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OBJECTIVES

· To know the customer feeling about the attributes like looks,    comfort, space inside, fuel efficiency, reliability, in their product.

·   To know which attribute performance is what in a particular product.

· To do comparative analysis of four similar products from four different brands.

· To know which brand reached the customer expectation in 

                mid- Size cars.

INTRODUCTION

A mid size car is referred to as an automobile with a size between that of 
compact and full size cars. The price range of mid size cars lies between Rs 3 to 8 lakhs. The mid size cars have the capacity to carry 4 passengers- 2 adults and 2 children.  The credit of manufacturing of these cars goes to companies like- Fiat India, Ford, General Motors, Hindustan Motors, Hyundai motors, Maruti Udyog, San Motors and Tata Motors. While the companies like- Ford, Hyundai, General Motors and Mahindra & Mahindra are yet to launch their models under this segment. This model basically target executive class.

NEED FOR STUDY
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Automobiles have become an indispensable part of our lives, an extension of the human body that provides us faster, cheaper and more convenient mobility every passing day. Behind this betterment go the efforts of those in the industry, in the form of improvement through technological research.

What actually lie behind this betterment of the automobiles are the opinions, requirements, likes and dislikes of those who use these vehicles.

These wheeled machines affect our lives in ways more than one. Numerous surveys and research are conducted throughout the world every now and then to reveal one or the other aspect of automobiles this section keeps you updated on the latest and the most interesting surveys and researches conducted in the field of automobiles, and help you draw the right conclusion!

METHODOLOGY
The study has been covered on the following steps
Data collection: The data has been collected from main source
Secondary source: The data is collected from the product reviews from the 

Website www.mouthshut.com and from different websites and Magazines.
Sample size: 100
Tools used: Bar graphs, tables and percentages.

CAR STATISTICS IN INDIA

The Indian automotive industry is the 2nd fastest growing in the world. About 8 million vehicles are produced annually in this country toady. During 2005-2006, India has emerged as the 3 rd largest market in the Asia Pacific Region. With various car manufacturing companies setting up their units in different parts of the country, the production of the cars will increase at a very fast rate. The car statistics indicate that India will soon become one of the top 10 car manufacturing countries , leaving behind the U.K. Car statistics also show that by the end of the fiscal year 2006-2007, the car production capacity in India will exceed the mark of 2 million. Thus, the production of cars will increase by 70% from the present capacity of 1.2 million.

The domestic sale of passenger cars has increased significantly over the years. A graphical representation of the domestic sale of cars will give you an insight about the present market situation prevailing in the country: 
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In the recent years, India has emerged as one of the major bases for manufacturing small passenger cars. At present the Indian automotive industry boasts of being the 3 rd largest manufacturer of small cars . According to the car statistics almost 70 % of the cars sold in this country come under the segment of small cars. A number of car manufacturers like: Maruti Udyog, Tata Motors, Hyundai, Honda, Ford, Hindustan Motors, Fiat, General Motors etc offer various new model of cars now and then. It is expected that the various automobile manufacturers will be investing about $ 5 billion in India, between 2005-2010. 

As per the car statistics, export of passenger cars from India has also grown considerably over the last decade. A graphical representation of car export trend will help you to make an in-depth analysis of the present status of the Indian automotive industry: 
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With new strategies being implemented and more investments being made in Indian automotive industry the production as well as the domestic sale and exports will increase substantially. 

A graphical representation of the total sale trend of passenger cars (including the domestic sale and exports) is given below: 
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	Passengers Vehicles (PVS) 

	From April-November 04-05 

	From April-November 05-06 

	Total Market Share (in %) 

	The Net Change between the period 

(in %) 

	Total number of exports in April 05-06 


	Maruti Udyog 

	2,69360 

	2,91,182 

	52.2 

	8.1 

	23,043 


	Hyundai Motors India Ltd. 

	89,075 

	1,07, 066 

	19.2 

	20.2 

	68,374 


	Tata Motors 

	95,402 

	24,348 

	16.6 

	-2.7 

	12,105 


	HondaSiel cars India Ltd. 

	23,186 

	24,348 

	4.4 

	5.1 

	31 


	Ford India Pvt. Ltd 

	15,026 

	10,512 

	1.9 

	-30% 

	9,928 


	 

	 

	 

	 

	 

	 


	Utility Vehicles

	 

	 

	 

	 

	 


	Mahindra and Mahindra Ltd. 

