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(9)Post  purchase  behaviour  is  the  response  of  a  consumer  after  purchasing  a  product. 


This  is  influenced  by  attitudes,  product  and  dealer  related  factors,  subjective  norms 
and  perceived  behavioural  control.Realising  the  significance  of  these  factors  on  the 
marketing  strategies  of  a  product,  the  present  research  is  undertaken  to  study  the 
influence of these factors on the post purchase behaviour of consumers of pre owned 
cars  in  Kerala.  This  work  also  identifies  the  profile  of  pre-owned  car  consumers  of 
Kerala.  The  specific  objectives  are  a)  To  identify  the  demographic  profile  of 
consumers  who  purchased  pre  owned  cars    b)  To  study  the  relationship  between 
product related factors and consumer attitude towards the purchase of pre owned cars 
c)  to  study  the  relationship  between  dealer  related  factors  and  consumer  attitude 
towards  the  purchase  of  pre  owned  cars  d)  To  analyse  the  relationship  between 
consumers’  attitude  and  post  purchase  behavior  e)    To  analyse  the  relationship 
between  subjective  norms  and  post  purchase  behavior  and  f)    To  analyse  the 
relationship between perceived behavioural control and post purchase behaviour 
The study is confined to consumers who own and use pre owned cars purchased from 
authorised dealers in Kerala. The study was based on field research and made use of 
both primary and secondary data. Primary data were collected from 750 respondents 
distributed in five districts of Kerala. The study found that product and dealer related 
factors  plays  a  vital  role  in  shaping  attitude  of  consumers  towards  pre  owned  cars 
which in turn influence the repurchase intention and decision to recommend to friends 
and  relatives.  Repurchase  intention  of  pre  owned  car  consumers  are  significantly 
influenced  by  the  subjective  norms  and  perceived  behavioural  control.  This  study 
would  help  marketers  to  understand  the  post  purchase  behaviour  of  pre  owned  car 
consumers and formulate the marketing strategies accordingly. 
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Chapter    1 DESIGN OF THE STUDY 


1.1  Introduction 


    Indian automobile industry is considered the fastest growing sector in the 
 world.  In  auto  sales  India  is  in  the  sixth  position  globally.  In  addition  to  the 
 billions of vehicles that exist now, Indian roads could be carrying the load of 
 nearly  nine  million  new  cars  by  2020. Pre  owned  car  segment  was  not 
 considered a potential area of growth in auto sales but has silently grown to a 
 space of its own. But the average Indian saw value in pre owned cars that were 
 discarded after few years of use. While a major portion of car sales in India is 
 still  held  by  customer  to  customer  sales  and  small  dealer,  workshops, 
 mechanics and agents brokering the pre owned car sales have helped the sector 
 grow into a strong segment.   


        Pre  owned  car  segment  is  growing  fast  with  organised  players  paying 
more attention to their pre owned-vehicle operations by opening showroom 
exclusive for pre owned cars. There has been a paradigm shift in pre owned 
car  market  which  needs  to  be  reflected  in  the  customer  experience  and 
marketing  strategies.  For  evolving  marketing  strategies  it  is  essential  that 
marketers  have  an  appropriate  understanding  of  the  characteristics  of 
consumers, what is their attitude towards pre owned cars, how they buy, from 
whom they buy, what is their post-purchase experience etc.  
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      Many researchers have investigated consumer behaviour in relation to cars. 


Marketing  decision  makers  often  rely  on  the  buyer  behaviour  to analyse  new 
 car market or durable consumer goods to conceptualize the dynamics of the pre 
 owned car market. The quality and reliability of pre owned cars have grown, 
 consumer attitudes have also evolved. The entry of organized players made the 
 pre  owned  car  market  more  transparent  which  generated  an  element  of  trust 
 among potential customers there by developing a positive feeling towards pre 
 owned cars. Hardly any research study has been done to examine the purchase 
 behaviour of pre owned cars. Hence, the present study is an attempt to analyse 
 the factors influencing purchase and post purchase behaviour of pre owned car 
 consumers and to identify their profile. 


         As  far  as  a  marketer  is  concerned  it  is  vital  to  understand  whether  the 
 product  is  liked  or  not.  In  addition  to  this,  in  order  to  modify  marketing 
 strategy,  feedback  regarding  the  product  is  taken  so  that  corrective  action  is 
 taken. Post-purchase behaviour is the response of the consumer. The marketer 
 can understand the likes and dislikes, preferences and attitudes and satisfaction 
 of  consumer  towards  the  product.  It  gives  an  indication  that  whether  the 
 purchase  motive  have  been  met  or  not.  The  purchase  is  the  means,  and  post 
 purchase  is  the  end.  By  analyzing  post  purchase  behaviour  marketer  can 
 understand  whether  or  not  customers  will  be  purchasing  a  product  again, 
 whether  he/she  will  have  a  positive  word  of  mouth  and  whether  long-term 
 profits can or cannot be expected.  


