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                                            Abstract 

         Automobile industry has become one of the lucrative industries in the market. 

The per capita income has increased now in the society due to the introduction of 

various employment generating schemes. The car industry is gaining a new momentum 

now, because to have a car was considered earlier a luxury but now it has become need 

of every house hold in India. The J&K state has witnessed a good increase in the 

disposable income in the recent years which increased the demand for cars. This paper 

illustrates the idea of consumer perception towards the various brands of cars in the 

district Bandipora of J&K state. The survey done shows the perception of the car owners 

of the various brands. The people select, organise and interpret their thoughts while 

expressing their choice. The aim of the paper is to analyse the behaviour of the 

customers who choose the cars as per their perception of mind. The market is now 

consumer centric with the driving force of the consumers the car market has witnessed a 

good growth with the introduction of the various local and foreign brands, the choice for 

consumers increase day by day. This study will help the new car players to set their 

targets of chasing the competition. This will be primary research and the data will be 

collected from the primary as well as the secondary resources. The tools of analysis like 

mean, mode, and median will be used in the analysis of the data.  

 

     Key words: - Industry, perception, Growth, employment, scheme, brands 

  

Email: - jameelbashir86@gmail.com, 9797575245 

     

 

PROTEUS JOURNAL

VOLUME 11 ISSUE 11 2020

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/   Page No: 265

mailto:jameelbashir86@gmail.com


2 
 

     Introduction 

Perception is a concept or we can say a thought of mind that tells us what customers 

think about a brand or a company or its market strategy. It can be positive or negative 

feelings, perceptions, inhibitions, predispositions, expectations or experiences that a 

customer has. This is most important factor that decides a brand and its success in the 

market. Customer perception decides how much a product sells and how a company is 

perceived. It has been shown that quality; customer service and pricing are the top three 

factors influencing brand loyalty. If the brand is doing great in these areas and 

customers are not seeing it, here comes the consumer perception. The idea of perception 

affects the rate of purchase and the demand of the commodity. The perception plays its 

role to a great extent in the marketing of the items .The art of catching the attention of 

the customers in the market and to project the sale of a company shows the idea of 

perception, the increase in the sales of a company shows the level of perception of 

consumers. There are various things through perception can be measured like the 

quality, size and shape of the car. Human nature is very difficult to read, there are 

millions of human beings having their identity with different mindset and choices. 

Humans have the decision power regarding their choice. It is utmost important for a firm 

to manufacture the items which are going to suit the ideas and emotions of consumers. 

The perception of a consumer towards a car brand differs from person to person; mostly 

the customers prefer the attributes of the cars like the mileage, the comfortness, the 

colour, the size, the space capacity, this is a key point which the customer pays attention 

to. [1] The Indian automobile industry is one of the biggest in the world; it contributes 

more than 7 percent to the GDP of the country. We know that the overall disposable 

income of the people have increased, the priority of every Indian house hold is to have a 

car. It was earlier thought as a luxury item but now it has become a need. After the 

relaxation by the govt in 1991 there is no restriction on the FDI the vast number of 

automobile players have dominated the Indian market The  sale value in the Jan 2017 

was  more than 9 percent of the private  vehicles and the two wheelers grow by 8.30 

percent. After 2016 there was tremendous growth in the automobile sector, now the 

India’s position in the world trade of automobiles is at a very higher stage 

approximately the 10th position in terms of the car market. There has been a large 

amount of inflow in India to the FDI around 92,500 crore up to 2017. [2] The main aim 

of this paper is to survey the consumer preference and consumer perception towards 

various car brands in the J&K state. It is very difficult to read the human mind because 

humans are the multifaceted who think differently regarding the brand of accompany 

available in the market. There can be no prediction in case of the human beings in terms 
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of differentiating between the brands available in the market. It depends upon the choice 

of the customers to decide about the Success of the items available in the market. It is 

the responsibility of the marketers to understand the mindset of the customer a marketer 

can be called a successful person only if he/she can read the mind of the customer. [3] 

Indian automobile industry has expanded its network interms of the market structure it 

was due to the change in the life style and the fast urbanisation of the people. It was due 

to the change in colour, taste, and the quality preferred by the customers that the flow in 

the automotive market was seen. Nowadays advanced brands of cars manufactured by 

the local and foreign companies have increased the competition for the companies to sell 

their products. [4] The preference involves the priority given to the foreign brands over 

the local brands keeping in mind the factors like, The manufacturing company, the 

origin of the country which which makes or exports these cars of various brands. There 

are other factors which are of paramount importance for the consumers to choose their 

preferred cars like the price of brand, publicity of the brand name in the market, 

