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Abstract

The Indian automobile market has witnessed unprecedented growth, driven by the expanding middle class
(Narayan, 2010). The paper highlighted the factors influencing purchasing decisions when buying small cars. A
comprehensive analysis of existing literature reveals that value, comfort, efficiency, accessibility, ambition, and
need significantly impact consumer brand preferences (Anandh & Shyama, 2014).
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Prologue

The Indian automobile manufacturing industry has undergone remarkable transformations since its inception in
1948 (Gulati, 2009). Initially, the sector faced numerous challenges, including restrictive tariff structures, strict
licensing regulations, limited expansion opportunities, high prices, and lengthy waiting periods. However, the
1950s marked a turning point with the entry of visionary key players like Tata Motors, Mahindra & Mahindra, and
Bajaj Auto, which pioneered indigenous manufacturing, introduced rugged and reliable wvehicles, and
revolutionized two-wheeler production.

Their contributions sparked steady growth, and a pivotal moment came in 1953 when the government and private
sector collaborated to establish an automotive component manufacturing industry. This strategic partnership
fostered domestic production of components, reduced reliance on imports, and enhanced quality and cost
competitiveness. By the 1970s, the industry had gained momentum, driven primarily by scooters, tractors, and
commercial vehicles.

The 1980s witnessed further liberalization, with the government's policies encouraging foreign collaborations and
technology transfer, leading to modernization of manufacturing facilities, introduction of new models and variants,
and improved quality and performance standards. Today, India's automobile sector is a thriving hub of innovation
and growth, contributing over 7% to GDP, generating millions of jobs, and emerging as a major export hub.

The sector's significance extends to its adoption of electric and autonomous vehicle technologies, catering to
evolving consumer preferences for sustainable, connected, and technologically advanced vehicles. India's
automotive landscape is characterized by diverse market segments, increasing competition, and shifting consumer
preferences. As the industry continues to evolve, understanding consumer behavior, preferences, and needs is
crucial for manufacturers to navigate this complex and dynamic landscape.
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Philosophy of Consumer Behavior

Consumer behavior encompasses personal, situational, psychological, and social factors driving purchasing
decisions (Solomon, 2003). Marketers employ strategies like store layout, music, pricing, and advertising to
influence consumer behavior (Kotler, 2011). Some factors have temporary effects, while others leave lasting
impressions. The fundamental philosophy of customer behavior revolves around maximizing satisfaction within
limited financial means.

Philosophy of Consumer Choices

The philosophy of consumer choices revolves around individual tastes, preferences, and likings guiding purchasing
decisions among various goods (Jager, 2000). Customers rank products based on usefulness and purpose,
independent of income and prices. Consumer assessment provides marketers with valuable market insights,
enabling them to anticipate customer preferences, satisfaction levels, and market success.

Factors Influencing Customer Preferences for Car Segments:

Demographic Factors:

Demographic factors significantly influence car-buying decisions. Age plays a crucial role, with younger buyers
prioritizing style and performance, while older buyers focus on comfort and practicality. Income level also impacts
choices, as higher-income individuals opt for luxury vehicles, whereas budget-conscious buyers select affordable
options. Occupation-wise, professionals value convenience and reliability, whereas entrepreneurs seek prestige and
status. Education level affects research habits, with educated buyers thoroughly researching and comparing
features, whereas less educated buyers rely on word-of-mouth recommendations. Lastly, family size influences
vehicle size, with larger families requiring spacious cars and singles preferring compact vehicles.

Psychographic Factors:

Psychographic factors also significantly influence car-buying decisions. Personality traits play a role, with
extroverts often drawn to bold, attention-grabbing designs, while introverts prefer understated styles that blend in.
Lifestyle considerations also impact choices, as urban buyers prioritize fuel efficiency and convenience, whereas
rural buyers value durability and reliability. Additionally, values and attitudes shape purchasing decisions, with
environmentally conscious buyers opting for eco-friendly vehicles. Furthermore, social status remains a key factor,
as luxury cars continue to symbolize success, prestige, and high social standing.

Regional Factors:

Regional factors significantly impact car-buying decisions in India. Regional preferences vary, with Maruti Suzuki
holding a strong presence in North India, while Hyundai dominates the South Indian market. Local market
conditions also influence choices, as urban buyers prioritize convenience, fuel efficiency, and advanced features,
whereas rural areas focus on affordability, durability, and low maintenance costs. Furthermore, cultural influences
shape purchasing decisions, with some regions emphasizing family-friendly features, such as spacious interiors and
safety features, while others value individuality and personalized designs.

General Factors:

Several general factors influence car-buying decisions. Increased disposable income enables buyers to upgrade to
higher segments, while lifestyle changes, such as growing families or empty nesters, drive requirements for larger
or smaller vehicles. Accessible finance options also play a crucial role, making ownership more attainable.
Additionally, a brand's reputation and image significantly impact purchasing decisions, with buyers seeking trusted
names. Safety and driving comforts are equally important, with advanced features and smooth rides topping
priority lists. Ultimately, buyers strive for optimal value for their money, weighing factors like price, quality, and
performance.
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Segment-Specific Factors:

When selecting a vehicle, buyers consider segment-specific factors. For small cars, key considerations include fuel
efficiency, affordability, compact design, low maintenance costs, and overall value for money. Sedan car buyers
prioritize style and design, comfort and space, advanced technology, brand reputation, and resale value. Luxury car
buyers seek prestige and status, advanced features, exceptional quality and craftsmanship, superior performance
and handling, and exclusive services. These distinct priorities reflect varying consumer needs and preferences
across different vehicle segments.

