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ABSTRACT : 

Let's face it, the car market these days is a real battleground, and for automakers to stick around and grow, getting customers to stick with them is absolutely key. 

This project takes a closer look at how keeping customers engaged really impacts whether they become loyal to a brand. We're focusing on Tata Motors, you 

know, one of the big car companies in India. 

The automotive world is changing so fast, with all these cool digital things and customers really wanting to feel like they're getting their money's worth. So, 

figuring out how engagement and loyalty connect is super important. This study tries to figure out exactly how things like those mobile service apps, reward 

programs for loyal customers, talking to people in a way that feels personal, and good after-sales service actually change what customers think, how happy they 

are, and if they'd buy from the same brand again. 

What we found is pretty clear: when companies really put effort into keeping customers involved and happy, it makes a big difference in how loyal those 

customers become. They feel more connected to the brand and are more likely to tell other people about it. So, at the end of the day, this study highlights that car 

companies need to keep finding better ways to connect with their customers to build those long-lasting relationships in such a competitive market. 
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INTRODUCTION 

In today's world where businesses are constantly fighting for your attention, it's become super clear that keeping the customers you already have is a 

huge win. When someone consistently chooses your brand over all the others – that's what we mean by brand loyalty – and it's a massive driver for any 

company that wants to stick around and grow. This is especially true in industries like making cars, where getting a new customer can be really 

expensive, and having long-term fans can seriously impact how well you do in the market. That's where this whole idea of getting customers involved 

and connected comes in. 

 

Think of customer engagement as more than just a one-time purchase; it's about building that emotional and even psychological link between a 

customer and a brand. It's about creating lasting relationships through all the different ways a customer might interact with you – whether it's online, in 

a physical store, when they get after-sales service, or even at community events. When you do customer engagement well, it doesn't just make the 

experience better for the customer; it also makes your brand stronger, builds trust, and encourages people to buy from you again. 

 

Now, the car industry in India is massive – one of the biggest in the world – and it's changing superfast thanks to new technology, shifting what 

customers want, and a lot of competition. Because customers are more informed and have more choices than ever, just trying to  sell them something 

isn't enough anymore. Car companies now have to really focus on building relationships and providing value throughout the entire time someone owns 

their car. This has put a big emphasis on strategies that build loyalty by using data, making things personal, and getting customers actively involved. 

 

Take Tata Motors, for example. They're a major player in this changing landscape. They're known for being innovative and reliable, and they've built a 

strong reputation. They make everything from affordable little cars to fancy SUVs and even trucks, so they appeal to a wide range of people all across 

India, both in cities and in rural areas. Over the past few years, Tata Motors has been increasingly focused on connecting with customers online, 

making their service models more customer-focused, and having programs that reward loyalty after someone buys a car. They're really working on 

winning the hearts of Indian car buyers. 

 

http://www.ijrpr.com/
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So, this whole project is about looking at how these customer engagement strategies actually affect brand loyalty, with a special focus on Tata Motors. 

We're going to examine how different things they do – like their digital tools, loyalty programs, how they handle service, and their community-building 

efforts – shape what customers think and whether they buy another car from them. Through surveys, interviews, and looking at existing data, we're 

trying to figure out if these strategies really do make customers more committed and trusting of the brand. 

This project report is really about digging into how all the ways a company tries to connect with its customers – things like their online tools, rewards 

programs, how they handle your service needs, and even the communities they build – actually affect whether people become loyal to the brand. We're 

focusing specifically on Tata Motors to see how these different efforts shape what customers think and if they lead to people buying their cars again. By 

doing surveys, having conversations with people, and looking at existing information, we want to figure out if these strategies truly build that sense of 

commitment and trust. 

 

With more and more people being online and wanting things to feel personal, this study feels like it's hitting at a really important time. We're trying to 

answer some key questions, such as: 

 

• Do customers even notice and are they happy with how Tata Motors is trying to engage with them? 

• Which of these engagement tactics are the most effective in making customers loyal? 

• Are there any areas where Tata Motors could be doing a better job of connecting with their customers? 

 

By exploring these questions, we hope to not only understand the link between how you engage with customers and how loyal they become but also to 

give Tata Motors and other car companies some practical ideas on how to build stronger, lasting relationships with their customers in a market that's 

getting more competitive all the time. 

 

What really got this whole study going was just this curiosity about how customer engagement strategies actually impact brand loyalty, especially in the 

fast-paced and competitive car world. Tata Motors, being such a big player in the Indian market, has rolled out a bunch of online and in-person ways to 

connect with customers. But it wasn't really clear how well these things were landing with people and if they were genuinely leading to long-term 

loyalty, happier customers, and repeat purchases. 

 

Plus, with everything going digital and customers expecting more, it felt important to figure out: 

 
• How do customers actually see and interact with Tata Motors' websites, apps, and loyalty programs? 

• Do these engagement efforts actually lead to real business results, like customers recommending the brand to others and 

sticking with them? 

• Do things like how old someone is, what their job is, and how comfortable they are with technology influence how they see these efforts? 

 

Ultimately, this study aims to bridge the gap between what companies are trying to do with customer engagement and what customers are actually 

experiencing. The goal is to offer insights that can help Tata Motors – and other similar brands – fine-tune their approaches to build deeper, more 

meaningful connections with their customers. 

 

The big picture here is to understand how thoughtful and strategic customer engagement can turn someone who just buys a car into a lifelong advocate 

for the brand – and that's what really ensures long-term success and keeps a brand strong in the Indian car market. 

Objectives of Study 

1. First off, we wanted to see how aware customers actually are of all the different ways 

Tata Motors tries to connect with them. 

