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ABSTRACT 

This Paper refers the connection of customer 

satisfaction , Loyalty due to  customer satisfaction 

which affects the buying decision in the customer 

mind . 

This paper also refers the impact of customer 

parameters on the customer satisfaction . Features 

which are there but does not impact and the 

features which are missing which can lead a great 

satisfaction in customer mind in Lucknow market 

for the Electrical Vehicle Customers . 

 

The customer survey in Lucknow and EV is very 

negligible for electrical vehicles and this may help 

the manufacturers to understand the area of focus 

which can lead for a enhanced market , align with 

plan of Indian Government for 30% market share to 

save the environment and to promote the 

manufacturing in India under the FAME 2 scheme. 

The research , considering above has done on Title 

Subject “ PREPAREDNESS REPERCUSSIONS 

OF AFTER SALES IN ELECTRICALTWO 

WHEELER INDUSTRY IN LUCKNOW 

MARKETs” to help the readers , entrepreneurs to 

have a scientific view in differentiated age and 

gender to understand the need of after sales which 

may increase the satisfaction among them . 

 

I. INTRODUCTION 
The introduction of electric vehicles (EV) 

can not only bring fundamental changes in 

sustainable traffic behavior, but is also an important 

way to protect the environment and sustainability 

(Smith, 2008), promoting the widespread use of 

electric vehicles has become a special concern. . 

vehicles effectively. in countries around the world. 

For example, according to China's New Energy 

Vehicle Industry Development Plan (2021-2035), 

sales of new energy vehicles will account for 

approximately 20% of total sales in 2025 (State 

Council Office 2020, No. 39). document).However, 

some researchers have expressed the belief that 

anticipated emotions can directly influence 

intention and behaviorindependently of other core 

elements Additional research has shown that 

different types of anticipated emotions, such as 

positive anticipated emotions (PAE) and negative 

anticipated emotions (NAE), can have different 

effects on behavioralintentions due to the 

importance of different situations and behavioral 

goals. 

Despite this, Chinese car companies face a 

dual challenge: a reduction in subsidies for electric 

cars and the ongoing novel coronavirus (COVID-

19) pandemic. Due to the intensification of 

competition in the industry, methods to further 

increase the purchase demand of electric vehicles 

have become very important and urgent. Therefore, 

relevant governments must understand the 

incentives and barriers that determine consumer 

adoption of EVs in order to provide an objective 

basis for appropriate policy making. What are the 

main factors influencing the intention to buy 

electric cars? It has been suggested that consumers' 

emotional factors may be more critical than their 

rational factors for the successful adoption of new 

products (Moons and De Pelsmacker, 2012). 

However, consumers' anticipatory feelings are a 

relatively neglected aspect in the study of electric 

vehicle adoption intentions. 

Therefore, relevant governments must 

understand the emotional factors that influence 

consumers' intentions to purchase electric cars, as 

well as the various psychological factors that 

influence their purchase decisions. 
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Feasibility and  How it Works : 

 

 
Engine and Gear Box is replaced with a battery , Controller and a Motors which may be front, Rear or centre 

mounted motor. 

 
 

 

Meaning of  after service sale- Service: 

After-sales service is any support provided to a 

customer after the product or service has  been 

purchased. ... 

 Examples of after-sales service include “warranty 

service, training, or repair for a product, 

Installation, Online Support,  skill transfer to local 

level , spare parts support, customer education and 

fixing change in case – product failures“, Warranty 

and Warranty Services, On line Technical Support , 

Off Road Services etc. 
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PROBLEM STATEMENT  OF RESEARCH :: 

• To achieve the stated goal as well as the 

research problem, the researcher designed the 

following research questions : 

 Do the after-sales services offered by E.V 

manufacturers, affect customer satisfaction and 

loyalty?  

 What are the after-sales services provided for 

the selected electric two-wheeler?  

  Does each after-sales service provided by 

different companies have a different effect on 

customer satisfaction?  

  Does customer satisfaction have any 

relationship with customer loyalty towards the 

after-sales service of electric two-wheelers?    

What challenges did the selected automakers 

face in implementing after-sales service? 

 

H0: There is no link between Customer 

Satisfaction and Loyalty. 
 HA: There is link in the Customer Satisfaction and 

Loyalty. 

H0-1: There is no  different  effects of same  

Customer Satisfaction parameters on different 

Service Providers.  

HA-1: There is different  effects of  same Customer 

Satisfaction parameters on different Service 

Providers. 

