
In accordance with the Honda philosophy of respect for the individual 
and the Three Joys of buying, selling, and creating, Honda has 
always worked closely with its dealerships to maximize customer 

satisfaction. Every step of the way, from purchase to after-sales 
service, dealerships work hand in hand with Honda to earn and 
maintain the trust of customers.

In order to “provide good products to our customers with speed, 
affordability and low CO2 emissions” as stated in Honda’s 2020 
vision, the Customer Service Operations is striving to realize optimal 
service operations in markets worldwide to pursue the priority goal 
of creating customer joy worldwide through local service. In order to 
achieve this, we set our goals to be No. 1 in customer satisfaction by 
an overwhelming advantage. 
 Honda aims to lead the industry in fan-winning customer 
satisfaction. To achieve this level of satisfaction, the company is 
working with dealers to delight customers by providing service that 
exceeds expectations, thereby leading to repeat business, referrals to 
new customers, and an ongoing increase in the number of Honda fans.
To attain this goal, Customer Service Operations has structured its 
activity policies of improving customer satisfaction and reducing 
customer complaints, developing an advanced service environment, 

and maximizing business effi ciency and expanding business 
operations. It also holds regular meetings and other events designed 
to enhance cooperation with each region while focusing on creating 
an environment in which dealers—Honda’s point of contact with 
customers—can address customer satisfaction enhancement more 
effectively and effi ciently.

Aiming to establish lifelong relationships with satisfi ed customers, 
Honda takes a proactive approach to conducting customer 
satisfaction surveys in all product segments: motorcycles, 
automobiles, and power products. Carefully analyzed survey results 
are fed back to the departments involved and dealerships in the form 
of practical suggestions for improvement and put to use in day-to-day 
activities.

 In Honda’s overseas automobile operations, for example, survey 
results are used to compile a Customer Satisfaction Index (CSI) 
for each product and region. In Japan, an initial questionnaire is 
distributed to purchasers of new automobiles, and, since FY2004, a 
questionnaire has also been distributed to purchasers of pre-owned 
automobiles. In FY2008, a survey was introduced to query customers 
whose automobiles will soon be due for the periodic automobile 
inspection required by the Japanese government.
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surveys around the world

In its overseas automobile business, Honda’s activities focus on the 
“3Ps” in order to meet diverse customer expectations. 
These initiatives involve increasing the quality of service provided 
to customers by looking at things from the customer’s point of 
view and identifying and resolving local issues in each of the three 
points of contact between Honda and its customers: “Premises/
Process,” “People,” and “Product.”
We’ve pursued these 
activities in earnest for 
several years at sites 
worldwide, with the result 
that service quality has 
improved measurably. 

According to a customer 
satisfaction survey by a 
third-party organization 
targeting consumers in 

10 major Asian nations, Honda ranked No. 1 in 3 countries, No. 2 
in 2 countries, and No. 3 in 2 countries in 2010. Going forward, 
we will not rest on these laurels, but will rather further enhance 
our activities in an effort to continue to inspire customer joy 
worldwide, for example by introducing new surveys that focus on 
the satisfaction of individual customers and accelerating the global 
application of activities to emerging nations.

Malaysia

Customer satisfaction initiatives and the 3Ps

Development of a comprehensive dealership 
training system
Strengthening training programs to enhance human 
resources and skill levels

Pre-emptive prevention, mis-delivery 
prevention, and expansion prevention
Boosting product service quality

Voice-of-the-Customer 
programs at dealerships
Gathering customer feedback 
and bringing it to bear on 
operations.

Process efficiency 
improvement programs
Improving work efficiency by 
eliminating wasteful operations 
at individual dealerships

Single repair programs
Ensuring that most customer 
issues are properly solved with a 
single repair

Premises/Process

Customer 
satisfaction 
initiatives

People Product

The No. 1 prize in the 2010 Malaysia Automobile 
CS Study, which was conducted by a third-party 
organization
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Customer Relations Center

Motorcycle initiatives

Automobile initiatives

The Customer Relations Center has a very straightforward slogan: 
“For the customer.” Its mission is to handle inquiries from Honda 
customers politely, clearly, and quickly, delivering the same high 
quality in Honda communications as is found in Honda products. 
The Center also responds to survey requests from the Japanese 
government and inquiries from consumer advocacy organizations.
The Center receives feedback in the form of customer questions, 
suggestions, requests and complaints 365 days a year, and during 
FY2011 it processed 241,945 inquiries. To ensure that this valuable 
information is put to good use in Honda’s operations, the facility 

shares it in a timely manner with the company’s R&D, manufacturing, 
service, and sales departments in compliance with laws and 
regulations as well as Honda’s own policies concerning the handling 
of personal information. A system is also in place to allow directors 
and other associates appropriate access to this information. 
 Furthermore, Honda has also set up Customer Relations Center 
on both its website and the Honda Dream mobile site in response to 
interest on the part of some customers in solving problems themselves. 
By offering responses to frequent customer inquiries, these sites are 
designed to meet customer needs in a timely manner.

