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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, VVolkswagen, 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

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

e  To determine whether socioeconomic, cultural, and demographic factors affect decisions about which vehicles to purchase.
e  To determine how innovation and generation shape consumer possibilities.

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

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

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

LIMITATIONS OF THE STUDY

e There are just five players;
e The study is limited to India;
e  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

e Anin-depth examination of consumer preferences in the Indian auto industry.
e  Anin-depth examination of the ways that Indian demographics affect decisions about purchasing cars.
e  Research on how innovation and technology affect consumer choices in the automotive industry.

e  Anassessment 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

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

HO - There is no significant relationship between customer preferences and the perceived
importance of automotive attributes

HA - There is a significant relationship between customer preferences and the perceived
importance of automotive attributes

DEMOGRAPHIC

Age Group (102 response)

e I got 71 responses from the age group of 18 - 24 which is 69.6% of response from the
survey

¢ 22 responses from 25-34 which i1s 21.6%

¢ 5responses from 35- 44 which 1s 4.9 %

¢ 2 responses from 35 - 54 which 1s 8.8%

¢ Finally, 2 responses from 55 & above age group with a 2% of response from the survey.
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Gender
101 responses

® Male
® Female

Gender
81 responses from Male which is 80.2%

20 responses from Female which is 19.8%

Educational Qualification
102 responses

@ High school graduate (10th)
@ Higher Secondary School (PU)
@ Bachelor's Degree (UG)

@ Master's Degree (PG)

@ Doctoral Degree (PHD)

Educational qualification (102 response)

As per the response I received from the survey,

® ] got 4 responses with the educational qualification of Higher Secondary School which

1s 3.9% of response from the survey
* 4] responses from Bachelor's Degree which is 40.2%
® 53 responses from Master's Degree which is 52%

¢ Finally, 4 responses from Doctoral Degree with a 3.9 % of response from the survey
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Occupation
101 responses

® Student

@® Employed full-time
© Self-employed

@ Unemployed

@ Retired

OCCUPATION

¢ I got 58 responses with occupation as Student which is 57.4% response from the survey
e 36 responses from Employed full time which is 35.6%
* 5 responses from self-employed which is 5%

e | response each for Unemployed and retired.

Annual Household Income

101 responses

@ Less than 32.5 lakhs
@ Less than 25 Iakhs
© 51010 lakhs

@ 10 lakhs to 20 lakhs
@ 20 lakhs and above
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Annual Household Income

¢ ] got 31 responses with Annual Income Less than 2.5 lakhs which is 30.7%
® 23 responses with Annual Income Less than %5 lakhs which is 22.8%

* 13 responses with Annual Income 5 to 10 lakhs which 1s 12.9%

* 17 responses with Annual Income 10 lakhs to 20 lakhs which is 16.8%

® 17 responses with Annual Income 20 lakhs and above which is 16.8%

The above questionnaire was floated to people from different demographic groups, where there
were age, education, gender, and annual income. The total number of responses that were
collected were 102, which consists of people from different backgrounds. This helped me get

wide range of people’s thoughts on their preference in different automobile company.

General preference

The variables in the research questionnaire were as follows;

The statements that were to be answered by the respondents were given in the following format.

They were supposed to answer it in a 5-point Likert scale(1 being strongly disagree and so on..)

There are 9 variables

Section 2: General Preferences
Please rate your preferences on a scale from 1 to §, where | represents “Strongly Disagree® and 5 represents
Strongly Agree”
Strongly Disagr Disagree Neutral Agree Strongly Agree

Predes curs tha

Preder cars wit

Priontize fuel e

Prefer cars wit

Consider brand

Priaritize safet

Prefer cars tha

Priontize the a

Prefer cars wit
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Section - Genenf Freferenoss

M Do Dage B Dsge B Wod Tl ow

| RIS

SRPRRRAEY

or ek baleity

Descriptive statistics

Factor Analysis

Faler o iy ow vy Posler cans ol stand Frovitor bl e ey Profer cam wib 2 vl Cosstom trwwl iepdiiny  Poastie salvy baves Pl ey T b a Bwaibr S sy of  Fostey Gy it 2 vy
ik naban L I rede T, g ot A Seyig W Chaay A O rnar® and cordatitse O ey wrvery mae e
I3 rée
Preferences Strongly agree agree neutral disagree Strongly disagree
Reliability 34 42 14 6 2
Technology 29 45 17 6 1
Fuel efficiency 45 29 15 6 4
Design 21 57 13 6 2
Brand image 20 54 17 8
Safety 57 31 5 3 3
Comfort 43 43 8 5
Service 39 41 13 3 1
Resale value 38 29 26 2 3
Descriptive Statistics
Mean Sid Deviation  Analysis N

