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Today, the Indian automobile industry is the world’s larg-
est motorcycle manufacturer, the second largest two-wheeler
and tractor manufacturer, the fifth largest commercial vehicle
manufacturer and the fourth largest car maker in Asia. Apart
from serving the domestic market, the Indian auto sector has
also become a sourcing hub for the global auto giants. In 2009,
India emerged as Asia’s fourth largest exporter of automo-
biles, behind Japan, South Korea and Thailand. The Govern-
ment of India has introduced an ambitious project of setting
up world-class automotive testing and R&D infrastructure to
place India in the global automotive businesses.

The consumer decision-making process consists of five
steps, which are need recognition, information search, eval-
uations of alternatives, purchase and post-purchase behav-
ior. These steps can be a guide for marketers to understand
consumers communicate effectively to them. Purchase deci-
sion is not a static concept. No marketer can predict with
certainty the behavioral pattern of the consumers. If the
marketer carries out a detailed analysis of the various de-
terminants of buyer behavior and brings out the product to
satisfy the specific of the buyer, he may be successful

OBJECTIVES OF THE STUDY

To Study the socio economic profile of car users in Coim-
batore and Tirupur District, the method of purchase, and
their influence in purchase decision.

PRE-TEST:

A pre-test was conducted with 20 samples so as to find out
the suitability of the questionnaire. Based on the results
certain items were included and few items were excluded
depending on its applicability and few questions were re-
worded to reduce confusions and improve better under-
standing of the respondents. Pre testing thus enhanced the
dependability, accuracy and adequacy of the instrument

RESEARCH DESIGN

Research Design constitutes the blue print for the collec-
tion, measurement and analysis of data. This study is
mainly focus on Descriptive research design as base. De-
scriptive research design is one that simply describes some-
thing such as demographic characteristics of consumers
who use the product.

TYPE OF RESEARCH:

Empirical research is data based, coming up with conclu-
sions that are capable of being verified, by observations
or by experiment. In this kind of research, the researcher
should collect enough data to prove or disprove his hy-
pothesis. Emprical research is appropriate when proof
that certain variables affect other variables in some way is
sought. It is considered that evidence gathered through ex-
periments or empirical studies provides the most powerful
support possible

DATA COLLECTION:
The Direct-Structured type of data collection method was
used for data collection. The Interview schedule was adopt-
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ed for the collection of data. Statistical investigation re-
quires systematic collection of data. The data is collected by
the researcher through the following sources.

PRIMARY DATA:
A well-structured pre- tested Questionnaire was adminis-
tered by the researcher to elicit primary data.

SECONDARY DATA
The researcher collected the secondary data through sourc-
es such as Books, Journals, Newspapers, Magazines, Publi-
cations and Websites.

POPULATION:

The customers of automobile industries in Coimbatore and
Tirupur districts constitute the population of the study. A
total of 10 showrooms in Coimbatore and Tirupur districts
contributed to the study.

SAMPLE DESIGN

A Sample is a subset from the total population. It refers
to the techniques or the procedures the researcher would
adopt in selecting items for the sample. Sample design may
lay down the number of items to be included in the sam-
ple (ie.) the size of sample. In this study Systematic ran-
dom sampling procedure will be adopted as the universe is
larger and completed in nature.

Systematic sampling is a procedure which first categorizes
the universe into subgroups based on designated criteria
and then the sample is drawn. Samples are selected in a
systematic manner from the list of customers.

ANALYSIS OF OPINIONS

Factor analysis is bodies of techniques used for the study
of interrelationships among variables. Inter-relationships
are studied with the help of linear combinations of the
variables. The principal component analysis is applied to
transform a set of inter-related variables into a set of unre-
lated linear combinations of the variables. But the principal
component analysis cannot be easily interpreted in terms
of simple dimensions. Turnstone argues that it is neces-
sary to rotate factor matrix if one wants to interpret them
adequately. In order to obtain a simple structure factor ma-
trix is rotated. The number of factors retained for rotation
is restricted to those principal components, which have Ei-
gen values greater than unity. In this analysis the sum of
squared factor loadings is called an Eigen value. The initial
run of the variables indicates that five factors are sufficient
to convey all the 82 per cent of the information contained
in the original data.

ANALYSIS OF SELECTED FACTORS AND STATE-
MENTS:

The study of the selected factors would be of great help in
understanding the important aspects related to purchase
decision in automobile market. The four statements select-
ed through factor analysis are dealt with in detail one by
one in the following.
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INTUITION FACTORS

Several factors are intuition to the customers in buying de-
cisions such as own intuition, relatives and family mem-
bers, friends and existing users. Own intuition is the first
factor involved in buying decisions. Most of the buyers are
conscious. Such people want to buy only branded goods.
Many of the buyers are induced by their relatives and fam-
ily members because obtaining a car is a one of the social
status. In some cases friends are motivational factors, while
one’s friend obtain a car he also eager to purchase a car.
Some buyers are specific about the existing users feedback
is an induced factor.

TABLE - 1
Mode of Investment
Number of Re- Percent-
5No |Mode spondents age
1. Own Intuition 212 42.40
Relatives and Family
2 members 150 30.00
3. Friends 50 10.00
4 Existing Users Feed- |0 17.60
back
Total 500 100
Source: Primary data
TABLE - 2
Buying Decisions through Intuition Factor
Ranks
Garret's |22V
Intuition Factor Rank er- |Rank
1 12 |3 |4 an age

Own Intuition 285 (147|35 (33 (32720 65.44 (1

Relatives and
Family members 130 |250(23 |97 |28068 56.13 |II

Friends 47 |48 (302 (103 [22477 44.95 |III

Existing users
feedback 12 (23 |140 (314 |17082 34.16 |IV

Source: Primary data

INTIMATION FACTORS

Intimation factors are vital for the automobile industry and
it is an important promotional tool for the respondents. The
aim of the respondents is to promote their spending. Con-
sumer needs to be conscious of the companies and their
recital. Company performance should be monitored closely
in order to track the customers’ satisfaction. “Intimation
Factors” has got the highest factor loading.