Conclusion

In conclusion, the Indian automobile market's remarkable growth, driven by the expanding middle class,
underscores the importance of understanding consumer behavior and preferences in the small car segment. This
study has elucidated the complex interplay of demographic, psychographic, regional, general, and segment-specific
factors influencing purchasing decisions. The findings suggest that value, comfort, efficiency, accessibility,
ambition, and need are pivotal considerations for consumers when selecting small cars. Moreover, brand reputation,
safety, driving comfort, and optimal value for money significantly shape consumer preferences. As the Indian
automotive landscape continues to evolve, manufacturers must navigate this complex market by catering to diverse
consumer needs, offering affordable and feature-rich small cars, leveraging digital platforms, and investing in
research and development.

By embracing these strategies, automakers can effectively tap into the growing Indian market, foster brand loyalty,
and drive business growth. Future research directions may include exploring the impact of electric and autonomous
vehicle technologies on consumer preferences, investigating social media influencers' role in purchasing decisions,
and analyzing demographic changes' effects on small car market trends.

This study contributes to the existing body of knowledge on consumer behavior in the Indian automobile market,
providing valuable insights for marketers, policymakers, and industry stakeholders.

References:

1. Ajoy, S.J., & Kamble, H. Y. (2011). Buying behavior of passenger car customers towards auto finance -
An empirical study. Indian Journal of Commerce & Management Studies, I1.

2. Anandh, K., & Shyama, S. K. (2014). Factors affecting consumer's brand preference of small cars. IOSR
Journal of Business and Management, 16(5), 43-47.

3. Banerji, S. (2013, November 3). Auto sales in top drive on Dhanteras. Hindustan Times.

4. Chopra, G. (2018). Consumer preference towards Maruti Suzuki and Hyundai Motors: A comparative
study of the automobile sector. International Journal of Management Studies, 3(6).

5. Gulati, P. M. (2009). Research management: Fundamental and applied research. Global India Publications.

6. Gupta, S. (2013). A study of buying decision influencers for passenger car segment in New Delhi.
International Journal of Business and Management Invention, 2(12), 64-71.

7. India Forbes. (2014, May 5). Mercedes bets on A Class to be its youth elixir.

Jager, W. (2000). Modelling consumer behaviour (PhD thesis). University of Groningen.

9. Janssen, M. A., & Wander, J. (2003). Simulating market dynamics: Interactions between consumer
psychology and social networks. Artificial Life, 9(4), 343-344.

10. Joshi, D., & Bhatt, V. (2018). A study on factors influencing consumer's preference while making purchase
decision of first own car in Ahmedabad city.

11. Kalaiselvi, K. T., & Nidhyananth, D. (2018). Consumer brand preference towards sedan cars with special
reference to Erode District. International Journal of Innovative Research in Science, Engineering and
Technology, 7(4).

12. Kaulgi, A. (2012, November 12). Review Hyundai. BBC Topgear Magazine India.

©

© 2024, IJSREM | www.ijsrem.com | Page 3



http://www.ijsrem.com/

f.’ ‘3%

IJF'R;Elnternational Journal of Scientific Research in Engineering and Management (IJSREM)

W Volume: 08 Issue: 10 | Oct - 2024 SJIF Rating: 8.448 ISSN: 2582-3930

13. Kaotler, P. (2011). Marketing management (11th ed.). Prentice-Hall India.

14. Lichtenthal, J. D., & Goodwin, S. A. (2005). Deriving product-related attributes with business buyer input:
Implications for industrial selling and sales force management (ISBM Report 13-2005), 5-6.

15. Narayan, S. (2010, November 1). India's middle class is entitled to cars its new money can buy. The
National.

16. Ravi, J. (2010, December). Is buying iron on Saturday offending Lord San? Jotisha Ravi.

17. Sharp, L. (2012). Measure value creation with CRI for long-term success.

18. Shende, V. (2014). Analysis of research in consumer behaviour of automobile passenger car customer.
International Journal of Scientific Publications, 4(2).

19. Solomon, M. R. (2003). Consumer behavior (6th ed.). Pearson Prentice Hall.

20. The Indian Express. (2013, July 24). Top cars of 2013 - Maruti Suzuki leads with Alto 800.

21. Thakkar, K. (2014, January 2). Car sales fall 5-7% in December; only Maruti Suzuki, Hyundai manage
single-digit growth. The Economic Times.

22. Tynan, C., McKechnig, S., & Chhuon, C. (2010). Co-creating value for luxury brands.

© 2024, IJSREM | www.ijsrem.com | Page 4



http://www.ijsrem.com/

