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Abstract

Customer satisfaction and buying behavior are critical components in
shaping the success and growth of automotive companies. This study explores the
intricate dynamics of customer satisfaction and buying behavior concerning Tata
Motors, a leading player in the Indian automotive sector. With a focus on identifying
the key factors influencing customer satisfaction, this research employs a mixed-
methods approach, combining quantitative surveys and qualitative interviews with
Tata Motors’ customers. The study reveals that product quality, service excellence,
pricing strategies, and brand reputation significantly impact customer satisfaction.
The survey data indicates that customers perceive Tata Motots' vehicles as reliable
and durable, contributing positively to their overall satisfaction. However, aspects
such as after-sales service and customer support emerged as areas requiring
improvement. The findings suggest that enhancing service quality and addressing
customer concerns promptly can further elevate satisfaction levels. Furthermore, the
research delves into buying behavior, highlighting that customers' purchase decisions
are influenced by a combination of functional and emotional factors. Factors such
as vehicle performance, fuel efficiency, and technological advancements are primary
determinants in the decision-making process. Emotional drivers, including brand
loyalty and petceived value, also play a significant role. The study's insights ate
valuable for Tata Motors as they provide actionable recommendations for enhancing
customer experience and refining marketing strategies. By addressing identified areas
of improvement and leveraging strengths, Tata Motors can better align with
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customer expectations and preferences, thereby driving higher levels of satisfaction
and fostering brand loyalty.

Keywords: Customer Satisfaction, Buying Behavior, Tata Motors, Automotive
Sector, Service Quality, Brand Loyalty, Purchase Decision, Mixed-Methods
Approach.

I. INTRODUCTION

In the competitive landscape of the automotive industry, understanding
customer satisfaction and buying behavior is crucial for companies striving to
maintain and enhance their market position. Tata Motors, one of India’s largest
automobile manufacturers, operates in a dynamic environment where customer
preferences and expectations continuously evolve. This project investigates the
factors influencing customer satisfaction and buying behavior in relation to Tata
Motors, aiming to provide insights that can inform strategic decisions and improve
customer engagement.

Customer satisfaction is a multifaceted concept encompassing various
aspects of the customer experience, from product quality to service delivery (Kotler
& Keller, 2016). For automotive companies like Tata Motors, customer satisfaction
is not only about the product itself but also about the entire ownership experience,
including after-sales service, customer support, and the overall brand perception
(Oliver, 2010). The importance of customer satisfaction is underscored by its direct
correlation with customer loyalty, repeat purchases, and positive word-of-mouth,
which are vital for sustaining long-term success in a competitive market (Anderson
& Sullivan, 1993).

Buying behavior, on the other hand, involves the decision-making processes
and factors that influence consumers when choosing an automotive brand. Studies
have shown that buying behavior is influenced by a combination of functional
attributes such as vehicle performance and fuel efficiency, as well as emotional
factors like brand reputation and personal values (Schiffman & Kanuk, 2010).
Understanding these behaviors can help Tata Motors tailor its offerings to better
meet customer expectations and enhance its competitive edge. This project utilizes
a mixed-methods approach, incorporating both quantitative surveys and qualitative
interviews, to explore these dimensions of customer satisfaction and buying
behavior. By analyzing the collected data, this study aims to identify key drivers of
customer satisfaction and the underlying factors influencing purchasing decisions,
providing Tata Motors with actionable insights to refine its strategies and improve

customer relationships.
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Problem Statement

In today’s highly competitive automotive industry, understanding the
factors influencing customer satisfaction and buying behavior is crucial for
sustaining long-term growth and profitability. Customer satisfaction, often viewed
as a key driver of customer loyalty and brand advocacy, is influenced by various
factors, including product quality, pricing, after-sales service, and overall customer
expertience (Kumar & Dogra, 2019). Tata Motors, one of India's leading automotive
manufacturers, faces significant competition from market leaders like Maruti Suzuki
and Hyundai, necessitating a deeper understanding of its customer base to enhance
its competitive edge.

