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A STUDY ON THE CUSTOMER PERCEPTION TOWARDS PASSENGER CARS WITH SPECIAL REFERENCE TO 

MALAPPURAM DISTRICT IN KERALA 
 

SHAHIBA.EC 

RESEARCH SCHOLAR 

SNGC COLLEGE  

K.G CHAVADI, COIMBATORE 

 

ABSTRACT 
In India, the automobile industry today is the most lucrative industry. Due to the increase in disposable income in both rural and urban sector and easy finance 
being provided by all the financial institute, the passenger car sales have increased. passenger car industry is one of the largest industries showing rapid growth 
over the years and contributing certainly to the industrial development. The passenger car market is changing very rapidly due to tough competition and advance 
technology. Therefore, it requires the automobile manufacturer to understand the customer’s perception on time and take fast action to reflect market changes 
quickly. Today’s market is dominated by customers. Therefore, it is important to know the customer’s perception. Customer’s perception is typically affected by 
advertising, review, public relation, social media, personal experience and other channels. It is true fact that if you are satisfied you recommended to others. Word 
of mouth and customer satisfaction play a very important role in determining market perception about an automobile. It is the market perception that determines 
the success of a company and so it is very important for the car manufacturers to measure the “willingness of existing users of a product to recommend it to others”. 
The same is a lot of interest to customers as well for it helps them make the purchase decision. A car is one of the most significant purchases that an Indian 
household makes.  
 

KEYWORDS  
house hold, perception, disposable income. 

 

INTRODUCTION 
oday’s market is driven and dominated by customers and that is the reason he is considered the king. Customers are becoming ever more demanding in 

almost every industry and in most cases they have more options to choose from than ever before. it is not easy to predict the complex mind of the 

customers as each individual is a unique product of genetics, environment and experience. According to Business dictionary, customer perception is defined 

as “a marketing concept encompasses a customer’s impression, awareness and/or consciousness about a company or its offering.” Customer perception refers to 

how customers view a certain product based on their own conclusions. These conclusions are derived from a number of factors such as price and overall experi-

ence. Customer perception defined as the way that customer usually view or feel about certain services and products. 

 

FACTORS AFFECTING CONSUMER PERCEPTION 
1 PRICE 

Price should be part of a comprehensive marketing plan, where even inexpensive products are depicted as favourable alternatives with similar levels of quality to 

the competition, with a price that is somewhat lower but still comparable with other possibilities. 

2 QUALITY 

Quality can describe any attribute in a set of characteristics that satisfy or disappoint a consumer, including usability, reliability and durability. Marketing can 

influence a consumer’s perception of quality, but in the end, and particularly with non-durable goods, a consumer’s actual experience with a product will determine 

his perception of quality. 

3 SERVICE QUALITY 

Humans are social animals and their consumer behaviour is often determined by the social relationships that surround a product, including interactions with 

customer service representatives. 

4 PACKAGING AND BRANDING 

Packaging and branding have a huge effect on consumer perceptions, particularly at the point of purchase. Packaging and branding, of course, cover everything 

from the attractiveness and display quality of an item to the attributes of a product the manufacturer chooses to highlight. 

5 REPUTATION 

A product’s reputation is built up overtime and is usually a combination of actual experience with the product, word-of-mouth recommendations and marketing 

campaigns that attempt to establish a status or shared view of the product or brand. 

 

CONSUMER PREFERENCES 
Consumer preferences are defined as the subjective tastes, as measured by utility, of various bundles of goods. They permit the consumer to rank these bundles 

of goods according to the levels of utility they give the consumer. Note that preferences are independent of income and prices. Ability to purchase goods does not 

determine a consumer’s likes or dislikes. One can have a preference for Porsches over fords but only have the financial means to drive a ford. 

 

FACTORS AFFECTING CONSUMER PREFERENCES 
1 Advertising 

2 Social Institution  

3 Cost 

4 Consumer Income  

5 Available Substitutes 

 

CONSUMER SATISFACTION  
Consumer satisfaction is a term frequently used in marketing. It is a measure of how products and services supplied by a company meet or surpass customer 

expectation. 

 

CONSUMER ACCEPTANCE 
Acceptance describes consumer willingness to receive and/or to tolerate consumer acceptance and satisfaction are related, as the first is a precursor of the latter. 

However, despite the fact that satisfaction and acceptance can be thought of as lying on a continuum, acceptance does not automatically lead to satisfaction.  

 

 

T 
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OBJECTIVES OF THE STUDY 
1. To analyse the perception of customers towards passenger cars in Malappuram municipality 

2. To identify the various product attributes that influence the purchase decision of passenger cars. 

3. To find out the major information sources regarding purchase decision of passenger cars. 

4. To identify the preferences towards various brands of passenger cars. 

 

METHODOLOGY OF THE STUDY 
POPULATION 

The population of the study constitutes the customers of passenger cars belonging to Malappuram district 

SAMPLE DESIGN 

The sample size is fixed as 120. The customers are selected by using purposive sampling method. 

SOURCES OF DATA 

Primary data are collected by using questionnaire from customers belonging to Malappuram district and secondary data are collected from books, journals and 

internet. 

LIMITATIONS OF THE STUDY 

1. This study is restricted to Malappuram district. So the result may not be applicable to other areas. 

2. The sample size is limited to 120. 

3. The study of customer perception is qualitative nature. So all the inherent limitation of qualitative study may be reflected. 