1.2 Significance of the Study 


Consumers are the most volatile of all variables which marketers have to 
deal with. Marketers serve consumers from various walks of life who exhibit 
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different  patterns  of  behaviour,  and  these  are  apparent  in  their  purchasing 
 decisions. To understand better, which consumers purchase pre owned cars and 
 why, it is important to analyse what consumers say and they do, to study what 
 measures  they  actually  take  and  how  they  feel  post-purchase.  There  are  a 
 variety of factors that drive all purchase intentions regardless of requirements. 


Consumers  want  value-added  attributes  with  their  products.  However,  just 
 because  of  the  fact  that  a  product  has  this  value  it  does  not  translate  into 
 consumer purchase behaviour in the case of all consumers.  


         Consumers  can  be  segregated  based  on  similar  behaviours  and patterns. 


Customer profiling is the identification of relevant information regarding all the 
 existing customers. It is a description of a consumer or group of consumers that 
 comprises demographic, geographic, and psychographic characteristics as well 
 as buying patterns, creditworthiness, and history of purchase. The study aims to 
 identify  the  factors  that  influence  the  purchase  behaviour  of  pre  owned  car 
 consumers and profile them based on these factors. 


       Post-purchase behaviour is influenced by emotions, attitude, Subjective 
norm,  and  psychology  of  consumers.  Hence  anyone  dealing  with  consumers 
should  be  aware  of  the  influence  of  post  purchase  behaviour.  According  to 
Strydom et al. (2000), after purchasing the product, the buyer will experience 
some  level  of  satisfaction  or  dissatisfaction  which  drives  their  emotions.  The 
marketer’s job does not end when the product is bought but continues into the 
post purchase period. Marketers must monitor post-purchase satisfaction, post-
purchase  actions,  and  cognitive  dissonance.  The  buyer’s  satisfaction  or 
dissatisfaction will influence future behaviour. A satisfied buyer will purchase 
the product again and / or recommend it to others. Dissatisfied buyers will react 
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in a different way. They may possibly discontinue using the product, return it, 
 or take some form of public action. 


      An attitude is a pre-attained disposition of favouring or unfavouring a 
 person,  place,  situation  or  an  object.  Attitude  is  the  result  of  evaluation  of 
 certain  aspects  in  the  mind  of  the  consumer  which  leads  to  a  positive  or 
 negative image in consumer’s black box. The black box of consumers makes it 
 difficult  for  a  marketer  to  predict  the  way  a  consumer  will  behave  towards  a 
 product.  In order to understand the post purchase behaviour of consumers, it is 
 necessary  to  study  their  attitude  towards  that  product.  Attitudes  towards  a 
 product include a set of beliefs about the product attributes. Marketers of pre 
 owned  cars  need  to  know  whether  consumers  have  positive  or  negative 
 attitudes toward pre owned cars, and they must understand the reasons behind 
 these attitudes and what would be the post purchase behaviour of consumers.  


       Subjective norm is defined as “the perceived social pressure to perform 
or  not  to  perform  the  behavior”  by  the  individual  (Ajzen,  1991).  Perceived 
behavioral control refers to “the perceived ease or difficulty of performing the 
behavior”.  The  psychology  of  a  consumer  is  complex  and  uncertain.  It  is 
difficult  for  a  marketer  to  predict  the  behaviour  and  understand  the  post 
purchase  behaviour  of  consumers  towards  a  product.  This  study  sought  to 
determine  what  product  attributes  and  dealer  attributes  are  considered 
important by consumers of pre owned cars, the influence of these attributes in 
shaping their attitude towards pre owned cars. The study aims to understand the 
phenomenon  of  post  purchase  behaviour  based  on  the  belief  that  inducing 
repetitive business is the key to a firm’s long-term success. The study made use 
of  research  model  based  on  Theory  of  Planned  Behaviour  to  predict  the  post 



(29)5


Pre Owned Car Market In Kerala: A Model Linking Attitudes, Product And Dealer Related Factors To Post Purchase Behaviour 


purchase behavior of consumers using pre owned cars by studying influence of 
 product and dealer related factors on attitudes, influence of attitudes, subjective 
 norms, and perceived behavioural control on post-purchase behaviour. 


1.3 Pre Owned Car Market 


         A pre owned car, or pre-owned vehicle, or second-hand car, is a car that 
 was previously owned by one or more owners. Pre owned cars are sold through 
 a variety of outlets, such as authorised and independent car dealers, rental car 
 companies,  leasing  offices,  auctions,  private  party  sales  etc. As  far  as  pre-
 owned  cars  are  concerned  one  man’s  trash  is  another  man’s  treasure.  Two 
 decades back, a car was considered a luxury, which people from rich class only 
 could afford. But for aspirers of middle-class population, secondhand car was 
 the  only  economical  way  to  buy  a  car.  During  those  times,  the  price  of 
 secondhand cars was also on the higher side as compared to the current era. In 
 addition to high price, lack of finance options made owning even a secondhand 
 car  a  dream.  Each  Pay  Commission  in  India  is  boosting  consumer  spending 
 which positively impact new and pre-owned car sales. There is drastic change 
 in  aspirations  of  consumers  which  is  reflected  in  purchase  behavior  of  car. 