Availability of the products in the market, a part from this the role of family members, 

the reference groups and other friend play also an important role interms of giving 

preference to the foreign brands over the local brands. [5] After liberalisation a large 

number of local and foreign automobile players entered the market and began to 

produce the cars of various brands, which increased the choice for the customers. It was 

due to the increase in the disposable income and easy availability of cars loans that 

preference of the cars was increased in the market. It was observed that various factors 

influence the behaviour of the consumers like the social, cultural, and psychological 

factors. Researcher has tried to find out the impact of these factors on the preference of 

the car brands chosen by the consumers. [6] The Automobile market is totally an 

emerging market in J&k because there is a lot of opportunity for the automobile sellers 

who can sell their cars .the story of growth in this sector has been wonderful, the dealers 

could hardly sell 150 cars in the Kashmir valley in year 2003-04 but later on this figure 

increased up to 1500 cars per month. During the early times there in the Kashmir a 

family could hardly manage to have a car that too was considered as the luxury item but 

nowadays it has become the need of every household generally in the India and 

particularly in the Kashmir valley. The car sale has not been observed only in the 

Srinagar city alone but it has engulfed the market in the rural areas also. This sector has 

been one of the largest employers to the youth in the J&K more than 20 to 25 thousand 

employees are working in this sector and that too the 15000 persons are working in the 

technical field. The biggest one which includes the 50 percent market share in the 

country has also put an indelible mark by emerging as the largest dealer in the J&K. [7] 
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 Literature Review 

Balakrishnan Menon and Dr Jagathy Raj V.P (2011) have examined that Automobile 

market has got saturated with the plenty of the car models manufactured by the local and 

foreign car manufacturers. Companies are applying new methods to motivate the people 

who use the two wheelers to convert them to buy the new and advanced brands of the cars 

by way of providing the latest technology featured cars. The car mobile industry has 

become consumer centric which provides a variety of car brands to the customers. 

Customer satisfaction is the fundamental causes to enhance the growth of the automobile 

sector those car owners who are satisfied with the cars which they purchase from the 

respective dealers they then publicize the issue in the general public so that more and more 

customers can be attracted towards the car dealers. The perception of the car customers is 

very much important for the dealers to understand the mindset of the car customers this is 

the key initiative towards progress in the car mobile industry. [10] 

Dr Poornima Tapas and Ms.Rita Dangre (2013) have elaborated in their research paper 

that consumer behaviour has emerged as one of the emergency field for the research 

thinkers in the field of economics. During the past researchers have taken into 

consideration various descriptions to monitor the customer base and the perception of their 

mind. Various subjects like the psychology, sociology and literature have been studied to 

diagnose the internal feelings of the customers. It has been analyzed how to approach the 

customers’ ideology while marketing in the car mobile industry as the customer satisfaction 

is gaining momentum nowadays. It is evident from the fat that marketing of the goods and 

services depends upon how customers react against the features like the price, the mileage , 

the compactness , the manufacturing base whether local or foreign which defines the future 

of the automobile sale in the market. The companies are trying to compete in the field of 

automobiles to cope up with modern automobile race in the globe. [11]    

D.Lakshmanan.K.Gayathri (2014) have interpreted that brand image is very much 

important than brand personality in real. A well established brand has smart personality, 

brands are like that of people having their skills and abilities and associations which reflect 

the deal of the customer with the car. Brands  preferred are the powerful symbols which not 

only reflect the image of the advertising agency but the reality of the manufacturer, When  

brand name, technical  features and price level are invariant then the customers try to prefer 

the local brand over the foreign brands. In case the local brands do not prove their loyalty 

to the consumers then the foreign brands are given preference. There are various attributes 

which catch the attention of the customers on order to prefer the foreign brands over the 
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local brands these are quality of the product, customer service, prestige and durability etc 

[9]. 

 Dr Vishal S.Rana and Dr M.A.Lokhande (2015)     have explained the attitude and                            

customer satisfaction about the various car brands in the Indian car market. This paper has      

explained the overall profile of the Indian car industry. It has been defined that customer    

satisfaction is the key point to make the business successful in the market. This is 

mentioned     in the study that the level of satisfaction given to the customers increases the 

reputation of   the automobile players which in turn provide more flexibility to the      

customers by offering    the maximum choice to select the reputated brand. [8] 

Dr.K.T.Kalaiselvi and D.Nidhyananth (2018) have observed that Indian car industry has 

technologically advanced the and is influenced by the various factors like extreme 

competition, consumer preferences, govt intervention and the global level strategies of 

various renowned automobile players. It has been studied that cars which are being sold in 

India are comparatively technologically sound like those cars which are manufactured 

outside the country. The  brand preference is largely influenced by a number of factors like 

advertisement, price , quality, availability, performance after sale service, true value 

etc.there are many other reasons which have been categorised to be the reasons of the brand 

preference like the safety, comfort,luxuries,,the origin of the country, brand name  

reputation of the dealers. More over the influence of the peer groups is necessary in 

decision making process especially when to choose the car size that is whether big or small. 