	49,897 

	51,540 

	42.7 

	3.3 

	1,878 


	Toyota KirloskarMotorPvt Ltd. 

	24,404 

	24,983 

	20.7 

	2.4 

	0 


	Tata Motors Ltd 

	19,967 

	21,610 

	17.9 

	8.2 

	905 


	General Motors India Pvt Ltd. 

	7,008 

	12,027 

	10 

	71.6 

	0 


	Maruti Udyog Ltd . 

	2682 

	2472 

	2 

	-7.8 

	54 


	Hyundai Motor India Ltd. 

	255 

	1,042 

	0.9 

	308.2 

	0 


	Multi-Purpose Vehicles 

	 

	 

	 

	 

	 


	Maruti Udyog Ltd. 

	42,388 

	43,858 

	100 

	3.5 

	731 


	Mahindra & Mahindra Ltd 

	13 

	0 

	0 

	0 

	0 


	Medium and Heavy Commercial Vehicles 

	 

	 

	 

	 

	 


	Tata Motors 

	79,614 

	73,538 

	61.1 

	-7.6 

	4,807 


	Ashok Leyland 
	27,577 

	33,406 

	27.7 

	21.1 

	2825 


	Eicher Motors 
	8,043 

	8,700 

	7.2 

	8.2 

	318 


	Swaraj Mazda 
	3,573 

	4,080 

	3.4 

	14.2 

	115 


	Light Commercial Vehicles 
	 
	 
	 
	 
	 

	Passenger Carriers 
	 
	 
	 
	 
	 

	Tata Motors 
	5,835 

	6,811 

	46.8 

	16.7 

	1,096 


	Mahindra and Mahindra 
	2,305 

	1,960 

	13.5 

	-15 

	115 


	Swaraj Mazda 
	1,178 

	1,315 

	9 

	11.6 

	12 


	Force motors Ltd. 
	2,059 

	2,877 

	19.8 

	39.7 

	59 


	Goods Carriers 
	 
	 
	 
	 
	 

	Tata Motors 
	30,955 

	44,380 

	58.9 

	43.4 

	12,461 


	Mahindra and Mahindra 
	23,563 

	23,731 

	31.5 

	0.7 

	1,600 


	Swaraj Mazda 
	2,671 

	2,299 

	3 

	-13.9 

	204 


	Eicher Motors 
	3,019 

	2,954 

	3.9 

	-2.1 

	451 



	


COMPANY PROFILE

Hyundai Cars in India

Hyundai started as a construction company and was founded by Chung Ju-yung in 1947. As it stands today, Hyundai Motor Company is South Korea's largest and world's sixth largest automaker. Head-quartered in Seoul, Hyundai started it's operations as an automaker in India in 1998 with the Santro which went on to become one of the largest selling cars in the country. The Korean company continued on the success of Santro by launching the stylish Sonata and the Accent but the Terracan and the Elantra failed to capture the buyer's imagination. Still going strong with the current line-up which also includes Getz Prime, and the successfull Verna, Hyundai will enhance it's existance with a new Elantra sometime next year. Wish them luck!

Santro : The Sunshine Car 

Brand : Santro 
Company : Hyundai Motors
Agency : Saatchi & Saatchi

Santro is a fine example of successful branding. It is a classic example of successful marketing in Indian context. Santro was launched in India in 1998. When Hyundai was contemplating its foray into the Indian market, it was planning to launch a C segment car ( Accent) . But however, Hyundai 




changed its strategy and launched Santro in the tough small car market.
Santro is the Indian version of the successful Hyundai model Atos. Hyundai was faced with lot of perception issues prior to the launch of Santro. The issue was with regard to the country of origin. Indians were unsure about Korean products especially automobiles. Hence the first task was t o ensure that Indian consumers develop a positive association with Korean car makers. Second issue was developing a corporate image for Hyundai. Since cars are high involvement product, customers will make a choice looking on the maker, service support, spares availability , quality etc. Hence the launch of Santro should also launch the corporate brand Hyundai. Third issue was about the design of Santro. Santro was designed to be a tall boy car and initial product testing revealed that Indians didnot liked the tall boy design. So the unenviable task for Hyundai was to make Indian consumers like Santro. The fourth issue was the grip of Maruti on the Indian car market. The B segment was dominated by Zen which has proved itself to be a reliable workhorse. Zen was the preferred and logical upgrade to 800 and the car was considered to be the most reliable and powerful in that segment. To convert the potential Zen users to Santro was really a nightmare for any marketer.
Hyundai marketers had a tough task ahead. A lot was dependent on Santro's success. For the brand launch, Hyundai roped in Saatchi & Saatchi as the ad agency.
Thus came the first commercial : Watch the first Santro commercial here : Santro 1
The ad introduced Kim and Shah Rukh and a glimpse of the car. Kim was the Hyundai official who wanted SRK to be the brand ambassador for Santro. The name Kim was chosen wisely because the only familiar Korean name known to Indians was KIM .The ad introduced the brand and the company with a subtle