According  to  Information  and  Credit  Rating  Agency  (ICRA)  report  (2011) 
rising  income  levels,  easy  availability  of  finance  and  extensive  models  at 
competitive prices have led to spurt in the demand of new car market. Times of 
India (2013) reports that car owner used to change vehicles once in 7-8 years 
whereas the current trend is to change cars once in 3-4 years which resulted in 
drastic reduction in holding period of the car enabling a boom in second hand 
car market. 
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1.4 The Pre Owned Car Market Abroad 


       According  to  Aaron  (2014)  dealers  in  the  United  States  sold  a  record-
 high  2.3  million  Certified  Pre  Owned  Cars  (CPO)  cars  in  2014,  which  is  21 
 percent  of  the  used  car  market  in  the  country.  The  figure  represents  a 
 significant increase from the 1.53 million CPO cars sold in 2009. According to 
 the 25th edition of the Used Car Market Report by British Car Auctions (BCA 
 2015) in association with the Centre for Automotive Management, University 
 of Buckingham, the value of used car sales in 2014 reached £45.1 billion – a 
 year on year increase of 5.6% and an all-time high for the sector. The collective 
 value of new and used car in UK market leapt to £88.5 billion in 2014 up from 


£79.4 billion in 2013, with used vehicles accounting for 51 percent of the total 
 market value.Monetary volume of pre owned car sales is approximately £ 38.1 
 billion. 


      According to estimates by Auto Car Professional (2014) in the United 
 States (US), for every new car sold, around three pre owned cars are sold. Khan 
 (2014) reported that in developed markets, the ratio of new passenger vehicle 
 sales to pre owned passenger vehicle sales is 1:3, in Europe, this ratio is 1:2, 
 while currently in India it is 1:1.1 


      According to Statista (2014) there had been remarkable growth in the 
demand for used car in China. The number of sold used cars had amounted to 
6.05  million  units  in  2014,  generating  overall  used  car  sales  revenue of 
approximately 368 billion yuan. This four-fold increase in used car sales over a 
decade,  displays  the  remarkable  growth  in  demand  for  used  vehicles  in 
China. In 2013, 5.2 million sold used cars stood against 17.5 million registered 
new cars in China.  
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1.5 The Pre Owned Car Market in India 


      India represents one of the world’s largest car markets. According to 
 Kalanidhi (2015) “for every 100 new cars sold in India, 110 pre-owned cars are 
 sold. In the U.S., it is four times while in Germany it is 2.2 times”. According 
 to  Reuters  (2014)  car  manufacturers  in  India,  the  world’s  sixth-largest  auto 
 market  by  unit  sales,  sold  1.8  million  new  cars  in  2013  as  compared  to  2 
 million  the  previous  year,  as  rising  fuel  costs,  interest  rates  and  a  slowing 
 domestic  economy  hit  buyer  sentiment.  According  to  Gupta  (2014)  the  pre 
 owned  car  sales  in  this  market  has  picked  up  and  has  been  growing  at  a 
 Compound  Annual  Growth  Rate  (CAGR)    of  21.1percent  (in  revenue  terms) 
 during FY (Financial year) 2008-FY 2013 and is expected to grow even further 
 as  more  carmakers  are  entering  in  the  pre  owned  car  market.  According  to 
 India  Used  Car  Market  Outlook  research  report  2020,  a  press  release  in  PR 
 Newswire (2016), the used car market will grow at a considerable CAGR rate 
 to reach Indian Rupee (INR) 1.5 billion by 2020 due to the increasing number 
 of  car  dealers  and  preferences  for  used  cars  in  India.  Credit  Rating  and 
 Information Services of India Limited (CRISIL) Research, in September 2012, 
 forecast that annual pre owned car sales will treble to approximately 8 million 
 units by 2016-17, making it a 1.5 trillion rupee market. Aditya (2014) reported 
 that  factors  such  as  increasing  share  of  organised  companies  in  the  business, 
 people switching cars sooner, lower prices in the segment and easy availability 
 of loans are likely to boost demand. Pre owned car market in India is poised for 
 significant growth.        


       Nandhini (2014) in Times of India reports that according to CRISIL, pre 
owned cars have grown at a CAGR of 22 percent from a volume of 1 million 



(32)8  School of Management Studies (CUSAT) 


units to 2.6 million units during FY 2007 to FY 2012. It is projected to grow at 
 a rate of 22 to 24 percent over the next five years from FY12 through FY17.  


