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ABSTRACT 

This research paper aims to provide an in-depth examination of customer preferences in the competitive Indian auto industry, with a focus on major players like 

Skoda, Mahindra, Volkswagen, Tata, and Honda. The automotive industry in India has seen significant growth and change as a result of economic expansion, 

changing consumer preferences, and technical breakthroughs. Recognizing the importance of knowledge-based customer options, the primary data collection 

method is conducting surveys to obtain direct perspectives from buyers. The findings provide valuable insights about their consumers and agencies, equipping them 

with informed decision-making capabilities and strategic changes to address the diverse and changing needs of Indian customers. 

INTRODUCTION 

The Indian automobile industry has had an important transformation over the years, driven by economic growth, evolving consumer demands, and 

technological advances. India, home to more than 1.42 billion people, is regarded as one of the world's most significant and active automobile markets. 

The industry has seen the establishment of a varied range of players, all fighting for a significant portion of this competitive and complex market. Among 

these, renowned names such as Skoda, Mahindra, Volkswagen, Tata, and Honda have consistently shaped market dynamics, contributing to the evolution 

of customer preferences. 

Understanding buyer options is critical for automakers to customize their strategy and services to meet the ever-changing expectations of the Indian client. 

This study delves deeply into the complex web of factors affecting the customer preference in the Indian automobile market, with a focus on the major 

players: Skoda, Mahindra, Volkswagen, Tata, and Honda. Provide a detailed perspective on the processes influencing consumer choices by exploring 

elements like layout aesthetics, design, fuel efficiency safety and many more. This observation seeks to support ongoing changes within the automotive 

industry, encouraging creativity and informed decision-making. We set out on a journey to discover the complex interactions between consumer 

possibilities that determine the course of this dynamic industry's future as we explore the challenging subtleties of the Indian automobile industry. 

OBJECTIVE 

• To identify the key elements driving customer preferences in the Indian auto market. 

• To determine whether socioeconomic, cultural, and demographic factors affect decisions about which vehicles to purchase. 

• To determine how innovation and generation shape consumer possibilities. 

• To evaluate the importance of sustainability and environmental issues during the decision-making process. 

• To investigate customer satisfaction and pride levels with exceptional automakers. 

• to determine which among the 5-automobile company is preferred by the Indian audience 

LIMITATIONS OF THE STUDY 

• There are just five players; 

• The study is limited to India; 

• There can be geographical biases may have an impact on the results 

• Limited time  
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• Only a few numbers of responses 

• Periodic shifts in client preferences over time 

SCOPE OF THE STUDY 

• An in-depth examination of consumer preferences in the Indian auto industry. 

• An in-depth examination of the ways that Indian demographics affect decisions about purchasing cars. 

• Research on how innovation and technology affect consumer choices in the automotive industry. 

• An assessment of how important sustainability and environmental issues are in influencing consumers' decisions to purchase cars 

KEY PLAYER IN THE INDIAN AUTOMOBILE INDUSTRY 

1. SKODA: Simply Clever 

History 

Škoda Auto, formed in 1925, originated from Škoda Works, which was established in 1859 as a weapons manufacturer. After purchasing Laurian & 

Klement in 1925, Škoda began its automotive history and passed through many eras, including the communist one. It joined forces with Volkswagen 

(VW) in 1990, and in 2000 it became a fully-owned subsidiary. With VW's support, Škoda had a revolutionary phase that addressed image problems and 

brought pleasant advancements. The logo achieved significant sales milestones and generated huge profit margins with a global reach. In a short period 

of time in 2023, Škoda Auto India produced over a million cars, demonstrating its success and position in the market. 

Mission 

To deliver reliable, innovative, and value-for-money vehicles and services, with a strong focus on design and driving experience. 

Vision 

To be a leading European manufacturer in India, renowned for its emotional design, intelligent technology, and exceptional customer experience. 

2. Volkswagen: Das Auto 

History   

Volkswagen was founded in 1937 in Germany with the intention of producing a "people's vehicle" at a lower cost."... Having been established during the 

Nazi era, the company rose to fame after World War II, particularly thanks to the legendary Volkswagen Beetle, which demonstrated tenacity and a 

commitment to technical brilliance. 

Mission  

To shape the future of mobility with sustainable and affordable solutions for all. 

Vision 

To be the world's leading and most trusted automotive brand, recognized for its technical excellence and social responsibility. 