statement from Kim : We settle only for the best.
The first ad was followed by teaser ads where Kim tries to convince SRK that Hyundai is serious about India, the quality issue and the brand Santro.
Watch the two launch ads : Here & Here. These ads really created a hype in the market about Santro. Teaser ads are dangerous and expensive. Dangerous because if the teaser failed to click, the entire product launch will land up in trouble . Another issue is that the brand should follow up the hype built by teaser ads. In the case of Santro, the teasers were intelligently made and clicked.Finally came the launch ad which showed Shah Rukh who represented the Indian consumer saying " I am Convinced" to Kim. Shah Rukh fitted perfectly to the promotional scheme of Santro. Along with the launch came the criticism. Understandably the criticism was towards the tall boy design of Santro . There were reports which called Santro the 

Ugly car. Santro answered that through its performance. Indian consumers experienced a new way of driving comfort. More than the campaigns, it was the performance that made Santro a runaway success. With in 4 years of launch , Santro became the second largest selling car in India displacing Zen. Those who wrote bad about the tall boy design began to write




about the advantages of this tall boy design. Santro was initially positioned on the design aspect. It turned its biggest disadvantage into an advantage. But later , Santro was positioned itself as a complete family car. The brand was targeting those 800 users who wanted to upgrade into the B segment. The target market was the 35-45 yrs middleclass Indians. All through these years, Hyundai also came out with product improvements and upgrades. Santro Zipplus was launched focusing more on the zippy nature of the car. But then came the competition. Maruthi launched Alto and Wagon R and came Indica which displaced Santro from the second position. The brand was also facing the issue of looking dated. It was time for Hyundai to reposition the brand.
Hyundai changed Santro completely in 2003. The entire design was changed and new Santro was launched as Santro Xing. Santro Xing launch ad also featured SRK and Kim. Santro Xing gave a new life to Santro. The car looked more spacious and the looks was contemporary. Santro along with the new looks also changed its TG from 35- 45 to 25 -30. The brand felt that Santro should be considered as the first car rather than the upgrade. The brand wanted to appeal to the first time car buyers . To catch the young buyers, the brand was positioned as "Sunshine car' . Santro roped in Priety Zinta also as the brand ambassador.
Watch the commercial here : Sunshine car Sunshine was communicating two intangibles : Freshness and youthful attitude. The brand was moving to a " Change your life " positioning. Priety was the sunshine girl. The big idea was that Santro will bring sunshine to your life. A car that can change the life of a young Indian.
As usual the campaign and the new Santro was a big hit. Along with these campaigns, Santro also ran some ads focusing on promoting the brand as the first choice rather than as an upgrade. The last campaign of Santro was highlighting the virtues of a Santro users. Watch the campaign here : Santrowale
The campaign was to portray Santro users as smart and intelligent and the ad was pitted against a similar campaign of Wagon R . 

After nine years of launch, Santro is facing its maturity stage in its PLC . The sales have stagnated and price war from Maruti and a slew of launches like Chevy Spark , have hurt the sales of Santro. Santro is also banking on price cuts and sales promotions to stay afloat. Hyundai has recently launched a new brand i10 to take the place of Santro. With the imminent launch of Tata's 1 lakh car in 2009, Santro may be used as a low priced flanking brand for i10 in future.
Santro is the best example of managing a product lifecycle. Santro has managed to keep its market position by regular upgrades, product changes , relaunches and repositioning. It has been consistent in delivering excellent quality and functional performance through out its life. The brand is still a preferred upgrade for many middleclass car users. 