Pre  owned  car  market  now  attracts  a  younger  customer  base  as  first  time  car 
 buyer’s  move  to  the  pre-owned  market  in  search  of  better  bargains.  The 
 average  age  of  the  pre  owned  car  buyer  is  lower  than  new  car  buyers  with 
 people as young as 25 to 28-year-olds opting for a pre-owned car in cities like 
 Pune and Bangalore.  


      Previously those who couldn't afford a new car bought secondhand cars. 


Global market research agency J.D. Power (2014) has suggested that the young 
 customers are turning to the pre owned car market to change and purchase cars 
 of different category. Nandhini (2014) observed that now young customers are 
 using  the  pre  owed  option  to  skip  small  cars  and  jump  to  costlier  segments. 


This  could  be  part  of  the  reason  younger  demographic  has,  to  do  with  the 
 purchase motivation of a pre owned vehicle. Pre owned car market is currently 
 worth Rs 52,000 crore with 2.5-million-units a-year and it is expected to reach 
 8 million units in 2017. 


      In  Kerala,  there  appears  to  be  no  reliable  data  to  picturise  the  pre 
 owned car sales. According to Kerala Motor Vehicles department data, (2014) 
 average  new  car  registration  in  Kerala  is  around  85000  per  year  and  is 
 increasing  year  by  year.  It  can  be  assumed  that  in  the  case  of  new  and  pre 
 owned car sales, Kerala would be following all India trends. Thus, pre owned 
 car business turns out to be a significant sector of the car market in Kerala also. 


      The  pre  owned  car  industry  is  a  mirror  reflection  of  the  new  car 
 market. According to Khan (2014) consultancy and market research firm Frost 


& Sullivan has estimated that for every new car sold in the country a pre owned 
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car was also sold. The entry of reputed car brands into pre owned cars business 
 and increased use of pre owned cars is stimulating demand. That is putting in 
 shape the largely unorganised pre owned car business, at a time when new car 
 sales  have  slumped  for  the  first  time  in  more  than  a  decade.  According  to 
 Aditya (2014) customer-to-customer sales and small dealers still dominate pre 
 owned  car  sales  in  India,  while  workshops  and  mechanics  also  double  up  as 
 agents to help people sell or buy cars.  


      According  to  Auto  car  report  (2014)  in  Europe  and  other  mature 
 markets, the number of potential new car buyers is rising, while the number of 
 intended  pre  owned  car  buyers  is  declining.  In  India,  a  reverse  trend  is 
 observed  which  can  be  attributed  to  the  rising  cost  of  fuel  and  increasing 
 disposable income. Though the new car sales have come down due to general 
 economic slowdown, the pre owned car market has shown an increase, clearly 
 indicating that pre owned cars sales will continue to move forward. According 
 to  Khan  (2014)  the  organised  sector  has  helped  make  pre  owned  car 
 transactions more transparent and ensure fair prices for both buyers and sellers. 


While Maruti True Value was the first organised player in the pre owned car 
 market  in  India,  many  other  players  also  have  opened  pre  owned  car 
 showrooms in the past two years recognising the growth potential. According 
 to  Economic  Times  (2014)  now  Maruti  Suzuki’s  India’s  pre-owned  car 
 business ‘True Value’, recorded a growth rate of 36 percent in the first half of 
 2014 while Toyota’s pre owned car division Toyota U Trust has been growing 
 at a rate of 20 percent in the past few years. 


The  Hindu  (2015)  estimates  that  the  pre  owned  car  market  in  India  is 
expected to grow at a Compound Annual Growth Rate (CAGR) of more than 
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20 percent in the next five years, with the organised sector playing a big role in 
 this growth story. As per 2015, India has 15,000 used car dealers, of which less 
 than 1,000 are organized which was 750 in 2014.  


1.6 Background of the Study 


       The  Indian  auto  industry  is  one  of  the  biggest  in  the  world  with  an 
 annual production of 23.37 million vehicles in FY 2014-15, following a growth 
 of  8.68  per  cent  over  the  last  year.  According  to  Indian  Brand  Equity 
 Foundation (IBEF 2015) the automobile industry accounts for 7.1 per cent of 
 the  country's  Gross  Domestic  Product  (GDP).  According  to  Mahindra  First 
 Choice  (2014)  based  on  data  from  the  Society  of  Indian  Automobile 
 Manufacturers (SIAM) in 2013 India’s car market ended with a 10 percent fall 
 in  sales  mainly  due  to  the  rising  fuel  prices  and  sticky  inflation.  Despite  the 
 current slowdown, the pre owned car market is expected to be almost double 
 the size of the new car market. Total size of pre owned car market is around 3 
 million  units,  with  organised  sector  share  at  15  per  cent.  The  pre  owned  car 
 market is bigger than the new car market and is on the rise. According to Khan 
 (2014)  senior  sales  &  marketing  executives  at  Toyota  Kirloskar  opined  that 
 customers do consider pre owned vehicle as an alternative option and this has 
 been an increasing trend in the recent past. 