3. Mahindra: Rise With Mahindra 

History  

Established in 1945, Mahindra has grown into a global business known for its commitment to pleasant alternate and the driving motivation to assist 

people and communities "Rise." Mahindra has established itself as a brand identified with people-centric design, innovation, and dependability across a 

wide range of industries, including automotive, farm equipment, aerospace, and energy. 

Mission 

To drive positive change in the lives of stakeholders through mobility solutions and innovation. 

Vision 

To be a pioneer in providing future-ready mobility solutions, leading the way in clean energy and smart transportation. 

4. TATA Motors: Experience Drive 

History 
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TATA Motors, a member of the TATA Group, was founded in India in 1868 via the efforts of Jamsetji Tata. From TELCO (TATA Engineering and 

Locomotive Co. Ltd.), it developed into a well-known automobile brand on a global scale. Trust, dependability, and a dedication to social responsibility 

are all associated with the TATA brand. The firm shares the same values as its founder, who aimed to contribute to the growth of the country. 

Mission 

To build a better tomorrow through leadership in sustainable mobility solutions, empowering communities, and enriching lives. 

Vision 

To be a globally respected and admired automotive group, delivering world-class products and services. 

5. Honda: The Power of Dreams 

History  

Honda started off as a motorcycle manufacturer when it was formed in 1948 by Soichiro Honda and Takeo Fujisawa. The organization quickly branched 

out into motor production and gained notoriety for its creative engineering and fuel-efficient cars. After making a successful debut in Formula One in the 

1960s, Honda has gone on to become a major force in the global automobile industry. In order to position itself as a leader in technological innovation 

and environmentally friendly mobility solutions, Honda has expanded its product line over time to include automobiles, motorbikes, power equipment, 

and more. 

Mission 

To provide joy and value to customers through the creation of the most advanced and efficient machines. 

Vision 

To be a company that society wants to exist, leading the way in mobility and technology while serving people worldwide. 

METHODOLOGY  

The study gathered primary data from 102 respondents from various regions of India to assess consumer preferences for Skoda, Mahindra, Volkswagen, 

Tata, and Honda in the Indian automobile market. By means of surveys, the research aims to offer a comprehensive understanding of factors impacting 

the customer preferences, also  focus on buying habits, functionalities, and perceptions of logos, were distributed to a diverse group of car owners and to 

get an understanding of the current preference of the consumers in the Indian automotive industry 

DATA ANALYSIS 

HYPOTHESIS 

 

DEMOGRAPHIC 
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General preference 

The variables in the research questionnaire were as follows; 

There are 9 variables  
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Descriptive statistics  

Preferences Strongly agree agree neutral disagree Strongly disagree 

Reliability 

Technology 

Fuel efficiency 

Design 

Brand image 

Safety 

Comfort 

Service 

Resale value 

34 

29 

45 

21 

20 

57 

43 

39 

38 

42 

45 

29 

57 

54 

31 

43 

41 

29 

14 

17 

15 

13 

17 

5 

8 

13 

26 

6 

6 

6 

6 

8 

3 

 

3 

2 

2 

1 

4 

2 

 

3 

5 

1 

3 

 

Factor Analysis 
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The screen plot represents of eigen values. The factors having eigen value above 1 are accepted. In this case out of 9 variables only 1 variable is eligible. 
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The Rotated component matrix only have one component. As per the component matrix “Prioritize safety features when choosing a car” has the highest 

value among all the 9 variables and through this we can understand that majority of the Indian consumers prefer cars which are safe rather than the other 

factors. 

 

This value of 0.913 shows us how much can the factors be depended on 0 to1 being the standard range,anything about 0.5 is considered great.In the same 

way the depedency of all other factors can be evaluated. It can be concluded that factors do have a great impact on the variables. 

Brand Specific Questions 

3.1 Skoda 

 

 

Model Summary 

In this case, an R-square value of 0.407 indicates that approximately 40.7% of the variability in the dependent variable is explained by the independent 

variables in your model. 

Durbin-Watson a value below 2 suggests the possibility of positive autocorrelation, while a value above 2 suggests the possibility of negative 

autocorrelation. In this case the value of 1.977 indicates that there may be a slight positive autocorrelation in the residuals. 
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The small p-value is less than 0.05 (0.01) showing the model is significant.  