Developing a package of new D-CSI survey techniques

Honda motorcycle dealerships in major countries conduct dealership-
based customer satisfaction surveys so that they can calculate a 
performance metric known as D-CSI (Dealer-Customer Satisfaction 
Index). By manifesting and improving areas of weakness on a 
dealership-by-dealership basis, this approach seeks to improve 
the level of service offered by individual dealerships and in doing 
so, to improve the overall customer service experience. To date, 
the administration of the survey and the analysis of survey results 

have been entrusted to local Honda dealerships in each country, 
necessitating a large amount of time and effort.
 Customer Service Operations has developed a standardized survey 
form and automated analysis tools to form a package of new D-CSI 
survey techniques. The package, which consists of a standard survey, 
automated analysis tools, and a 3P-based checklist, helps dealerships 
speed the analysis process while identifying specifi c weaknesses.
Going forward, we plan to bring this package of new D-CSI survey 
techniques to dealerships worldwide so that more dealerships can 
offer customers a higher level of service.

Japan: Honda Maintenance Station

In April 2009 in Japan, Honda Cars and Honda Auto Terrace, Honda’s 
automobile dealerships, adopted the name “Honda Maintenance 
Station” to denote the full range of after-sales service available to 
customers. In addition to presenting a dealership atmosphere that is 
appealing to all customers, the dealers are aiming to provide a place 
where customers fi nd it easy to seek advice about vehicle ownership 
and maintenance by providing easy-to-understand information about 
after-sales service.
 In June 2009, dealers launched a series of bundled regular 
inspection services and the numerous car maintenance service menus 
in an effort to develop a closer relationship with customers.

Japan: Customer support via the Honda C-card

Honda offers the Honda C-card to provide an optimal level of service 
to customers at all times. As of March 2010, the card, which combines 
a point-based cash rewards program, preferred service for members, 
a charitable donation program, and other benefi ts with basic credit 

card functionality, had been issued 
to a total of some 917,000 members 
since the start of service in October 
1995. Additional “Honda C-card 
Members” services were added in 
October 2006, including the ability 
to reference a vehicle’s maintenance 
history and the ability for cardholders 
to notify Honda of their address 
changes 24 hours a day. We’ve also 
added a Honda C-card without credit 
card functionality as an additional choice for customers.

Donating funds based on Honda C-card usage
Each year since its introduction in 1995, Honda has donated a fi xed 
percentage of customers’ Honda C-card usage to the Japanese Red 
Cross Society and the Japan Committee for UNICEF. In 2011, these 
donations totaled ¥736 million.

Implementing customer satisfaction

Honda C-card
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Increasing service staff members’ technical skills

A unique service education system
The Honda Automotive Service Education System helps train service 
specialists. The program is based on Honda Automotive Service 
Training (HAST), which incorporates not only technical but also 
customer service content to foster the simultaneous development 
of both technical and customer service skills. The program includes 
training in specialized subjects, training for full-time workers, and 
training in body repair and painting skills.
Developing a higher level of staff skill through the Honda 
Automotive Service Technology Competition
In Japan, the annual Honda Automotive Service Technology 
Competition provides a venue for competition in service skills, 
knowledge, and customer service skills by service staff from around 
the country as well as mutual training for participants and programs 
to help train the next generation of service specialists. 
 The competitive events include a service engineer category in 
which individual participants compete to most accurately diagnose 
problems and replace parts, a corporate team category in which 
teams of three compete in 
customer service and problem 
diagnostics extending from 
reception to return of the 
customer’s vehicle, and a 
reception staff category in 
which participants compete 
as reception staff in role-play 
exercises simulating customer 
service situations. 
 In 2010, a maintenance 
contest in which competitors 
strive to disassemble, measure, 
and reassemble functional parts 

as quickly and accurately as possible was added to the competition, 
refl ecting Honda’s efforts to enhance human resources development 
initiatives through the Automotive Service Technology Competition. 
 By participating in an event that showcases skills learned in the 
course of performing their daily work responsibilities, individual 
associates gain new motivation to build their skills while improving 
the quality of service offered by Honda.

Overseas: Providing information about inspections in a way 
that meets individual customer’s needs

Based on its desire to be No. 1 in customer satisfaction by an 
overwhelming advantage, Honda is working to offer optimal service 
to customers worldwide. Advanced service activities and approaches 
being used in various countries are shared with the rest of the world 
through Japan’s Customer Service Operations and expanded in line 
with individual nations’ characteristics. 
 We’re working on a daily basis in Asian countries to affect a shift 
in how we provide information about periodic inspections, which 
are necessary in order to ensure that customers gain maximum 
satisfaction over the long term from Honda products. Specifi cally, 
we’re moving away from providing the same information to all 
customers and instead offering customers the information they need 
in line with their driving patterns, the condition of their vehicle, and 
other individual characteristics, as we do in the United States and 
Japan. By adapting the manner in which we provide information to 
customers to take into account individual needs, we are attempting 
to provide optimal service 
to customers and help them 
achieve a comfortable life 
through cars. Going forward, we 
will broaden these activities to 
include emerging nations in an 
effort to expand the strong bond 
between customers and Honda 
to locations worldwide. 