      Second hand or pre owned cars form an integral part of the car market. 


The pre owned-car market in the country is witnessing a structural shift from 
the unorganised sector to the organised sector. From word-of-mouth references, 
auto  fairs,  and  newspaper  classifieds,  the  second-hand  car  market  is 
transforming  into  an  organised  and  professional  business.  The  shift  from 
buying new cars to pre owned cars can be attributed to the increasing number 
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of  the  organised  pre-owned  car  players. Aditya  (2014)  reports  that  as  per  the 
 CRISIL report,  till  2006-2007,  the  pre  owned  car market  was  dominated  by 
 unorganised  players  and  Customer  to  Customer  (C2C)  with  more  than  96 
 percent  of  the  market  share.  At  the  same  time organised  players  had  only  4 
 percent market share in the same year. However, the share of organised players 
 increased to 16 percent in 2012 and is expected to grow to 25 percent by 2017, 
 as companies recognise the potential in this business. 


      According  to  Nagi  Palle  (2014),  Chief  Executive  Officer  (CEO)  at 
 Mahindra  First  Choice  (MFC),  the  pre-owned  vehicle  business  arm  of 
 Mahindra  &  Mahindra  (M&M),  the  pre  owned  market  is  growing  four  times 
 faster than the new car sales. While the new car market has grown 4 percent to 
 5 percent in 2014, MFC has posted a growth of about 20 percent year-on year. 


It is estimated that the organised pre owned car sales attain an average growth 
 of  15  percent.  Palle  further  added  that  by 2017,  the  pre  owned car  market  in 
 India will be around 7.7 million units strong.  


      Pre  owned  car  sector  in  India  has  emerged  as  one  of  the  major 
 industries. Factors responsible for the increasing popularity of pre owned cars 
 are  the  multitude  of  choices  available.  According  to  Jagadish  (2013)  income 
 gain,  benefits  such  as  lower  rate  of  depreciation,  easy  finance  options,  and 
 hassle-free  documentation  along  with  clean  history  motivated  people  to 
 upgrade their vehicles more frequently. 


1.7 Statement of the Problem 


      In  early  days,  when  there  were  no  organized  players  the  sale  of  pre 
 owned  cars  mainly  happened  through  word  of  mouth  which  was  driven  by  a 


‘Circle of Trust’. According to Auto Car Report, Maruti became the first major 
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organised player to enter the market by launching its pre owned car business, 
 Maruti True Value, in 2001. Today, the Indian consumer has woken up to the 
 optimistic trend towards pre-owned cars. Globally the pre owned car market is 
 three times the new car market while in India the ratio is 1:1.5 indicating strong 
 potential  for  growth.  As  per  estimates  by  Car  Trade  (2016),  the  Indian  pre 
 owned car market will stand strong at 8 million units by the end of 2017, with 
 both unorganised and organised retail operators. 


       Auto car Professional (2014) observed that in Europe and other mature 
 markets,  the  number  of  prospective  new  car  buyers  is  increasing,  while  the 
 number  of  intended  pre  owned  car  buyers  is  declining.  A  reverse  trend  is 
 observed  in  India,  which  can  be  attributed  to  the  rising  cost  of  fuel  and 
 increasing disposable income which is evident from the CRISIL report. Figure 
 No: 1.1 clearly indicates the growth prospect of pre owned cars. The CRISIL 
 report (2012) indicates that the pre owned car sale which was lagging behind 
 new  car  sales  during  2006-07  increased  to  2.6  million  units  in 2011-12.  It  is 
 predicted  that  the  pre  owned  car  sales  will  increase  to  7.7  million  units  by 
 2017. 


       The increase in a number of organised players in pre owned car market 
 made the pre owned car transactions more transparent and ensure fair prices for 
 both buyers and sellers.Khan (2014) reported thateconomic uncertainties have 
 made many prospective first time car buyers cautious about spending money; 


hence,  many  are  actively  considering  pre  owned  cars.  Most  carmakers  have 
developed a branded pre owned car business that allows customers to buy pre-
owned cars certified by original manufacturers and backed by warranty.
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in relation to the product and dealer related factors, attitudes, subjective norms 
 and perceived behavioural control of consumers. 


1.8 Objectives  


       The following are the objectives of the study: 


General Objective 


•  To  study  the  influence  of  attitude,  product  and  dealer  related  factors, 
 subjective  norms  and  perceived  behavioural  control  on  the  post  purchase 
 behaviour of consumers of pre owned cars in Kerala and to identify the profile 
 of pre-owned car consumers of Kerala.   


Specific Objectives 


•  To  identify  the  demographic  profile  of  consumers  who  purchased  pre 
 owned cars. 


•  To study the relationship between product related factors and consumer 
 attitude towards the purchase of pre owned cars.  


