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‘Being a First Time Car Owner’- A study on understanding Consumer Small Car 
Purchase Behaviour in Silchar Town 

 
*Rajashree Dutta Purkayastha 

 
 
INTRODUCTION 
 
Small car market in India is increasing by many folds over the years. As there is growing demand 
among the burgeoning middle class groups, the market for this car segment became intensely 
competitive. Three-quarters of passenger vehicle sales in India come from the small-car segment, 
reflecting its tremendous potential(Mittal&Muralie,2012). Increased disposable income of the 
middle-class population, a favourable demographic profile reflected by its very young population (65% 
of India’s population is under the age of 35) and penetration levels of 13 cars per 1000 people – low 
in comparison with other markets such as China (45), Brazil (160), and Indonesia (42) –are 
considered as some of the key drivers of the small-car market in India (Ghosh, Ray & Dewan, 2011). 
According to the Society of Indian Automobile Manufacturers, annual vehicle sales are projected to 

be more than 9 million by 2020. By 2050, the country is expected to top the world in car volumes 

with approximately 611 million vehicles on the nation's roads. Along with the established and 

eminent ‘Desi’ automobile players like Tata Motors and Maruti Suzuki, there are many other global 

brands in the fray. Having many brands available within the budget price of Middle class car buying 

aspirants, it has become immensely required for the marketers to realize the car purchase behaviour 
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Human beings always look for more comfort. Once their basic needs are 
fulfilled, they try to climb the ladder of need hierarchy according to their 
affordability and get driven towards their dream. Owning a car, was once 
a ‘Untouchable Dream’ for many middle class Indians. With the  new 
open era, having car financing easily available, and increasing 
purchasing power, owning a car is no longer the closed territory of 
affluent groups. India is ranked as the world’s seventh largest passenger 
vehicle market – larger than the markets of the United Kingdom, France 
and Spain in terms of volume (Mittal & Murli, 2012). More and more 
Indians have been purchasing at least a car during their life time and it is 
like the fulfilment of their dream. So many factors play a major role in 
case of car purchase decision. As the car market is basically categorised 
by small and big cars, our study is confined only to small segment 
budget cars which are generally opted by middle class consumers. This 
paper is an attempt to understand the behaviour exhibited by a middle 
class consumer before purchasing a car.  
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of the consumers. The increase in the demand for small cars can be attributed to the stirring lifestyle 

of people which makes them strive for a car early on in life. The overall age for owing a car has also 

decreased in recent years. Further, with the growing affluence of the rural sector, owing a car, at 

least a small car, is a foregone conclusion in modern India. However, since small cars are more 

affordable and utilitarian, the demand for them has shot through the roof.  

 

Silchar, located in southern part and is the second largest town of Assam and also the corridor of the 

nearby states like Tripura, Mizoram and Manipur. It has got a total population of... and good number 

of middle class population. Also it being a progressive market for car, residents purchasing at least a 

car has been increasing at a fast pace. In view of the above, it has been essential to study the 

underlying factors in the car purchase decision process. 

 

SCOPE OF THE STUDY 
The study covers only prospective middle class. An attempt has been made to analyze their buying 
behaviour and to identify important considerations made by the customers in case of car purchase 
decision. For the aforesaid purpose all the cars (inclusive of all brands and models ranging between 
2-4.5 lakhs) available in Silchar were considered.   The study will reveal the important factors 
influencing consumer buying behaviour in case of car. 
 
NEED OF THE STUDY 
The study will be immensely helpful in understanding the preferences of the consumers of car 
market in Silchar. The results can be of use to the business fraternity including manufacturers and 
the marketers as the study has thrown some light on the core factors that help in the decision making 
process of first time car owners. Keeping in view of the enhanced economic scenario and national 
trend of increased automobile sale, knowing Silchar a growing market, will be beneficial for the 
industry. 
 
REVIEW OF LITERATURE 
  
Mandeep Kaur and Sandhu (2006) attempted to find out the important features which a customer 
considers while going for the purchase of a new car. The study covers the owners of small cars living 
in the major cities of the State of Punjab and the Union Territory of Chandigarh. The respondents 
perceive that safety and comfort are the most important features of the passenger car followed by 
luxuriousness. So the manufacturers must design the product giving maximum weightage to these 
factors. 
Suresh and Raja (2006) have identified attributes like after-sales service,ability to understand 
customer needs, the behaviour and knowledge of the mechanics, warranty, prompt delivery and 
24-hour customer care as factors affecting consumer choice, regarding small cars in India. 
Chidambaram and Alfread (2007) postulates that there are certain factors which influence the 
brand preferences of the customers. Within this framework, the study reveals that customers give 
more importance to fuel efficiency than other factors. They believe that the brand name tells them 
something about product quality, utility, technology and they prefer to purchase the small cars which 
offer high fuel efficiency, good quality, technology, durability and reasonable price.  
Satya Sundaram (2008) analysed how the competition makes the automobile manufacturer to 
launch at least one new model or a variant of the model every year. This survey also pointed out that 
diesel cars are becoming popular in India and the announcement of reductions in excise duties by the 
government has helped to some extent to boost the demand.  
Clement Sudhakar and Venkatapathy (2009) studied the influence of peer group in the purchase 
of car with reference to Coimbatore District. It was also found that the influence of friends is higher 
for the purchase of small sized cars.  
Brown et al (2010) analysed the consumers” attitude towards European, Japanese and the US cars. 
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The country – of – origin plays a significant role in the consumers‟ behaviour. The brand name, lower 
price and distributor’s reputation completely have a significant impact on the sale of car. 
John and Pragadeeswaran (2013) analysed the importance of demographic variables on the small 
car purchase behaviour of the consumers of Pune. 
 
