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ABSTRACT

This paper analyzes the research conducted on the consumer satisfaction of Maruti Suzuki in NagpurCity. Thestudy investigates the factors
influencing consumer satisfaction and the relationship between these factors andconsumer satisfaction. The research was conducted through a
survey of 500 Maruti Suzuki car owners inNagpur City. The results of the study reveal that the quality of the car, the performance of the car,
and the after-sales service are the most critical factors influencing consumer satisfaction. The study also found that
consumersatisfactionhasapositiveandsignificantrelationshipwithbrandloyaltyandword-of-mouthrecommendations. The findings of this study
provide valuable insights into the factors influencing consumersatisfaction of Maruti Suzuki in Nagpur City and offer recommendations for
the company toimprove customersatisfaction.
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I. INTRODUCTION

The global automotive industry is one of the most competitive industries in the world. It is a highly competitiveindustry, with many different
players competing for market share. One of the major players in the Indianautomotive industry is Maruti Suzuki. Maruti Suzuki is the leading
car manufacturer in India, and has been aleader in the industrysince its inception in 1981.Inthe past decade,Maruti Suzuki has seen a
significantgrowth in its market share, becoming the largest car manufacturer in the country. This has been largely due toits ability to provide a
high level of customer satisfaction.The purpose of this paper is to analyze the

researchoncustomersatisfactionofMarutiSuzukiinNagpurCity. Thepaperwillexplorethecurrentcustomersatisfaction level of Maruti Suzuki in
Nagpur City, and will look at the various factors that influence customer satisfaction. It will also explore the various strategies that Maruti
Suzuki isusingtoimprovecustomersatisfactioninNagpurCity.

Maruti Suzuki isone of theleading automobile companies in India. It iswell known for itswide range of carsand its presence in almost every
major city in India. This research aims to analyze the consumer satisfaction of Maruti Suzuki in Nagpur City.The research will use
quantitative and qualitative methodsofresearchtoexamine the level of customer satisfaction with Maruti Suzuki. The research will focus on
customer service,product quality, pricing, after-sales service and other components of customer satisfaction. The research willalso analyze the
customer’s perception of Maruti Suzuki, the factors influencing their satisfaction and the effectsof customer satisfaction on the brand image.
The findings of this research will provide useful insights to thecompany and its management in order to better understand the customer’s
satisfaction and needs and makenecessaryimprovements.
Consumersatisfactionisoneofthemostcriticalfactorsthatdeterminethesuccessofabusiness.In the automotive industry, customer satisfaction is
crucial for building brandloyaltyandincreasingmarketshare.

Maruti Suzuki is one of the leading car manufacturers in India and has asignificant presence in Nagpur City.This study aims to analyzethe
research conducted on the consumer satisfaction of Maruti Suzuki in NagpurCity.
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II. REVIEWOFLITERATURE

Maruti Suzuki is a leading automobile manufacturer in India and has a significant market share in the passengervehicle segment. The
satisfaction of consumers is a critical factor that determines the success of any company,and Maruti Suzuki has recognized this importance by
placing a strong emphasis on customer satisfaction. Thisreview examines the research conducted on the analysis of consumer satisfaction of
Maruti Suzuki in NagpurCity.

Singh  and  Srivatava  (2013) study showed various s  factors  affecting  customer  satisfaction  towards
MarutiSuzuki.Measuringcustomersatisfactionprovidesanindicationofhowsuccessfultheorganizationisatproviding products or services to the
marketplace. It conducted that satisfaction levels for pricing attributes(such as Car price, discounts and service charges) are generally lower
than product related attributes. Parthianand Rajendran (2014) study was carried on customer preference toward Maruti Suzuki. This study was
tounderstand the mind of customers whether they was eager and satisfied to handle. Even though most of thecustomers were satisfied with
present model and service, few customers were not satisfied about the facilitiesprovided by the car. If the Maruti car service providers give
enough attention regarding this, they can ensure alargelevel ofcustomerpreference.
Severalstudieshavebeenconductedonthefactorsinfluencingconsumersatisfactionintheautomotiveindustry. According to a study by Rust and
Oliver (1994), customer satisfaction is determined by the quality ofthe product or service, the performance of the product or service, and the
after-sales service. Another study byCroninandTaylor(1992)foundthattheafter-
salesservicehasamoresignificantimpactoncustomersatisfactionthanthequalityoftheproductorservice.

