
50 | MOTORING TRENDS | NOVEMBER-DECEMBER 2020 MOTORING TRENDS | NOVEMBER-DECEMBER 2020 | 51

COVER STORY

The COVID-19 induced 
lockdown has made every 
vehicle manufacturer adopt to 

new normal ranging from practising 
social distancing to sanitisation 
to getting into digital mode. The 
OEMs have also introduced several 
new methodologies to support the 
emerging needs of the customers. 

Seeking details on how the 
Passenger Vehicle Business Unit of 
Tata Motors, like many other vehicle 
makers, faced several challenges 
from the aftermarket perspective 
during the lockdown and COVID-19 
induced New Normal, the company 
spokesperson said, there were not 
many challenges as everything had 
been planned from their end well 
in time. However, during the initial 
days of lockdown, getting special 
permission from local authorities in 
certain markets was one challenge the 
company faced which was eventually 
resolved.

Tata Motors ensured that its 
customers and COVID frontline 
workers received seamless customer 
experience. As a part of its initiative, 
the company introduced tips to take 
care of their vehicles during lockdown 
along with breakdown assistance and 
hotline service, that was attending 
calls 24x7 to provide the necessary 
support. It also introduced an 
exclusive helpline for frontline COVID 
workers and healthcare professionals 
during the lockdown. Customers 
could dial the dedicated numbers for 
assistance in case of any emergency 
needs. The company has taken 
necessary approvals from local 
authorities to attend to vehicles safely 
and efficiently with all precautionary 
measures. It serviced 200 plus 
vehicles of COVID fighters such as 
doctors/police during the lockdown 
period across the country. To further 

support, it also extended the warranty 
and scheduled service period.

For all pending service appointments, 
the team called customers to ensure 
them that their vehicle was in safe 
hands. Given the relaxation in curbs, 
restarting of service appointments 
will be planned in a staggered 
manner to ensure sanitisation and 
social distancing to maintain utmost 
customer safety, the spokesperson 
said.

However, the average time to 
respond to customers’ call for repair/
service varied depending upon 
various factors. For service requests, 
customers could call the customer 
care number, where specialists were 
available to answer queries 24x7, 
he said. In the case of emergency 
roadside assistance, the company 
made arrangements that the services 
team reaches the location within 60 
minutes under city limits and within 
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120 minutes on ghat roads and other 
places. The average time per service 
appointment depends on the type 
of job that needs to be done on the 
vehicle. For regular paid service it 
takes around three to four hours, and 
free services or minor check-ups are 
taken care of within 90 minutes, he 
said. “We have 633 workshops across 
the country, 444 dealer workshops 
and 189 TASCs (Tata Authorised 
Service Centres),” he added.

While these initiative are taken to cater 
to the requirements of the customers, 
the vehicle makers also face specific 

issues about increasing number of 
stock-keeping units, triggered by 
more models and variants being 
introduced. However, Tata Motors 
has been using a very sophisticated 
analytical tool to predict the 
consumption and stock accordingly. 
The planning for spare parts inventory 
is done at the dealerships to ensure 
that sufficient stock is available for all 
the models based on consumption 
pattern. 

Skilling 

Talking on the need to upskill the 
workforce at authorised service 
centres, the spokesperson said, 
upskilling is a continuous process 
to keep all the dealer workforce 
updated on the latest technological 
introductions in the new range of 
vehicles. “We have seven training 
centres across the country and are 
currently conducting regular online 
training sessions to ensure that our 
dealer manpower is well acquainted 
with the same,” he said. 

With technological advancements in 
the cars increasing with every new 
model, the challenge is to match 
the service centres to cater to the 
emerging requirements. From a 
customer’s perspective, it is more 
convenient to operate any function 
with the click of a button or a touch 
screen. Therefore, from a service 
perspective, it has become easy 
to identify service requirements in 
the vehicle through the medium of 

a laptop, thereby resulting in faster 
repairs. “Tata Motors Passenger 
dealerships have a separate profile 
of DET (Diagnostic Expert cum 
trainer) who is skilled in identifying 
such service requirements and 
ensures that repairs take place 
faster and with accuracy. We do not 
see any challenges from a security 
perspective, as all technology and 
electronics in the vehicles undergo 
multiple tests before being launched,” 
he said. 

Talking on sustainable initiatives, he 
said, “Earlier in September, the Tata 
Nexon became the first Indian car 
to be published on the prestigious 
International Dismantling Information 
System (IDIS) platform for End-of-Life 
Vehicles (ELV). With this achievement, 
Tata Motors reiterated its holistic 
commitment towards making the 
entire life cycle of its products 
sustainable, i.e. from the development 
of ultra-low/zero-emission vehicles to 
responsible dismantling and recycling 
of the vehicle at the final ELV stage. 
This milestone on the Nexon signifies 
the increasing commitment of Tata 
Motors to ‘End of Life’ across its range 
of vehicles and the beginning of 
sustained declaration of dismantling 
procedures across its entire range 
of vehicles that are complex with 
increasing technological content, 
though over the years commercial 
vehicles have achieved good levels 
of recyclability where dismantling 
procedures are better understood.” MT