RESEARCH METHODOLOGY 
 
The study was conducted during December 2015-February 2016 period, on the basis of the selected 
sample from various diverse group of Silchar area.  
 
Research Design: 
Exploratory Research was conducted to get latest and fresh opinion of the consumers. 
Unit of Analysis: 
The unit of analysis for this research study are people of Silchar belonging to different income and 
age group groups. 
 
Type of Data Collected: 

Both Primary and Secondary data were collected. 
 

Methods of Data Collection 
Data are collected through direct face to face interview using well-structured Schedule through   
different focus group and Secondary were collected from different books, journals, websites and 
Magazines. 
 

Population and Sample: 
Population of the research undertaken comprised people from different localities of Silchar. 
Unstructured and structured interviews were conducted using a sample of 100 respondents, taking   
focus group consisting of   different localities of Silchar. These areas were: 

1.  Govt. Offices. 2. Private Offices. 3. Assam University, Silchar. 4. Some shops. 

The whole population are from different localities of Silchar consisting of both Municipality and 
Gaon Panchayat area in order to get wide range of opinion form population with different work 
group, income group and types of occupation. 
 

Schedule design:  

A well structured schedule comprised of close-ended, multiple choice and dichotomous questions. 

ANALYSIS AND FINDINGS     

Collected data were analysed Using MS-Excel, percentages and averages of the ranking were 
calculated. Most of the surveyed respondents are mostly aware of the various brands of car available 
in Silchar within the price band of 2-5 lakhs but while making the purchase decision majority of them 
consider different models of MARUTI as either first or second preference followed by TATA. Most of 
the respondents consider over all look and fuel efficiency as the determining factors for car purchase. 
(For the purpose of the study certain parameters were identified, which play crucial role in the 
purchase decision of car. As the respondents surveyed come under middle class group, so the factors 
such as price of the car, features of the car, availability of finance and after sale service were 
considered to be the parameters. An attempt is also made to identify out of the said parameters 
which concerns more the common customers of Silchar.) 
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Table 1- Respondents Profile 
Gender Number Age Number Education Number Occupation Number 

Male 68 25-35 45 Under 

Metric 

11 Govt. Service 45 

Female 32 35-45 33 Matriculate 15 Private 

Service 

21 

Total 100 45&Above 22 Higher 

Secondary 

22 Business 24 

Annual Income Number Total 100 Graduation 25 Self-Employed 10 

1.5-2.5(Lakh) 21   Post 

Graduation 

27 Total 100 

2.5-5 (Lakhs) 52   Total 100   

5-Above(Lakhs) 27       

Total 100       

We tried to check the null hypothesis that there is no relation between gender and the source they 
consider important while making their car purchase decision. Following table explains the same. 
 
Table 2- Gender and Decision Making Source 
Gender Advertisement Friends Relatives Dealers Others Total 

Male 15 25 19 8 1 68 

Female 3 8 20 1 0 32 

Total 18 33 39 9 1 100 

After applying Chi-square test at Level of significance=5% Degree of freedom=4 Calculated value= 
0.225, Tabulated value=9.488. Since the calculated value is much lower than the table value, hence 
we accept the null hypothesis and we can conclude that gender do not come in the way of those 
factors which influences decision making. 
 
Table 3- Respondents Preference W.R. To Financing of Car 
FINANCE AVERAGE 

Bank Finance 1.66 

Private Finance 2.37 

Self Finance 1.98 

 Hence most of the Middle class consumers under the study, consider Car Loan Schemes of Banks as 
the preferred mode of financing their new car. 
 
Table 4- Brand Preference of the Consumers 
Using 6-point scale, the responses were collected and analyzed using averaging technique. Hence the 
Brand having lowest average score is considered to be the most favourable one.  