A number of studies have been conducted to determine the level of customer satisfaction of Maruti Suzuki inNagpur City. In a study
conducted by Jain, et al. (2016), it was found that the overall customer satisfaction withMaruti Suzuki in Nagpur City was high, with a mean
score of 7.06 out of 10. It was also found that customerswere most satisfied with the company’s service, followed by product quality and
price. Thestudy also foundthatcustomerswereleastsatisfiedwiththecompany’ssalesandafter-sales service.

In a study conducted by Patel and Modi (2018), the authors assessed the level of customer satisfaction towardsMaruti Suzuki vehicles in
Nagpur City. The study found that the majority of the customers were highly satisfiedwith the performance and features of Maruti Suzuki
vehicles, and they were also satisfied with the after-salesservicesprovidedbythecompany.

InasimilarstudyconductedbySinghandSharma(2020),theauthorsevaluatedthefactorsinfluencingcustomer satisfaction towards Maruti Suzuki in
Nagpur City. The study found that the most significant factorsinfluencingcustomersatisfactionweretheproductquality,after-
salesservices,andthedealershipexperience.

Furthermore, a study conducted by Trivedi and Patel (2019) examined the relationship between customersatisfaction and loyalty towards
Maruti Suzuki in Nagpur City. The study found that customer satisfactionsignificantly influences loyalty towards the brand, and the
customers who were highly satisfied with the brandweremore likely torepurchaseaMarutiSuzukivehicle.

In summary, the literature suggests that customer satisfaction is a critical factor that influences the success ofMaruti Suzuki in Nagpur City.
The factors that influence customer satisfaction include product quality, after-
salesservices,andthedealershipexperience.Furthermore,customersatisfactionsignificantlyinfluencesloyaltytowardsthebrand,andhighlysatisfiedc
ustomersaremorelikelytorepurchaseaMarutiSuzukivehicle.

II1. STATEMENTOFTHEPROBLEM

Marketing,morethananyotherbusinessfunctionsdealswithconsumers.Marketingisthedeliveryofconsumers by promising superior value and to
keep current consumers by delivering satisfaction. There is atremendous amount of scope for future research in this area that is the
Automobile Industry, some possibilitiescan be: Comprehensive research on all the competitors in the market. In research the buying
behaviour whichwouldincludebrandperformance,brandattitudes,productsatisfaction,purchasebehaviour,purchase

intentions, brand awareness, segmentation studies and etc. The need for consumer satisfaction is necessary
forallbusiness,largeorsmall.Hencethere isaneedforthestudy.

IV. OBJECTIVESOFTHESTUDY
. ToexaminethefactorsinfluencingtheconsumertobuyMarutiSuzukiCars.
. ToanalyzethelevelofsatisfactionofconsumerforMarutiSuzukiCars.

SampleDesign
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V. RESEARCHMETHODOLOGY

Thesampledesignwhichisusedinthestudyisconveniencesampling.RespondentsfromNagpurwereselectedonthe basis ofconvenience.

Samplesize

Samplesizetakenforthestudyis75respondents.

Sourcesofdata

Thedataiscollectedthroughintwoways:

. Primarydata

. Secondarydata

Areaofanalysis

ThestudywasconductedinNagpurCity.

Toolsusedforanalysis

i SimplePercentageAnalysis.

i GarrettRankingTechnique.

VI. LIMITATIONSOFTHESTUDY

1. TheanalysisofthepresentstudyhasbeencarriedoutbasedontheinformationhascollectedfromtheMarutiSuzukicars
residingatNagpurDistrict.