 

Most of the mean value are between 3 and 4, which as per the survey Please rate your preferences on a scale from 1 to 5, where 1 represents "Strongly 

Disagree" and 5 represents "Strongly Agree." This shows that the Skoda is accepted by the Indian consumers in all its aspects mainly in reliability, Design, 

Fuel efficiency and safety. 
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As per analysis the correlation matrix Skoda as per Indian consumer are preferred and have a good correlation, because of its in reliability, Fuel efficiency 

and safety features. 

 

3.2 MAHINDRA & MAHINDRA 
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Model Summary 

In this case, an R-square value of 0.691 indicates that approximately 69.1% of the variability in the dependent variable is explained by the independent 

variables in your model. 

Durbin-Watson a value below 2 suggests the possibility of positive autocorrelation, while a value above 2 suggests the possibility of negative 

autocorrelation. In this case the value of 1.680 indicates that it is positive autocorrelation in the residuals. 

ANOVA: The small p-value is less than 0.05 (0.01) showing the model is significant. 

 

Most of the mean value are between 3 and 4, which as per the survey Please rate your preferences on a scale from 1 to 5, where 1 represents "Strongly 

Disagree" and 5 represents "Strongly Agree." This shows that the Mahindra is accepted by the Indian consumers in all its aspects mainly in reliability 

and safety. 
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As per analysis the correlation matrix Mahindra as per Indian consumer are preferred and have a good correlation, because of its in reliability, safety , 

design and technology. 

 

3.3 VOLKSWAGEN 

 

 

Model Summary 

In this case, an R-square value of 0.535 indicates that approximately 53.3% of the variability in the dependent variable is explained by the independent 

variables in your model. 

Durbin-Watson a value below 2 suggests the possibility of positive autocorrelation, while a value above 2 suggests the possibility of negative 

autocorrelation. In this case the value of 1.921 indicates that it is positive autocorrelation in the residuals. 



International Journal of Research Publication and Reviews, Vol 5, no 1, pp 4371-4391 January 2024                                     4386 

 

 

ANOVA: The small p-value is less than 0.05 (0.01) showing the model is significant. 

 

Most of the mean value are between 3.5 and 4.5, which as per the survey Please rate your preferences on a scale from 1 to 5, where 1 represents "Strongly 

Disagree" and 5 represents "Strongly Agree." This shows that the VOLKSWAGEN is greatly accepted by the Indian consumers in all its aspects mainly 

in reliability, advance technology, Design, and mainly known for its safety. 

 

 

As per analysis the correlation matrix VW as per Indian consumer are preferred and have a good correlation, because of its in reliability, safety, design, 

and technology. 

 

3.4 TATA 
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Model Summary 

In this case, an R-square value of 0.749 indicates that approximately 74.9% of the variability in the dependent variable is explained by the independent 

variables in your model. 

Durbin-Watson a value below 2 suggests the possibility of positive autocorrelation, while a value above 2 suggests the possibility of negative 

autocorrelation. In this case the value of 1.898 indicates that it is positive autocorrelation in the residuals. 

ANOVA: The small p-value is less than 0.05 (0.01) showing the model is significant 

 

Most of the mean value are close and above than 4, which as per the survey Please rate your preferences on a scale from 1 to 5, where 1 represents 

"Strongly Disagree" and 5 represents "Strongly Agree." This shows that the TATA is greatly accepted by the Indian consumers in all its aspects mainly 

in, advance technology, fuel efficiency, service Design, and mainly known for its reliability and safety. So basically, it is widely accepted by the Indian 

audience in all the 6 factors. 
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As per analysis the correlation matrix TATA as per Indian consumer are preferred and have a best correlation and is agreed upon all the 6 factors. 

 

3.5 HONDA 

 

 

Model Summary 

In this case, an R-square value of 0.706 indicates that approximately 70.6% of the variability in the dependent variable is explained by the independent 

variables in your model. 

Durbin-Watson a value below 2 suggests the possibility of positive autocorrelation, while a value above 2 suggests the possibility of negative 

autocorrelation. In this case the value of 1.863 indicates that it is positive autocorrelation in the residuals. 

ANOVA: The small p-value is less than 0.05 (0.01) showing the model is significant 
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Most of the mean value are between 3 and 4, which as per the survey Please rate your preferences on a scale from 1 to 5, where 1 represents "Strongly 

Disagree" and 5 represents "Strongly Agree." This shows that the Honda is accepted by the Indian consumers in all its aspects mainly in, advance 

technology, fuel efficiency, service Design, reliability and safety.  

 

As per analysis the correlation matrix Honda as per Indian consumer are preferred and have a good correlation, because of its in reliability, fuel efficiency, 

safety, design, and technology. 