2. Next, we wanted to figure out how well Tata Motors' efforts to engage with customers actually work in terms of getting 

them to stick with the brand and buy again. 

3. We were also keen to understand how often customers use Tata Motors' online platforms (like their apps 

and websites) and how happy they are with those experiences. 

4. Another key thing was to pinpoint what really makes a Tata Motors customer feel loyal to the brand. What are 

the crucial factors? 

5. We also wanted to look at how things like age, gender, and what people do for a living might influence how they 

engage with Tata Motors and how loyal they become. 

6. Finally, we aimed to figure out how likely customers are to buy another Tata car and to recommend the brand to 

others based on their overall experience. 
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Scope of the Study 

This study is all about understanding how Tata Motors' efforts to connect with their customers influence whether people become loyal to the 

brand. We're specifically looking at the Indian market and focusing on customers in cities and smaller towns where Tata Motors has a strong 

presence. This includes people who currently own a Tata vehicle and those who've interacted with the brand through things like their mobile apps, 

service centers, and loyalty programs. We gathered information over two months using online and paper questionnaires, and we looked at the 

responses to understand how well Tata Motors' engagement strategies are working. 

 

Our main focus is on digital tools and service-related interactions – we want to know if customers are aware of them, how satisfied they are, and 

how these interactions affect whether they'd buy another Tata and if they'd tell their friends about the brand. While we think our findings will be really 

useful, it's important to note that we're only looking at customer opinions and haven't included any internal company information or financial numbers. 

COMPANY PROFILE – TATA MOTORS 

 

 

Overview 

Tata Motors Limited, a part of the prestigious Tata Group, is India's largest automobile company and a global manufacturer of cars, utility vehicles, 

buses, trucks, and defense vehicles. Headquartered in Mumbai, Maharashtra, Tata Motors has been a pioneer in the Indian automobile industry for over 

seven decades. Since its inception in 1945, the company has grown to become a trusted brand, not just in India but across several international markets. 

 

The company’s commitment to quality, innovation, and sustainability has been central to its success. Tata Motors operates under the philosophy of 

“Connecting Aspirations,” which reflects its desire to offer mobility solutions that are innovative, sustainable, and affordable for the diverse needs of its 

global customer base. 

 
Tata Motors is listed on the Bombay Stock Exchange (BSE) and the National Stock Exchange (NSE) in India and has been a part of the Tata Group 

conglomerate, which comprises over 100 companies operating in more than 100 countries. 

Historical Milestones 

• 1945: Established as Tata Engineering and Locomotive Co. Ltd. (TELCO) to manufacture locomotives. 

• 1954: Collaboration with Daimler-Benz to manufacture commercial vehicles. 

• 1991: Launch of Tata Sierra, India’s first indigenous SUV. 

• 1998: Launch of Tata Indica, the first fully Indian passenger car. 

• 2008: Global acquisition of Jaguar Land Rover (JLR) from Ford Motor Company. 

• 2009: Launch of Tata Nano, the world’s cheapest car at that time. 

• 2016–2023: Launch of new-age cars like Tata Tiago, Nexon, Harrier, and the electric vehicle (EV) range including 

Nexon EV. 

• 2023 onwards: Tata Motors continues its EV leadership with the introduction of the Punch EV and Altroz EV. 
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Product Portfolio 

Tata Motors makes a ton of different vehicles for all sorts of people and businesses. Basically, you can split it into a few main categories: 

a. Passenger Vehicles: 

• Hatchbacks: Think of cars like the Tiago and Altroz – the smaller, city-friendly types. 

• Sedans: Like the Tigor, the more traditional car shape. 

• SUVs: The Punch, Nexon, Harrier, and Safari – the bigger, more rugged-looking ones. 

• Electric Vehicles: The electric versions of the Nexon, Tigor, Punch, and Tiago. You know, the ones that run on 

batteries. 

b. Commercial Vehicles: 

• Defense and Military Vehicles: Specialized vehicles for the Indian Armed Forces 

• Light Commercial Vehicles (LCVs): These are your smaller trucks and vans, like the Ace and Intra – good for deliveries 

and stuff. 

• Medium & Heavy Commercial Vehicles (MHCVs): The big trucks you see on highways, like the Prima, 

Signa, and Ultra. 

• Buses: Like the Starbus and Magna – for transporting lots of people. 

c. Luxury Vehicles: 

• Through Jaguar Land Rover (JLR): Jaguar XE, XF, F-Pace; Land Rover Discovery, Range Rover series 

Notable Vehicles 

Tata Nano 

Tata Nano came out in 2009, and the whole idea behind it was to be a super affordable little city car. They were really aiming at all those folks in India 

who mostly owned motorcycles and hadn't been able to buy their first car yet. 

The initial price was around ₹1 lakh, which was about $1,500 back then, and it got a ton of attention because it was so cheap. However, things didn't 

really go as planned. It got some pretty bad ratings when it came to safety. And then, in 2018, the chairman of the Tata Group at the time, Cyrus Mistry, 

even called it a failed project. They ended up stopping production in May 2018." 

Tata Ace 

Tata Ace – this was a pretty big deal when it came out in India back in May 2005. It was the first mini-truck designed and built entirely in India that 

could carry less than a ton. And man, it was a hit! Auto experts even said it totally changed the game for those smaller commercial vehicles in the 

country, basically creating a whole new market for 'small commercial vehicles.' 

The Ace quickly became the go-to choice for people who needed to transport stuff, whether they were big transport companies or just individuals with a 

single truck doing deliveries in cities or out in the villages. 

You could see the impact right away. By October 2005, Tata Motors' sales of these light commercial vehicles jumped by over 36% – they sold 28,537 

units! That was largely thanks to everyone wanting the Ace. Fun fact: the part where you load stuff onto the Ace was actually made by another 

company called Autoline Industries. By 2005, Autoline was cranking out 300 of those load bodies every single day for Tata Motors. 