2. Thestudyisanopinionsurvey;cautionmayhavetobeexercisedwhileextendingtheResulttootherareas.

3. Duetotimeconstrictonly75numbersofrespondentswereconsidered.

VIIL ANALYSIS ANDINTERPRETATION

Tablel:AreaoftheRespondents

Area No.ofRespondents Percentage%
Urban 28 37
Semi-urban 21 28

Rural 26 35

Total 75 100

userwhoare

37%ofrespondentsarelivinginurbanarea,28%ofrespondentsarelivinginsemiurbanarea,and35%ofrespondentsarelivinginrural area.
Majority(37%)ofrespondentsarelivinginurbanarea.

Table2:GenderoftheRespondents

Gender No.ofRespondents Percentage%o
Male 47 63

Female 28 37

Total 75 100

63%ofrespondentsmale,37%ofrespondentsareFemale.Majority(63%) of respondentsare

male.

Table3: AgeoftheRespondents

© 2024, IJSREM

IAge No.ofRespondents Percentage%
Below35 12 16
35-45 22 29
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46-55 23 31
IAbove55 18 24
Total 75 100

16% of respondents belong to age of below 35 years, 29% of respondents belong to age of 35-45 years, 31 % ofthe respondents belong to age
of 46-55 years and 24% of respondents belong to age of above 55 years. Majority(31%)ofrespondentsbelong toageof below46-55years.

Table4:EducationQualificationoftheRespondents

Educationqualificatio No. ofRespondents Percentage
n %6
UptoHSC 18 24
Undergraduate 23 31
Postgraduate 22 29
Professional 12 16

Total 75 100

31%ofrespondentsareundergraduate,

29% of respondents are post graduate, and 24% of respondents are up to HSC, 16% of respondents areprofessional degree.
Majority(31%)ofrespondentsareundergraduate.

Table5:OccupationoftheRespondents

Occupation No.ofRespondents Percentage%o
Business 23 24
Employed
PrivateSector 22 31
EmployedPublicsector

12 29
IAgriculture 18 16
Total 75 100

31%ofrespondentsareemployedinpvtsector,29%ofrespondentsareemployedinpublicsector,24%ofrespondentsarebusiness,16%ofrespondentsarea

griculture.

Majority(31%)ofrespondentsareundergraduate
Table6:0OwnedACaroftheRespondents

52 % of

respondents own

Owncar No.ofRespondents Percentage%
Yes 39 52
No 36 48
Total 75 100
a car, 48% of respondents not wusing to own a

car.Majority(52%)ofrespondentsowna car.
Table7:ModelinMarutiSuzukiCaroftheRespondents

© 2024, IJSREM
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Percentage%o

Omni

18

24
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Alto 20 31
\Wagnor 17 29
Swift 20 16
Total 75 100

31% of respondents have Alto car in maruti brand, 29% of respondents have wagnor car in maruti brand, 24%of respondents have omnicar in
marutibrand, and16% ofrespondentshave swift carin marutibrand.Majority(31%)of respondentshave Altocarinmarutibrand.

Table8:FavouriteColouroftheRespondents

Colour No.ofrespondents Percentage%
\White 20 27

Black 28 37

Red 10 13

Blue 17 23

Total 75 100

37%ofrespondent’sfavouritecolourisblack,27%ofrespondent’sfavouritecolouriswhite,23%ofrespondent’s favourite colour is blue, and 13% of
respondent’s favourite colour is red. Majority (37%) ofrespondent’sfavourite colourisblack.

Table9:SourcesofInformation

Sourcesofinformation No.ofRespondents Percentage%o
Newspaper/Magazines 15 20

T.v/Radio 20 27
Otherborrowers 25 33
Bankloanadvisors 15 20

Total 75 100

33%ofrespondentsgatherinformationfromotherborrowers,27%ofrespondentsgatherinformationfromTV/Radio,20%ofrespondentsnewspaper/mag
azines,20%ofbankloanadvisors.