On this context, I wish to cite a personal experience at the dealership experience I had while choosing my car. I inquired about Santro aswellas Alto at respective dealers in Cochin . While the Maruti dealers were constantly following up with offers and schemes, I was surprised to find that Santro dealer was least interested in making a sale. Complacency has already crept in at the dealer points ( my perception). Understandably so because sales were happening without much effort. As a marketing professional, I feel that Santro is losing some 10 % sale because of this laidback approach of its dealers. 

Santro still has lot of fuel to keep itself going. But for that Hyundai may have to keep the price down so that potential Alto users can strech a bit and buy Santro. 
 
Tata Cars in India

The India Cars. They understand market and Indian roads better here. Have been successful in creating right brand equity and share. Offering very practical and economic cars are their prime motive and they are doing well with it. However Tata cars cannot be considered as perfect by any means. They have expertise in diesel technology and lack in petrol. Highly successful Indica's latest petrol version Xeta is Tata's biggest hope.

Tata Indica

Tata Indica : Truly more car per car




Brand : Tata Indica
Agency : FCB Ulka
Company: Tata motors

Baseline : more car per car

India is a lucrative market for automobile manufacturers. If we believe the fancy numbers floating around regarding the industry size, this is a market no one can 

ignore. Fighting with all the big names in the auto industry is our very own Tata Motors. Let me be patriotic and say " we have done it". We have our own Indian Car: Indica. Well You may say that the design was outsourced from IDEA ITALY so this is not 100% Indian. I would say that Tata's are smart so they outsourced it.....Any way as hypocritic as we are by birth, although we say " sare jahan se acha " , we were ruthless towards Indica. Everyone looked down upon this car from Tata talking about all the negative points about the performance and writing off this dream of an Indian to build an Indian car.Despite the initial setback with Indica, Tata motors reworked on the engine and relaunched Indica as Indica V2. Now indica is the second largest selling car in India.Indica is positioned as avaluefor money car. I have said in my earlier blog that this is a proposition that will always work on Indian consumers, provided the promise is delivered.Indica delivered its promise. It promised that it will give more car per car and delivered that.The success of this proposition had an interesting side effect ( positive of course). Tatas have discovered its vision : deliver more value at a reasonable price. The recent launches prove that Tatas have imbibed this "value for money " proposition . The latest products like Safari Dicor and Indigo give many features which were seen only in premium cars.

Ford Cars in India

World's third largest auto-maker after Toyota and GM, Ford is head-quartered in Dearborn, Michigan. Henry Ford founded the company in 1903 which now encompasses respected global brands like Lincon, Mercury, Jaguar, Land Rover and Volvo and also enjoys a one-third controlling interest in Mazda. Debuting in India in 1998 with the Ford Escort, it gave exciting products like the Ikon that replaced the former in 2001, but still has to experience great sales numbers. Mondeo, Fusion, Fiesta and the Endeavour feature in the current line-up and Ford is trying to up its sleeve to become a very formidable brand in India.
Ford Ikon : The Josh Machine

Brand : Ikon
Company:Ford India
Agency:JWT

Ford Ikon is a brand with a class. This brand has redefined the car marketing in India. Launched in 1999, Ikon in a way rejuvenated the fortunes of Ford Motors 




in India. Ford came to India with a dated model like Ford Escort.Escort was launched in 1995 and was one of the first international brand to enter the midsize sedan market. Ford Ikon was launched in the event of phasing out of Escort. Since then Ikon has been a major player in the entry level sedan market with a share of over 20%. The most interesting aspect of the brand is in its positioning. Ikon dethroned the position of Esteem in the C segment through its breakaway positioning.

Till 2005 Ikon has sold over 100,000 cars and has occupied a special space in the highly competitive car market in India. Ford Ikon is actually an Indian adaptation of the highly successful European Fiesta model. But knowing the Indian market with the Escort example, the company decided to design and Indian car for Indian consumers. Thus born the brand Ikon.
The company virtually adapted the whole product to suit the Indian consumer taste and also Indian driving conditions.Ikon was one of the first examples of Global brand getting Local in the automotive industry.
Once the product is ready, came the question of marketing. Ikon was priced as an entry level sedan car and was positioned in the C segment. C segment was dominated by Esteem and there was a slew of competitors waiting to tap the market including Hyundai Accent. Most of the purchases in this segment was rational and the brands were also positioned on rational platforms. Ikon wanted to break the icons and decided to do away with the demographic positioning. Research and initial test marketing showed that Ikon is associated with the Attractive and Peppy attributes. The company decided to position the brand as a lifestyle brand. The TG was decided to be young professionals who works hard and play hard who are Full of Life and Affluent. This brand is the classic case of lifestyle segmentation.