[12] 

 

 

 

 

Table No.1 Gender of the respondents  

 

S.No. No. of Male Respondents  No. Of Female Respondents  Total 

Respondents   

01. 102 (85 %) 18 (15%) 120 (100%) 
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Interpretation: - Table No.1 shows that there are 85 percent male respondents who 

possess their own cars and only 15 percent female respondents who possess their own cars.     

 

                             Table No.2   Occupation of the respondents  

 

 

 

 

           

 

 

 

 

 

 

 

 

 

 

Interpretation: - Table No. 2 Shows that 42(35) percent of the respondents are govt 

servants, 17(14.16) percent of the respondents belong to the manufacturing sector. Only 

20(16.86) percent of the respondents are doing the private job. 14(11.66) percent of the 

respondents are the rofessionals.27 (22.5) percent respondents. The value of sum is 

120(100) percent, the mean is 24(20) percent, the value of mode is nil, the median is 

20(16.86), the range value is 28(23.34) percent. 

S.No    Occupation No. Of   

Respondent

s  

Percentage of 

Respondents  

1 Govt Service   42  35 

2 Manufacturing   17  14.16 

3 Pvt. Job   20  16.86 

4 Professional   14  11.66 

5 Business   27   22.5 

6 Sum   120   100 

7 Mean   24 20 

8 Mode  Nil Nil 

9 Median   20 16.86 

10 Range   28  23.34 
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Table No. 3 Educational Qualification Of The Respondents. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Interpretation: - Table No. 3 represents the educational qualification of the 

respondents.12 (10) percent respondents have the qualification PhDs, 26(21.66) Percent 

respondents are the post Graduates, 30(25) percent respondents are the graduates, 

Occupation  of  the  respondents 

govtservice

Manufacturing

Pvtjob

Professional

Business

S.No.    Educational 

Qualifications 

No. Of 

Respondents  

Percentage of 

Respondents   

1 PhDs 12 10 

2 Post Graduate 26 21.66 

3 Graduate 30 25 

    4  

Undergraduate  

28 23.33 

5 

 

 

12th 

17 

 

14.16 

 

6 10th 07 5.85 

 

7 

 

Sum 

120  

  100 

8 Mean 20 16.66 

9 Mode nil Nil 

10 Median 21.5 28.74 

11 Range 23 19.15 
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17(14.16) respondents are having their educational qualification only 12th pass.7 (5.85) 

percent respondents have the qualification of 10th standard. 

Table No. 4 Family Income of the Respondents  

 

S.No   Income Level No. Of 

Respondents  

Percentage of 

respondents  

1 50000- 100000  29 24.16 

2 100000-150000  28 23.33 

3 150000-200000  19 15.83 

4 200000-250000  13 10.83 

5 250000-300000  19 15.83 

6 300000-350000  07 5.84 

7 350000-400000  05 4.17 

8 Sum  120 100 

9 Mean 17.14 14.28 

10 Mode  19 15.83 

11 Median  19 15 

12 Range  24 20.83 

 

Interpretation: - Table No.4 shows the family income of the respondents. 29(25) percent 

respondents have the monthly income between 50000 to 100000,28(23.33) percent 

respondents have the income level of 100000-150000,19(15.83) percent respondents have 

the family income between 150000 to 200000.13(10.83) percent respondents have the 

income level between 200000to 250000,19(15)percent respondents have the income level 

250000 to 300000,7(5.84) percent respondents are between the income level of 

30000to350000, 5(4.17)percent respondents belong to the income group of 350000 to 

400000.The value of Mean is 17.14(14.28), The value of Mode is 19(15.83),The value of 

Median is 19 (15)and the value of Range is 24(20.83).  

Table No.5 Model of the cars. 

S.No Model( year)  No. of the respondents  Percentage of 

Respondents 

1  2005-2010    30 25 

2 2010-2015    38 31.66 

3 2015-2020    52 43.34 

PROTEUS JOURNAL

VOLUME 11 ISSUE 11 2020

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/   Page No: 272



9 
 

 

 

 

 

 

 

 

Interpretation: - The above given Table No.5 Shows the models of the cars owned by the 

respondents. 30(25) percent respondents own cars having the Model between the year 2005 

to 2010.38(31.66) percent respondents own the cars which have the Model from 2010-

2015, 52(43.34) percent respondents own those cars which have the Model of the year from 

2015 to 2020.The value of Mean is 40 (33.33), Range is 22(18.34). 

