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ABSTRACT

This paper is about the pre owned car market amdthe pre owned car consumers can be profiledatly elays
the pre owned car market sales happened througth afanouth by friends, agents, relatives etc. Bawnwvith the entry of
authorized dealers like Maruti True Value, Hyunddivantage, Toyota U Trust etc pre owned car maleegtame more
transparent. This paper attempts to profile theguvaed car consumers buying different categoryrefgwned cars. The
data collected from 750 respondents was analyse) sgatistical software and specifically the stital techniques of

descriptive analysis and cluster analysis
KEYWORDS: Profile of Pre Owned Car Consumers of Kerala
INTRODUCTION

India’s automobile industry is one of the fastesivgng in the world and it is already the sixthdast globally.
Pre-owned cars are an integral part of the car eaihe pre-owned car market in the country has hwitnessing a
structural shift from word-of-mouth references,atdirs and newspaper classifieds, into an organmesiness. Hardly
any research study has been undertaken to draheuyprofile of consumers of pre owned cars. Markgtiacision makers
often rely on the buyer behaviour to analyze nemntarket or durable consumer goods to conceptutizaynamics of
pre owned car market. For evolving marketing stiagteit is imperative that marketers have a propeerstanding of the

profile of consumers. The present study is an gitemdraw up the profile of pre owned car consumer

Consumer behaviour includes the study of what, ehehen, why and how often consumers buy products,
services and ideas as well as how often they w=®.tBchiffman and Kanuk (2004)escribe consumer behaviour as the
behaviour that consumers display in searchingdorchasing, using, evaluating, and disposing oflpcts, services and
ideas. Various factors influence consumer behayifmir instance demographic characteristics, sd@elors like peer
groups, friends, economic factors etc. People ly thhose products which they think will satisfyethneeds. In the field
of automobiles, many researchers have investigag@dumer behaviour in relation to new cars. Thay fied out or
classify the different market segments by analyzimg consumer behavior. Better understanding oketasegment is
necessary for a marketing manager to design sieastdgr different segments. Market segments arenofepresented
by consumer profiles which can be used to analygkfarecast consumer behaviour. This also alloweh&rking whether

the actual buyers of a product match with the exgés target audience.

Customer profiles are ‘customer types’, which azaagated to represent the typical users of a ptamuservice,
and are used to help the marketers make customégred decisions. Also known as “personas”, custgmefiles are
created from an understanding of the typical augiegenerated from customer research, and focukeodifferent goals
and scenarios the customers might find themsefyeshen interacting with a specific touch-painBo a customer profile

is an outline of the characteristics of customdra particular product. Businesses constantly updat profile of their
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customers. A customer profile may vary from onedpigi to another and is an essential analytical. foois will allow

marketers to concentrate on real potential custemaher than on a wide range of pedple
Background of the Study

Customer profiles can be considered as the sea@pen which allows marketers to push out more petsed
experiences and messages by mapping out consurget segments Establishing a customer profile can give marketer
the information they need to generate business frewr and existing customers. Profiling customers ordy help
marketers of new products but also useful for thoseketers who are into the business of second bamite owned
products. For second hand products like cars prgfthose customers who purchase second handscaesyi important
since the market is wide spread and market invadvest of unorganized players. At this juncturésiimportant for the
authorized dealers of second hand cars to havestarnar profile which help them to identify the tempreference and

interests of customers.