Ikon had the sporty design and all the pep that a sporty car needs interms of engine capacity and performance. The agency hit upon the big idea of positioning the brand as the Josh Machine.I think the tagline JOSH Machine is one of the best taglines I have come across. Although the term Josh is hindi ( I have criticised Go Fida campaign) Josh term had a universal appeal across India. Although some of the ads were lousy, the product delivered the promise. The Brand clearly identified the TG and Josh satisfied the need for a sporty sedan ( that need is still there). Indian Yuppies lapped up this product and the brand which suffered most because of Ikon was the Maruti Esteem.Ikon was priced between Rs 5.5 lakh and 6 lakhs.The brand broke from the rational positioning into a more emotional plane.The brand had the famous tagline " The Josh Machine " which was later modified to " Live Life with Josh".

The brand hit a rough patch in 2003 with competition hotting up. The launch of Indigo changed the dynamics of the C segment. To compete with Indigo, Ikon launched a variant in the sub 5 lakh category with Ford Flair.

Last year Ford launched its Fiesta in the Indian market at a premium over Ikon. According to company reports, Fiesta is positioned as an Aspirational sedan and complements Ikon rather than cannibalise it. Fiesta became a runaway success because of its blockbuster performance.

Ford Ikon is now at a critical point in its lifecycle. Although the brand has came out with lot of variants over time like SXI, NXT, the brand is now perceived to be an old brand.The Josh in this brand is no longer there and the company is now focusing on its new baby Fiesta. This lack of marketing and brand building on Ikon can prove to be a big negative for the brand. Slowly the brand may lose its relevance in the Indian market . The Ford India site talks about the new Ford Ikon with spruced up interiors,but what the brand needs is a relook on the promotional front.The brand still holds significant relevance in the Indian market because there is no brand that has the sporty look and the positioning of Ikon. There is still an unmet need for a peppy car and Ikon if not promoted with Josh will be a great injustice to the brand. There is not even a need for repositioning. Only high profile well made advertisements will do the trick. Exciting colors and roadshows will pep up this sagging brand. Else this brand will die a very untimely and unwarranted death..

Maruti Cars in India

Maruti Udyog Limited, the largest automotive manufacturer of India was established in February 1981 though the production started only in 1983. The company started as a 50-50 JV between Suzuki of Japan and Maruti. The government of India held 18.28% stake untill recently. This holding stake was sold off to the financial institutions in May, 2007. Suzuki has gradually increased its holding percentage to 54.2. The first offering from Maruti, the 800, was the bestseller for a long time till its sibling, the Alto, took over. Selling over 5,00,000 cars annually in the domestic market, Maruti exports close to 30,000 units to several countries. Of late, the Indian giant was facing stiff competition from various manufacturers and Maruti did well by launching the Swift which is a modern and exudes a lifestyle image. The trend continued with the SX4. The large portfoilio takes care of the options available to the customer.

Zen : Surrendered To The New Generation
Brand : Zen
Company: Maruti Suzuki
Agency : Hakudo Percept


A brand that ruled the Indian midsegment car market will be laid to rest very soon. Maruthi Zen which was considered to be one of the best cars on the Indian roads after a long life of 13 years have become redundant. It is a sad news for all 




Zen owners who still vouch for this hatchback. Marketers will also be sad because it was a marketing failure and not a product failure. The good old zen is still valued as precious by its owners.

Zen was launched in India in 1993. Instantly this premium car became the favorite of the upwardly mobile Indian middle class. The was something special about this jelly bean shaped car and the driving and maneuvering quality was nothing but superb. In cities where there is bumper to bumper traffic, the Zen was the most preferred one.

During the nineties all the cars from Maruti ruled the segment because of lack of competition. Then came Santro and Zen had a competition. Although initially people scoffed at the tall boy design of Santro, slowly through smart marketing, Santro began to eat into Zen's market. Then came the major blow in the form of Indica which changed the rules of the game in the hatchback segment. 

Zen came out with Zen LXi in 2001, but the market share was slowly declining. The major reason being, the owners of Zen were getting older and Zen was missing out on the new generation. There was no excitement about Zen. Maruti is a poor marketer with good products. All their products are of exceptional quality and all their marketing campaigns ( including the campaign of new Swift) is exceptionally poor. Customers buy it because it is good.