Saction 2. Ganural 402 44 102

Proferences [Prefes cary

hat are known Toe their

12 labeiity |

Saction 2 Ganeral 97 B84 102

Praterences [Prefes cars

with advanced tachnotogy

teatures |

Saction 2 Genural 406 1.088 102

Profarencas [Prioritie

Riel sfliciency whan

thoosing a car )

Section 2. General 360 862 102

Preferentes [Prefer cors

with 2 stysh and modarn

design |

Section 2. Ganaral 387 87 102

Pruferences [Consider

vrand reputation

impartant when buying a

car)

Saction 2 Ganeral 4386 3 102

Praferences [Priorduzs

nafaly features whon

thoosing a car )

Saction 2. General 418 979 102

Profarences [Prefer cars

that offer & smaoth and

comiemabls rdz )

Section 2 General 415 861 102

Praferences [Friomize the

avallabllity of afer-sales

nervices )

Section 2. Ganwral 197 1.009 102

Prafgrentes (Prefer cars

wiln @ strong resate
vz |
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Correlation Matrix”

Fenenal
Prefsances
Frate

Wit 3 stsng

iehiatany | ‘s g 18 WA i |

Coaneisden 1020 LLT) W o 04 ‘4 a8 LR H 08
Prefernncas [Prater taey

Wt @ bnzem A ihas

relatan

Secton T Teretdd s 1500 S04 e 202 LN 12 “ S0
Pratetatcan Poaiee o

WM ADVANERE N NNy

festawn |

Bethon O Oe=enal 50 204 100 L w 545 57 a5 560
Posternta b Prustgs

Usl ooy whar

thussngacw|

decton Y Gemesi 575 ‘3¢ E1 ) 1000 a5 £ 657 462 $10
Paalnintmah el sy

WIT 2 st ang mogem

wugn|

Becton & Jeseral 504 £02 167 65 1200 s a2 64 632
Pratirancet |Consder

prand reptaton

wrmn A wha ) bageig

)

Sectian 2 Oemaral L) a2 LT L) s "W 1000 m s (312
Satwrarcas Pronas

10N feataten anehy

rotsng a L |

Secaan 2 Oemeral 36 1312 " w7 a2 ™m 1000 0 an
Prfviencen Prafec cos

Mt afir @ ot nd

semartatin new |

Sachan 2 Deoanst oo w “ "o o 649 «) 1509 L
Preferereen Froride he

SEaainn ot W% aalen

sorates |

Ssctan T Oesorst “n 40 " A0 a2 i e L) 1000
Praturstican oefer 13y

W 4 arang fenale

aus |

This table gives the correlation between all the independent variables which is necessary to

know as only then we might be able to group them together.

As we can observe there are no perfect zeros in the matrix, which makes us reject the null
hypothesis proving that the matrix is not an identity matrix. This also means it is a good data

set.

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 892

Bartlett's Test of Approx. Chi-Square 521.493
Sphericity df 36

Sig. <.001

The KMO test tells us if the factor analysis is accurate or not, the best value would be above
0.9 anything above 0.5 is acceptable. Also, the significance level is <0.001 which means the

model is significant.
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Here, all the values tell how much variance in variables are explained by the factors. Anything

above 0.5 is acceptable.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings

Component Total % of variance  Cumulative % Total % of Variance  Cumulative %
1 5361 59.567 59.567 5.361 59.567 59.567
2 765 8.499 68.067

3 669 7430 7549

4 556 6.178 81.674

5 488 5418 87.092

6 420 4.671 91.763

7 269 2.994 94,757

8 .251 2.792 97.548

] 221 2,452 100.000

Extraction Method: Principal Component Analysis.

This tells us the accuracy of the factor analysis, here there are 9 variables and they have been

reduced to 1 factor, but it is fair as the accuracy is 59.567%
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Scree Plot
&
s1!
4
3
1
of
1 2 3 4 5 6 7 B 9
Component Number

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.