BRAND AVERAGE Rank 

MARUTI 2.54 1 

TATA 2.89 2 

FORD 3.51 4 

HYUNDAI 3.10 3 

CHEVROLET 4.18 5 

OTHERS 4.77 6 

  
According to the scores assigned by the respondents, Maruti-Suzuki is still considered to be the most 
favourable brand in Silchar area. In spite of stiff competition by other renowned brands, which are 
offering various new and exciting models, Maruti is still maintaining its position as the common 
men’s favoured brand within the price band 2Lac-5Lac. 
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Table 5- Consumers Preferred Model and Brand Preference Matrix  

BRAND Rank Models in each Brand Average Score Rank 

MARUTI 1 Alto-800 3.02 2 

Alto-K10 2.80 1 

Eeco 4.64 6 

Estillo 3.43 4 

Wagon  R 3.23 3 

Aster 4.34 5 

   

TATA 2 Indica-V2 2.43 1 

Indica- VISTA 2.57 2 

Tiago 3.64 4 

Nano 3.23 3 

FORD 4 Figo -- -- 

HYUNDAI 3 Eon 2.15 3 

Santro 1.85 1 

i-10 2.00 2 

CHEVROLET 5 Spark 1.59 2 

Beat 1.41 1 

OTHERS 6    

*It is an important criterion as per consumer behaviour, that age plays an important role in purchase decision. 
Here, an attempt is made to test the same on the data set. 
 

Table 6- Age Group and Preference Criteria Mix 
Age Group                                  Reasons for Preference 

Features After Sale  

Service 

Availability  

of Finance 

Space Fuel Efficiency Total 

1.5-2.5(Lakh) 4 2 3 2 10 21 

2.5-5 (Lakhs) 20 3 3 1 25 52 

5-Above(Lakhs) 12 1 1 0 13 27 
 

Chi square test is used on 8 d.f., Level of significance=5%, hence table value is 15.507 and the 
calculated value is 0.825, which is lower than the table value. Hence we accept the null hypothesis 
and we can conclude that gender do not come in the way of those factors which influences decision 
making. 
 

Table 7- Reasons for Brand and Model Preference by Consumers 
REASONS AVERAGE RANK PREFERENCE IS BASED ON AVERAGE 

Features 2.89 2 Colour 2.08 

Central Lock 3.01 

AC/Non-AC 2.52 

Music System 3.04 

Power Steering 1.51 

Fog Light 3.84 

Leg Space 4.23 

Radial Tyers 3.21 

Over all Look 1 

After Sale Service 3.33 3 Number of free servicing offered 1.67 

Availability of spare parts  1.56 

Finance 3.43 4 Availability of Private finance in Showroom 1.78 

Assistance in Getting fast Bank Finance 1.31 

Space 3.64 5   

Fuel Efficiency 1.71 1   
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The study has revealed that almost 50%of the respondents prefer Maruti-Suzuki as their most 
preferred Brand, followed by Tata (24%) and Hyundai (21%). Within the category of brand, there are 
variety of models available, customers choose their model on the basis of various reasons. According 
to the study, Alto K-10 is the mostly sought after model of Maruti by the middle class consumers of 
Silchar. It suggests that although various new models and brands are prevailing and getting launched 
regularly in Silchar market, first time car owners are still relying on the existing, tested and lower 
range models. Although, Tata Nano falls under this segment, it has not got wider acceptance among 
common men. Majority (67%) of middle class first time car owners consider Mileage (Fuel efficiency) 
as one of the important factor in deciding a particular car and a particular model. Out of the other 
variables, it has been accorded rank 1 by the respondents, followed by features (rank 2) and after sale 
services (rank3). 
As features are also important factors for a car, hence it is immensely required to know the important 
considerations under this parameter. It is found that overall look is given the top most priority by 
majority of the respondents and hence ranked number one. Also availability of spare parts is also an 
important consideration. Furthermore, Govt. Servants who constitute 46% of the respondent profile, 
prefer bank loan to finance their car. 
The study has revealed some important facts, that even though there are new and innovative models 
of various well known brands getting launched in the market every other day, youngsters of Silchar 
area( around 43% of them prefer model within 3.5 Lacs) are still more reliant on the Indian brands in 
case of their first car. Similar is the case with respondents from higher age groups. It has been 
observed that most of the new car buyers purchase their first car after considering many factors, but 
one thing that has been constant in most of the cases that car buyers from the lower age group 
generally purchase their first car on the basis of the recommendation of peer groups and do it on a 
traditional way instead of experimenting by choosing a new brand and model for the first time. But, 
the interesting fact is that they always try new models and cars from their next purchase onwards, as 
they do the sale of their first car after a few years. This tendency is more common among male 
respondents compared to females and also with the comparatively high earning groups. 
 
 LIMITATIONS OF THE STUDY: 
 
The study is not free from certain limitations which are identified as below:- 

The study is done by taking some samples from the population. So it can’t be judged as a perfect 
representation of the entire population, although attempt is made to draw large sample. As the data 
is collected through questionnaire, so the chances of errors and omission prevail. Time factor is also 
another limitation of the project. 

 

Despite the above limitations, efforts have been made to get the correct response as far as possible so 
that a rough frame work of the study can be found out. However, the reliability of the findings can be 
further improved if the size of the sample is increased. 
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