And get this – the Ace is still a top seller for Tata Motors. By June 2010, they had already sold half a million of them! In 2011, Tata Motors invested a 

lot of money – like 1000 crore rupees – in a plant in Karnataka to make even more, with the capacity to build 90,000 units a year. They even launched 

a couple of smaller versions, the Tata Ace Zip and the Magic Iris, both able to carry about half a ton. 
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The Ace wasn't just popular in India either. They started exporting it to a bunch of countries in Asia, Europe, South America, and Africa. And get this – 

they even have all-electric versions that are sold through a division of Polaris Industries. Over in Sri Lanka, you can even find it being sold under a 

different name, DIMO Batta, by a company called Diesel & Motor Engineering (DIMO) PLC." 

Tata Prima 

The Tata Prima, a line of heavy-duty trucks, was first launched in 2008 as the company's flagship 'global' truck offering. Notably, the Tata Prima was 

recognized as the 'Commercial Vehicle of the Year' at the Apollo Commercial Vehicles Awards in both 2010 and 2012. 

Tata 407 

The Tata 407 is a light commercial vehicle (LCV) that has sold over 500,000 units since its launch in 1986. In India, this vehicle dominates market 

share of the LCV category, accounting for close to 75% of LCV sales. The 407 model range includes trucks, tippers, pick- ups and 

vehicles for agri/food products, construction, light mining and services. 

Tata Harrier 

The Tata Harrier is a five-seater SUV that competes in the same segment as the MG Hector and Jeep Compass. Its engine is a 2.0L four-cylinder 

turbocharged diesel unit supplied by Fiat, paired with a six-speed transmission from Hyundai, with both manual and automatic options available to 

buyers. The design of the Harrier evolved from the H5X Concept, which garnered attention at the 2018 Auto Expo, and the production model was 

released on January 23, 2019. This C- segment crossover SUV is constructed on the Omega Arc platform, which is essentially a significantly re-

engineered version of Jaguar Land Rover's D8 platform. Tata Motors has confirmed plans to introduce a petrol variant of the Harrier in the 2022-23 

period. 

 

Interestingly, the same vehicle is sold as the H5 in the Nepalese market. 

 

https://en.wikipedia.org/wiki/Trucks
https://en.wikipedia.org/wiki/Pickup_truck
https://en.wikipedia.org/wiki/Pickup_truck
https://en.wikipedia.org/wiki/Vehicles
https://en.wikipedia.org/wiki/Construction


International Journal of Research Publication and Reviews, Vol (6), Issue (5), May (2025), Page – 4810-4831                          4815 

 

 

 

Tata Nexon 
The Tata Nexon, a subcompact crossover SUV, has been in production by Tata Motors since 2017. Marking Tata Motors' entry into the crossover SUV 

category, it competes within the sub-4 metre segment in the Indian market. An electric variant, the Nexon EV, was unveiled on December 19, 2019, 

incorporating technology from Tata Motors' dedicated electric vehicle division, Ziptron. The electric powertrain delivers a maximum power output of 

94.7 kW (equivalent to 127 horsepower or 129 PS) and a peak torque of 245 N⋅m (181 lb⋅ft), enabling acceleration from 0 to 100 km/h in under 9.9 

seconds. Its 30.2 kWh battery provides a certified range of up to 312 km as per ARAI standards. Charging the battery to full capacity takes less than 8 

hours using the provided AC charger. Additionally, it can be charged via a standard 15- ampere power cable, offering flexibility across various power 

outlets. For rapid charging, a DC 25 kW fast charger can replenish the battery from 0 to 80% charge in approximately one hour. 

Global Presence 

Tata Motors maintains a significant global presence, operating in more than 125 countries worldwide. The company's international infrastructure 

includes manufacturing and research and development facilities strategically located in India, the United Kingdom, South Korea, South Africa, 

Thailand, and Indonesia. 

 

Key international markets include: 

 

• South Asia: Bangladesh, Sri Lanka, Nepal 

• Africa: South Africa, Nigeria, Kenya 

• Middle East: UAE, Saudi Arabia 

• Latin America: Brazil, Argentina 

• Europe & UK: Through JLR 

• Oceania: Australia, New Zealand 

 
JLR has a separate global dealer and distribution network and contributes significantly to Tata Motors’ revenue. 

Research, Innovation and Sustainability 

Tata Motors is committed to developing innovative and sustainable mobility solutions. The company has several R&D centers across India and abroad, 

including in Pune, Mumbai, Jamshedpur, and Coventry (UK). 

 
Key Focus Areas: 

 
• Electric Mobility: Tata Passenger Electric Mobility Ltd. (TPEML) is a dedicated EV subsidiary. 

• Connected Vehicles: iRA and ZConnect platforms provide remote vehicle control and diagnostics. 

• Sustainability: Tata Motors emphasizes green manufacturing, reducing emissions, and promoting circular economy practices. 

 
Tata Motors has also been recognized in various sustainability indices like the Dow Jones Sustainability Index (DJSI) and is working toward achieving 

carbon neutrality in the coming decades. 

Market Position and Achievements 

• If you look at the Indian car market right now (in 2023), Tata Motors is one of the top three companies when it comes to selling passenger 

vehicles and when it comes to electric vehicles in India, they're actually the leader! Their Nexon EV is the one you see selling the most. 
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• They've also won a bunch of awards for how safe their cars are from this global safety organization called Global NCAP. Quite a few of 

their models have even gotten the highest safety rating of 5 stars. 

• Plus, their business that makes trucks and buses is also doing really well. They're actually the top company in that area, selling more vehicles 

for carrying goods and people than anyone else. 

