (8) service staft’s willingness to help (A: 0.93),
(9) service staff’s courtesy (A: 0.95), and (10) dealer is competent in correcting customer
concerns (A: 0.92). These results only show that customers appreciate it when they feel
that they are important as a customer. They become even more satisfied if they are given
prompt action and attention whenever they are availing of Toyota’s service. Customers also
appreciate when the service personnel apologized ahead of time if some requests cannot
be done due to some reason, and if there will be any changes from the initial promised
time to prevent customer disappointment. A similar study also provides evidence for
empathy’s significant influence on overall customer satisfaction. It was also stated that
personal empathy positively contributes to service quality like in the airline industry [3].

Reliability was also found to have a significant effect on satisfaction (f3: 0.22). Several
indicators are such as (1) ease of arranging appointment schedule (A: 0.86), (2) prioritization
on appointment customers (A: 0.86), (3) accommodation of walk-in customers (A: 0.73),
(4) promised time on service completion (A: 0.82), (5) fairness on cost estimate prior
to servicing (A: 0.87), (6) vehicle cleanliness (A: 0.88), (7) recommendations provided for
customer’s vehicle (A: 0.93), (8) addressing customer vehicle concerns and requests (A: 0.90),
(9) addressing customer vehicle concerns and requests (A: 0.83), and (10) all the discussed
services were done accurately (A: 0.88). These results indicate that most customers were
satisfied with the service when the promised commitment time, estimated cost, vehicle
concerns, and customer requests were achieved and done accurately. To add, vehicle
cleanliness also represents the quality of service especially during vehicle turnover that
makes the customers even more satisfied and makes not only the service personnel but
also the servicing dealer more reliable. These findings were similar to Baber (2018) who
mentioned that not every customer has good automobile knowledge, which is why they
value reliable service, which has an impact on satisfaction [7]. In addition, service from a
reliable service provider prolongs the vehicle’s life and prevents possible breakdown.

Surprisingly, tangibles, responsiveness, and assurance were found to have no signifi-
cant effects on customer satisfaction. Tangibles (3: —0.20) several indicators in this study
were (1) accessibility to service entrance (A: 0.85), (2) accessibility to the service reception
area (A: 0.82), (3) visual signs and messages for customers provided by the dealer (A: 0.84),
(4) service staff’s appearance (A: 0.91), (5) amenities (A: 0.76), (6) state of the art equipment
in-service workshop (A: 0.84), (7) Courtesy items installed to vehicles (A: 0.83), (8) overall
service reception appearance (A: 0.94), (9) overall service workshop appearance (A: 0.90),
and (10) overall facility appearance (A: 0.93). This only indicates that customers have fewer
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expectations when it comes to overall personnel and facility appearance. They are more
focused on the quality of service delivered on their vehicle and how service personnel
assists and communicate with them. A previous study revealed that tangibility does not
take a significant role in providing service quality as customers do not expect to have
tangibility in the after-sales service [7].

Responsiveness (3: —0.13) which was also found not significant to satisfaction in-
cludes indicators such as (1) assistance provided by guards or other staffs upon entry
(A: 0.83), (2) assistance by receptionist staff at the reception area (A: 0.84), (3) waiting time
before assisted by the Service Advisor (A: 0.85), (4) assistance by the Service Advisor
(A: 0.89), (5) service staffs respond to all customer inquiries (A: 0.89), (6) service advi-
sor’s clarity of explanation of service (A: 0.93), (7) clarity of explanation to service billing
or charges (A: 0.95), (8) service staffs promptly serve all customers (A: 0.95), (9) service
staffs courteousness (A: 0.94), and (10) Overall service staff’s responsiveness to customers
(A: 0.94). This also shows that customers have fewer expectations when it comes to the
overall responsiveness of service personnel.