For any business that deals with consumers as mh&iin resources for profit, it is important to iti&n their
customers. It is not possible for marketers to detejy grasp the very essence of each target mariégtategorize them
into proper groups. But in real market situatioeréhare certain patterns common for all productghvia group of
consumers will follow in general and understandimat pattern provide a lot of inputs to marketersatisfy the needs of
consumers The customer profile provides a more static dépicof those individuals that the marketing effoftthe
company is trying to reach. So to create a prafileonsumers it is important to analyze their béhavwhich adds a new
layer to getting to know the company’s target costo In short, customer profile can describe aaust categorically so

that they can be grouped forarketing and advertising purposes
Statement of the Problem

As India's pre owned car market, whose forecasased on new car sales, is now booming in Indiadealers in
Kerala have seen a great opportunity for growth.ndddels from sleek design small cars to luxuryscare available for
sale. Pre-owned car market is rapidly growing withapped potential for growth in Kerala. Keralang®unique among
the Indian states. Commercial and consumerist teriele have overtaken the rationale of the consunwith latest

technology and class appearance, new car modelearg introduced by the car manufacturers evergthio

A customer profiling can provide an understandifghose individuals that the marketing efforts loé ealer is
trying to reach. Consumers can be segregated loessihilar behaviors and patterns. Customer pngfils identification
of relevant information regarding all the existingstomers. It is a description of a customer ordfefustomers that
includes demographic, geographic, and psychograptacacteristics as well as buying patterns, oneathiness,
and purchase history. The pre owned car marke¢ding a huge growth in the country. The organizegers have to
formulate marketing strategies and respond accgidio capture more of the market share. But it feasd that they do
not have proper understanding of consumers’ bub@igaviour in the pre-owned car market. Hence thdysaims to

profile pre owned cars consumers.
Objective of the Study

* To draw up the consumer profile of pre-owned carsconers in Kerala.
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REVIEW OF LITERATURE

Schrader (2013)in a study titled “Price Discrimination in Onlirférline Tickets based on Customer Profiling?”
attempted to analyse whether customer profiling gsactice of price discrimination enabled througtw technologies,
such as “Cookies”, and is referred to as behavidtameking. A month-long experiment analyzing tiekét prices of four
European carriers (two Full Service Carriers and tww Cost Carriers) on four different routes foumal evidence of
price discrimination based on customer profilingeflefore, in this particular case the usage ofgmaisdata of consumers
for ticket pricing purposes is not confirmed. Howgvsignificant price differences during the obsgion period of one
month show that price discrimination in generaluiged by airlines. Full Service Carriers are fouodé the airlines

applying more price discrimination than Low Costi@as.

Mintz (2011§ in a descriptive study on profiling green conswsrattempted to segment and profile different types
of green consumers, as well as to predict consuezations to environmentally-friendly products, 4&bels, and cause-
related campaigns. This research identified clafierdnce in attitudes, behaviour, and psychogregplbetween the

different green consumer segments.

Ahmad Jamal et al. (2005in their paper titled “Profiling consumers: A sjudf Qatari consumers’ shopping
motivations” investigates reasons behind shoppinBdha, Qatar. Using both exploratory (EFA) andficoratory (CFA)
factor analysis and cluster analysis, the papettilites and discusses six homogeneous groups vffdreht emphasis on
specific reasons for shopping. The paper profilesters on demographics and ethnic group membeitshigxamine

similarities and differences among cluster members.

In an exploratory study on profile of olive oil armers in Durban, KwaZulu Natal (KZN) by Adhestraiivbn
(2003)° the most popular reason for purchasing olive iits health benefits and taste. The study alswstidhat the
KZN market felt that insufficient exposure is givenolive oil. The typical olive oil consumer in Ehan is likely to be

aged between 45 to 54 years old, a female withtiatg education and an income level between R74293 787.

Rowlands et.al; (200%) in their article on “Consumers and green eledgricprofiling potential purchasers”
revealed that attitudinal characteristics like egatal concern, liberalism and altruism can idgmtiife potential purchasers

of green electricity.

An analysis of consumer behaviour in the Turkismdstic Tourism market by Koc (2063pointed out that the
main motives for domestic holidays were rest ardxagion, followed by the need for safe and seaemeertaining

environment for children.
Research Methodology

The study is confined to consumers who own andpsseowned cars purchased from authorized dealers in
Kerala. Sampling strategy used for the study istirsthge sampling method. The study is based dd fiesearch and
made use of both primary and secondary data. Pyidsta is collected from 750 respondents distridbinefive districts of
Kerala. Questionnaire method is used for data ctidie. A semi structured questionnaire is develofmedtollecting data.