Component Matrix"

Component
1

Sacton 2. Ganstal 764
Prefarences [Prafet cars

that are knoawn for thair

reliabiny |

Sechon 2 Genstal T4S
Praterences [Prefar cars

with advanced technology

features )

Section 2 Ganatal 734
Preforences [Priotice

fusl eficiency whan

choosing a car )

Sechion 2 Genstal 808
Preferances [Prafer cars

with 2 styfish and modem

design j

Bection 2. Ganetal 724
, Preferences {Consider

brand raputation

Important whan buying &

car )

Settion 2 Ganaral 82

Prefarancas [Prionzs

satety taatutes whan

thoosing a car)

Section 2 Gansral 807
Preferances [Prafer cars

that offer 3 smooth and

comfortabde ride |

Secton 2 Ganaral 766
Preferences [Priontze the

avallabiity of after-salss

semices |

Sachion 2 Ganeral 768
Prefarances [Prefes cars

with & strang resale

valua |

~
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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.

Reliability Statistics
Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha ltems N of ltems
913 915 9

This value of 0.913 shows us how much can the factors be depended on 0 tol 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

Section 3. Brand Speclific Questions 3.1 Skoda

Bl Sroogy Deagme B Dioagres B0 N B Agrew R Svongly Agroe

w

adrlanld

Netucdty Advanced tecraskogy Fome! affurey Diasign Salwty fuatisus At st e safvicen Owvwral, | sen satalnd
Mmatires
Model Summarv"
fange Statistics
Adyustec R Std Error of R Square Sig F Durban
Mods! R R Squars Squars Ihe Estimates Change F Change an an Changs Watson
! 638° 407 370 679 407 10887 6 85 =001 1877

3 Predictors (Constant), Section 3. Brand Specdic Quastions
3.1 Skoda |Afer-sales samvices |, Section 3. Brand Speciic Questions
31 Skoda [Design], Saction 3 Brand Specific Queshans
3.1 Skoda [Fusl efficiency ], Saction 3= Brand Specific Questons
31 Skoda Advanced lachnology features], Section 3 Brand Specific Questons
3.1 Skoda [Safety features] Seclion 3. Brand Speciic Questions
31 Skoda [Relabilitg

b. Dependent Variable: Section 3. Brand Specific Questons
31 Sxoda [Overall | am satisfied]

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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ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Reagression 30101 6 5.017 10.867 <.001°
Residual 43859 95 462 |
Total 73961 101 o

a. Dependent Variable: Section 3: Brand Specific Questions
3.1 Skoda [Overall, | am satisfied)

b. Predictors: (Constant), Section 3. Brand Specific Questions
3.1 Skoda [After-sales services ], Section 3: Brand Specific Questions
3.1 Skoda [Design), Section 3: Brand Specific Questions
3.1 Skoda [Fuel efficiency], Section 3: Brand Specific Questions
3.1 Skoda [Advanced technology features], Section 3: Brand Specific Questions
3.1 Skoda [Safety features], Section 3: Brand Specific Questions
3.1 Skoda [Reliability]

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

Descriptive Statistics
Maan Sid. Deviathon N

Section 3. Brand Specific 169 856 102
Questions
31 Skoda {Overall | am
satisfied!
Section 3 Brand Spacific 380 890 102
Questions
3.1 Skoda [Reiiabiiny
Section 3 Brand Specific 376 846 102
Questans
31 Shoda Advanced
technology teatures|
Saction 3 Brand Specific 348 853 102
Questions

31 Skoda iFuel afficiancy
|

Section 3 Brand Specific 383 800 102
Quesfions
3.1 8koda {Design]

Section 3. Brand Specific 403 873 102
Quastions

31 Sxoda [Satety

features}

Saction 3 Brand Specific 353 887 102
Questions

31 Skoda Mfler-sales

sarvices )

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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Correlations
Secton 1
Saction 1 Brand Section 3 Saechon 3
Srand Sechon 3 Spetine Bramd Setton ) drang
Specific Brand Ouestions Specac Brang Specific
Quesons Speciic 21 Saoda Quastons Specifiz Quastiony
31 Gkoda Quastions [agvanced 31 Skoda Quastians 1.1 Skoda 3! Skoaa
[Ovenll, ) am 31 Skods =ehnology Fusl 311 Shsda [Salaty Jfe-sales
saksted) Reliabiim fentures) efciency) [Deaign| fentures| semvitas)
Paarsan Consdaton  Section ) Brand fipecic 1.000 516 403 L e a4 518 534
Questonn
21 Bxoda JOvwrall | am
sahished|
Sastion X Brand Specie 5ne 1.000 582 608 Lx ] ) 59 oy
Quessonn
31 Sxode Rellubiitt)
Eqtion 3 Brand Spociic 03 582 1.000 s 583 586 537
Questens
31 Shaas tvanied
mmmw faunres]
Saction ) Brana Specie sn 08 501 1.000 “wr 568 538
Quettens
31 Unoas Fusl eMelency
|
Sattion ) Brand Fpecmc 24 in 543 ELN 1 000 554 400
Questons
11 im_w: Du-om
Sattion 3 Brano Specic 518 (3}] 54¢ 564 554 1.000 43
Questens
11 Skoan [Rataly
featuras]
Saclion ¥ Brand Spocise SM 47 537 538 w00 54 1000