Academic and practical events at 
the competition

Customer relations staff at a dealership 
provides information about periodic 
inspections to customers based on individual 
customer information

Providing information about periodic inspections in a way that meets individual customers’ needs

Conventional method

Dealership Dealership

New method

The same information is provided to all customers. Information is tailored to meet individual customers’ needs.

Customer

Information about 
periodic inspection

Customer

Information about 
periodic inspection

The same information is provided in 
the form of a mobile e-mail message 
based on the most recent visit results.

Customers needing inspection 
information are identified based on 
all visit data, and the same 
information is provided in the form of 
a mobile e-mail message.

Staff members provide 
information directly in 
line with customers’ 
characteristics.

Information needed by 
customers is provided based 
on detailed customer 
information and 
maintenance history data, 
and the same information is 
followed up on.
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Power products initiatives

Enhancing the way we provide service information to 
customers and dealerships: Consumer products edition

In emerging nations, where demand is growing rapidly, products are 
carried by businesses other than Honda stores, making it necessary 
to provide appropriate service information to general retailers. Even 
as we’ve been building a service network linking Honda stores, 
we’ve also enabled the direct distribution of the minimum amount of 
service information needed by general retailers and customers via the 
Internet. Specifi cally, we improved our engine information website to 
add consumer products information. We also asked for local feedback 
about the types and categories of service information that should 
be provided, and we selected, compiled, and otherwise prepared 
information based on that input. As a result, we began offering 
service information for generators and outboard engines in addition 
to engine information in fall 2010. 

 Additionally, we have developed a survey system on our service 
information website for disseminating information and gathering 
market feedback to collect information about needs related to 
the operation, inspection and maintenance of a product, allowing 
customers to easily communicate their wishes and views.

Service information by dealers in Africa (left) and the Philippines

Maintenance support initiatives

Developing diagnostic support tools

Initiatives to train experts at local subsidiaries

At Honda’s service repair sites, we strive at all times to keep 
customers from waiting. However, customer wait times have been 
a site issue due to the need for test drives to fully diagnose certain 
phenomena as well as external factors such as traffi c congestion. In 
response, we have developed support tools that make it possible to 
easily reproduce the state of the vehicle as it is being driven.
Honda’s unique way of making idea helps (one that turns 
conventional wisdom on its head), creating the mount canceller, a 
unique support tool with no precedent at other companies. 
 Automobiles use a part known as an engine mount to control 
engine vibrations and keep them from being transmitted to the 
interior of the vehicle. By “cancelling” this functionality and instead 
allowing engine vibrations to be transmitted to the car’s interior, it 
is possible to easily reproduce chassis vibrations that mimic those 
experienced while the vehicle is being driven—all without actually 
driving the vehicle. 
 This tool can be used to dramatically reduce the amount of 
diagnostic work that requires a test drive (diagnosing various sounds 

that can be heard while driving). When introduced in India, where 
traffi c congestion is a serious issue, the tool cut work times in half. 
In fact, the benefi t went beyond reduced work times and extended 
to improved diagnostic precision. Going forward, we plan to reduce 
customer wait times around the world by bringing the tool to other 
countries, harnessing Honda’s service and repair work to lay the 
groundwork for improved customer satisfaction.

We offered training to associates responsible for quality in various 
countries in order to improve our dealer and support organization 
and facilitate the sale of the Insight in Asia and Oceania. Associates 
playing this role need extensive knowledge and advanced skills so 
that they can offer vehicle repair support to dealers over the phone 
and visit dealers in person to offer repair support. 
 In developing this training program, we focused on the results 
of a survey of past support results in Japan and the U.S. that was 
conducted prior to the launch of the Insight. In terms of its content, 
the training program was primarily concerned with promoting an 
understanding of hybrid system structure and functionality as well as 
diagnostic procedures. Trainees have had high praise for the program, 
and they report that they have already been able to put the skills 

they learned to work at dealer support sites. Thanks to the training 
program, we have been able to put in place a dealer support system 
to boost sales of hybrid models. Honda will continue to work to 
harmonize advanced vehicle 
technologies and service 
technical skills and to improve 
the technical skill level of 
personnel at local subsidiaries 
in countries worldwide and 
quality personnel so that 
customers around the world 
can use its products with 
confi dence and peace of mind.

Technicians use the mount canceller to diagnose vehicle 
issues. Vibrations are transmitted to the car’s interior, 
allowing the problem to be accurately diagnosed.

The “mount canceller” 
support tool

Trainees with their completion certifi cates and 
training staff. Local subsidiaries participating in 
training: Honda New Zealand, Honda Australia, 
KAH Motors (Singapore)
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