Despite the company's strong market presence, Tata Motors' customer
satisfaction ratings often lag behind competitors, raising concerns about factors
impacting consumer loyalty (Bhasin, 2020). Furthermore, changing consumer
preferences, particularly the shift towards electric vehicles (EVs) and
environmentally friendly products, present new challenges for Tata Motors in
aligning its offerings with the evolving needs of customers (Mukherjee, 2021).
Consumer buying behavior in the automotive sector is influenced by a combination
of rational and emotional factors, including brand reputation, perceived value,
technological features, and post-purchase services (Gupta & Ramachandran, 2022).
For Tata Motors, understanding these aspects is essential to formulate strategies that
cater to the shifting dynamics of customer preferences.

The problem Tata Motors faces lies in identifying and addressing the key
factors that lead to customer dissatisfaction and influence buying behavior
negatively. Recent surveys indicate that areas such as after-sales service, availability
of spare parts, and perceived value for money significantly impact customer
perceptions and purchasing decisions (Banerjee, 2021). Additionally, in the face of
increasing competition and technological advancements, Tata Motors must innovate
not only in vehicle design but also in customer service and engagement to maintain
market relevance.

The need to explore and understand the relationship between customer
satisfaction and buying behavior becomes critical for Tata Motors to optimize its
product offerings, improve customer relations, and enhance its brand positioning in
the automotive industry (Choudhary & Sharma, 2020).

Research Objectives
1. To examine the factors influencing customer satisfaction
2. To analyze the relationship between customer satisfaction and buying
behavior
3. To assess the role of after-sales service in customer retention
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Scope of the Study

This research focuses on analyzing customer satisfaction and buying
behavior concerning Tata Motors, a leading automotive manufacturer in India. The
scope of this study encompasses several key areas, including the examination of
factors influencing customer satisfaction, such as product quality, pricing, and after-
sales service (Kumar & Dogra, 2019). It aims to explore how these factors affect
buying behavior and overall consumer perceptions of Tata Motors’ vehicles. The
research also delves into the impact of technological advancements and innovations
on customer preferences, particularly in the context of evolving market trends such
as the shift towards electric vehicles (Mukherjee, 2021).

The study further investigates the role of after-sales service in customer
retention, assessing how service quality influences long-term customer loyalty and
satisfaction (Banerjee, 2021). Pricing strategies and their effects on consumer
decision-making and perceived value for money are also a focal point (Gupta &
Ramachandran, 2022). Additionally, the research examines Tata Motors’ marketing
strategies and their effectiveness in shaping customer perceptions and buying
behavior.

The scope is geographically centered on the Indian automotive market,
though the insights may have implications for Tata Motors' global operations. By
understanding  these dynamics, the study aims to provide actionable
recommendations for enhancing customer satisfaction, improving marketing
strategies, and aligning product offerings with consumer needs. This research is vital
for Tata Motors to navigate the competitive landscape and adapt to changing
consumer expectations effectively (Choudhary & Sharma, 2020).

Review of Literature

In recent years, the importance of customer satisfaction has grown as
companies increasingly focus on delivering value to retain customers and foster
brand loyalty (Choudhary & Sharma, 2020).

In the context of Tata Motors, understanding these factors is essential, given
the company’s positioning in the Indian and global markets. The relationship
between customer satisfaction and buying behavior has been well-documented in
existing literature, with many studies emphasizing the critical role of after-sales
service and brand perception in determining customer loyalty (Banerjee, 2021).

Technology becomes more integral to automotive design and
manufacturing, consumer preferences have shifted towards vehicles with advanced
features and fuel efficiency, particularly electric vehicles (Mukherjee, 2021).

Mayas Publication 4



Emperor Journal of Marketing

Methodology

The methodology used to test the research’s hypotheses. It will begin with
the presentation of theoretical framework. This chapter is then briefly explaining the
development of hypotheses with the linkage of independent variables (Product
Quality, Pricing Strategy, After Sales Service, Technological Innovation, Brand
Perception, Customer Satisfaction, Marketing and Production, Environmental
Concerns) to the dependent variable (Buying Behaviour of Tata Motors Customer).

Product Quality (PQ)

Product quality is a critical determinant in consumer purchasing decisions,
particularly in the automotive industry where reliability and performance are
paramount. Research consistently highlights that product quality significantly
influences customer satisfaction and buying behavior (Zeithaml, 1988). High-quality
products not only meet but exceed customer expectations, leading to enhanced
brand loyalty and positive word-of-mouth.