•  To  study  the  relationship  between  dealer  related  factors  and  consumer 
 attitude towards the purchase of pre owned cars.  


•  To  analyze  the  relationship  between  consumers’  attitude  and  post 
 purchase behavior.  


•  To analyze the relationship between subjective norms and post purchase 
behavior. 
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•  To analyze the relationship between perceived behavioural control and 
 post purchase behavior. 


1.9 Scope of the study 


      Post  purchase  behaviour  is  the  response  of  a  consumer  after 
 purchasing  a  product.  Analysing  the  post  purchase  behaviour  helps  the 
 marketer  to  understand  whether  customers  will  recommend  the  product  to 
 friends and relatives or they will repurchase the product in future. This enables 
 the  marketer  understand  the  thoughts  and  feelings  people  experience  and 
 actions  they  perform in  the  process  of  consumption.  Post  purchase  behaviour 
 towards  a  product  is  influenced  by  certain  factors.  Hence,  the  scope  of  the 
 study is to identify the influence of attitude, product and dealer related factors, 
 subjective  norms  and  perceived  behavioural  control  on  the  post  purchase 
 behaviour.  The  study  is  confined  to  consumers  who  own  and  use  pre  owned 
 cars purchased from authorised dealers in Kerala. 


  1.10 Limitations of the study 


•  Authorised  dealers  having  showrooms  in  all  the  five  selected  districts 
 only are considered and therefore, certain authorised dealers who are not active 
 in these districts are not included in the sampling process. 


•  There  are  a  number  of  unauthorised  dealers  who  are  trading  in  pre 
owned  cars.  Their  marketing  strategies  will  be  entirely  different  from  that  of 
the  authorised  dealers.  These  unauthorised  dealers  were  not  included  in  the 
study as relevant ownership data was not available.  
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1.11 Organisation of the study 


The thesis is presented in following seven chapters. 


Chapter  1-  Design  of  the  study  gives  the  introduction  to  the  study,  the 
 background  of  the  study,  statement  of  problem,  objectives,  scope  and   
 limitations of the study. 


Chapter 2- Review of literature focuses on the literature reviews of the relevant 
 studies conducted in the field of consumer behaviour, factors influencing post 
 purchase behaviour, studies related to automobile purchase and pre owned cars.  


Chapter  3-  Theoretical  framework  expounds  a  theoretical  framework  of  the 
 post purchase behaviour. 


Chapter  4-  Research  methodology  describes  the  methodology  of  the  study, 
 research  design,  and  major  variables  in  the  study,  sampling  plan,  data 
 collection, and statistical tools used for analysis. 


Chapter 5- Socio-economic profile of pre owned car consumers brings out the 
 profile of pre owned car consumers.  


Chapter  6-  Explains  the  relationship  between  attitudes;  product  and  dealer 
 related  factors,  subjective  norms  perceived  behavioural  control  and  post 
 purchase behaviour of consumers of pre owned cars. 


Chapter 7- Details the summary of findings, implications and conclusion. 
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1.12 Chapter Summary 


       This chapter has provided a brief background of the pre owned car 
 market abroad, in India and in Kerala. Pre owned car market was perceived to 
 be asymmetric where in, sellers more bargaining power than buyers had.  Now 
 it is becoming transparent with the entry of authorised pre owned car dealers. 


The  pre  owned  car  business  is  1.3  times  bigger  than  the  new-car  market  and 
 growing at a faster rate. According to Baggonkar (2016), almost three million 
 second-hand cars were sold in India last year compared to the 2.5 million new 
 cars.  


      The pre owned car sales has picked up and has been growing during 
the period 2008-2013 and is expected to grow even further as more car makers 
are entering in the pre owned car market. Little is known or understood about 
purchasing  behaviour  towards  pre  owned  cars  in  Kerala,  factors  affecting 
purchase  and  post  purchase  behaviour.  Focusing  the  marketing  efforts  over  a 
targeted group of consumers is, therefore, difficult and less effective. Thus, this 
research  seeks  to  explore  the  determinants  of  purchase  behaviour  and  post 
purchase behaviour of consumers of pre owned cars. In order to evaluate past 
studies,  a  thorough  literature  review  is  performed  which  is  explained  in  the 
next chapter. 
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Chapter    2 REVIEW OF LITERATURE  