Questons
31 Sxpda ASer-sales
semcos |

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

3.2 Mahindra & Mahindra

B Sroogy Dsagres B Dvongres B0 Neverd B Agrew

Pl

Rebudty

Adhvanced tecroskogy
foatires

Fome! affciurey

R Svongy Agies

dhald

Salnty fuatisus

Alfgr-stin sarvices

Ovwral, | sen satabind
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Model Slmunarv"
Change Statstics
Adustsd R Sta Enor of = Square Sig. F Durin-
Mode - R Squars Square the Estimate Change F Changs ™| qr2 Change Watson
1 8x* 91 672 a1 L1)] 35.466 6 95 «om 1.680

a Predictors: (Constant), 3 2 Mahundra £amp, Mahindra [Afes-saies services |, 3.2 Mahindra 8amp; Mahindra [Design), 3.2 Mahindra S8amp. Mahindra
|Advanced tachnology teaturas) 3 2 Mahindra &amp; Mahindia [Fus! ecency |, 3.2 Mahindra &amp. Mahindra fReflabésy], 3 2 Mahindra 8amp
Mahindra [Safety featuras)

b Dopendent Vanable 3 2 Mahindra &amp. Mahindra [Overall, | am satshied

ANOVA"
Sum of
Wodel SGuares df Moan Squae F 519
1 Hegrasmion 45,208 6 820 35466  <001"
Rasidual 21 968 3¢ 23
Totsl 711786 101

a Dependent Vanable 3 2 Mahindra &amp, Manindra [Overall, | am satsfiadg)

b Predictors (Constant), 3 2 Matendra Sarmp, Mahindra [Afles-sales services |, 3.2
Mahindra Samp, Mahinara [Design), 3.2 Mahindra Samp, Mahindra [Advanced
fechnology features], 3 2 Mahindra Bamp, Mahindra [Fuel eMciency |, 3 2 Matindra
Samp, Mahindra [Reliabliitd, 3.2 Mahindra &amp_ Mahindra (Safoly features)

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.

Descriptive Statistics

Mean Std. Deviation N
3.2 Mahindra &amp; 3.7 .839 102
Mahindra [Overall, | am
satisfied) | |
3.2 Mahindra &amp; 3.9 .B57 102
Mahindra [Reliability]
3.2 Mahindra &amp; 3.65 .863 102
Mahindra [Advanced
technology features)
3.2 Mahindra &amp; 363 1.024 102
Mahindra [Fuel efficiency ]
3.2 Mahindra &amp; 3.70 920 102
Mahindra [Deslgn} 7 ! 7
3.2 Mahindra &amp, 3.94 865 102
Mahindra [Safety features]
3.2 Mahindra &amp; 3.52 962 102
Mahindra [After-sales
semvices ]

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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Correlations
3.7 Mahindra
32 Nanindra &amp 32 Mahinars 3 2 Mannaa 32 Manhindrs
famp 22 Maindra Manndra Aamp 3 2 Matmors Lamp Lamp
Manndea Lamp Idvanced Marendra Lamp Matendra Malendrs
[Ovarall | am Matindra tochmology Fust Matndra {Sately et sales
sansfed) [Reiianuty features) wMoancy | [Design| foauras) ssnicas |
Pastaon Corretation 1.2 Maningra Same. 1000 LX) 675 18 01 L2 $20
Mahinara [Overad | am
wafitfed]
7.2 Mahinara 8amg: 43e 1.000 533 563 LL1) 820 356
Maninara [Felabilng
3.2 Mahindra damp 875 533 1000 578 548 634 461
Mahinara fAavanced
1echnology fzalree]
3.2 Mahindra Aamp a7e 582 578 1000 572 612 480
Manhinars [Fuel stfclancy |
3.2 Mahindra Lamg 601 856 540 512 1 000 586 37
leahinara [Desigrf
3.2 Mahindrs Samg, sn 820 L3 612 566 1 000 n
Mahingea [Safaty fedtises)
3.2 Mahindia Samg 620 356 401 480 k1 72 1.000
Wahindra [Aer-suley
sanites|