Core Values and Visions 

Vision: To be the most admired and pioneering Indian automotive brand, creating world-class mobility solutions through sustainable innovation. 

 
Core Values: 

• Integrity 

• Accountability 

• Passion for Excellence 

• Customer Centricity 

• Innovation 

• Sustainability 

Leadership and Management 

As of 2024, the company is led by: 

 
• Chairman: Natarajan Chandrasekaran (Chairman of Tata Sons) 

• CEO & MD: Mr. Balaji (Passenger Vehicles and Electric Mobility) 

• Executive Directors for Commercial Vehicles and JLR operate semi-independently under the Tata Motors umbrella. 

 
Tata Motors is known for its ethical leadership and transparent governance, which continues to inspire trust and loyalty among its stakeholders. 

CUSTOMER ENGAGEMENT STRATEGIES AT TATA MOTORS 

Tata Motors, a leading automotive manufacturer in India, has implemented a variety of customer engagement strategies to foster deeper relationships 

with its customers and enhance brand loyalty. These strategies span both digital platforms and personalized services, reflecting a customer-first 

approach in today’s competitive market. Below are the key customer engagement strategies employed by Tata Motors: 

1. Digital Platforms and Mobile Applications 

Tata Motors leverages technology to deliver seamless digital experiences. The Tata Motors Service Connect App allows customers to: 

 
• Book service appointments 

• Track service history 

• Locate service centers 

• Get real-time updates This enhances convenience and transparency, improving overall satisfaction. 

2. Loyalty Programs and Service Benefits 

Tata Motors offers structured loyalty programs aimed at rewarding long-term customers. Some initiatives include: 

 
• Referral benefits 

• Discounted service packages 

• Extended warranties and roadside assistance These benefits help retain customers and encourage repeat purchases. 

3. Customer Feedback and Relationship Management 

Through surveys, follow-up calls, and real-time chat support, Tata Motors collects feedback to improve its offerings. It also uses Customer 

Relationship Management (CRM) systems to: 

 
• Track customer preferences 

• Offer tailored promotions 

• Respond promptly to service issues 
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4. Social Media and Content Engagement 

 
Tata Motors maintains an active presence on platforms like Instagram, YouTube, Twitter, and Facebook to engage with customers. It regularly shares: 

 
• Product updates 

• Maintenance tips 

• Behind-the-scenes stories 

5. Experience Zones and Dealership Engagement 

Many Tata showrooms now include interactive experience zones where customers can explore new models using virtual tools. The company also 

conducts: 

 
• Customer meetups 

• Test drive events 

• Festive promotions These build community and enhance the physical customer journey. 

6. Proactive Service Reminders 

Tata Motors sends service reminders through SMS, emails, and WhatsApp to encourage timely vehicle maintenance. This not only supports vehicle 

performance but reinforces the brand’s care for customer safety. 

7. WhatsApp and Chatbot Support 

Tata Motors offers support through WhatsApp and AI-powered chatbots, enabling customers to access FAQs, service bookings, and updates 24/7. 

This real-time communication boosts satisfaction and loyalty. 

LITERATURE REVIEW 

For years, the idea of brand loyalty has been a major point of discussion for marketing thinkers and business leaders alike. Especially now, with 

markets getting tougher and consumers having so much say, companies are realizing it's not just about getting new customers in the door; it's really 

about keeping the ones they already have. So, in this part, we're going to look at some of the key research and theories that  explain how getting 

customers engaged and involved can lead to them sticking with a brand, particularly when we're talking about the car industry 

Understanding Brand Loyalty 

According to Jacoby and Chestnut's work back in 1978, brand loyalty isn't just about buying the same thing over and over. They described it as a 

'biased behavioural response shown over time' by someone making a decision, and it involves looking at different brand options. What they really 

emphasized is that true loyalty has two parts: the behaviour of buying again, and also a feeling of commitment or a psychological attachment to the 

brand. 

 

Then Aaker, who in 1991 pointed out that brand loyalty is one of the most valuable things a brand can have. When customers are loyal, it actually 

costs less to market to them, you've got a more stable base of customers, and they even become like unofficial cheerleaders for your brand. In a business 

like the car industry, where people don't buy new cars all the time and it can be a hassle to switch brands, building that loyalty can give a company a 

real advantage that lasts for years. 

Customer Engagement: A Loyalty Driver 

The idea of 'customer engagement' has really come into its own lately. If you look at the work of Brodie and his team back in 2011, they described it 

as a sort of 'psychological state' that happens when customers have interactive and collaborative experiences with a brand or service. It's all about how 

customers experience the brand, the value they feel they're getting, and all the different ways they interact with the brand. 

 
Sashi, in 2012, even laid out a whole 'customer engagement cycle'. He suggested it starts with a connection, then moves through interaction, 

satisfaction, keeping the customer around (retention), getting them committed, turning them into advocates, and finally, achieving that ultimate goal of 

loyalty. This cycle is particularly interesting for a company like Tata Motors, which uses a lot of different ways to engage with customers, from their 

online presence to after- sales service and even building a community around the brand. 

 
And it's not just theory. Studies like the ones by Vivek and his colleagues in 2012 have shown that when customers are really engaged, they're more 

likely to stick with a brand. That's because 
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they develop an emotional connection and feel involved. They even start contributing to the brand by giving feedback, participating in events, and 

talking about the brand positively online. 

Brand interactivity 

The idea of 'brand interactivity' is a bit newer and it's all about how customers see a brand's willingness and genuine desire to connect with them (as 

France and others pointed out in 2016, and Shao and his team in 2015). When a brand constantly communicates with customers, it shows that 

they're really trying to interact and build a relationship. 