 

Objective :: 

The primary objective of this two-phase mixed-

method sequential scope study was to assess 

whether the after-sales services provided to 

customers  after the sales , affected customer 

satisfaction. and overall customer loyalty because ,  

Such customers help in incremental sales and in 

brand building. 

 

The specific objectives of this study are:  

1. Identify the components of after-sales service to 

be provided on the selected electric two-wheeler 

which are important in Loyalty . 

2. Comparison of the influence of   after-sales 

services factors  on Customer Satisfaction of the 

selected electric two-wheeler- “Hero and Okinawa” 

, means “ has the  After Sales parameters same or 

different effect with different companies”;  

3- Identify the challenges of establishing after-sales 

service on selected electric two-wheelers. 

Challenges of After Sale Service : 

 USING TODAYS DATA 

EFFECTIVELY FOR NEXT LEVEL OF 

PRODUCT AND SERVICES 

 LACK OF SOP AND 

STANDARDIZATION IN SERVICE 

,INAPPROPRIATE REGULATIONS WHICH 

VARY STATE TO STATE. 

 CUSTOMER SATISFECTION 

MEASURING AND DOCUMENTATION, 

ANALYSIS AND ACTION. 

 QUALITY OF PRODUCT AND 

SERVICES , ESTABLISHING PRODUCT LIFE 

CYCLE 

 MEETING PROMISE DELIVERY 

TIMES ( PDT) AND COST ( PCD) AND 

ROBUST WORKSHOP ORIENTATION 

PROCESS REFERRING PAST TO ACT IN 

FUTURE WITH SPECIFIC NEED OF 

CUSTOMERS, CHURNING OF MANPOWER . 

 INAPPROPRIATE CHARGING INFRA , 

REGULATION ON SWAPABLE BATTERY 

 LACK OF SKILL ON GROUND FOR 

REPAIRS , COSTLY REPAIRS DUE TO 

UNAVAILABILITY OF CHILD PARTS. 

 SAFETY MEASURES FOR BATTERY 

AND RESTRICTION ON MANIPULATION ON 

ACCOUNT OF BATTERY SAFETY BY 

MANUFACTURERS. 

 LACK OF SIMPLIFICATION , 

COMMONIZATION FOR CHARGERS , 

CONTROLLERS AND THE BATTERY. 

 VERY HIGH DEPENDENCY ON THE 

IMPORT FOR BATTERY AND RELATED 

ELECTRONINC COMPONENTS , LEADING 

SHORTAGES AND CUTOMER 

DISSATISFACTION ON TIMELY REPAIRS. 

 

Research methodology: 

There are three types of research design 

used quantitative, qualitative and mixed. Mixed 

methods research is an approach that combines or 

links both qualitative and quantitative forms. Based 

on considerations such as time, weights, mixing, 

and the theory of mixed methods, the authors 

developed processes such as the sequential, 

concurrent, and transformative processes described 

in Creswell's work. (2009, p. 206). “ In this study, 

the researcher used a sequential (qualitative - 

quantitative) exploration process  using the results 

of quality feedback from the support of  after-sales 

service managers and staff  from “Hero and 

Okinawa” dealerships. 

After-sales technicians and staff,  Co- 

Ordinator to collect quantitative data from the 

customer with questionnaire. During the initial 

phase of the study, an interview was conducted 

with dealer staff of EV manufacturer as how  the 

after-sales services provided , and to identify 

challenges in service implementation. Data 

collection for questionnaire was done by the 

Service Managers of EV dealers in Lucknow. 



 

         

International Journal of Advances in Engineering and Management (IJAEM) 

Volume 5, Issue 5 May 2023,   pp: 480-490www.ijaem.net    ISSN: 2395-5252 

 

 

 

 

DOI: 10.35629/5252-0505480490          |Impact Factorvalue 6.18| ISO 9001: 2008 Certified Journal     Page 483 

In the second stage, the results of the 

interview were used further to discover the level of 

customer satisfaction in each after-sales service of 

these different companies. An association or 

mixture has occurred between the analysis of 

qualitative data and the collection of quantitative 

data. 

 

DATA TECHNIQUES : 

 DATA SOURCES 

 STUDY POPULATION 

 SAMPLE POPULATION 

 SAMPLING TECHNIQUES 

 SAMPLE POPULATION 

 DATA COLLECTION PROCEDURE 

 DATA ANALYSIS(VALIDITY 

RELIABILTY,AFTER SALES) 

 

II. RESULT : 
The total respondent were 625 out of which 190 from Okinawa Scooters and 475 from Hero Electric . The 

further distribution based age , gender and income is as  below: 
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Kano Model : 
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