Tata Motors, product quality is a key factor affecting consumer preferences
and buying behavior. According to Kumar and Dogra (2019), consumers place high
importance on vehicle reliability, durability, and performance when evaluating
automotive options. Tata Motors’ commitment to maintaining high product
standards has been integral to its success in competitive markets. Studies indicate
that vehicles that perform well and exhibit minimal defects tend to garner higher
customer satisfaction, which in turn drives repeat purchases and brand loyalty
(Garvin, 1984).

Product quality impacts customer perceptions of value for money. As noted
by Aaker (1991), high-quality products are often associated with premium pricing,
but they justify this through superior performance and durability. Tata Motors’
strategy to balance cost and quality helps address consumer concerns about value,
enhancing their satisfaction and likelihood of purchase. Product quality remains a
decisive factor in shaping consumer buying behavior. For Tata Motors, focusing on
delivering high-quality vehicles that meet or exceed customer expectations is
essential for driving customer satisfaction and sustaining competitive advantage.
Pricing Strategy (PS)

Pricing strategy is a fundamental component of marketing that significantly
influences consumer behavior and perceptions of value. In the automotive industry,
pricing decisions directly impact market competitiveness, customer acquisition, and
overall sales performance (Kotler & Keller, 2012). Effective pricing strategies
balance affordability with perceived value, catering to various segments of the
market while ensuring profitability. Research emphasizes that pricing is a critical
factor in shaping consumer purchasing decisions. For instance, a study by Monroe
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(1990) indicates that consumers often evaluate the price of a product in relation to
its perceived quality and benefits.

In the context of Tata Motors, pricing strategy plays a vital role in attracting
and retaining customers. Kumar and Dogra (2019) highlicht that Tata Motors
employs a strategic pricing approach to offer competitive pricing while maintaining
product quality. This strategy helps address the needs of price-sensitive consumers
and positions Tata Motors favorably against competitors. Additionally, value-based
pricing strategies, which focus on the perceived value of features and benefits, are
essential in appealing to consumers who prioritize performance and technology
(Nagle & Miiller, 2018).

After-Sales Service (ASS)

After-sales service (ASS) is a critical component in the customer experience,
significantly impacting customer satisfaction and brand loyalty. In the automotive
industry, effective after-sales service encompasses a range of activities, including
maintenance, repairs, customer support, and the availability of spare parts (Bendall-
Lyon & Hill, 2009). Research highlights that robust after-sales service not only
enhances customer satisfaction but also plays a pivotal role in fostering long-term
relationships and encouraging repeat purchases (Zeithaml et al., 1996).

A study by Bolton and Drew (1991) underscores that high-quality after-sales
service can substantially influence consumer perceptions of a brand. In the context
of Tata Motors, providing reliable and efficient after-sales service is crucial for
maintaining customer trust and satisfaction. According to Kumar and Dogra (2019),
Tata Motors’ commitment to excellent after-sales service is integral to its strategy for
customer retention. Effective service operations, including timely maintenance and
repair services, contribute to a positive ownership experience, which enhances
overall brand loyalty.

Hypotheses Development
Product Quality (PQ)

Product quality plays a vital role in determining customer satisfaction and
influencing purchasing behavior. High-quality products not only meet customer
expectations but also create a perception of reliability and value. According to
Zeithaml (1988), product quality is a key determinant of perceived value, which
directly impacts consumer decision-making and brand loyalty. For automotive
companies like Tata Motors, delivering vehicles with superior quality, including
durability, performance, and advanced features, is essential to attracting and retaining
customers.
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Hypothesis H1: Product Quality positively influences the Customer
Satisfaction and Buying Behaviour of Tata Motors.
Pricing Strategy (PS)

Pricing strategy is a critical factor that influences customer perceptions,
satisfaction, and purchasing behavior. The pricing of products affects the perceived
value and affordability, making it a key component in shaping customer decisions.
According to Monroe (1990), consumers tend to evaluate the fairness of a price in
relation to the quality and benefits they expect to receive.