 

Customers tend to judge how interactive a brand is on two main things: first, whether the brand gives them the technical help they need to interact, and 

second, if the brand seems genuinely interested in building a connection. From the customer's point of view, this brand interactivity is super important 

for engagement, because at the heart of customer-brand engagement is interaction itself (as Brodie and others said in 2011, along with Lawrence et 

al. in 2013, De Vries and Carlson in 2014, Merrilees in 2016, and France et al. in 2018). 

 

More and more, customers are actively participating in interactions with their favourite brands (Merz et al. in 2009, Islam et al. in 2018, and 

Fernandes and Moreira in 2019). Because of this, when a brand interacts more with its customers, it tends to build a better customer-brand 

relationship (Jee and Lee in 2002, and Islam et al. in 2018). Previous research on brand engagement has also conceptually highlighted how important 

this interactivity is (Brodie et al. in 2011, Schultz in 2017, and France et al. in 2018). 

 

Some earlier studies have even shown that customers are more willing to have two-way conversations and more personalized relationships with brands 

that they see as highly interactive (Sawhney et al. in 2005, Islam and Rahman in 2017, and Schultz in 2017). When a customer feels like a brand is 

interactive, it's like they feel welcomed, and that motivates them to engage more with the brand. Following this line of thinking, Merrilees and Fry 

suggested back in 2003 that customers develop a sense of value and trust in a brand, which then strengthens their relationship and leads to 

engagement. 

 

Despite all these good conceptual reasons and theories, brand interactivity hasn't been studied as much as you might think when it comes to what leads 

to customer-brand engagement. So, in this study, we're including brand interactivity to offer a fresh perspective – that it has a positive and direct impact 

on how engaged customers feel with a brand. 

Customer Engagement in the Automotive Industry 

Now, when you talk about the car business, where buying a vehicle is a big decision and something people stick with for a while, engagement isn't just 

about the initial sale. It also includes things like getting your car serviced, upgrading parts or features, being part of a 

community around the brand, and all the digital ways you interact with them. Kotler and Keller pointed out back in 2016 that companies really need 

to think about the whole customer journey, not just when they're trying to make a sale. 

 

Interestingly, a study by Accenture in 2020 found that in growing markets like India, over 70% of people buying cars said that how good the after-sales 

support is and how well they can interact digitally are really important when they're choosing a brand and deciding to stay loyal. It seems that car 

companies that actively keep in touch with customers after they've bought a car tend to keep those customers for longer. 

 

Tata Motors has definitely taken a customer-focused approach with programs like Tata Motors Rewards+, their apps for managing car servicing online, 

sending out alerts for service proactively, and even offering virtual reality test drives. These efforts seem to line up with what Kumar and Pansari 

found in 2016, where they stressed that when engagement is meaningful, it makes customers happier and leads to them being loyal for the long haul. 

The Role of Digital Engagement 

With the way digital platforms have exploded, connecting with customers has become much more interactive, instant, and driven by data. Research 

from Hollebeek and others in 2014 showed a really strong link between engaging with customers online – through things like mobile apps, websites, 

social media, and even those AI-powered chatbots – and building trust and loyalty in the brand. 

 

Tata Motors has definitely tapped into this by using digital tools to create a smooth experience across all channels, make things more convenient for 

customers, and really understand what their customers want. 1 Studies by Lemon and Verhoef back in 2016 suggested that when you engage with 

customers through multiple channels like this, it not only makes their experience better but also strengthens that emotional bond they feel with the 

brand. 

Gaps Identified in Literature 

While we know a fair bit about how engagement and loyalty connect, most of the studies out there have looked at things like regular stores or service 

industries. There hasn't been as much digging into car brands, especially in growing economies like India. 
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And when you get down to specific things like loyalty programs, those mobile apps for car servicing, and systems for getting customer feedback, we 

don't have a lot of solid research showing how well they actually build loyalty in the Indian car market. So, that's really where this study comes in. 

We're trying to fill that gap by focusing on Tata Motors, which is a brand that has a long history but is also embracing new ideas. 

RESEARCH METHODOLOGY 

Research methodology employed in this study outlines the systematic framework for data collection, analysis, and interpretation. Specifically, it was 

designed to investigate the relationship between customer engagement strategies and brand loyalty, focusing on the context of Tata Motors. The 

research adopted a descriptive and analytical approach, integrating both quantitative and qualitative data streams. 

 

To empirically examine the proposed research model, primary data was gathered through the administration of structured questionnaires. Given the 

research objective of understanding brand loyalty among current Tata Motors customers, the target respondents comprised individuals who had 

purchased a vehicle from the company within the preceding years. Participants were assured of the complete confidentiality of the information they 

provided during the survey process. 

 

The study follows a descriptive research design, deemed appropriate for gaining insights into customer perceptions, engagement behaviours, and their 

subsequent influence on brand loyalty. Descriptive research is particularly effective for analysing 'what' and 'how' questions within real- world business 

environments. 

Sources of Data 

Primary Data 

Collected through structured questionnaires and interviews with customers who currently own Tata vehicles. The questionnaire includes closed-ended 

questions. 

 

Secondary Data 

Collected from: 

 
• Tata Motors' official website and annual reports 

• Automotive industry publications (e.g., AutoCar, ET Auto) 

• Academic journals and previous research on brand loyalty and customer engagement 

 

Sampling Method 

 
• Population: Tata Motors vehicle owners in India 

• Sample Size: 100 respondents 

• Sampling Location: Urban and semi-urban areas across major Indian cities 

SWOT ANALYSIS OF TATA MOTORS 

A SWOT analysis helps to identify the internal strengths and weaknesses of a company along with external opportunities and threats. For Tata Motors, 

which operates in a highly competitive and evolving automobile industry, this analysis provides key insights into its strategic positioning. 