The statistical package SPSS 16.0 is used foradiiting, coding and basic analysis.
Analysis and Interpretation

The study of socioeconomic characteristics is \sgyificant because the socio economic profile emasumer
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behaviour are closely associated. The districtecsedl were Thiruvananthapuram, Kottayam, ErnakulBlnissur and
Kozhikode. Demographic features play a vital rolelétermining the consumer behaviour. From theyaisait is clear that

in the sample of 750 pre owned car consumers thlgsoutnumber females in all districts.
Profile Based on Age

From the Table 1.1 it can be inferred that 31.6&@at, out of 398 respondents’ in mini categorypd owned
cars like Maruti 800, Alto, Wagon R, Santro etcdogj to the age group of 41-50. Compact cars like, Ridica Vista etc
(38.60 percent) and pre owned cars belonging t@adgory like DZire, Accent, Ikon etc. are purclthby respondents
(50 percent) belonging to the age group of less 8@ Out of 78 respondents who purchased pre owaeslin C2
category like Tata Indigo, Manza, Fiesta etc. 346é&ent of respondents belonged to the age gro8p-40.

Table 1.1: Table Showing Age and Category of Pre Qved Car Purchased by the Respondents

Age Mini Compact C1l C2
N % N| % N % N| %
Lessthan30 119 29.90 88 38.60 [23 50.00 | 16 20D.51
31-40 110, 27.64 61 26.75 6 13.04 27 3462
41-50 126/ 31.66 36 1579 0 0.00 {1 1410
51-60 18| 452 22 965 17 36.96 P4 30{77
6landabove 25 6.28 21 921 |0 0.p0 |0 0[00

Profile Based on Education

Out of 750 respondents 46.9 percent are postgreslud6.93 percent have educational qualificatioDedree,
8.80 percent and 7.33 percent of respondents halyejoalified SSLC and Pre degree respectivelgait be inferred from
Table 1.2 that respondents with higher educatigoalification purchased pre owned cars more. Mimd &ompact Cars

are mostly purchased by post graduates. Pre ovarsdelonging to C2 category are largely purchégegraduates.

Table 1.2: Table Showing Education and Category dPre Owned Cars

Education Mini Compact C1l C2
N % N % N % N %
SSLC 55| 1382 11 482 0 0.00 |0 0.00
Pre-degree 0 0.00 55 24.12 |0 0.00 |0 000
Degree 138 34.6Y 72 31.58 23 50/00 |44 56.41
Post Graduation 205 51.581 90 3947 |23 50.00 | 34 943.5

1.3 Profile Based on Occupation

Occupation also influences consumption patternemFthe analysis it can be inferred that pre owrnad are
purchased more by salaried respondents other tled@sgionals when compared to businessmen, profedsiand retired
respondents. From the Table 1.3 it can be infettratisalaried other than professionals 198 (49éfBemt) purchased pre
owned cars belonging to the category of mini cle Maruti 800, Alto, Wagon R, Santro etc. Compaatsdike Ritz,
Indica Vista etc are purchased by businessmen.o©d46 respondents who purchased C1 category predwars like
Dezire, Accent, lkon etc (50 percent) and pre owceas belonging to C2 category like Tata Indigonleks Fiesta (43.59
percent) are purchased by salaried other than gsiofeals.
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Table 1.3: Table Showing Occupation and Category d®re Owned Cars
Mini N=398 Compact N=228

C1N=46 (6.13) | C2 N=78 (10.40)

Occupation 53.07) (30.4)
N % N % N % N %
Salaried other than | ;g5 | 4q 75 45 1974 23 50 34 43.59
Professionals
Businessmen 98 24.62 142 62.28 6 13.04 26 33.33
Professional 57 14.32 41 17.98 12 26.09 11 14.]
Retired 45 11.31 0 0 5 10.87 7 8.97