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

3.3 Vollkawagen

o I Svoogy Deagree B Diuagres B0 b B Agrew R Soongly Agiee

dhalaald

Rebudty Addvanced tecroskogy Fome! affcurny Saluty fmatisus Afdt-set e sarvicen Owveral, | sen satabnd
fatires
Model Suularf
Ranga Statatics
Adjusied R 4 Emor of R Squars Dursn
Modal E R Sqaas S3us s Esimate Changs F Chamgs o ol Watson
1 1 > o 535 506 625 £35 18247 6 s <0 1"

a Pradictons (Constart), 3 3 Volkswagen [ARsr-sales sarvices ] 3 3 Voluswagen Design] 33 Volkswagen Fusl sficiency | 3 1 Voliswagen [Reliatsny]
3 3 Vokswagen [Advanted ecnsiogy featuras] 3.3 Volkswagen |Sately teaturas|

b Dependant Varable: 3.3 Volkawagen [Orstall | am satshisd

ANOVA"
fum of
Nadal Sguares z Mean Squate ! iy
1 Ragression 4274 L] 7135 18242 -E&F—
Residus 37104 L] 301
Totsl 79653 101

4 Dependent Vartable 33 Volkewagen [Overall, | am sudsfied

b Predictors. {Constant), 3 3 Vokswagen [Afer-sales senvices ] 33 Valkswagen
Design] 23 gen Fusl «m vl 23 Vok gen [Rallatilng, 1)
v Wavanced tec wy foatres] 33V Sataty atuies]

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.

Descriptive Statistics

Mean Std. Deviation N
3.3 Volkswagen [CQverall, | 3.74 .889 102
am satisfied]
3.3 Volkswagen 3.89 964 102
[Reliability)
3.3 Volkswagen 3.97 826 102
[Advanced technology
features]
3.3 Volkswagen [Fuel 3.49 .920 102
efficiency)

3.3 Volkswagen [Design] 388 824 102
3.3 Volkswagen [Safety 4.08 898 102
features]

3.3 Volkswagen [After- 368 924 102

sales services)]

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.

Correlations
13
13 Volkywagen 33 il 1)
Volkswagen 1] |Advanced volhswagen L I ] Valkswagen Voalkswagen
[Ovearall | 2m lkswagen sechnolagy [Funl volkswagan 1S ataty ARt sates
satshed] [Ratiabding feabnes] smcisnty| |Design] featurss| sanvicen |
Pearson Corrsdation 3 3 Volksaagen [Ovarall | 1.000 602 509 s 538 647 503

am satisflod]
33 Volkswagen 602 1.000 505 507 8 674 605
[Reliahiitg
13 Volkawagen 609 605 1.000 475 678 4] 506
(Advanced Wchrolugy
feaniras|
33 Volkawagen [Fanl aHa 507 475 1000 508 453 5§72
aMclancy|
33 Volkywagen [Design| 538 483 479 508 1.000 815 458
33 Volloywagen [Safety 847 674 751 19 615 1000 582
featuren]
13 Volkswagen [Aes 593 605 506 572 156 592 1.000

59185 sarvices |

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.

34TATA
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Model Smmnarf
Changs Statistics
Adiusted R Sy Enor of R Square Sip F Durtin-
Model R R Squars Squars me Estimats Change F Change dan an Change Watson
' 885° 749 733 452 748 47 254 6 5 =00 1868

2 Predictors. (Constant), 3.4 Tata jARer-sales servces |, 3 4 Tata [Fuel efficiency | 3.4 Tata [Satety fealures), 3 4 Tata [Advanced technology features] 3 ¢
Tata [Reliabitty), 3 4 Tata [Design]

b Depenaent Varable: 3.4 Tata [Overall, | am satisfied|

ANOVA"
Sum of
Model Squares of Mean Square F S19
E Regrassion 57932 % 9655 47254  <001®
Resaup 16411 95 204
Total 77.343 '

a Dependent Variable: 3.4 Tata [Overall, | am satistied|

b Pradictors: (Constant), 3.4 Tata jARer-sales sanvices ], 3.4 Tata [Fusl eficiency) 3.4
Tata [Safety tsatures] 1 4 Tata JAdvanced technology featurss) 3 4 Tata [Relabiing,
3.4 Tata Design}