Strengths 

1. Strong Brand Legacy 

Tata Motors is one of the oldest and most trusted automotive brands in India. The company's association with the Tata Group enhances customer trust 

and brand equity. 

2. Diverse Product Portfolio 

From passenger vehicles and electric vehicles (EVs) to heavy-duty commercial vehicles, Tata Motors serves a wide spectrum of customers across 

multiple market segments. 



International Journal of Research Publication and Reviews, Vol (6), Issue (5), May (2025), Page – 4810-4831                          4820 

 

 

 

3. Leadership in Electric Vehicles 

Tata Motors is currently the market leader in India’s EV segment, with successful models like the Nexon EV, Tiago EV, and Tigor EV, giving it a 

first-mover advantage. 

4. Global Presence 

With operations in over 125 countries and ownership of luxury brands like Jaguar Land Rover (JLR), Tata Motors enjoys strong international 

recognition. 

5. Innovation and R&D Capabilities 

The company heavily invests in R&D for next-gen mobility solutions, including electric, connected, and autonomous vehicle technologies. 

6. Focus on Safety 

Many Tata vehicles, like the Nexon and Punch, have achieved 5-star safety ratings from 

Global NCAP, enhancing customer confidence. 

Weaknesses 

1. High Dependency on Domestic Market 

A large portion of Tata Motors’ revenue still comes from India, making it vulnerable to local economic fluctuations and policy changes. 

2. After-Sales Service Issues 

Inconsistencies in after-sales service quality across different locations sometimes affect customer satisfaction and loyalty. 

3. JLR’s Vulnerability to Global Market Volatility 

Jaguar Land Rover's performance is sensitive to international factors like Brexit, currency fluctuations, and luxury market demand shifts. 

4. Limited Presence in the Entry-Level Scooter or Bike Market 

Unlike some competitors, Tata Motors has no presence in the two-wheeler segment, missing out on a large volume-driven market. 

Opportunities 

1. Expanding EV Infrastructure in India 

With government incentives like FAME-II, Tata Motors can capitalize on the growing demand for eco-friendly vehicles and increase its EV footprint. 

2. Rural Market Penetration 

Rising incomes and aspirations in rural India offer significant growth potential for both passenger and commercial vehicles. 

3. Digital Transformation and Online Sales 

Strengthening digital customer engagement platforms can help reach new-age, tech-savvy customers more effectively. 

4. Global Expansion of Commercial Vehicles 

There is scope to expand Tata’s cost-effective and reliable commercial vehicles to developing markets in Africa, Latin America, and Southeast Asia. 

5. Partnerships and Collaborations 

Collaborating with global tech firms, energy providers, or startups in the mobility space could accelerate innovation and adoption of smart mobility 

solutions. 
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Age Group 
 

 
18-25 years 

26-35 years 

36-45 years 

46+ years 

Threats 

1. Intense Industry Competition 

The Indian automotive market is highly competitive, with players like Maruti Suzuki, Hyundai, Mahindra, and international giants like Toyota and Kia 

constantly innovating. 

2. Fluctuating Raw Material Prices 

Rising input costs for materials like steel, aluminum, and lithium (for EV batteries) can impact margins. 

3. Changing Government Regulations 

Frequent updates in environmental and safety norms (like BS6 standards, scrappage policies) require continuous adaptation and investment. 

4. Global Supply Chain Disruptions 

Events like the COVID-19 pandemic and geopolitical tensions can cause shortages of key components such as semiconductors, affecting production 

schedules. 

5. Technology Disruption & Rapid EV Evolution 

The fast pace of change in EV technology and increasing competition from startups and global EV players can pose long-term threats. 

DATA ANALYSIS AND INTERPRETATION 

A structured questionnaire was distributed to 100 Tata Motors customers to assess the relationship between customer engagement strategies and 

brand loyalty. The responses were analyzed using Excel and interpreted with the help of graphs and charts. 

Demographic Profile of Respondents 

Table 01: a. Age Group of Respondents 

 

Age Group No. of Respondents Percentage 

18–25 years 20 20% 

26–35 years 35 35% 

36–45 years 25 25% 

46+ years 20 20% 

 

Figure 01: Age Group of Respondents 
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Gender 
 

 
Male 

Female 

Others 

Interpretation 

 

Majority of respondents fall in the 26–35 age group, indicating that younger professionals are a key customer segment for Tata Motors. 

Table 02: b. Gender of Respondents 

 

Gender No. of Respondents Percentage 

Male 60 60% 

Female 35 35% 

Others 5 5% 

 
Figure 02: Gender of Respondents 

 

 
Interpretation 

 
The survey had 60% male and 35% female respondents, indicating a traditionally male- dominant automotive audience. However, the presence of 

female customers is also significant, suggesting growing gender diversity in auto decision-making. 

Table 03: c. Occupation of Respondents 

 

Occupation Percentage 

Working Professionals 55% 

Business Owners 25% 

Students 10% 

Retired Individuals 10% 
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Figure 03: Occupation of Respondents 

 

 

Interpretation 

Tata Motors has a strong customer base among working professionals and business owners. 

Table 04: d. Do you currently own a Tata Motors vehicle? 

Own Tata Motors Vehicle Percentage 

Yes 75% 

No 25% 

 

Figure 04: Own Tata Motors Vehicle 
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Source of Awareness about Tata Motors 
 
 

Advertisement 

Dealership Visit 

Friend/Relative recommendation 

Social Media 

Others 

Interpretation 

 
75% of respondents currently own a Tata vehicle. This shows strong existing brand penetration, validating Tata’s efforts in 

maintaining market presence and trust. 