H2: Pricing Strategy positively influences the Customer Satisfaction and
Buying Behaviour of Tata Motors.
After-Sales Service (ASS)

After-sales service plays a crucial role in enhancing customer satisfaction
and loyalty, especially in the automotive industry. It includes activities like
maintenance, repair services, and customer supportt, all of which contribute to the
overall customer experience after purchasing a product. According to Goffin (1999),
high-quality after-sales service can significantly improve customer satisfaction by
ensuring that customers feel supported throughout the product's lifecycle. Research
indicates that effective after-sales service fosters long-term relationships with
customers, leading to repeat purchases and positive word-of- mouth
recommendations (Mudie & Cottam, 1999). H3: After Sales Service positively
influences the Customer Satisfaction and Buying Behaviour of Tata Motors.

Research Design

The research design for the study on customer satisfaction and buying
behavior of Tata Motors employs a mixed-methods approach, combining
quantitative and qualitative data to provide a comprehensive understanding of the
subject. The study utilizes a structured survey to collect quantitative data, focusing
on various factors such as product quality, pricing strategy, after-sales service,
technological innovations, and brand perception. The survey targets Tata Motors
customers across different demographics to ensure a representative sample. This
approach allows for statistical analysis to identify patterns and relationships between
these factors and customer satisfaction.

In addition to the survey, qualitative data is gathered through in-depth
interviews with a subset of customers. These interviews explore deeper insights into
customer experiences and perceptions, providing context and nuance to the
quantitative findings. The integration of both methods enriches the analysis by
validating survey results and uncovering underlying reasons behind customer
attitudes and behaviors.
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RESULT AND ANALYSIS
DESCRIPTIVE ANALYSIS

Table No: 1

Demographic of Respondents

Demographic Variable Category Percentage (%) Number of Respondents

Gender Male 55% 275

Female 45% 225

18-24 30% 150

25-34 40% 200

Age 35-44 15% 75

45-54 10% 50

55 and above 5% 25

High School 20% 100

Undergraduate 35% 175

Education Level Postgraduate 35% 175

Doctorate 5% 25

Other 5% 25

Student 25% 125

Professional 45% 225

Occupation Self-Employed 15% 75

Retired 10% 50

Unemployed 5% 25

Less than RS.30,000 25% 125

Rs.30,000 - Rs.50,000 35% 175

Annual Income Rs.50,000 - Rs.70,000 20% 100

Rs.70,000 - Rs.90,000 10% 50

More than Rs.90,000 10% 50

Single 40% 200

. Martied 50% 250
Marital Status -

Divorced 5% 25

Widowed 5% 25

Owns a Tata Vehicle 60% 300

Vehicle Ownership Owns Other Brand 30% 150

No Vehicle 10% 50

Gender

The respondent pool consists of 55% males (275 respondents) and 45%

females (225 respondents). This relatively balanced distribution suggests that the

study captures insights from both genders, reflecting a diverse perspective on

customer satisfaction and buying behavior of Tata Motors. This balance is important

for understanding any potential gender- based differences in perceptions or

preferences.
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Age

The age distribution indicates a predominance of younger and middle-aged
respondents, with 30% (150 respondents) aged 18-24 and 40% (200 respondents)
aged 25-34. This suggests that the majority of Tata Motors' customets are relatively
young adults, which may influence their buying behavior and preferences. Only 15%
(75 respondents) are aged 35- 44, and even fewer are 45 and older. This skew towards
younger age groups may reflect trends in car purchasing among younger consumers
who might be more inclined towards modern or technology-driven features.
Education Level

Educational background shows that 35% of respondents hold
undergraduate degrees (175 respondents) and another 35% have postgraduate
degrees (175 respondents). This high level of education among respondents indicates
a well-informed customer base. Additionally, 20% (100 respondents) have
completed high school, and 5% (25 respondents) hold doctorate degrees, suggesting
a diverse level of educational attainment that may influence their purchasing
decisions and expectations from Tata Motors.
Occupation

The majority of respondents, 45% (225 respondents), are professionals,
reflecting a demographic with stable income levels and potentially higher purchasing
power. Students make up 25% (125 respondents), which could indicate a younger
demographic still in education. Self-employed individuals and retirees each represent
15% (75 respondents) and 10% (50 respondents), respectively. The inclusion of
unemployed respondents (5%, 25 respondents) highlights the economic diversity of
the sample.
Annual Income

Income distribution shows a broad range of financial capabilities among
respondents. A significant portion, 25% (125 respondents), earns less than $30,000
annually, while 35% (175 respondents) fall within the $30,000 - $50,000 range.
Higher income brackets include 20% (100 respondents) earning $50,000 - $70,000,
and 10% (50 respondents) each in the $70,000 - $90,000 range and above $90,000.
This spread ensures a comprehensive view of how different income levels impact
customer satisfaction and buying behavior.
Marital Status