2.1 Introduction 


       The  market  for  pre  owned  cars  like  any  other  goods  and  services 
depends on the consumer choices and trends. Assessing these choice patterns 
and  trends  is  essential  for  the  success  of  marketing  effort.  It  pinpoints  where 
the market is and what the customer wants. Although pre owned car market has 
grown worldwide, research studies about pre owned cars remains scarce. It is 
also  necessary  to  understand  what  drives  the  choices  of  the  consumers  in 
purchasing a pre owned car and what would be the post purchase behaviour of 
consumers which forms the basis of this research. In the context of this study, 
consumers’  general  attitude  towards  pre  owned  cars  will  be  an  important 
predictor of his /her intention to buy such a car. Thus this study will focus on 
finding  out  what  factors  influence  the  behaviour  of  consumers  of  pre  owned 
cars  and  influence  of  factors  on  post  purchase  behaviour.  In  order  to  fully 
understand  consumers’  actual  purchasing  behaviour  one  needs  to  obtain 
information on the following: What are the factors that influence the consumer 
while purchasing a pre owned car? What will be the post purchase behaviour of 
consumers after purchasing a pre owned car? Literature review will provide an 
overview  of  the  prior  studies  of  the  factors  influencing  purchase  and  post 
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purchase behaviour. Consumer behaviour as defined by Schiffman and Kanuk 
 (2004)  is  the  study  of  consumers’  actions  during  searching  for,  purchasing, 
 using, evaluating, and disposing of products and services that they expect will 
 satisfy  their  needs.  According  to  Sheth  et  al.  (1999)  consumer  behaviour  is 
 determined by an individual’s character, demographics and motives.  


2.2 Studies on factors affecting post purchase behaviour 


         Post  purchase  is  affected  by  various  factors.  The  following  section 
 discusses various studies affecting the post purchase behaviour of consumers. 


Studies  related  to  product  related  features,  attributes  of  dealers,  attitude  of 
 consumers,  subjective  norms,  perceived  behavioural  control  and other  factors 
 are covered accordingly. 


2.2.1 Factors affecting post-purchase behaviour 


       Kazemi et.al; (2013) in an exploratory study examined the relationships 
among  value  equity,  brand  equity,  relationship  equity,  attitude,  subjective 
norms,  perceived  behavioural  control  and  repurchase  intentions  through  a 
structural  equation  model.  The  data  was  analysed  by  Analysis  of  Moment 
Structures  (AMOS)  software.  The  study  found  that  value  equity  had  indirect 
effect on repurchase intention through perceived behavioural control, where as 
brand equity and relationship equity had no significant influences. The results 
also indicated that the effects of value, brand and relationship equity on attitude 
are  positive  and  significant,  while  subjective  norms  are  influenced  by  value 
equity  and  relationship  equity.  The  perceived  behavioural  control  is  just 
influenced by value equity. Attitude and subjective norms have no significant 
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influence  on  repurchase  intentions,  while  perceived  behavioural  control  has 
 positive effect on them. Therefore, value equity emerges as the strongest driver 
 of  customer  equity  that  effects  repurchase  intentions  indirectly  through 
 perceived behavioural control.  


       Jankingthong  et.al;  (2012)  conducted  a  research  to  study  the 
 relationships  of  factors  affecting  post-purchase  behavioural  intentions  in 
 tourism  sector  on  the  basis  of  the  investigated  variables  from  recent  relevant 
 literature.  The  exploratory  results  of  this  study  led  to  identification  of  direct 
 and  indirect  factors  affecting  post-purchase  behavioural  intentions,  including 
 corporate  social  responsibility,  destination  image,  service  quality,  perceived 
 value,  tourist  satisfaction  and  tourist  complaints  for  the  development  of 
 proposed model. 


      Wangwiboolkij  et.al;  (2012)  in  a  study  attempts  to  investigate  the 
 factors that influence the repurchase intention of Thai female customers toward 
 Korean  cosmetics  in  Bangkok.  A  total  of  402  current  customers  were 
 approached to collect data, using self-administered questionnaires. They were 
 analysed  utilising  the  descriptive  research  technique.  The  Pearson  correlation 
 coefficient was used to test all hypotheses. The results indicate that subjective 
 norms, beliefs, attitudes, advertising & information sources, physical attributes, 
 psychological  attributes,  and  perception  play  a  crucial  role  in  the  repurchase 
 intention of  Thai  female  customers.  This  study  will be  beneficial  to  cosmetic 
 manufacturers and marketers as it can help them gain a better understanding of 
 Thai consumers’ behaviour and specific requirements.  


      Mosavi  et.al;  (2011)  conducted  a  study  on  behavioural  intention  in 
internet shopping. The main purpose of this study is to develop a new model to 
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investigate  the  effects  of  subjective  norm,  attitude  and  perceived  behavioural 
 control  on  behavioural  intention  and  explore  the  effects  of  behavioural 
 intention on repurchase intention and word-of mouth in the context of internet 
 shopping. Data were collected from 860 online customers in Shiraz (Iran) with 
 a  questionnaire  methodology.  Confirmatory  factor  analysis  was  conducted  to 
 examine  the  reliability  and  validity  of  the  measurement  model  and  the 
 structural  equation  modeling  technique  was  used  to  test  the  research  model. 