Customer Engagement Experience 

 
Table 05: a. Source of Awareness about Tata Motors 

 

Source No. of Respondents Percentage 

Advertisement 30 30% 

Dealership Visit 20 20% 

Friend/Relative recommendation 25 25% 

Social Media 15 15% 

Others 10 10% 

 
Figure 05: Source of Awareness about Tata Motors 

 

 

Interpretation 

 
Most respondents learned about Tata Motors through advertisements (30%) and friend/relative recommendations (25%), showing the strong impact 

of media and word-of-mouth. Dealership visits (20%) also play a key role, while social media (15%) presents an opportunity for improvement in 

digital outreach. 

Table 06: b. Awareness of Tata Motors' Engagement Strategies 

 

Response No. of Respondents Percentage 

Yes 70 70% 
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Awareness of Tata Motors' Engagement Strategies 
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Services 
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Rarely/ Never 

Figure 06: b. Awareness of Tata Motors' Engagement Strategies 

 

 
Interpretation 

A significant majority (70%) are aware of Tata’s customer engagement strategies, suggesting effective communication and branding. 

Table 07: c. Use of Tata Motors Mobile Apps or Online Services 

 

Usage Frequency Respondents Percentage 

Frequently 30 30% 

Occasionally 45 45% 

Rarely/Never 25 25% 

 
Figure 07: Use of Tata Motors Mobile Apps or Online Services 
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Interpretation 

 
While 75% of customers have used online services, frequent usage (30%) indicates room for improving digital experience or awareness. 

Likert Scale: 1 (Very Dissatisfied) to 5 (Very Satisfied) 

Table 08: d. Satisfaction with Engagement Channels 

 

Rating Respondents Percentage 

1 5 5% 

2 8 8% 

3 22 22% 

4 40 40% 

5 25 25% 

Average Rating: 3.7 / 5 

 
Figure 08: Satisfaction with Engagement Channels 

 

 
Interpretation 

 
Overall satisfaction is positive, with 65% rating 4 or 5. However, 13% are still dissatisfied or neutral, indicating scope for enhancement. 

Brand Loyalty Factors 

Table 09: a. Repeat Purchase Intent 

 

Repeat Purchase Intent No. of Respondents Percentage 

Definitely Yes 50 50% 

Maybe 35 35% 
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Strongly Influenced 

Somewhat Influenced 
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Figure 09: Repeat Purchase Intent 

 

 
Interpretation 

 
50% of respondents would definitely purchase again, while 35% are unsure. The 15% unlikely to repurchase signals that Tata should focus on 

retention strategies, addressing issues that might lead to brand switching. 

Table 10: b. Influence of Engagement on Repeat Purchase Decision 

 

Response Respondents Percentage 

Strongly Influenced 40 40% 

Somewhat Influenced 35 35% 

Not Influenced 25 25% 

 
Figure 10: Influence of Engagement on Repeat Purchase Decision 
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Recommend Tata Motors 
 
 
 
 

Yes 

No 

 
Interpretation 

75% of respondents say customer engagement influences their brand loyalty to some extent. 

Table 11: c. Recommend Tata Motors to Others? 

 

Response Respondents Percentage 

Yes 80 80% 

No 20 20% 

 
Figure 11: Recommend Tata Motors to Others? 

 

 

Interpretation 

 

80% of respondents would recommend Tata Motors to others. This is a strong indicator of customer satisfaction and advocacy, which positively 

influences brand reputation and future sales. 

FINDINGS 

Based on the responses from 100 Tata Motors customers, the following key insights were observed: 

1. High Awareness of Engagement Strategies 

It seems like Tata Motors has done a pretty good job of getting the word out. A solid 70% of the folks we surveyed were aware of things like their 

service apps, loyalty programs, and online services. That tells us their communication is hitting home. 

2. Digital Adoption is Growing 

While a good chunk, about 75%, have used Tata's online platforms at some point, only around 30% are using them regularly. This suggests that while 

they've built the digital presence, there's definitely an opportunity to make it more appealing and easier to use so people come back to it more often. 

3. Positive Customer Satisfaction 

Most people, around 65%, seem pretty satisfied with how Tata Motors engages with them, giving it a 4 or 5 out of 5. That's a good sign overall. 

However, a significant 35% were just okay or not that happy, which points to areas where Tata could really boost their service and make those 

experiences better. 
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4. Engagement Drives Loyalty 

One of the most striking things we found is that around 75% of customers directly said that Tata's efforts to keep them involved and connected actually 

made them more inclined to stick with the brand or buy another one down the line. This really underscores the value of those engagement strategies in 

building that crucial loyalty. 

5. Strong Word-of-Mouth Potential 

Another really positive sign for Tata is that a massive 80% of customers indicated they'd be happy to recommend them to friends or family. That's a 

really high Net Promoter Score, which basically tells you that a large majority of their customers are genuinely confident in the brand and are willing to 

put their reputation on the line for them. 

6. Dominant Customer Segments 

The majority of respondents are aged between 26–35 years and are mostly working professionals. This indicates Tata Motors' appeal among young, 

working individuals who are often tech-savvy and responsive to digital engagement. 

CONCLUSION 

So, what this whole study really shows is that how Tata Motors connects with its customers makes a huge difference in whether those customers stick 

with the brand. It looks like people are pretty aware of and use their apps, loyalty programs, and after-sales service, and these things definitely make 

customers happier and more likely to come back. However, the study also suggests that Tata Motors could make these engagement tools even better, 

especially their online stuff, to make sure everything is smooth and rewarding for the customer. If they focus on making these strategies even stronger, 

they could see even more customer loyalty, people recommending them to others, and ultimately, a real edge over the competition in the Indian car 

market. 