Assurance was also found to have no significant effect on customer satisfaction (3: 0.11)
but a high p-value of 0.251 (Table 2). Indicators under this factor were (1) maintenance
reminder for customer’s upcoming service (A: 0.85), (2) confirmation and a reminder on
customer’s appointment schedule (A: 0.86), (3) vehicle check listing or inventory system
upon entry (A: 0.83), (4) informing customers when their vehicle is being serviced (A: 0.89),
(5) allowing customers to watch their vehicle being service (A: 0.82), (6) Service Advisor’s
constant update on the vehicle status (A: 0.90), (7) providing warranty on parts and
service repairs (A: 0.88), (8) returning of used parts to customers (A: 0.89), (9) all customer
concerns and requests were done (A: 0.88), and (10) all services and requests done were
explained and shown upon vehicle pick-up (A: 0.90). These revealed that customers have
less expectation on service personnel’s constant communication, honesty, and transparency
such as returning all valuable items to the customers, informing if the vehicle is already
being serviced, and allowing them to watch to show them that all the discussed inspections
are properly done. In addition, explaining all the services done to the customer and giving
them a work guarantee assures them of the kind of service they received from the servicing
dealer but they do not see it as a contributing factor to the overall good service quality that
they expect on their vehicle.

5. Conclusions

Service quality plays an important role in customer satisfaction, particularly in au-
tomotive after-sales service. The study aimed to explore the effects of service quality
dimensions on customer satisfaction at Toyota Dasmarinas-Cavite. The findings revealed
that there is a significant relationship between customer satisfaction and the two dimen-
sions reliability and empathy, while tangibility, responsiveness, and assurance seemed to
have less of an effect on customers.

Today, where most people rely on their vehicle as their day-to-day service, they need
to make sure that their vehicle is always safe and in good running condition, which is
why they still prefer having their car serviced at an authorized service center such as
at Toyota Dasmarinas-Cavite [25,26]. In return, the servicing dealer must deliver a high
quality of service to meet customer expectations and achieve high customer satisfaction
that can later build customer trust towards the company. With these, customer retention
and loyalty can be attained by the company that can also increase the company’s profit
and competitive advantage.

6. Recommendations
6.1. Practical Implications

This study has several practical implications for Toyota Dasmarinas-Cavite, its em-
ployees, and the management. The findings of this study suggest that Toyota Dasmarinas-
Cavite must focus more on factors such as reliability and empathy in delivering high
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quality of service since these are the factors most of the customers consider that affect
their satisfaction.

The company must continue to provide employee pieces of training, particularly
on service technicians to enhance their skills that will help the company to deliver fast
and reliable service to all its customer’s vehicles. This can be done by participating in all
the training conducted by Toyota Dasmarinas-Cavite (TDM) or can be by Toyota Motor
Philippines (TMP). The dealer can schedule a quarterly training properly coordinated with
the training facilitators at the TMP. The dealer can also perform a job rotation at the service
workshop which can also be done quarterly for the technicians to enhance their skills and
knowledge on other tasks. In this case, reliable service can be attained and will lead to
customer assurance on their vehicle’s good running condition and performance.

The company must also continue to conduct customer care or customer handling
related training especially for the service marketing personnel who handles customer
directly for them to better understand the customer needs and expectations. This can
be done at least once a year. The training can also serve as an annual refresher to the
employees who already had this kind of training. With these, service personnel can identify
and understand the customers better; what they want and how they feel. In this case, a
suitable approach can be adapted towards the customer that can make them feel more
comfortable and even more satisfied not only with the service they received but also with
the heartfelt treatment by the service personnel.

Lastly, the management must always continue to improve the quality of service by
doing “kaizen” activities, and even turning customer feedbacks and concerns into positive
input to improve the overall service quality.

6.2. Limitations and Future Research

There are some limitations needed to be considered in this study. This study only
utilized the traditional five factors of the SERVQUAL tool, namely tangibles, reliability,
responsiveness, assurance, and empathy. There are still other factors and tools that can con-
sider using in this type of study thus limiting the findings of this study. Future researchers
can explore these factors using the latest improved tools and models that are applicable
in this type of study. The study also focuses only on one after-sales service dealer. Future
studies can overcome such limitations by exploring other servicing dealers and industries.
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Appendix A

Table Al. Sample Survey Questionnaire.

