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ABSTRACT:Thestudyofconsumerbehaviordevelo

psconsumers,weneedinsightsintoourownconsumpti

onrelateddecisions:whatwebuy,whywe buy,and 

howwe buy.Theaimofthestudy 

istocoverentireresearchaboutconsumerbehaviortow

ardsMarutianddifferentfactorsaffectingtheirbuyingd

ecision.Questionnairehasbeenanalyzedwiththehelpo

fpiediagram &bar chartand different 

interpretationshave been made tostudythe 

impactofconsumerbehaviortowardsMaruti.Thisstud

yconcludedthatMajorityofthecustomersareusingthes

pecificbrandforaverylongperiod oftimewhich 

concluded thatconsumerdoes notswitch 

easilyfromonebrand toanother. 

Discountsgivenbycompaniesontheproducts, 

accessoriesattractthecustomers tobuy the 

product.Thepresentstudy 

hasconcludedthatdiscountsandotheroffersgivenbyco

mpaniesmoreattracttothecustomersandinfluencethec

ustomerstobuytheproduct.Thepresentstudyhasalsoc

oncludedthatthecustomersarefullysatisfiedwithMar

uti’spromotionaleffortsandarewellawareofthecarsof

feredbyMaruti. 

 

I. INTRODUCTION 
Marketing isthemoving andexciting 

activity ineverybodyactivities. The 

seers,distributors,advertisingagencies,consultants,tr

ansporters,financer,storeagenciesandeveryoneasaco

unterarepartofthemarketingsystem.AnyExchangepr

ocessbe itconsumer, 

goods,intermediarygoods,servicesof ideas,comes 

under thepreview ofmarketing.It isveryoften 

regarded thatthe developmentof marketsand 

marketingissynonymouswith 

theeconomicdevelopmentofaccounts.ThroughMark

etingisanactiondiscipline.Intheevergrowingcorporat

eword,marketingisbeingregardedasacrucialelementf

orthesuccessofanEnterprise 

 

Themarketingdisciplineisundergoingfreshre-

apparitioninthelightofthevastglobal,technological,e

conomicandsocialchallengesfacingtoday¶scompani

esandcountries.Marketingatitsbestisaboutvaluecreat

ionandraisingtheword¶slivingstandards.Today¶swi

ngingcompaniesarethosewhosucceedmostinsatisfyi

ng, indeeddelightingtheirtargetcustomers. 

 

AsquotedbyP.P.Drucker³Marketingiissobasicthatitc

annotbeconsideredaseparatefunction.Itiswhoebusin

essseenfromthepointofviewofitsfinalresult,thatis,fro

mthecustomerspointofview.Businesssuccessisnotde

terminedbytheproducerbutbythecustomer 

 

.PhiipKoter has therefore defined marketingas 

³itisasocialand 

managerialprocessbywhichindividualsandgroupsobt

ainwhattheyneedandwantthroughcreating,offeringa

ndexchangingproductsofvalueswithothers´.ManyIn

diancompaniesespouseasatisfiedcustomerphilosoph

yanddescribemarketingascustomersatisfactionengin

eering.SinceTheeconomyinthiscountryhaschangedf

romaprimarycon 

additionofscarcitytogradualandsteadystageofaffluen

ce,argeygivingconsumerstheopportunitytochoosea

mongmanyvariedalternatives,satisfactionhasbecom

eamajorconcernofbusiness. 

 

Objectives Of The Study 

• Themainobjectiveistodeterminethecurrentcons

umerbehaviorlevelsofthecustomerswithregardst

omarutiSuzuki. 

• Tostudyandanalyzeconsumershoppingbehavior

towardsmarutiSuzuki. 

 

Need For The Study 

Consumerbehaviorpaysamajorityforthegro

wthofthecompanyinthemodernmarketscenario.Theb

asicideaofthisstudyistofindtheconsumerbehaviorort

owardsmarutiSuzuki.Theneedshavetoberecognized

andnecessarystepshavetobetakentomakethechanges.

Indiaisgrowingrapidlyandchangesaredynamic.Peop

eiarechanging,thepreferenceandthedemandischangi

ng.TheMarketalsohastochangeaccordingly.Thepurp

oseofconsumerbehaviorisnotonlyforretainingthecus

tomersbutalsoattractingnew customers and 
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increasing the salesasocreating and maintenance of 

brand awareness. In this competitive market theeve 

of consumersatisfaction decidesthe success of any 

product and any company.Thenightconsumers 

haveto betargetedand the rightstrategy should be 

implemente dat theright time. This 

willgivethedesired results. 

 

Research Methodology 

Beforeweknowaboutresearchmethodology,

weshouldknowaboutthe“Research”,Researchisanau

thenticactivity&assuchthetermshouldbeusedinatech

nicalSense.Somepeoplesayresearchisacarefulinvesti

gationorenquiryspecialthoughtsearchfornewfactsina

nybranchofknowledge&researchmethodologyisapro

cessorwaytoasystematicallysolvetheresearchproble

m.ItMaybeunderstoodasascienceofstudyinghowrese

archisdone. 

 

RESEARCHDESIGN: 

Theresearchdesignisaframework,whichprovidesgui

delinesforrestoftheresearchprocess.Itemphasizesont

hesepoints. 

 

Methods Of Data Collection: 

Inresearchthedataarecollectedintwoways-

Primarydata 

Secondarydata 

 

• PRIMARYDATA:Theprimarydataarethosedat

awhicharecollectedfresh&forthefirsttime&ital

waysbe inoriginalform.We canobtain direct 

communicationwithrespondentin one 

formoranotherorpersonalinterview. 