 

You know, when you look at how competitive and fast-changing the car industry is, getting customers to stay loyal has become one of the most 

important things for a company's long-term success. With so many choices out there and cars becoming more and more alike, car brands are realizing 

they need to really connect with customers and build those lasting, emotional relationships. 

 

What our study highlights is just how important it is for the whole industry to focus on keeping customers engaged to build that loyalty. It's not just 

about showrooms and service centers anymore; now you've got digital platforms, mobile apps, loyalty programs, and talking to customers in a personal 

way. These aren't just nice-to-haves; they're essential for building trust, keeping customers happy, and getting them to buy again. What we found is that 

customers today want more than just a good car – they want easy experiences, support when they need it, and to feel like the brand really values them. 

The companies that can deliver on this are the ones that will likely keep their customers, get good word-of-mouth, and keep their customers from 

switching to other brands in a market where people can easily change their minds. 

 

Plus, the way technology has changed things means car brands can connect with their customers in totally new ways. From letting you track your 

service in real-time to having interactive apps and ways to get customer feedback, brands are using tech to stay in touch and respond quickly. But just 

having the technology isn't enough; it's really about understanding what customers need, consistently providing value, and building real relationships. 

 
So, to wrap it all up, the future of brand loyalty in the car industry depends on how well companies can make their interactions with customers feel 

human, use data to make things personal, and constantly find new and better ways to connect. As the competition gets tougher and customers expect 

more, the only brands that will really succeed in building long-term loyalty and growing steadily are the ones that put customer engagement at the heart 

of everything they do. 

LIMITATIONS OF THE STUDY 

Now, while we've uncovered some interesting connections between how car companies engage with their customers and how loyal those customers 

become, especially when we look at the automotive world, it's important to be upfront about a few things that could colour our findings: 

 
1. Limited Sample Size: To be honest, the number of people we got responses from wasn't huge. That means our results might not perfectly 

represent the opinions of all car buyers out there. If we'd managed to survey a much larger and more diverse group, we could be more 

confident that our findings hold true for everyone. 

2. Geographic Constraints: The people we talked to might have been concentrated in certain parts of the country or might have shared similar 

backgrounds. What someone in one region prefers or how they act could be totally different from someone in another. So, we need to be 

careful about saying our conclusions apply everywhere, across all different markets and cultures. 
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3. Time-Bound Data: We did this research during a particular window. But as we all know, the world keeps spinning. People's opinions shift, 

new technologies come along, and competitors change their strategies. So, what we found might not be exactly the same if we did the study 

again a year or two down the line. 

4. Focus on Perceptions Over Performance Metrics: Our main goal was to understand what customers perceive and how they behave. We 

didn't really dive deep into the company's actual performance data, like how well those loyalty programs are translating into revenue or how 

much a loyal customer is worth over their lifetime. That would give us another layer of insight. 

5. Exclusion of Competitor Analysis: Our study looked at one car brand. We didn't really compare their engagement strategies to what other 

car companies are doing. So, we can't really say if the approaches we looked at are better or worse than what the competition is up to. 

6. Limited Qualitative Input: Because we mainly used questionnaires with specific questions, we didn't get a ton of rich, detailed stories from 

customers about why they feel the way they do or what really drives their loyalty. If we had also done in-depth interviews or focus groups, 

we probably would have gotten a much more nuanced understanding. 

SUGGESTIONS 

Based on the findings and current industry trends, companies—particularly in the automotive sector—can adopt the following strategies to strengthen 

brand loyalty through effective customer engagement: 

1. Personalized Customer Experiences 

Use what you know about your customers and what they like to send them specific messages, deals, and services that are just for them. Things like 

personalized emails, reminders about service, and suggesting vehicles based on how they usually drive can make customers happier and feel more 

connected to the brand 

2. Invest in After-Sales Service Excellence 

How well you take care of customers after they buy something is super important for keeping them. Making sure service is quick, the pricing is clear, 

and the people helping them know their stuff can build trust and make them want to buy from you again. 

 
3. Build Robust Digital Engagement Platforms 

Create easy-to-use and helpful mobile apps or websites where customers can do everything in one spot – book services, track their car repairs, see their 

loyalty rewards, and get in touch with support. 

4. Launch and Promote Loyalty Programs 

Have programs that give long-time customers real perks, like discounts on services, bonuses for referring friends, longer warranties, or invites to special 

events. Rewarding them for sticking around encourages them to stay engaged. 

5. Encourage Customer Feedback and Co-Creation 

Regularly collect feedback through surveys, reviews, and social media to understand customer needs. Involve customers in product or service 

development through beta testing or forums to build a sense of community and ownership. 

6. Consistency Across Touchpoints 

Maintain a consistent brand message, tone, and service quality across all customer touchpoints— whether digital, in-store, or service-related. This 

consistency builds trust and reinforces the brand image. 

7. Create Emotional Connections 

Go beyond transactional relationships by emotionally engaging customers through storytelling, social responsibility campaigns, or brand values that 

resonate with their lifestyle and beliefs. 

 
8. Engage Through Social Media and Content Marketing 

Actively engage customers on platforms like Instagram, YouTube, and LinkedIn with rich content—behind-the-scenes videos, maintenance tips, user 

testimonials, etc.—to keep them connected with the brand. 
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9. Leverage Technology for Proactive Engagement 

Use AI chatbots, CRM systems, and predictive analytics to anticipate customer needs and provide proactive solutions—e.g., notifying customers of 

upcoming services, part replacements, or offers. 

10. Train Employees in Customer-Centric Culture 

Ensure frontline staff, from sales to service, are trained to prioritize customer needs, handle issues empathetically, and contribute to a positive brand 

experience. 
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