 

Overall Brand Preference 

Please rank your overall preference for the car brands from 1 to 5, where 1 is your most preferred and 5 is your least preferred. 
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FINAL DISCUSSION 

General Preferences 

Based on the provided data, customer preferences reveal distinct priorities. Reliability, safety and fuel efficiency are notable focal points, with a substantial 

consensus among respondents. Resale value and service also hold importance, as a significant portion expresses agreement with their significance. 

Technology and design elicit mixed opinions, showcasing diverse preferences among consumers. Brand image, though generally considered important, 

has a notable percentage in disagreement. Remarkably, resale value and service, alongside reliability and fuel efficiency, stand out as key considerations 

for consumers. In contrast, design appears to be the least emphasized factor, with a considerable number expressing disagreement. Understanding these 

nuanced preferences is crucial for businesses to tailor their products and services effectively, addressing the priorities that resonate most with their target 

audience. Looking forward, adapting strategies to align with these discerning consumer preferences is essential for future success in the market. 

As per the factor analysis, the descriptive statistics shows, other than technology, design, brand reputation and resale value are between 3 and 4 but very 

close to 4, while the rest od them is agreed upon all the Indian consumers, especially safety which is highest and mostly preferred. As per the correlation 

the model is a good fit. The KMO test signifies that the factor analysis so accurate or not in this case the value we got is .892 which is close to 0.9, so it 

can be considered as a best value and the significances is less than 0.01 which is less than 0.05 the model is significant, also rejecting the null hypothesis 

and accepting the alternative hypothesis that “There is a significant relationship between customer preferences and the perceived importance of automotive 

attributes”. As per the, total variable explained, screen plot and component matrix “Prioritize safety features when choosing a car” has the highest value 

among all the 9 variables. As per my understanding majority of the Indian consumers prefer cars which are safe rather than the other factors. Finally as 

per the reliability statistics value of 0.913 shows us how much can the factors be depended on 0 to1 being the standard range,anything about 0.5 is 

considered great. In this case our output is higly correlated with each other and realibile. 

The analysis of customer preferences across Skoda, Mahindra, Volkswagen (VW), Tata, and Honda provides valuable insights into the distinct priorities 

of Indian consumers in the automotive market. Reliability, safety, and fuel efficiency emerge as key focal points across all brands, with strong consensus 

among respondents. Notably, Skoda, Mahindra, and Volkswagen exhibit significant acceptance and positive correlations in various aspects such as 
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reliability, safety, design, and technology. In certain areas for improvement are identified. For instance, in the case of Skoda, fuel efficiency is perceived 

less favourably compared to other attributes. Mahindra could focus on enhancing after-sales services, as indicated by its relatively lower mean value in 

this category. Volkswagen stands out for its strong appeal in reliability, advanced technology, design, and safety, but fuel efficiency seems to be an area 

for potential enhancement. Tata receives high acceptance across all factors, yet there's room for improvement in fuel efficiency and after-sales services. 

Honda, while well-received in technology and fuel efficiency, might consider addressing safety concerns indicated by a lower mean value. In the general 

discussion, it is evident that consumers highly prioritize specific attributes, and companies can capitalize on this by tailoring their strategies to enhance 

these aspects further. Continuous efforts to improve fuel efficiency and after-sales services are key recommendations, given their identified importance 

across brands. Understanding and responding to these nuanced preferences will be crucial for the automotive companies to stay competitive and meet 

evolving consumer expectations in the future market. 

CONCLUSION 

In conclusion, this research paper extensively explored customer preferences in the dynamic Indian automobile market, focusing on key players such as 

Skoda, Mahindra, Volkswagen, Tata, and Honda. The industry's growth and transformation, driven by economic development and technological 

advancements, necessitate a keen understanding of consumer priorities. The findings underscore that reliability, safety, and fuel efficiency are paramount 

for Indian consumers, while resale value and service also hold significance. Notably, areas for improvement include fuel efficiency for Skoda, after-sales 

services for Mahindra, and potential enhancements in fuel efficiency for Volkswagen. The study emphasizes the importance of aligning strategies with 

these consumer preferences for sustained competitiveness in the market. It also highlights the predominant preference for safety features among Indian 

consumers. As the industry continues to transform, the key takeaway is the importance of staying attuned to consumer needs, ensuring that the future of 

automobiles resonates seamlessly with the desires of the Indian market. 

 

 