 

• SECONDARYDATA:Thesecondarydataareth

osedatawhichare 

 

Collectedfromexistingrecordsthatareavailableinthe

market.InmyprojectIhavecoelectedthesecondarydat

afromvarioussourceslikemagazines,newspapers,we

bsites&variousmanuals&books. 

 

Types Of Research: 

Descriptiveresearchhasbeendonebymeforcollectingt

hedata 

 

DATA 

SOURCES:IHaveselectedtheQuestionnaire&Telep

honicinterviewbasisdatasources 

SAMPLE 

TECHNIQUE:IhavechosentheRANDOMsampetec

hniqueiforfindingthegoodresults. 

UNIVERSE:Ihavebeenonlyshortperiodoftimesomy

surveyisonlyinGorakhpur. 

SAMPLE 

SIZE:Ihavetakenonlythe100numberofsamplesize. 

Survey 

Methodology:Surveywasconductedkeepinginmindt

hesethings. 

 

TargetAudience: 

ThetargetforsurveywasbasedonthatsampleisHIG&

MIGregularuserandtheprospectivecustomer’sAndth

erespondentsare:-   

Home Makers 

Service Man 

Businessman 

Old age person 

Based on age: 

Above25years.  

 

Samplesize:Duringthesurveythesamplesizeofcusto

merswas100.ThisaselectioncoveringprimePacesofic

ity. 

DataAnalysis 

 

Theanalysisandinterpretationisdonebythepiechart.It

isgivenbetweentheformofsomedifferentcharts.Thec

ommentisgivenalongwiththechart. 

Comparisonbetweenmaeandfemaletheagegroupbetween25-35ofmaleandfemale 

Fig.1:-Comparisonofmaleandfemaleofagegroup25-35 
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Interpretation: 

Only66%malepurchaseacar morethan34%femalepurchaseacar 

2. Theagegroupbetween25-35motivestobuyacaris 

 

 
Fig.2:-Motivestopurchasecariformaleandfemaleofagegroup25-35 

 

Interpretation: 

1.34%motivetobuyfor easymaintenance 

2.32%motivetobuyacarbypricereason 

Theother29%peoplebuyacariwiththereasonabrandn

ame,and 

Theremainsother5%peopleisnotinterestedtobuyacar 

3. PromotionalSchemeFor25-35 

 

Fig.3:-

Promotionalschemesthatinfluencesmaleandfemaleof

agegroup2535topurchasecars. 

 

Interpretation: 

45%peoplepurchaseacarthereasonisfreeaccessories 

29%peoplepurchaseacarthereasoniscashdiscount 

An 

otheri26%peoplepurchasecarthereasoniseasycarloan 

 

II. SUGGESTIONS / 

RECOMMENDATIONS 
(i)-RecommendationstotheCompany 

#Moreoutetofthecompanyshoudbetherebecauseoutet

arenotavaiabeinacities,custoimershavetogo 

toanothercitiesfortheoutetsofthecars. 

#PricesofcarmodesaredifferentatdifferentDeaerssoc

ustomersgetconfusedthatthedeaersarecheatingthems

othepricesofathecarmodesateverydeaershoudbesam

e. 

# The company employees should maintain good 

relation with the customers and 

vehicesshouldbedeliveredonthesamedayonwhichith

asbeentoldtothecustomerifordelivery. 

 

III. LIMITATIONS: 
• Timehasbeenamajorconstraintthroughoutthestu

dyasithasbeenonyfordurationof6week. 

• Enoughcareistakeninformuatingthequestionnair

e, stisomeerrorsmaycreepin. 

• Theconsumeribehaviorvariesaccordingtodiffere

ntproducts 

• Quaityversespricewasnottakenintotheconsidera

tion. 

 

IV. CONCLUSION 
MARUTISUZUKIINDIATDCOMPANYisthebigge

stAutomotiveIndustryofIndia. 

IthasagreatgoodwiintheAutomotiveMarket.Therear

emanybigAutomotivecompaniesare in the Indian 

Automobie Market and Maruti Suzuki is No.1 in 

the Indian AutomotiveMarket. 

Maruti Suzuki Automobie Company 

provide its customers the faciity to finance their 

vehicles.Company tieup with banksand 

financiainstitutions which provide car oan to 

theicustomersofMarutiatowinterestrateandeasydocu

mentationprocess.Maruti 

Companyseeaotsofscopeinfinancing the automobile 

fied. By providing this faciity to their customers 

Maruti Company is 

attractingmanycustomers.Fromprovidingthisfinanci

afaciityateverydeaerpoint.Byusingthisfaciity the 

customers who are not abe to purchase Maruti 

Vehicesdirecty through cas h 
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payment,theycanpurchasecarsthroughthecaroanssch

emesofbanks. 

Maruti Suzuki Company has tough 

competition with otheriAutomobie companies as 

likeasTATA Motors, Hyundai Motors, Genera 

Motors, Toyota Motors, Ford Motors, etc. 

IfoundduringmystudyatMarutiDeaer’sshopthatinfin

ancingsectorapersonshoudhavegreat 

communication ski because we need a great 

communicationpoweritocommunicatewithcustomer

s.MarutiCompanyisinterestedinthefiedofAutofinanc

ingbecausethereare a otsof chance to increase their 

profit by seing more vehices and also to increase 

theirmarket share in the Automobie Market. Peope 

took interest in buying vehices 

throughfinancing.Maruti company is providing easy 

car oanfaciity to their customers through making 

more tieup withbanksindifferentarea.Itwasagreat 

experiencetocommunicatewithdifferentpeople.Iearnt

oconvincecustomersandmakethemcear 

abouttheiriaqueriesreatedtoautoindustries. 

 