The  findings  suggest  that  behavioural  intentions  are  influenced  by  subjective 
 norm (27 percent), attitude (23 percent) and perceived behavioural control (21 
 percent).  Besides,  this  study  shows  that  the  most  prominent  impact  of 
 behavioural intentions are on repurchase intentions (37 percent) and word-of-
 mouth (WOM, 28 percent). The findings also suggest that attitude is influenced 
 by brand image (26 percent) and marketing mix (20 percent). 


       Lin  (2008)  conducted  a  study  on  factors  influencing  online  and  post-
purchase  behaviour.  Structural  Equation  Modeling  (SEM)  causal  model  was 
used to verify the capability of the model to explain the online investment and 
post-purchase  behaviour  of  consumers.  In  the  preliminary  fit,  the  financial 
support  of  family  members  has  the  highest  influence  on  the  decision  of 
consumers  (subjective  norm),  the  incorrectness  of  product  information 
announced by service providers is perceived by consumers as the highest risk 
(perceived  risk),  and  the  attractiveness  of  products  is  the  most  important 
variable to arouse the interest of consumers to buy (product involvement). As 
for  the  actual  behaviour,  personal  requirements  for  investment  are  the  most 
decisive factor for consumers to take actions. The correctness of products is the 
most  influential  factor  for  the  gap  of  perceived  service  quality.  Among  the 
parameters  under  the  post-purchase  behaviour,  the  external  response  and 
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internal  response  are  most  decisive  for  consumers  to  take  actions  after  they 
 have  made  a  purchase.  As  for  the  internal  fit,  the  subjective  norm  to  actual 
 behaviour, perceived risk to actual behaviour, subjective norm to post-purchase 
 behaviour,  and  gap  of  perceived  service  quality  to  post-purchase  behaviour 
 reach the significant level and the overall goodness-of-fit of the research model 
 was satisfactory. 


       Mosala (2007) studied post purchase behaviour (cognitive dissonance) 
 amongst  students  at  a  selected  higher  education  institution.  The  objective  of 
 this  study  is  to  determine  the  extent  of  post  purchase  behaviour  amongst 
 tertiary  students,  with  specific  reference  to  the  Durban  University  of 
 Technology. The results of this study show that students experience cognitive 
 dissonance.  It  was  found  that  accommodation,  lecturers,  course  of  study,  the 
 institution itself and finances are the major causes of this discomfort.  


       Chen-Yu et.al; (2001) examined the effects of product image at three 
stages  of  the  consumer  decision  process  for  apparel  products:  alternative 
evaluation, purchase and post-purchase stages. The three specific objectives of 
the  study  were  to  examine  at  the  alternative  evaluation  stage  the  effect  of 
product  image  on  perceived  quality  and  performance  expectation,  at  the 
purchase stage the effect of product image on purchase intention and the price 
the consumer was willing to pay, and at the post-purchase stage the effect of 
product image on consumer satisfaction and the effect  of product image with 
product  consumption  performance  on  consumer  satisfaction.  Results  showed 
that  at  the  alternative  evaluation  stage,  product  image  significantly  and 
positively  influenced  perceived  quality  and  performance  expectation.  At  the 
purchase stage, product image was not a determinant of purchase intention, but 
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significantly  and  positively  influenced  the  price  participants  were  willing  to 
 pay for the product. At the post-purchase stage, product image did not directly 
 influence  participants’  satisfaction,  but  product  image  with  product 
 consumption  performance  significantly  affected  satisfaction.  When 
 consumption performance was good, product image significantly and positively 
 influenced  satisfaction.  When  consumption  performance  was  poor,  product 
 image significantly and negatively influenced satisfaction. 


2.2.2 Studies Related to Theory of Planned Behaviour  


         Yulin Miao (2015) in a study examined the influence of electronic Word 
 Of  Mouth  (eWOM)  on  tourists’  behavioural  intentions  to  choose  a  particular 
 tourism  destination.  The  Theory  of  Planned  Behaviour  (TPB)  is  utilised  to 
 investigate how eWOM influences Chinese tourists’ intention to visit Thailand. 


Research objectives of this study are to study the relationship between eWOM 
 and Chinese tourists’ decision-making influence factors to visit Thailand, and 
 to  investigate  how  eWOM  affects  Chinese  tourists’  intention  to  travel  in 
 Thailand.  The  results  show  that  eWOM  significantly  affect  tourists’ 


behavioural  intention  toward  visiting  Thailand  by  affecting  their  attitude, 
 subjective  norms  and  perceived  behavioural  control  of  the  theory  of  planned 
 behaviour (TPB). 


      Mei-Ling  Tang  (2015)  conducted  an  empirical  investigation  into 
consumers' perspectives with regard to green hotel initiatives in Taiwan. It also 
explored the relationships between revisit intention and three important groups 
of factors: purchase decision factors, attitudes towards green certification, and 
satisfaction. A path technique was adopted to analyse the proposed theoretical 
model.  The  empirical  results  show  that  satisfaction  has  a  mediating  effect  on 
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