 

REVIEW OF LITERATURE 
Mandeep kauri 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 passenger 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. 

Brown et al (2010) analysed the consumers’ attitude towards European, Japanese, and the US cars. The country –of-origin plays a significant role in the consumers’ 

behavior. The brand name, lower price and distributor’s reputation completely have a significant impact on the sale of passengers’ car. 

Guiles (2008) identified that fuel economy and lower maintenance have its impact on customers’ behavior towards the passenger car. 

Baumgartner and Jolibert (2008) revealed that car produced in Germany received the highest rating on firm attitudes namely acceleration, safety, styling, and 

workmanship among the Americans. At the same time, Japanese car ranked highest on fuel economy and reliability. 

Dornoff et al (2008) identified the market segment is the primary determinant of the consumer behavior in the passenger car market. The level of expectation 

and perception on various attributes of car differ from consumers in one segment to another. 

 

ANALYSIS 
TABLE 1: IMPORTANCE OF PASSENGER CAR 

Importance Frequency Percentage 

Necessity 69 57.5 

Status 36 30 

Luxury 15 12.5 

Total 120 100 

Source: Primary Data 
Inference: out of 120 respondents, 57.5% states that passenger car are necessity, 30% view passenger car as status item, only 12.5% view as luxury. 

 

TABLE 2: RANKING OF INFORMATION SOURCES 

Information sources Rank 1 Rank 2 Rank 3 Rank 4 Rank 5 Rank 6 Total 

Family members 50 28 10 11 11 10 120 

Relatives 2 13 38 29 20 18 120 

Friends 17 28 22 28 20 5 120 

Advertisement 26 16 22 22 28 6 120 

Internet 7 12 7 12 14 68 120 

Dealer  18 23 21 18 27 13 120 

Source: primary data 
 

TABLE 3: WEIGHTED RANKING OF INFORMATION SOURCES 

Information source Rank 1*6 Rank 2*5 Rank 3*4 Rank 4*3 Rank 5*6 Rank 6*1 Total Score Mean score 

Family members 300 140 40 33 22 10 545 4.54 

Relatives 12 65 152 87 40 18 374 3.11 

Friends 102 140 88 84 40 5 459 3.82 

Advertisement 156 80 88 66 56 6 452 3.76 

Internet 42 60 28 36 28 68 262 2.18 

Dealer  108 115 84 54 54 13 428 3.56 

Source: primary data 
Inference: by analysing the mean scores, it is clear that the most preferred product attribute is brand image. The second preferred product attribute is mileage, 

price, style and design, easy driving, internal space, resale value are preferred in the third, fourth, fifth, sixth and seventh positions. the least preferred product 

attribute is innovative technology. 

TABLE 4: LEVEL OF SATISFACTION 

Level of satisfaction frequency percentage 

Highly satisfied 34 28.33 

Satisfied 78 65 

Dissatisfied 7 5.83 

Highly dissatisfied  1 .83 

Total  120 100 

Source: primary data 
Inference: 93% of respondents are satisfied with their passenger car. Among them 28% are highly satisfied and 65% are satisfied. 
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FINDINGS 
1. From the study, it is found that 57.5% respondents consider passenger car as a necessity. 

2. The study reveals that the most ranked information source regarding the purchase decision of passenger car is “family members”. the least ranked infor-

mation source is “internet”. 

3. From the study, it is found that the most preferred product attribute of passenger car is brand image and the least preferred product attribute is innovative 

technology 

4. While analysing the level of satisfaction, it is found that majority of the respondents 93.33% are satisfied. 

5. About 24.17% of the respondents are highly satisfied with the overall performance of their passenger car. 

6. While analysing the overall satisfaction, it is found that majority of the respondents are satisfied with various aspects of passenger car. 

7. The study reveals that the overall perception of respondents towards passenger car in Malappuram district is found to be positive and satisfied. More than 

50% of respondents agreed with all the statements. 

8. 60% of the respondents out of those customers who are willing to replace their car not prefer the same brand. Only about 40% prefer the same brand. 

 

SUGGESTIONS 
1. Growth in disposable income and higher education will remain the main drivers of future advance cars. Car manufacturers need to track these trends and 

align their product strategies. 

2. Car dealers and manufacturers show very good hospitality to customers during their visits to the place of showroom before and immediately after their 

purchase. But after sometime they face a problem with their dealers regarding after sales service. Therefore, it is suggested that the services rendered should 

be properly explained, friendly approach and reliability in service to be further improved.  

3. Marketer might want to focus on TV commercials on car models and brand to catch the attention of the intending future customers. 

4. Marketers need to understand the requirements of customer and focus their marketing strategies towards these requirements. 

5. Car segment wise analysis also bought out specific comfort requirement across all the brands. Manufacturers might look into these aspects to their car 

design, so to attract car passengers, prone to decide the models based on these criteria. 

 

CONCLUSION 
Passenger car industry is one of the largest industries showing rapid growth over the years and contributing certainly to the industrial development. The passenger 

car market is changing very rapidly due to tough competition and advance technology. The present study throws light on the perception and satisfaction of 

customers towards passenger cars in Malappuram Municipality. The overall perception of customers towards passenger cars in the population of the study is 

found to be positive and major portion of the respondents are satisfied with various aspects of passenger car.  

The brand image is the most preferred product attribute while choosing the passenger car. Another aspect noticed is that even through customers are aware 

about the internet, the least ranked information source is internet. The majority of customers prefer Maruti Suzuki brand of passenger car. 
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