While the competitors are gaining the share of mind of consumers using smart marketing campaigns, Zen was no where in the picture. The launch of Zen with round headlamps was a major disaster.

During 1999, Maruti launched Wagon R and 2000 saw the launch of Alto, With these products, Zen was left in a no man's land. The segmentation became fussy. Since there was no clear positioning for Zen, the new launches proved to be a major blow to this brand. With the launch of sporty Swift , Zen has now become a liability for Suzuki's portfolio.

To arrest the slide of the market share of zen, Suzuki, launched a redesigned Zen in 2003 with a new look with much fanfare. The campaigns were shot in Paris. 




The logic was to attract the new generation and the positioning was " strong sleek and sexy". The base line was " Surrender to the new Zen". The campaigns was lousy never excited the new generation. The existing users were pissed off because the resale value of their old beauty crashed. The new look Zen also bombed because of poor marketing. 

Infact their was no need for such an upgrade because the problem was with positioning and not the product. Zen was known for its power, easy driving and quality. It never looked sporty and the colors were lousy. Zen could have excited the younger generation just by introducing a sporty variant with some fantastic colours. The colors of Zen were never exciting.I still believe Zen have that premium touch to it. So with some smart colours and with some sensible advertisements, Zen could have zoomed. The positioning can be a sporty and a smart car for the urban professionals. But alas....

Zen is a classic example of how poor marketing can kill a good product.

DATA INTERPRETATION

 AND ANALYSIS

  


FOR PRODUCT RATING

	Cars/rating
	Poor
	Average
	Good
	Very good
	Excellent

	Zen
	4
	4
	4
	52
	36

	Santro
	12
	-
	20
	44
	24

	Indica V2
	4
	28
	8
	28
	32

	Icon
	8
	12
	12
	56
	12
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INTERPRETATION

Out of 25 respondents of ZEN 

36 % rated that the product as excellent, 

52 % rated that the product as very good,

 4 % % rated that the product as good, 

4% rated that the product as average,

 4 % rated that the product as poor.

Out of 25 respondents of SANTRO 

24 % rated that the product as excellent, 

44 % rated that the product as very good, 

20 % rated that the product as good, 

12 % rated that the product as poor.

Out of 25 respondents of INDICA V2 

32 % rated that the product as excellent, 

28 % rated that the product as very good, 

8 % rated that the product as good, 

28 % rated that the product as average,  

4 % rated that the product as poor.

Out of 25 respondents of ICON 

12 % rated that the product as excellent,

 56 % rated the that product as very good, 

12 % rated the that product as good, 

12 % rated the that product as average,  

8 % rated the that product as poor.

For product rating 

ZEN ranks first 

SANTRO ranks second

INDICA V2 ranks third


IKON ranks fourth

FOR SPACE INSIDE

	Cars/rating
	Poor
	Average
	Good
	Very good
	Excellent

	Zen
	-
	24
	20
	52
	4

	Santro
	-
	8
	32
	44
	20

	Indica V2
	-
	-
	8
	20
	72

	Icon
	8
	12
	12
	56
	12
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INTERPRETATION

Out of 25 respondents of ZEN 

36 % rated that the space inside is excellent, 

52 % rated that the space inside is very good, 

4 % % rated that the space inside is good, 

4% rated the product as average,  

4 % rated the product as poor.

Out of 25 respondents of SANTRO 

24 % rated that the space inside is excellent, 

44 % rated that the space inside is very good, 

20 % rated that the space inside is good,       

0% rated that the space inside is average,  

12 % rated that the space inside is poor.

Out of 25 respondents of INDICA V2

 32 % rated that the space inside is excellent,         

28 % rated that the space inside is very good, 

8 % rated that the space inside is good,          

 28 % rated that the space inside is average,

 4 % rated that the space inside is poor.

Out of 25 respondents of ICON 

12 % rated that the space inside is excellent,

 56 % rated that the space inside is very good, 

12 % rated that the space inside is good, 

12 % rated that the space inside is average, 

8 % rated that the space inside is poor.