TABLE -3
Opinions of the Respondents on Buying Intimation Fac-
tors

Ranks
. . Gar-
intlmatlon Fac- ret’s Aver- Rank
or 1 2 3 |4 [Rank [38©
Peer Group 275 [137]47 |41 [30905 |[61.81 |I
Influence ’
Festival Season/ 1147 |930(35 |88 |29773 [59.54 |11

Special Occasion

Personal Con-
vemiences 55 162 |292 |91 |27363 |(54.72 |III

Financial Institu-110 149 135 |307 |24048 |48.09 |1V
tion/Assistance

Source: Primary data
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INFLUENCING FACTORS

The market conditions and trend are very imperative for a
consumer so as to make proper analysis and judgment be-
fore taking his buying. Numbers of factors to motivate the
consumers such as safety, social, esteem and self-actualiza-
tion are available for the consumer notice.

The third factor of the rotated matrix has given importance
with higher factor loadings to the reasons for buying mo-
tives. The statement, “influencing factor”, has got the high-
est factor loading. Table -4 gives the opinions of the re-
spondents on the statement “Influencing factors”.

TABLE-4
Opinions of the Respondents Influencing Factors regard-
ing Car

Ranks
Influencing Garret’s|Aver-
Factor 1 |2 |3 |4 |Rank |age Rank
TV Advertise- |og0 1138 (37 |65 (33075 [66.15 |11
ment
News Paper 147 |242 |40 |71 [30895 |61.79 |1
Advertisement :
Show Room
Displays 63 |65 (267 (105 (29973 |59.95 |III
Demonstration |28 |40 [167 |265 |28060 |[56.12 |IV

Source: Primary data

IMAGE FACTORS
Table-5 gives the opinions of the respondents on the state-
ment “Image factor Preference as to Buying Decision”.

Table -5
Opinions of the Consumers Buying Process
Rank: .
Influencing e S;:’r s |Aver-|po
Factor 1 2 |3 |4 |Rank |28©

Egﬁlers Reputa- 1147 1533 23 [87 [28068 [56.13 |1

Brand Image 268 |163 |35 |34 (32720 |65.44 |II

Manufacturers
Reputation 63 |65 |268 [104 (22477 [44.95 |III

Warranty and
Guarantee

12 |40 |123 |325 (17082 |34.16 |IV

Source: Primary data

TABLE -6
The Statements with the Highest Factor Loadings

Factor Load-

Factors Selected Statements ings
s Own Intuition

Intuition . . 0.925

Intimation Festival Season/Special 1094

Influence . 0.955

Image News Paper Advertisement 0.966

Brand Image

Average factor

loading 0.947

To understand the effective functioning of automobile in-
dustry, it is essential to study the opinions of the respond-
ents regarding the influence of the factor like buying deci-
sions.

FINDINGS
*  From the Table-1 it is clear that, 212 (42.40 per cent)
of the respondents have induced only through own intui-
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tion, 150 (30 per cent) respondents have induced through
their relatives and family members, 50 (10 per cent) of the
respondents have their involvement through their friends
suggestions, 88 (17.60 per cent) of the respondents have
their association through existing users feedback.

* A significant observation from Table-2 is the buying

decisions through intuition by the respondents, Own intui-
tion which ranks first with an average Garret score of 65.
The second ranked mode of relatives and family members,
which has an average Garret score of 56. s. Friends and ex-
isting users feedback stands third and fourth respectively
with an average score of 44 and 34.

* A significant observation from Table-3 is the buying
decisions through intimation factors by the respondents,
peer group influence which ranks first with an average
Garret score of 61. Festival season occupies the second
rank with 59 score. Personal convenience stands third and
Financial Assistance occupies fourth respectively with an
average score of 54and 48.

*  Table 4 reveals that the buying decisions through in-
fluencing factors by the respondents, TV advertisement
which ranks first with an average Garret score of 66. News
paper advertisment occupies the second rank with 61 score.
Show room displays stands third and Demonstration occu-
pies fourth respectively with an average score of 59.95and
56.

* A significant observation from Table-5 is that the pref-
erence as to brand image of an unfulfilled need by the re-
spondents, which ranks first with an average Garret score
of 65.44. The second ranked the preference as to dealers’
reputation, which has an average Garret score of 56. Hav-
ing recognized his need, as the next step, the persons will
proceed to collect information on the various brands and
models available in the market. Manufactures reputation
and warranty and guarantee come third and fourth with an
average score of 45 and 34 respectively. The opinions of the
respondents are further analyzed on the basis of the meas-
ures taken to protect buyers in automobile market.

CONCLUSION

A study on Identification of factors using Factor Analysis
for Purchase decision in Automobile Industry reveals that
the Intuition factors, Intimation factors, Influence factors,
and Image play a major role. The selected statements are
highly correlated to the factors they represent. Among the
factors Influencing factor has got the highest factor load-
ing. Majority of the respondents felt that own intuition
ranks first in the buying decisions,  in the intimation
factors peer group influence ranks first, and in the influ-
encing factors TV advertisement which occupies a major
role. A significant observation is that the majority of the
respondents prefer brand image as the major influencing
factor in purchase desion.
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