I. Customer Profile

Name (Optional):

Gender:

Age:
__18-30 years old __ 4660 years old
__31-45 years old __ 61 years old and above

Estimated Monthly Income:
__P15,000 and below __P50,001-P100,000
__P15,001-P50,000 __P100,001 and above

Number of years owning a Toyota vehicle:

II. Customer Assessment based on Service Quality

Answer the following statements by checking the column that corresponds to your answer.

Rating Scale:

5—Very Satisfied

4—Somewhat Satisfied

3—Neither Satisfied or Dissatisfied
2—Somewhat Dissatisfied

1—Very Dissatisfied

Tangibles

. Acessibility to service entrance.

. Acessibility to service reception area.

. Visual signs and messages for customers provided by the dealer.
. Service staffs appearance.

. Amenities (TV, WiFi, furnitures, and refreshments).

. State of the art equipments in service workshop.

. Overall service reception appearance (service counters and waiting area).
. Overall service workshop appearance (equipments, tools, and working bays).
0. Overall facility appearance (accessibility, cleanliness, ambience, etc.).

= 0 00 NI Ul WN -

. Courtesy items installed to vehicles (floor mats; steering, shifter and handbrake covers).

Reliability

. Ease of arranging appointment schedule.

. Prioritization on appointment customers.

. Accomodation on walk-in customers.

. Promised time on service completion.

. Fairness on cost estimate prior to servicing.

. Vehicle cleanliness (interior and exterior).

. Recommendations provided for customer’s vehicle (prior to and after service).
. Addressing customer vehicle concerns and requests.

. Service staff returns personal belongings and other valuable items.

0. All the discussed services were done accurately.

= 0 00 NI Ul WN -

Responsiveness

. Assistance provided by guards or other staffs upon entry.

. Assistance by receptionist staff at the reception area.

. Waiting time before assisted by the Service Advisor.

. Assistance by the Service Advisor.

. Service staffs responds to all customer inquiries.

. Service advisor’s clarity of explanation of service (prior to and after service).
. Clarity of explanation to service billing or charges.

. Service staffs promptly serve all customers.

. Service staffs courteousness.

0. Overall service staffs responsiveness to customers.

= 0 00 NI O\ Ul WN =
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Assurance 5 4 3 2 1

1.
2.
3.

Maintenance reminder for customer’s upcoming service.
Confirmation and reminder on customer’s appointment schedule.
Vehicle checklisting or inventory system upon entry (interior and exterior condition;

valuable items left).

4.
5.
6.
7.
8.
9.

Informing customers when their vehicle is being service.
Allowing customers to watch their vehicle being service.
Service Advisor’s constant update on the vehicle status.
Providing warranty on parts and service repairs.
Returning of used parts to customers.

All customer concerns and requests were done.

10. All services and requests done were explained and shown upon vehicle pick-up.

Empathy 5 4 3 2 1

O O N ONUT s WIN -

. Service staffs understand customer needs.

. Service staffs gives individual attention to customer.

. Service staffs apologize when committing mistakes.

. Service staffs apologize when customer requests were not done.
. Service staffs assist all customers in a caring manner.

. Convenient schedule for customers.

. Informing if there will be changes in promised time.

. Service staffs willingness to help.

. Service staffs courtesy.

10. Dealer is competent in correcting customer concerns.

III. Customer Assessment based on Customer Satisfaction and Future Intention
Answer the following statements by checking the column that corresponds to your answer.
Rating Scale:

5—Very Likely

4—Somewhat Likely

3—Neutral

2—Somewhat Unlikely

1—Very Unlikely

Customer Satisfaction and Future Intention 5 i 3 2 1

= O 00 NI Ul WN -

. Recommending TDM'’s service to a friend or peer.

. Re-availment of TDM’s service.

. Switching to another Toyota Service left.

. Switching to non-Toyota or outside car service left.

. Recommending the service marketing staff/Service Advisor to a friend or peer.

. Switching to another service marketing staff/Service Advisor.

. Continue patronizing TDM's services even if your vehicle is already out of warranty.
. Continue patronizing TDM's services despite of price increases.

. Continue patronizing TDM's services despite of minor unwanted experience.

0. Overall satisfaction with TDM’s Service performance.
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