For space attribute

INDICA V2 ranks first 

SANTRO ranks second

IKON ranks third


ZEN ranks fourth
DEALERS SATISFACTION

	Cars/rating
	Poor
	Average
	Good
	Very good
	Excellent

	Zen
	8
	-
	12
	48
	32

	Santro
	16
	-
	20
	52
	12

	Indica V2
	12
	20
	16
	32
	20

	Icon
	16
	16
	28
	20
	20
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INTERPRETATION

Out of 25 respondents of ZEN 

32 % rated that the satisfaction by the dealer is excellent,

 48 % rated that the satisfaction by the dealer is very good,

 12 % % rated that the satisfaction by the dealer is good, 

 8 % rated that the satisfaction by the dealer is poor.

Out of 25 respondents of SANTRO  

12 % rated that the satisfaction by the dealer is excellent, 

52 % rated that the satisfaction by the dealer is very good, 

20 % rated that the satisfaction by the dealer is good, 

16 % rated that the satisfaction by the dealer is poor.

Out of 25 respondents of INDICA V2 

20 % rated that the satisfaction by the dealer is excellent, 

32 % rated that the satisfaction by the dealer is very good, 

16 % rated that the satisfaction by the dealer is good, 

20 % rated that the satisfaction by the dealer is average, 

 12 % rated that the satisfaction by the dealer is poor.

Out of 25 respondents of ICON 

20 % rated that the satisfaction by the dealer is excellent, 

20 % rated that the satisfaction by the dealer is very good, 

28 % rated that the satisfaction by the dealer is good, 

16 % rated that the satisfaction by the dealer is average, 

 16 % rated that the satisfaction by the dealer is poor.

For dealer satisfaction

ZEN ranks first rank

SANTRO ranks second

INDICA V2 ranks third


IKON ranks fourth
FUEL CONSUMPTION

	Cars/rating
	Poor
	Average
	Good
	Very good
	Excellent

	Zen
	-
	-
	12
	52
	36

	Santro
	4
	4
	44
	36
	12

	Indica V2
	-
	4
	24
	32
	40

	Icon
	8
	8
	48
	32
	4
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INTERPRETATION

Out of 25 respondents of ZEN 

36 % rated that the fuel efficiency is excellent,

 52 % rated that the fuel efficiency is very good,

12 % rated that the fuel efficiency is good, 

0 % rated that the fuel efficiency is average, 

 0 % rated that the fuel efficiency is poor.

Out of 25 respondents of SANTRO

 12 % rated that the fuel efficiency is excellent, 

36 % rated that the fuel efficiency is very good, 

44 % rated that the fuel efficiency is good,

 4 % rated that the fuel efficiency is average, 

4 % rated that the fuel efficiency is poor.

Out of 25 respondents of INDICA V2 

 40 % rated that the fuel efficiency is excellent, 

32 % rated that the fuel efficiency is very good, 

 24 % rated that the fuel efficiency is good, 

 4 % rated that the fuel efficiency is average, 

 Out of 25 respondents of ICON 

4 % rated that the fuel efficiency is excellent, 

32 % rated that the fuel efficiency is very good, 

48 % rated that the fuel efficiency is good, 

 8 % rated that the fuel efficiency is average,  

8  % rated that the fuel efficiency is poor.

For  fuel consumption

ZEN ranks first rank

INDICA V2 ranks second

SANTRO ranks third


IKON ranks fourth
COMFORT

	Cars/rating
	Poor
	Average
	Good
	Very good
	Excellent

	Zen
	0
	0
	20
	44
	36

	Santro
	4
	8
	40
	28
	20

	Indica V2
	0
	0
	16
	44
	40

	Icon
	4
	0
	24
	56
	16
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INTERPRETATION

Out of 25 respondents of ZEN 

36 % rated that the comfort is excellent,

 44 % rated that the comfort is very good,

 20 % rated that the comfort is good, 

Out of 25 respondents of SANTRO

 20 % rated that the comfort is excellent, 

 28 % rated that the comfort is very good, 

 40 % rated that the comfort is good,

 8 % rated that the comfort is average, 

  4 % rated that the comfort is poor.

Out of 25 respondents of INDICA V2 

40 % rated that the comfort is excellent, 

 44 % rated that the comfort is very good, 

 16 % rated that the comfort is good, 

Out of 25 respondents of ICON 

 16 % rated that the comfort is excellent, 

56 % rated that the comfort is very good, 

 24 % rated that the comfort is good, 

 4 % rated that the comfort is poor.