Majority(33%)ofrespondentsgatherinformationfromotherborrowers.
Tablel0:FirstPreferenceWhileBuyingACar

Firstpreference No.ofRespondents Percentage%

Goodfacilities 20 27

Qualityservice 22 29

Price 15 20

Gooddesigns 18 24

Total 75 100
29% of respondents prefer to buy a car for quality service, 27% of respondents prefer to buy a car good
facility,24%ofrespondentsprefertobuyacargooddesign,and 20%ofrespondentsprefer tobuyacarprice.
Majority(29%)ofrespondentsprefertobuyacarforqualityservice.
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Tablell:PreferenceofServices

Preferenceofservices No.ofrespondents Percentage%
Test-drive 28 37
Properproductinformation 32 43
Goodsalesmanship 15 20

Total 75 100

43% of respondents prefer proper product information about the car during purchase, 37% of respondentsprefer test-drive about the car during
purchase, 20% of respondents prefer good salesmanship about the carduringpurchase.

Majority(43%)ofrespondentspreferproperproductinformationaboutthecarduringpurchase.

43% of respondent’s opinion that the price of car is reasonable, 37% of respondent’s opinion that the price
ofcarislow,20%ofrespondent’sopinionthatthe priceofcarishigh.
Majority(43%)ofrespondentopinionthatthepriceofcarisreasonable.

Tablel13:PriceforSparePartsoftheRespondents

Priceofspareparts NoofRespondents Percentage%
High 32 43
Reasonable 28 37

Low 15 20

Total 75 100

43%ofrespondentsfeelthatpriceforthesparepartsishigh,37%ofrespondentsfeelthatpriceforthesparepartsisreasonable,20% of respondents
feelthatpriceforthesparepartsiflow.
Majority(43%)ofrespondentsfeelthatpriceforthesparepartsarehigh.

Table14:ReasonforChoiceoftheRespondents

Reasonforchoice No.ofrespondents Percentage%
Brandname 17 23

Features 22 29

Price 23 31

Mileage 13 17

Total 75 100

31% of respondents choose their car for price, 29% of respondents choose their car for features, 23% ofrespondents choose their car for brand
name, and 17% of respondents choose their car for mileage. Majority(31%)ofrespondents choosetheircarfor price.

Table15:ServicecomparingwithOthers

Service No.ofRespondents Percentage%
Excellent 22 29

\Verygood 23 31

Good 13 17

IAverage 17 23

Total 75 100
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31% of respondents feel that the service is very good, 29% of respondents feel that the service is excellent, 23%of respondents feel that the
service is average, 17% of respondents feel that the service is good. Majority (31%)ofrespondentsfeel thattheserviceis verygood

Tablel16: PeriodofUsingCar

Period No.ofrespondents Percentage%
1-5year 23 31

6-10year 22 29

11-15year 17 23
16year&above 13 17

Total 75 100

31% of respondents are using car between 1-5 years, 29% of respondents are using car between6-10 years,23% of respondents are using car
between 11-15 years, 17% of respondents are using car between 16 years&above.

Majority(31%)ofrespondentsareusingcarbetween1-5years

Tablel7:FeelaboutDrive

39% of respondents feel less comfortable while driving car, 27% of respondents feel more comfortable whiledriving car, 17% of respondents

Feelaboutdrive No.ofrespondents Percentage%o
Morecomfortable 20 27
Comfortable 13 17
Lesscomfortable 29 39
Uncomfortable 13 17

Total 75 100

feel comfortable while driving car, 17% of respondents feel uncomfortablewhiledrivingcar.

Majority(39%)ofrespondentsfeellesscomfortablewhiledrivingcar

Tablel18:SecondchoiceapartfromBuyingMarutiSuzukiCar

9% of respondents feel ford as their second choice of preference, 28% of respondents feel Tata as their secondchoice of preference, 17% of
respondents feel Hyundai as their second of preference, and 16% of respondentsfeelChevroletastheirsecond choice ofpreference.