Marital status shows that 50% (250 respondents) are married, which could
influence purchasing decisions related to family needs. Singles represent 40% (200
respondents), and divorced and widowed respondents make up 5% (25 respondents
each). Marital status can affect car preferences, such as family-friendly features for
married individuals with children.
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Vehicle Ownership

60% (300 respondents) of participants own a Tata vehicle, indicating strong
brand loyalty among this group. 30% (150 respondents) own vehicles from other
brands, suggesting a competitive landscape where Tata Motors faces significant
competition. The remaining 10% (50 respondents) do not own any vehicle,
providing insight into potential market opportunities.

Analyses of Mean and Standard Deviation

Table No:2
Mean and Standard Deviation of Product Quality (PQ)
Standard
L Mean -
No. Original Items ™) Deviation
(SD)
1 | The product meets my quality expectations. 4.2 0.8
2 | The product has a durable design. 4.3 0.7
3 | The product performs reliably. 4.1 0.9
4 | The quality of the product is consistent. 4.0 0.8
5 | The product is free from defects. 4.4 0.6
6 | The product materials are of high quality. 4.2 0.7
7 | The product meets industry standards. 4.1 0.8
8 | The product has a good value for its price. 4.3 0.9
9 | The product is well-designed. 4.2 0.8
10 | The product is easy to use. 4.4 0.7
1 The product’s performance meets my 43 0.8
needs.
12 | The product has exceeded my expectations. 4.1 0.9
Overall Value 4.23 0.8

The data for product quality items reveals a generally positive perception
among respondents. The mean scores for the items range from 4.0 to 4.4, indicating
that respondents perceive the product quality as high across various dimensions.
Specifically, items related to durability, freedom from defects, and ease of use
received the highest mean scores, suggesting strong satisfaction in these areas. For
example, "The product has a durable design" and "The product is easy to use" both
have high mean scores (4.3 and 4.4, respectively), highlighting that these attributes
are particularly valued by customers.

The standard deviation values, ranging from 0.6 to 0.9, show a moderate
level of variability in responses. The lower standard deviation for items like "The
product is free from defects" (0.6) suggests that most respondents agtee on the
absence of defects, whereas higher deviations, such as for "The product’s
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petformance meets my needs" (0.8), indicate some variation in individual
experiences and expectations. The product is perceived positively, with consistent
quality and value. However, attention should be given to areas with higher variability
to address diverse customer expectations and improve overall satisfaction.
Table No: 3
Mean and Standard Deviation of Pricing Strategy (PS)

Mean Standard
No.| Original It
0-| Prigmal ftems M) Deviation (SD)
1 The price of the product is reasonable for the 42 07
quality offered. ’ '
) I feel the product provides good value for the 43 0.6
money spent.
3 The product’s pricing is competitive compared 41 0.8
to similar products. ’ '
4 The product price reflects its benefits and 42 07
features.
5 | I perceive the product’s price as fair. 4.3 0.6
6 The pr%cing (?f. the product influences my 41 0.8
purchasing decision.
I am willing to pay a premium for this product
7 . . 4.0 0.9
due to its perceived value.
8 | Promotional pricing offers are appealing to me. 4.2 0.7
9 | I am sensitive to changes in the product’s price. 4.1 0.8
10 ?rice .changes significantly affect my purchase 40 07
intention.
1 I Cf)r.npare prices before making a purchase 43 0.6
decision.
1 Discouflts and. 9ffers are important factors in A4 0.5
my buying decision.
13 The pricing information provided is clear and 42 07
transparent.
14 Prom?ﬁonal pricing is  communicated 41 0.8
effectively.
15 I u.nderstand .how the product’s price compares 43 0.6
to its competitors.
16 Pric§—relate.d informati.orll is sufficient for 42 07
making an informed decision.
Overall Value 4.22 0.7
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The data for pricing strategy items shows that respondents generally view
the pricing of the product positively. Mean scores range from 4.0 to 4.4, indicating
strong agreement with statements about the fairness, competitiveness, and value of
the product's price. For instance, "Discounts and offers are important factors in my
buying decision" received the highest mean score of 4.4, highlighting the significant
impact of promotional pricing on customer decisions.