 

Table No. 6 Age group of the respondents. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Interpretation: - Table No.6 Shows the age group of the respondents who posses their 

own cars of various brands. 08(6.67) percent of the respondents are in the age group of 25- 

30 years.14 (11.66) percent respondents belong to the age group between 30 -35 years.19 

(15.83) percent respondents belong to the age group 35-40 years.28 (23.33) percent 

respondents belong to age group 40-45 years.32 (26.68) percent respondents belong to the 

4 Sum    120 100 

5 Mean  40 33.33 

6 Mode nil Nil 

7 Median 38 31.66 

8 Range  22 18.34 

S.No Age group  No. Of respondents Percentage  of 

Respondents  

1 25-30 08 6.67 

2 30-35 14 11.66 

3 35-40 19 15.83 

4 40-45 28 23.33 

5 45-50 32 26.68 

6 50-55 11 9.16 

7 55-60 08 6.67 

8 Sum 120 100 

9 Mode 08 6.67 

10 Mean 17.14 14.28 

11 Median 14 11.66 

12 Range 24 20.01 
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age group 45-50 years.11 (9.16) percent respondents belong to the age group between 50-

55 years.8(6.67) percent respondents belong to the age group between 55-60 years. 

Maximum no. of respondents belongs to the age group between 45 -50 years and Minimum 

no. of the respondents belongs to the age group between 55-60 years. The value of Mean is 

17.4(14.28), the value of Mode is 08 (6.67), the value of Median is 14(11.66) and the value 

of range is 24(20.01). 

 Table No.7 Brand preference of the consumers  

Name of the 

Company 

No. Of the Cars Percentage  

Maruti Suzuki 48 40 

Hyundai 21 17.5 

Tata 14 11.67 

Honda 8 6.67 

Nissan 4 3.34 

Ford 6 5 

Atul   5 4.14 

Jeep 4 3.34 

Volkswagen 3 2.5 

Chevrolet 4 3.34 

Mahindra & 

Mahindra 

3 2.5   

Sum 120 100 

Mean 10.90 9.09 

Mode 4 3.34 

Median 5 4.14 
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 Interpretation:-The above given Table No. 7 shows the brand preferences of the cars 

given by the car owners. It is evident from the data that 48(40) percent of the respondents 

prefer the cars from the Maruti Suzuki,21(17.5) percent respondents prefer the cars of the 

Hyundai company,14(11.67) percent respondents prefer the cars from the Tata 

company,8(6.67) percent respondents prefer the cars of the Honda company,4(3.34) 

percent respondents prefer the cars of the Nissan,Jeep,Chevroletcompanies.6(5) percent 

respondents prefer the cars of the Ford company,5(4.14)percent  respondents prefer the cars 

of the Atul company.,3(2.5) percent respondents prefer the cars of the Volkswagen and 

Mahindra & Mahindra  companies. It is interpreted that majority of the respondents have 

given preference to the cars of Maruti Suzuki. and least preference has been given to the 

cars of the Volkswagen and Mahindra companies. 

Objectives of the study 

   1. The main objective of this study is to analyse the consumer preference and consumer                                                                       

perception towards various   brands of cars in district Bandipora. 

2. To analyse the level of satisfaction of the car owners in the districts Bandipora. 

3. To study the factors influencing the Brand preference of passenger cars in the same area. 

 

Hypothesis: - H0 There seems to be no influence of age, qualification, occupation, 

gender, and income status on the preference of brands of various cars. 

Brand Preference  of the  consumers 

Maruti suzuki
Hyundai
Tata
Honda
Nissan
Ford
Atul
Jeep
Volkswagen
Chevrolet
Mahindra &mahindra

Range 45 37.5 
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Methodology: - This study is based on primary and secondary data. Primary data was 

collected from the respondents who posses their own cars of various brands from different 

companies. Data was collected through the questionnaires. The secondary data was 

collected from the research articles, journals, magazines, govt based reports.   

 

Sample Size: - The sample size chosen for this study was 120. Respondents were 

selected through the sample random sampling from the Bandipora district of Kashmir 

Division. 

 

Tools of Analysis: - To analyze this study various tools were employed like the Mean 

Mode, Median, Percentage and Range.  