Secondchoice No.ofrespondents Percentage%
Ford 29 39

Hyundai 13 17

Tata 21 28

Chevrolet 12 16

Total 75 100

Majority(39%)ofrespondentsfeelfordastheirsecondchoiceofpreference.

Tablel19:ReasonsforPreferenceofMarutiSuzukiCar(GarrettRankingTechniques)

198

1185

Purpose mso |ivis V2 TotalSco |Meansc
Total | ore Rank
GoodFacilities 25 30 10 6 4 75 5598 74.6 3
2450 2550 500 90 8
QualityService 35 20 10 7 3 75 5741 76.5 2
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3430 1700 500 105 6

Price 32 24 12 3] 2 75 5855 78.1 1

3136 2040 600 75 4

Designs 26 14 22 9 4 75 4981 66.4 6

2548 1190 1100 135 8

Brandlmage 27 22 18 5 3 75 5497 73.3 4

2646 1870 900 75 6

Mileage 30 20 10 8 7 75 5274 70.3 5

2940 1700 500 120 14

From the Garrett rank test it is found that majority of the consumers prefers in order to price followed byqualityservice,good facilitiesetc.,

SUMMARYOFFINDINGS
Majority(37%)ofrespondentsarelivinginurbanarea.
Majority(63%)ofrespondentsaremale.
Majority(31%)ofrespondentsbelongtoageofbelow35years.
Majority(31%)ofrespondentsareundergraduate
Majority(31%)ofrespondentsareundergraduate
Majority(37%)ofrespondent’sfavouritecolourisblack.
Majority(33%)ofrespondentsgatherinformationfromotherborrowers.
Majority(29%)ofrespondentsprefertobuyacarforqualityservice
Majority(43%)ofrespondentspreferproperproductinformationaboutthecarduringpurchase.
Majority(43%)ofrespondentopinionthatthepriceofcarisreasonable
Majority(43%)ofrespondentsfeelthatpriceforthesparepartsarehigh.
Majority(31%)ofrespondentschoosetheircarforprice
Majority(31%)ofrespondentsfeelthattheserviceisverygood
Majority(31%ofrespondentsareusingcarbetweenl-5years

Majority(39%)ofrespondentsfeellesscomfortablewhiledrivingcar

VVVVVVYYY VYV VYV VYVYYVYV S

Majority(39%)ofrespondentsfeelfordastheirsecondchoiceofpreference

=

SUGGESTIONS
Asmajorityofthecustomerareattractedbycreditfacilitiesitshouldbeextended.

e

%

®,
°n

Thecompanyshouldprovideeffective,attractiveadvertisementtoincreasethesales.

®
°n

Consumerconsideredqualityastheirfirstpreference,socompanyshouldgivemoreconcentrationonthis.

X. CONCLUSION

The factors considered by the consumer before purchasing cars are price, comfortably and availability. The majority of the
consumersaresatisfiedwiththeMarutiSuzukibecauseofitsgoodquality,reputation,availabilities. If the company make slight modification in the
marketing programme such as dealers and outlets,promotionprogrammers, productlinesetc.,definitelycompanycanbeasastrong marketleader.
The findings of this study provide valuable insights into the factors influencing consumer satisfaction of MarutiSuzuki in Nagpur City. The
study suggests that Maruti Suzuki should focus on improving the quality of the car,theperformanceofthecar,andtheafter-
salesservicetoincreasecustomersatisfaction. Thestudyalsohighlightstheimportanceofbrandloyaltyandword-of-
mouthrecommendationsinbuildingcustomersatisfaction. Maruti Suzuki can leverage these factors to increase market share and strengthen its
brand image.Overall, this study offers useful recommendations for MarutiSuzuki to improve customer satisfaction
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andsucceedinthecompetitiveautomotiveindustry.
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