For comfort attribute

INDICA V2 ranks first rank

ZEN ranks second

IKON ranks third


SANTRO ranks fourth

RELIABILITY

	Cars/rating
	Poor
	Average
	Good
	Very good
	Excellent

	Zen
	4
	0
	4
	16
	76

	Santro
	16
	0
	0
	52
	32

	Indica V2
	20
	8
	4
	40
	28

	Icon
	8
	0
	32
	48
	12


[image: image16.emf]reliability

0

20

40

60

80

Zen Santro Indica

V2

Icon

product

rating

Poor

Average

Good

Very good

Excellent


INTERPRETATION

Out of 25 respondents of ZEN 

 76% rated that the reliability is excellent,

16 % rated that the reliability is very good,

4 % rated that the reliability is good, 

4 % rated that the reliability is poor.

Out of 25 respondents of SANTRO

 32 % rated that the reliability is excellent, 

52 % rated that the reliability is very good, 

 16 % rated that the reliability is poor.

Out of 25 respondents of INDICA V2 

 28 % rated that the reliability is excellent, 

 40 % rated that the reliability is very good, 

 4 % rated that the reliability is good, 

 8 % rated that the reliability is average, 

 20 % rated that the reliability is poor.

Out of 25 respondents of ICON 

 12 % rated that the reliability is excellent, 

48 % rated that the reliability is very good, 

 32 % rated that the reliability is good, 

 8 % rated that the reliability is poor.

For reliability attribute

ZEN ranks first rank

SANTRO ranks second

IKON ranks third


INDICA V2 ranks fourth
LOOKS

	Cars/rating
	Poor
	Average
	Good
	Very good
	Excellent

	Zen
	0
	4
	8
	44
	44

	Santro
	8
	4
	16
	40
	32

	Indica V2
	0
	8
	28
	44
	20

	Icon
	0
	0
	20
	64
	16
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INTERPRETATION

Out of 25 respondents of ZEN 

44 % rated that the look is excellent,

 44 % rated that the look is very good,

 8 % rated that the look is good, 

 4 % rated that the look is average, 

  Out of 25 respondents of SANTRO

  32% rated that the look is excellent, 

 40 % rated that the look is very good, 

 16 % rated that the look is good,

 4 % rated that the look is average, 

  8 % rated that the look is poor.

Out of 25 respondents of INDICA V2 

 20 % rated that the look is excellent, 

 44 % rated that the look is very good, 

 28 % rated that the look is good, 

 8 % rated that the look is average, 

 Out of 25 respondents of ICON 

 16 % rated that the look is excellent, 

 64 % rated that the look is very good, 

 20 % rated that the look is good, 

For  

ZEN ranks first rank

IKON ranks second

SANTRO ranks third


INDICA V2 ranks fourth
OVERALL RATING

	Cars/rating
	Very useful
	Useful
	Some what useful
	Not useful

	Zen
	24
	60
	16
	0

	Santro
	20
	52
	28
	0

	Indica V2
	32
	56
	12
	0

	Icon
	12
	56
	32
	0
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INTERPRETATION

Out of 25 respondents of ZEN 

 24 % rated that the overall rating is very useful  

 60 % rated that the overall rating is useful, 

 16 % rated that the overall rating is some what useful,

Out of 25 respondents of SANTRO

  20 % rated that the overall rating is very useful  

  52 % rated that the overall rating is useful, 

  28 % rated that the overall rating is some what useful,

Out of 25 respondents of INDICA V2 

 32 % rated that the overall rating is very useful  

 56 % rated that the overall rating is useful, 

 12 % rated that the overall rating is some what useful,

Out of 25 respondents of ICON 

 12 % rated that the overall rating is very useful  

 56 % rated that the overall rating is useful, 

 32 % rated that the overall rating is some what useful,

 For overall rating

INDICA V2 ranks first rank

ZEN ranks second

SANTRO ranks third


IKON ranks fourth
LIMITATIONS

· The study was restricted to twin cities
·  The information given by respondents may be biased

· Due time constraint more information could not be collected
FINDING AND
 SUGGESTIONS
The most upper middle class family prefer to mid size cars 
In my finding Maruti brand Zen is best at delivering customer satisfaction but it has to improve on space inside. 
The next best brand is Tata first it has to improve 0n looks, reliability and then comfort.
The next best brand is Hyundai it has to improve 0n comfort, looks and space inside.
The next best brand is ford it has to improve in dealer ship, looks, comfort and reliability.
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