The standard deviation values, ranging from 0.5 to 0.9, suggest varying
degrees of agreement among respondents. Lower deviations, such as for "Discounts
and offers are important factors in my buying decision" (0.5), indicate a consensus
on the importance of discounts. Conversely, higher deviations, like for "I am willing
to pay a premium for this product due to its petceived value" (0.9), suggest varied
opinions on paying extra for perceived value. Customers find the pricing reasonable
and competitive, addressing areas with higher variability could enhance alignment
with diverse customer expectations and improve overall pricing strategies.

Table No:3
Mean and Standard Deviation of After- Sales Service (ASS)

Mean (Standard
No. |Original It
o [riginal fems (M)  [Deviation (SD)
1 [The after-sales service is prompt and timely. 4.3 0.6
2 [The service provided is of high quality. 42 0.7
3 Se.rvice personnel are knowledgeable and 43 0.6
skilled.
4 [The after-sales service meets my expectations. | 4.1 0.8
5 |After-sales service is easily accessible. 4.2 0.7
6 [Service centers are conveniently located. 4.1 0.8
7 Setvice hours are suitable for my needs. 4.0 0.9
8 [ can easily contact customer support. 4.3 0.6
9 |Problems are resolved quickly and effectively. 4.2 0.7
10 Th-e service team provides effective solutions 43 0.6
to issues.
11 | Follow-up on service issues is satisfactory. 4.1 0.8
12 | The service process is transparent and clear. 4.2 0.7
ff
13 Custorn.er support staff are courteous and 43 0.6
professional.
14 SuPport staff are easily reachable through 42 07
various channels.
15 I receive timely updates regarding my service 41 0.8
requests.
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16 The  support team  provides  clear 43 0.6

communication about service procedures.

17 1 ar? satisﬁéd with the overall after-sales 42 07
setvice experience.

18 The after-sales service enhances my overall 43 0.6

satisfaction with the product.

19 I would recornrnevnd Tata Motors based on 40 0.7
the after-sales service.

I feel valued as a customer through the aftet-

20 43 0.6

sales service.
Overall Value 4.23 0.7

The data for after-sales service items shows a positive perception among
respondents, with mean scores ranging from 4.0 to 4.3. This indicates a strong
agreement with the effectiveness, quality, and accessibility of Tata Motors' after-sales
services. For instance, items like "The after-sales service is prompt and timely" and
"The support team provides clear communication about service procedures”
received high mean scores (4.3), reflecting strong customer satisfaction.

The standard deviation values range from 0.6 to 0.9, indicating moderate
variability in responses. Lower standard deviations, such as for "The after-sales
service is prompt and timely" (0.6) and "Customer support staff are courteous and
professional” (0.0), suggest a consensus on these aspects. Higher deviations, such as
for "Setvice hours are suitable for my needs" (0.9), imply more vatied expetiences
among customers. Customers generally find the after-sales service satisfactory and
effective, addressing areas with higher variability could further enhance service
quality and customer satisfaction.

II. CONCLUSION

This study aimed to investigate the factors influencing customer satisfaction
and buying behavior of Tata Motors, focusing on variables such as product quality,
pricing strategy, after- sales service, technological innovation, brand perception,
customer satisfaction, marketing and production, and environmental concerns. The
research findings reveal significant insights into how these factors impact customer
decisions and overall satisfaction. Firstly, product quality was found to be a crucial
determinant of both customer satisfaction and buying behavior. High-quality
products, characterized by durability, reliability, and performance, positively
influence customer perceptions and repeat purchase intentions (Oliver, 1997).
Similarly, effective pricing strategies play a vital role in shaping customer attitudes.
Competitive pricing and value-for-money perceptions directly affect customer
satisfaction and buying decisions (Monroe, 2003). The study also highlights the
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importance of after-sales service in enhancing customer satisfaction. Prompt,
efficient, and accessible service significantly impacts customer loyalty and overall
satisfaction (Zeithaml, Parasuraman, & Berry, 1990). Technological innovation is
another critical factor, with advancements in technology improving product
functionality and user experience, thereby positively influencing customer
satisfaction and buying behavior (Rogers, 2003; Kotler & Keller, 2016).
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