 

Research and Findings  

This paper gives a picture of the consumer preference and perception of various brands of 

cars in the bandipora district of North Kashmir. With the increase in the disposable income 

of the customers the variety of choices has increased. The research and finding of this study 

are given as under.In the above given table No.1the number of male respondents is 102(85) 

percent and female respondents is 18(15) percent. Table No.2 shows the occupation of the 

respondents 42(35) percent respondents are the govt servants, 20(16.86) percent 

respondents are doing the pvt. Job, 17(14.160) percent respondents belong to the 

manufacturing sector, 14(11.66) percent respondents are the professionals, 27(22.5) percent 

respondents are from the business community the value of sum 120 which is 100 percent. 

The value of mean is 24(20), mode is nil and the value of median is 21.5(28.74) and the 

value of range is 28(23.34).Table No.3 shows the educational qualification of the 

respondents which posses their own cars there are 12(10) percent respondents whose 

qualification is PhD, Those respondents who are Postgraduates are 26(21.66) percent, 

Graduates are30 (25) percent. Under graduates are 28(23.33) percent, 12th pass 

respondents are 17(14.16), 10th standard respondents are 7(5.85), the sum of all the 

respondents is 120(100), the mean value is 20(16.66), the value of mode is nil, Value of 

median is 21.5(28.74) and Value of range is 23(19.15) percent. Table No.4 shows the 

Family income of the respondents there are 29(24.16) percent respondents whose monthly 

income is between 50000-100000, 28(23.33) percent respondents have their monthly 

income between 100000-150000, 19(15.83) percent respondents have their monthly 
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income between 150000-200000,13(10.83) respondents have their monthly income 

between 200000 -250000,19(15.83) percent respondents have their monthly income 

between 250000-300000,7(5.84) percent respondents have their monthly income between 

300000-350000,5(4.17) percent respondents have their monthly income 350000-400000, 

the sum total of all the respondents is 120,the value mean is 17.14(14.28),the value of 

mode is 19(15.83),the value of median is 19(15),the value  range is 24(20.83).Table No.5 

shows the Model ear of the cars owned by the respondents,30(25) percent respondents own 

the cars having their model in between the year 2005-2010,38(31.66) percent respondents 

have the cars having the model year between 2010-2015,52(43.34) percent respondents are 

having their car model sin between the year 2015-2020,the sum total of all the respondents 

is 120(100) percent, the value of mean is 40(33.33),the mode value is nil, the value of 

range is 22(18.34) respectively. The table No.6 shows age group of respondents with their 

percentage, 8(6.67) percent respondents are in the age group of 25-30rs, 14(11.66) percent 

respondents fall in the age group of 30-35 yrs.,19(15.83) percent respondents fall into the 

age group of 35-40yrs,28(23.33) percent respondents fall into the age group of 40-

45yrs,32(26.68) percent respondents fall in the age group of 45-50yrs.11(9.16) percent 

respondents fall in the age group of 50-55yrs.8(6.67) percent respondents  fall into the age 

groupof,55-60yrs.ThevaluesofMode,Mean,Median,andRangeare 

8(6.67),17.14(14.28),14(11.66),24(20.01) Respectively. The table No.7 above given shows 

the brand preferences of the cars given by the respondents48 (40) percent respondents have 

preferred the cars of Maruti Suzuki, 21(17.5) percent respondents prefer the cars of the 

Hyundai,14(11.67) percent respondents prefer the cars of Tata,8(6.67) percent respondents  

prefer the cars of Honda,4(3.34)percent respondents prefer the cars of Nissan, Jeep , 

Chevrolet 6(5) percent respondents prefer the cars of Ford,5(4.14) percent respondents 

prefer the cars of Atul,3(2.5) percent respondents prefer the cars of Volkswagen and 

Mahindra  & Mahindra. The value of mean is 10.90, Mode is 4, Median is 5, and Range is 

45 respectively. 

Conclusion: 

The researcher has concluded this study by explaining the automobile industry in the J&k 

especially in the bandipora district. The overall scenario of the automobile industry has 

been depicted in this study that too with the consumer’s preference and perceptions. It has 

been put forth by the researcher that various factors which are responsible for the consumer 

preference these are the mileage, comfortness, the brand quality, body strength,etc.It was 

examined that due to the increase in the disposable income of the people the power of 
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purchasing has increased which led to the increase in the sale of the cars. Nowadays the 

market has become consumer centric, the choice of the brands for the customers increased. 

Due to the perception of the consumers towards the various brands the level of satisfaction 

has increased. This paper has taken the picture of the brand preference of the cars which 

have been categorised on the basis of the manufacture, the foreigner or the local, those cars 

which are diesel based or the petrol based. 
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