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

Descriptive Statistics

Mean Std. Deviation N

3.4 Tata [Overall, | am 3.87 875 102
satisfied)

3.4 Tata [Reliability] X 404 984 102
3.4 Tata [Advanced 3.93 957 102
technology features)

3.4 Tata [Fuel efficiency ] 381 876 102
3.4 Tata [Design] 383 .B68 102
3.4 Tata [Safety features] 419 931 102
3.4 Tata [After-sales 3.81 962 102
services)]

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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Correlations
14 Tata
J4Tata |Advans ed id4Tata 4 Taha
{Oversil, 1 am 34 Tama sechnology 14 Tata Fust 34 Tan {Satety (Aner-53lan
satshad] [Reliabiing featr=s) afciancy | Pesgn| feanires) samices |
Paarson Comatabon 34 Tata [Oversd | am 1.000 7 (23} (14] 767 747 T8
satwted]
14 Tata |Retabiing AL ] 1000 2] 853 L)) 759 625
14 Tata [Advanced 651 665 1.000 682 T4E 704 610
tachnology featires|
34 Tata [Fost aficionty | 679 663 682 1000 688 650 568
34 Tata [Denigy 767 89 748 £98 1.000 712 674
34 Tata |[Satety testuies] 47 58 104 850 3 1 000 503
34 Tata |Aner-saies 748 625 610 558 674 602 1 000
sanicay |

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'
Change Stanstics
Adjusted R Sid Error of R Square Sig ¥ Durbie
Mode! R R Squate Sguale the Estmate Change F Change an a2 Change Watson
1 8a0* 106 688 406 706 36042 6 95 <00 1.862

a Predictors. (Constan®), 3.5 Honda (Afer-sales senvices | 3.5 Honda [Fuel fcency | 3.5 Honda [Rellabiling. 3 5 Honda [Satety features] 3.5 Honda
Advanced technology features], 3.5 Honda [Dasign]

b Dependent Vanable: 3 § Honda [Overall, | am sabsfied |

ANOVA®
Sum of
Modal Squares at Me&an Squars F S
1 Regrassiaon 37.604 3 6267 30042 <om*
Rasidual 15651 95 185
Total §3255 101

a Dspendent Vanable: 3 § Honda [Overall, | am satisfizd )

b Predictors: (Constant), 3.5 Honda |ARar-sales semvices |, 3.5 Honda [Fuel efciancy |
3.5 Honda [Rehabliitd 3.5 Honda |Safety features| 3.5 Honda JAdvanced tachnology
faatures] 3 5 Honda [Design|

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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Descriptive Statistics

Mean Std. Deviation N
3.5 Honda [Overall, | am 3.78 726 102
satisfied ]
3.5 Honda [Reliability] 3.78 961 102
3.5 Honda [Advanced 3.81 .887 102
technoloay featuresj
3.5 Honda [Fuel efficiency 3.88 915 102
]
3.5 Honda [Design] 375 .838 102
3.5 Honda [Safety 3.57 .896 102
features]
3.5 Honda [After-sales 3.81 700 102

semices)]

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.

15 Honda

[Overall | am
satishad |

Puarson Comulaton 3.5 Honda [Ovarad | am 1.000

sanafiad |

1.8 Honda |[Relaniing 600

1 § Honda JAsvanced s

fechndlagy featirss|

1.6 Honda [Fuel eficiency 617

|

3.5 Honda [Dasigry 759

3 5 Honda [Satety i

fedlrus)

3.5 Honda |Aftar-sates 738

senieas |

Correlations
55 Honga
Advantsd
12 Honda lechnology
[Ratabilng foatures)]
€00 ™
1 000 ted
684 1000
466 546
586 658
94 %48
L1%] 645

5 Monda
Fusl

sfciency |

(1}

460
548

1.000

621
j24

60

&n

1000
663

732

24

663
1 000

es0

573
645

568

72

460

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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Section 4: Overall Brand Preference

N Bz 3 EN: s
ag
20
10
i
Prefer Skoda Prefer Mahindra & Prefer Valkswagen Prafer Tata Prefer Honda
Mahindra

On the scale of 1 to 5, 1 being the highest as per the above response output

BRAND 1 2 3 4 5
PREFERENCES

Skoda 15 13 31 24 11
Mahindra 4 13 31 31 10
VW 9 16 22 17 22
Tata 16 14 I8 21 22
Honda 15 8 18 18 27

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 t0 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 tol 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 VVolkswagen. 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.