1.4 Profile Based on Income

From the analysis it can be inferred that as incaneeeases the consumers purchasing pre ownedigsars
decreasing. From the table 1.4 it can be inferted tespondents having income less than Rs. 250 found it
attractive to purchase pre owned cars belongingito, compact and C1 category. Pre owned carsllikkgo Manza,
Linea, Verna etc that belong to C2 category arehmsed by respondents having income between R€128W00.
Among the various categories of pre owned cars nars like Maruti 800, Alto, Wagon R, Santro ete arost preferred
category of pre owned cars purchased by all incgmeps except higher income group. None of the woess with a

monthly income greater than Rs.70001 purchased caisi

Table 1.4: Distribution Based on Monthly Income acoss Category of Pre Owned Cars

Mini N=398 | Compact N=228| C1 N=46 | C2n=78
Income (53.07) (30.4) (6.13) (20.40)
N % N % N | % N| %
Less than 25000 18P 45.43 10p 4494 |22 47.83| 111 14.
25001-40000 | 133 33.4p 74 3246 (18 3913 |29 3r.18
40001-55000 73] 1834 41 17.98 6 1304 |21 26.92
55001-70000 10| 2.51 6 2.63 0 0 0 Q
70001 & Above| O 0 5 2.19 d 0 17 21.79

Cluster Analysis

The two-step cluster analysis showed a three ¢lgstation based on the 750 respondents. A brigfilprof three

of the clusters with the characteristics differatitig each segment from the other groups is outledow.

Cluster 1

This is the smallest cluster, comprising 25.7%taf total respondents. The members of this groupneies
except 3.1 percent females. They owned pre ownesl sizch as Ritz, Indica Vista etc which belongedCtampact
Segment. The average age of the members of théteclis (40.9 years). They had income levels rangietween Rs

25001and 40000. Nearly all of them are businessnittngraduation as their educational qualification.

Cluster 2

This cluster comprises 33.3% of the total respotsldrhe members of this group are males who betbihgé¢he
age group of 31-40. They owned pre owned carsNkeuti 800, Alto, Wagon R, Santro etc belonging\iimi Segment.
They belonged to income levels ranging between 5302and 40000. Nearly all of them are post graduateo are

salaried other than professionals.
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Cluster 3

This is the largest cluster, comprising 40.9 %hef total respondents. All members of this groupraaées. They
owned pre owned cars like Maruti 800, Alto, Wagon3&ntro etc belonging to Mini Segment next to @uf. The
members of this cluster belonged to the age gréuil 0. They had income levels less than Rs 25688 percent of

them are graduates who are salaried other thapgmiohals.
Findings

« From the analysis it is clear that mini cars arecbased by consumers belonging to the age grolgssthan 30.
Compact cars like Ritz, Indica Vista etc and Clegaty pre owned cars like DZire, Accent, lkon ete a
purchased by consumers belonging to age group @03Pre owned cars belonging to C2 category lis@a T

Indigo, Manza, Fiesta etc is purchased by thosenigéghg to age group of 41-50.

* Pre owned cars belonging to mini and compact arehased by highly educated consumers. C1 category i

purchased equally by graduates and post grad@@®?esategory is purchased by graduates.

* Mini, C1 and C2 category pre owned cars are puethasostly by respondents who are salaried other tha

professionals.

» Respondents having income less than Rs. 25000fbawe it attractive to purchase pre owned carsnggig to

mini, compact and C1 category.

 Pre owned cars like Indigo Manza, Linea, Vernatb&t belong to C2 category are purchased by regmsd
having income between Rs. 25001-40000.

CONCLUSIONS

This paper attempted to identify the demographaratteristics of the consumers who purchase andwned
cars from authorized dealers. Pre owned car maketcoming more organized with the entry of auttent dealers. So
the marketers can make use of this profile to ifierthe potential customers and to develop markgtitrategies

accordingly.
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